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This marketing audit critically evaluate Starbucks strategic positioning in the UK market, showcasing its efforts to enhance customer experience and adapting to local preferences. This report will analyse external environments using the PESTEL factors highlighting the political, economic, social, technological, environmental and legal influences Starbucks operations are facing. Additionally Porter's 5 forces framework will be used to assess the competitive landscape, identifying key threats and opportunