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Executive Summary
The present report has examined the strategic position of Starbucks into the ready to drink coffee market in the UK. The analysis delivered an effective evaluation through the strategic models like PESTLE, VRIO, SWOT and Balanced Scorecard followed by the Ansoff matrix and SAFe. These models have proved importance of the company in its external and internal business environments.
The findings of the report have ensured the benefits of the company like the global recognition and premium brand values with the strong ethical commitments. Based on the analysis it is found that the UK market is experiencing significant demand of ready to drink healthier beverages and this implements extensive opportunity for the company to position its product into the market. However, some of the risks were also found due to the pressure of inflation and for the extensive competition on the selected market. However, apart from that Starbucks have maintained £556.3 million revenue in the UK market which highlights its capabilities to position the ready to drink product. 
The report has summarised that the company can initiate differentiation through the product development strategy by which it will be able to receive the most effective outcome from the market. Further the SAFe analysis has ensured that the strategy is suitable, acceptable and feasible that can help the company to make an effective market presence. Lastly if the company adopt the recommended strategy, it can strengthen its operational resilience for the long term and can maintain its competitive advantages in the UK market.   
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[bookmark: _Toc235695395]Section 1
[bookmark: _Toc235695396]1. Organisational Context and Overview 
Strategic management involves the evaluation and organisation of a company’s resources and the competitive environments for achieving its goals and objectives. The story of Starbucks began in the year 1971 and is established in Seattle, Washington (Starbucks, 2026d). The company evolved from the single coffee bean retailer to one of the world’s most identified coffee brands which served millions of customers. The company mainly source its 99% of the coffee from farms and supply chains which meets the Starbucks C.A.F.E that is Coffee and Farmer Equity (Starbucks, 2026a). The present report mainly focuses on the RTD coffee products of Starbucks in the UK market which is one of Europe’s mature coffee markets. The mission of Starbucks is to be the premier purveyor of the finest coffee in the world with the inspiration and nurturing of the human spirit, of one person, one cup and one neighbourhood at a time (Starbucks, 2026c). While its strategic vision is mainly focused on delivering the premium coffee experiences through the sustainability, innovation and with the help of customer engagements. 
The company is found to market its RTD beverages through the supermarkets, online retail channels and convenience stores which has attracted customers to consumer Starbucks products beyond the traditional cafés (Kline, 2026). The stated diversified model has made the brand visibility strong with the creation of additional revenue streams. In the year 2026, it is noticed that the company has made a revenue of $37.184 billion which has increased 2.79% from the year 2024 (Macrotrends, 2026). Figure 1 reflects the revenue of Starbucks from 2014 to 2016. 
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Figure 1: Revenue of Starbucks
(Source: Macrotrends, 2026)
In the UK Starbucks has to compete into the highly competitive branded coffee and RTO beverage industry against the established players like Costa Coffee, Pret A Manger and Caffe Nero followed by the ready to drink manufacturers like Nestle. However, apart from the competition it is found that Starbucks maintain an extensive competitive position in the UK with a revenue of £556.3 million noted in the year 2026 (Starbucks, 2026e). The stated abilities of the company provide an effective foundation for the company to strengthen its competitive advantages within the UK’s growing RTD coffee market. 
[bookmark: _Toc235695397]2. External and internal analysis
[bookmark: _Toc235695398]2.1 External factors evaluation by PESTLE analysis
	Factors
	Description 
	Impacts

	Political 
	In the year 2026 the UK business is experiencing policy changes which includes employment rights, taxations, consumer protection (British Standards Institution, 2026). UK government supports are increasing on the sustainable packaging and carbon reduction (Government of UK, n.d.). 
	The higher costs of imports, logistics and labours can reduce the company’s profit margin as Starbucks relies on the globally sourced materials. While the incentive toward the sustainable packaging develops opportunity for the company. 

	Economic
	The rate of inflation is fixed at 2.8% noted in the year 2026 (Trading Economics, 2026). Wages of the employees grew by 3.4% in the last three months noted in the year 2026 March (Clark, 2026). 
	Rising cost for distribution and for the production of the ready products. However, the consumers prefer to purchase the premium product in the UK market. In contrast the companies can face reduced profit margins for the increased wages of the employees. 

	Social 
	It is projected that the population of the UK will grow from 69 million in 2025 to 72 million in the year 2049 (Cangiano, 2026). In the UK it is noticed that in the UK people drinks 98 million cups of coffee per day (British Coffee Association, 2026). 
	The growing population has marked an opportunity for the company as the growing population will increase the demand rates. The high intake of coffee in the country also stated opportunity for the company in the long term. 

	Technological 
	The technology in the UK has the growth rate of 12% with the evaluation of 5G technology and artificial intelligence (UK Government, 2026). Further the intelligent or smart packaging growth rate in the UK is 8.3% (Future Market Insights, 2026). 
	The advancement in the rate of technology highlighted an opportunity for the company and it is ensured that investments in technology and data analytics can make the company achieve greater success in the UK market. 

	Legal 
	Food Safety Act 1990 is mandatory to follow for the UK food safety compliances (VisitBritain, 2026). The Digital Markets, Competition and Consumers Act 2024 is for managing the effective advertising legislation in the UK (Legislation Government of UK, 2024). 
	The application of the regulatory compliances increases the costs for operations but also encourages the continuous innovations in food production and in nutritional benefits. The companies operating in this compliance need to effectively follow the regulations for long term success. 

	Environmental 
	The Climate Change Act 2008 is essential for doing business in the UK market for ensuring the reduction of greenhouse gas (Adler and Allan, 2026). 
	The risk of environmental compliance is present in the UK market, but Starbucks invests in sustainable packaging and therefore has lessen threats based on climate related regulations. 


Table 1: PESTLE analysis
(Source: Author)
The external environmental analysis through PESTLE has ensured that the impacts on Starbucks are intense from three factors which are economic, environmental and political factors. This has ensured the macro business environment scanning which is stated by Wheelen et al. (2018), as environmental scanning that is powered by strategic formulation, strategy implementation and evaluation and control. The economic factor has reflected the effective impacts on the company’s profitability due to the intense effects of inflation and labour costs (Trading Economics, 2026). Figure 2 reflects the rate of inflation in the UK. 
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Figure 2: Inflation in UK
(Source: Trading Economics, 2026)
The present revenue position of the company has projected its stable market position but has threats due to the rising wages of employees which can bring down the company’s profits. Further the political factors also imposed threats like the changes in policy stances after Brexit which are comprised of employment rights, taxations, consumer protection (Government of UK, n.d.). These considerations should be maintained by Starbucks so that it does not face any issues related to fine and penalties. Further the threat is also present in respect of the environmental factor as the country requires effective maintenance of compliance based on the environmental protection. In this environment, Starbucks should ensure that its carbon emission goals are achieved, and it maintains the sustainable sourcing so that the compliance of environmental requirements is met and the company can effectively enhance the market opportunity for the RTD coffee. 
[bookmark: _Toc235695399]2.2 Internal environment analysis by VRIO
In order to evaluate the internal environment of Starbucks, a detailed VRIO analysis is implemented for understanding the company’s internal resources and capabilities which can develop sustainable competitive advantages for the company.
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Table 2: VRIO analysis
(Source: Author)
With the help of VRIO analysis it is ensured that the company reinforced multiple strategically valuable resources which possessed its competitive position within the UK ready to drink coffee market. Based on all the resources and capabilities of the company, it is understood that the company’s brand equity has reflected the company’s most effective strategic asset. This is because Starbucks is known as one of the most recognised brands that maintains consistent quality and premium positioning followed by the customer experiences (Setiana et al., 2026). As it was ensured by Whittington et al. (2020), that values generates when resource and capability exist and are valued by customers. The stated reputation of the company makes consumer purchase products by premium prices in spite of enhanced competition and economic uncertainty. Based on the annual report of the company, it is found that the company has already secured $37.184 billion revenue in the year 2024 and this reflected its stable commercial value and sustainable consumer demands (Macrotrends, 2026). Additionally, the company has another major strength like the commitment to ethical sourcing through its Coffee and Farmer Equity or C.A.F.E. programme (Preferred By Nature, n.d.). With this, it is ensured that, as the consumers extensively seek for the sustainable and responsible production the company’s ethically sourced coffee has enhanced the credibility of the brand with the reduction of long-term supply chain risks. The stated capability is also difficult to imitate by the competitors as the company has developed this by decades of investments and supplier relationships. 
Further the company, also receives benefits from its extensive digital ecosystem which includes the Starbucks Rewards programme and advanced customer analytics. The stated capability has allowed the company to understand the purchasing behaviours followed by personalisation of marketing campaigns and this improved the demand forecasting scenario. In contrast, the digital technologies are also becoming increasingly common across the food and beverage industry which means that the competitors can gradually replicate similar capabilities through the investments (Vitsentzatou et al., 2022). Apart from these strengths of the company the other resources deliver only the competitive parity and has not ensured sustained advantages. The financial resources of the company have ensured valuable stances but are not unique and the multinational companies like the Nestle and Costa Coffee can deliver comparable investments and attraction of the distribution networks. Other than this, the beverage innovation also offers the temporary advantages as the successful product formulation can often be copied within a short period. In summary, it is ensured that the analysis indicated that Starbucks’ greatest strengths lie in its globally recognised brand and ethical sourcing capabilities which contributes to the sustainable competitive advantages. 
[bookmark: _Toc235695400]2.3 SWOT analysis  
	Strengths 
	Weaknesses

	· Dominant and globally recognised premium brand with the high customer trusts and loyalty (Starbucks, 2026b). 
· The company has strong ethical sourcing through the C.A.F.E practices (Starbucks, 2026f). 
· Starbucks have extensive distribution of networks across the UK supermarkets and convenience stores. 
· The company has advanced digital capabilities and customer insights to support the targeted marketing.
	· The establishment of the company’s premium pricing limits affordability for the price sensitive customers (Wolff, 2025).
· The dependence of the company on the imported coffee beans exposes Starbucks to the global supply chain disruptions. 
· The ready to drink product portfolio of the company remained smaller than that of some specialist beverage competitors which reduces the product variety in certain segments. 
· The production cost is high and is associated with the maintaining of premium quality and sustainable sourcing (Darley, 2025). 

	Opportunities
	Threats

	· The growth of the premium ready to drink coffee is intense in the UK market (Gosalvitr et al., 2024). 
· The country is experiencing healthier demands for the healthier beverages with the low sugar products (Ogundijo and Tas, 2025). 
· The expansion of recyclable packaging and reduction in carbon initiatives for strengthening the leadership in sustainability. 
	· The rising prices of energy with the rising impacts of inflation. 
· The global coffee production is getting threatened by the climate change and supply chain uncertainty (Zhou et al., 2022). 
· The strong competition is present from the established players in the market like Costa Coffee, Nestle and supermarket owned brand products. 


Table 3: SWOT analysis
(Source: Author)
From the SWOT analysis of Starbucks business environment, it is ensured that the company has indicated a well-established position into the UK ready to drink coffee market. The company is found to have a recognised brand with the premium product quality and an effective maintenance of ethical sourcing which provided the important sources of competitive advantages which are difficult to replicate (Starbucks, 2026b). The stated capabilities of the company to differentiate itself in the market has increasingly influenced the quality of the product and sustainability with the brand credibility. 
On the other hand, the analysis also has reflected several internal limitations and the company’s premium pricing strategy which has supported profitability but has restricted the market penetration among the more price sensitive consumers and mainly during periods of economic uncertainty (Wolff, 2025). Additionally, the company’s dependence on the imported coffee beans has increasingly exposed the supply chain disruption and fluctuations into the global commodity prices and this created the operational risks and requires ongoing management. Based on the external perspectives it is found that the UK ready to drink coffee market presented a considerable growth opportunity (Gosalvitr et al., 2024). Further the leveraging of the digital technologies includes the artificial intelligence and advanced consumer analytics which offered opportunities for enhancing customer engagement and this accelerate the product innovations. 
Despite of these opportunities the company has also some significant threats which the company needs to address for the long-term growth opportunities. The first key threat is the competition from the established brands and from the supermarkets. Further threat is from the climate change which possessed long term risks for the coffee production while stricter environmental regulations can increase the compliance and packaging costs (Zhou et al., 2022). Therefore, the future market effectiveness of Starbucks will depend on the abilities to strengthen supply chain resilience and customer focused innovation into the UK market for establishing its product ready to drink coffee. 
[bookmark: _Toc235695401]3. Comprehensive and holistic view of the organization 
[bookmark: _Toc235695402]3.1 Starbucks’ current CSR strategy and alignment with business objectives
The application of the corporate social responsibility has become the most important component in the modern business scenario which ensures long term sustainability into the market. The company has effectively implemented environmental social and governance principles among its operations for the enhancement of its stakeholders trusts and for the maintaining of its premium position in the market. 
The sustainability of environment is the company’s most effective CSR priorities. This is justified by the company’s aim to cut its carbon emissions by 50% through the year 2030 with the boosting of energy efficient and waste reduction programs (Starbucks, 2026f). This has committed to develop a resource positive business through the reduction of carbon emissions and through the conserving of water resources with the minimisation of wastes from its value chain. However, the company has failed to resolve its landfill pollution as it uses 8000 paper cups a minute which has contributed to the landfill pollution (Clean Water Action, 2026). In contrast to the UK market, the stated commitments of the company are mainly based on the initiatives like the recyclable and reusable packaging with the enhanced use of responsibly sourced materials but has overlooked the landfill pollution perspectives. 
The ethical sourcing has ensured another critical pillar of Starbucks CSR strategy as with the help of the C.A.F.E practices the company has directly collaborated with the coffee growing communities for the effective promotion of sustainable farming. The company aims to source 99% of its coffee ethically based on the verified sourcing standards (Starbucks, 2026f). According to Navarrete-Cruz and Birkenberg (2024), it is ensured that through the investment into the farmer support centres and with the help of technical training the company could strengthen the resilience of its global supply chain. However, the poor approach of the company towards the workers right and not supporting the local communities have developed a concern (Ethical Consumer, 2026). Apart from this, its ethical sourcing has created a long-term value of business with the securing of stable coffee supplies which are effective for the new ready to drink business model. 
Further the social dimension has highlighted that the company’s CSR strategy is extended to the management of supply chain. It is found that the organisation has effective investments in the employee development followed by the EDI policies and mental health supports. Starbucks currently maintain 100% pay equity in the US for the women and men and for the people of all the races for partners who are performing in the similar areas (Rella et al., 2022). Based on the strategic stances the company’s CSR practices explained the strong alignment with its mission of nurturing and inspiring the human spirit with the delivery of high-quality coffee. The stated implication made the competitive differentiation stronger through the response to the growing consumer demand. However, the extensive rise in the climate risks also has threaten coffee production with the potential increase of sourcing costs.
In summary it is understood that CSR functions not only are sustainability approaches, but they support the future growth and organisational reputation which can further develop the company’s growth in the UK’s increasingly competitive ready to drink coffee market. 
[bookmark: _Toc235695403]3.2 Balanced scoreboard evaluation of Starbucks’ ready to drink coffee 
The balanced scorecard is an effective tool which is designed to track and measure the financial variables in a business. With respect to the scenario of Starbucks ready to drink coffee business in the UK, the balanced scorecard focuses on the customers, internal process of business and the learning and development. This tool also support the strategic decision making through the assurance that operational activities are aligned with the mission of the company (Oyewo et al., 2022). The following table is designed for effective balanced scorecard implications aligned with the strategic objectives of the company. 
	Perspectives
	Strategic objectives
	Key Performance Indicators
	Targets 
	Strategic initiatives

	Financial 
	To increase profit and revenue growth with the maintenance of premium positions. 
	Operating profit margins, annual ready to drink sales revenue and return on investment. 
	To increase the UK sales of the ready to drink coffee by 8% annually with the profit margin above 18%. This will improve the UK market share by 2% in three years. 
	The product portfolio of ready to drink coffee is essential followed by strengthening the partnership with supermarkets. 

	Customer
	To improve brand loyalty and customer satisfaction rates. 
	Net Promoter Score, Customer satisfaction score and loyalty programme engagements. 
	To gain the customer satisfaction above 90% with the repeat purchase increased by 10% and NPS by 5 points. 
	The company should launch healthier ready to drink beverages with the expansion of personalised digital marketing. 

	Internal process of business
	To improve product quality with the operational efficiency and environmental sustainability. 
	Inventory turnover, with supply chain efficiency, packaging recycling rate and product defect rates. 
	To reduce the costs of supply chain by 5% with the achievement of 100% recyclable packaging. Additionally to decline the product development time by 15%. 
	For this the company should invest in digitalisation of its supply chain followed by the expanding of the recyclable packaging. 

	Learning and growth
	To encourage innovation and strengthen the organisational sustainability culture. 
	Training hours needed by per employees, score for employee engagements and employee retention. 
	To maintain the retention rate of employees above 90% and to provide at least 40 hours of the annual training period. 
	This can be achieved by the expansion of leadership development approaches with the establishment of sustainability training and investments in digital capabilities. 


Table 4: Balanced scorecard
(Source: Author)
The Balanced Scorecard framework has not focused only on the profitability stances but has also encouraged the managers to monitor the main implications of the long-term competitive advantages. Based on the framework, the financial perspectives reflected the company’s objectives of growing the profits sustainably with the preservation of its premium positioning (Starbucks, 202a). It is found that Starbucks have developed substantial revenue in the global market, but its future performance based on the UK ready to drink market depends mainly on the operational efficiency improvement. 
In the customer perspectives the company competes mainly through the differentiations rather than the price. It is ensured from Demydyuk and Carlbäck (2024), that high satisfaction rate of customers followed by the strong brand loyalty mainly supports the long-term profitability. This is aligned with the company’s mission of providing high quality coffee all over the market. Therefore, the establishment of healthier ready to drink coffee with the responsible packaging options can further strengthen customer relationships with the response to the evolving customer preferences. 
Further the internal business process perspectives have enclosed the improvement of resilience in supply chain and in sustainability. This aligns with the company’s strategy of continuous improvements in the climate related risks and regulatory pressures with the investments in the digital supply chain which can help the company to maintain consistent product quality that also supports the mission of the company (Starbucks, 2026c). Lastly, the learning and growth perspectives has ensured that the organisational capabilities underpinned sustainable competitive advantages. It is found that a culture which encourages continuous learning facilitates receives faster product development and more effective implementation of the sustainability initiatives (Malek et al., 2024). This aligns with the company’s strategy of developing leadership abilities through diverse inclusion (Rella et al., 2022). In summary the balanced scorecards effectively align with company’s mission and strategic objectives through the integration of financial outcomes with the customer experiences. 
[bookmark: _Toc235695404]4. Strategic choice and implementation
[bookmark: _Toc235695405]4.1 Strategic choice available to Starbucks’ ready to drink coffee business
Within an extremely competitive and sustainability demand market, Starbucks should effectively ensure the adaptation of its business level strategy for preserving its competitive advantages within the UK ready to drink coffee sector. Based on the generic strategies of Porter it is found that organisations mainly compete into the cost leadership, differentiation and focus strategies (Ștefan et al., 2023). As per the scenario of Starbucks’ premium brand positioning, it is better placed to pursue differentiation rather than the competing on the price. However, the evaluation of the other strategic options is necessary to select the most required growth strategy. 
The first choice is the cost leadership strategy, which reflected competitive advantages by reducing the operating costs and production. This helps the firms to deliver products at the lower prices than its competitors (Kharub et al., 2022). However, as the strategy is adopted by many successful supermarkets, it is not suitable for Starbucks. It is found that the company’s product and competitive advantages are developed based on the premium quality coffee and ethical sourcing followed by the product innovation rather than the low prices (Martin Roll Company, 2026). It is risky to reduce the price immediately as this can weaken the brand perception and will diminish the premium image which distinguishes Starbucks from the competitors like the Nestle and Costa Coffee. On the other hand, the strategy like differentiation remained closely aligned with the company’s long term strategic implications (Nissa et al., 2026). Starbucks is found to have continuously differentiated itself based on the premium quality coffee and responsible sourcing which is followed by the innovative product development like the ready to drink coffee in the UK market. The stated approaches reflected to change customer preferences with the reinforcing of the company’s premium pricing and therefore mostly suits the company’s competitive advantages. Further, Ansoff Matrix is used for the assessment of the company’s strategic alternatives. 
	Strategic option
	Application to Starbucks UK ready to drink business
	Evaluation

	Market penetration
	Increasing of existing ready to drink products’ sale with the increasing of promotions and digital marketing followed by the loyalty programme. 
	The strategic option has low risks as through this company can leverage the existing products with the established distribution networks. In contrast the growth potential can be limited in the mature markets like UK (Ediagbonya and Tioluwani, 2023).

	Product development 
	The company can introduce healthier ready to drink plant based coffee products with low sugar variants and enriched with protein and vitamins. 
	Product development has high potential as this can address the evolving consumer preferences with the reinforcing of Starbucks’ premium image (Setiana et al., 2026). 

	Market development 
	Starbucks can expand its existing ready to drink products to the additional UK retail settings into the underserved regional markets. 
	Market development has moderate growth potential with the involvement of wider geographical regions. Success will depend on the retailer collaboration (Palmié et al., 2022). 

	Diversification
	This includes the development of entirely new beverage categories which is different from the coffee and includes wellness drinks. 
	Diversification strategy has the highest risk as this will require new capabilities and can dilute Starbucks’ identity within the premium coffee segments. 


Table 5: Ansoff matrix table
(Source: Author)
The stated analysis has reflected that the product development is the most appropriate strategy for Starbucks UK ready to drink coffee business. It is found that the consumer demand is mainly shifting toward the healthier lifestyles followed by the sustainable consumption and functional beverages which provide additional nutritional benefits (Alalwan, 2025). With the implementation of low sugar into the ready to drink coffee segments and protein enriched beverages with the recyclable packaging options, the company will be able to strengthen the differentiation. 
Product development will also help the company to capture emerging market segments without the abandoning of its premium positioning. The present strategy is effective for Starbucks’ broader corporate mission and sustainability objectives. The impacts of continuous innovation will enable the company to respond proactively to the changing consumer expectations which will also enhance the customer loyalty (Kosasih et al., 2024). Additionally, the development of products will make the company to leverage existing manufacturing capabilities with the brand recognition, and this can reduce the implementation risks compared to the diversification strategies (Kurbatska et al., 2024). In summary, the company with the help of product development can effectively develop incremental growth. It is ensured that a differentiation strategy supported by the product developments delivers the strongest and long-term strategic fit. This can approach Starbuck to develop customer values with the response to evolving market trends.  
[bookmark: _Toc235695406]4.2 Strategic validation and implementation 
The strategy which is found the most suitable for Starbucks’ ready to drink coffee is the differentiation through the product development. This is further evaluated through the SAFe framework that can assess the strategic options through the suitability, acceptability and feasibility (Amadi and Dapiriteye, 2023). 
	SAFs criteria
	Evaluation 
	Justification

	Suitability 
	High
	This strategy is aligned with the growing demand in UK for the healthier and premium beverages (Boyle et al., 2024). This resolves the opportunities recognised in the PESTLE analysis. 

	Acceptability 
	High
	This is aligned with the growth of revenue followed by the brand reputation and customer loyalty which supports the expectations of the stakeholder for the innovation and sustainability (Kosasih et al., 2024). 

	Feasibility 
	High
	The company has possessed the R&D capabilities with the financial resources and strong equity of brand that needs the effective strategic implementation (Starbucks, 2026b). 


Table 6: SAFe analysis
(Source: Author)
The analysis based on SAF framework has ensured it that the adaptation of differentiation through product development is the most suitable strategy for Starbucks and for ready to drink coffee businesses. This is evidenced that the establishment of the healthier coffee beverages with the plant-based alternatives and sustainable packaging will strengthen the value proposition of the company which will support the differentiation strategy of Porters through the delivering of unique values. On the other hand, the challenges can also evolve from the implementation due to the high investment for the product development with the increased cost of raw materials (Hool et al., 2024). In order to mitigate the risks Starbucks must establish the new products through the phased market launches which will allow customer feedback for refining the offerings before the nationwide expansion. Further, the company can also invest in the artificial intelligence to enhance demand forecasting which will help to optimise the company’s inventory management. These highlighted initiatives will enable Starbucks to strengthen the company’s competitive advantages which will improve the operational performance and will achieve the sustainable growth within the UK’s ready to drink coffee market. 


[bookmark: _Toc235695407]Section 2: Reflective account
Description
In the present assessment it was required to assume myself as the strategic management consultant based on which I executed the role to evaluate Starbucks’ ready to drink coffee business in the UK. The organisation’s strategic position is evaluated in this assessment by implementing several strategic management frameworks which are PESTLE, VRIO, SWOT, Ansoff Matrix and SAFe. In this assessment I also have assessed the company’s corporate social responsibilities and stated recommendations for strengthening its competitive advantages. Further the reflection is made through Gibbs reflective Cycle which is a six stages framework that helps to learn from experiences (Agomo et al., 2025). In the overall assessment I have developed explicit understanding of the ways in which strategic decisions influence the internal and external business environments. 
Feelings
At the initial stage of the assessment, I felt uncertain as the task required engagement with number of models and frameworks. At the beginning I saw each framework and model as an independent analytical tool but as the research progressed, I identified that each of the models stated extensive insights that combinedly supported strategic decision making. From this understanding, my confidence was increased. Enhanced confidence encouraged to develop more critical stances rather than only describing the theoretical concepts (Awidi and Klutsey, 2025). Further I felt rewarding when I analysed the globally recognised organisation as the reliable information from the annual reports allowed me to support the evidence which finally produced the credible insights. 
Evaluation 
The first positive approach which I ensured from my side is the systemic collection of information based on the requirements, from different sources, before beginning the analysis. The annual report of the company was reviewed, and I also examined the academic journals for ensuring that the effective theoretical comparisons are established with an evaluation of the real business scenario. The effective quality of my critical evaluation has ensured that the recommendations which I provided were supported by the evidence rather than any personal opinions. Apart from this another strength was found in my selection of specific product category and the geographical market which has made the analysis stronger and more aligned with the requirements of the assessment. As it is understood that critical evaluation is essential for effective strategic decision making (Cheong, 2024). Despite of these strengths, I also have found some of the challenges while deciding, which information was most effective for the task. The company publishes several data annually and from that the distinguishing of the data based on the relevance became the most complex task which I faced in this assessment.  
Analysis 
The implication of extensive research before writing has enabled me to develop strategic framework outcome logically and has supported my evaluation with the evidence from Starbuck’s annual reports and academic literature. Based on the reflective requirement, Ahmed et al. (2025) stated that the analysis stage requires making of sense of the experiences rather than only describing it. From the assessment I realised that the application of the frameworks like PESTLE, VRIO and SWOT analysis delivered a more comprehensive strategic evaluation as the stated frameworks examined several dimensions of the organisational performance. On the other hand, the establishment of the most relevant evidence into the specific word limit was challenging and required to prioritise information which directly support the requirements. These practices and experiences has strengthened my critical thinking and has implemented the importance of linking theory with the practical analysis of the business for developing evidence-based recommendations. 
Conclusion 
In summary, I ensured that by using the combined models and framework, I learned that the multiple frameworks together could develop more balanced and well-established evaluation. However, I have successfully developed the evidence-based recommendations from which I recognised that I could have made improved the assessment by allocating much time for researching the academic journals and industry data. The stated experiences underlined the importance of the critical thinking and structured report writing based on the strategic management. In the future I have planned to strengthen these skills by establishing my research earlier with the evaluation of the evidence into more critical and theoretically justifiable way. This also ensured that with effective integration of theory between the organisational analysis and strategic recommendation, this can produce more comprehensive report. 
Action Plan
As per the requirements stated above, I have ensured that for the future strategic management projects I will start my research earlier which will enable me to allocate more time for the reading of academic journals and company reports. Based on this scenario I will also improve my ability to critically compare the different theoretical perspectives instead of relying on the single framework in the next 6 months. Additionally, I will also make my academic writing stronger through focusing on concise critical discussion which is supported by the recent evidence in 1 year. Lastly, I will also continue to develop my data interpretation skills so that I can incorporate financial and non-financial evidence more effectively into the strategic recommendations in 1 year. The stated actions will enhance my ability to produce the professional consultancy reports and will support my future career in strategic management. 
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VRIO analysis 
	Resource/ capability
	Valuable 
	Rate
	Inimitable 
	Organised
	Competitive implications

	Global recognition of Starbucks
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantages

	Extensive partnerships in the retail distributions like supermarkets and convenience stores
	Yes
	No
	
	
	Temporary competitive advantages

	Product innovation and maintaining quality of premium coffee
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantages

	Farmer equity practices and ethical sourcing of coffee
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantages

	Company’s digital ecosystem and its rewards on customer insights
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantages

	Global investment capabilities and financial resources
	Yes
	No
	
	
	Competitive parity

	Research and development of the beverage innovation
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantages
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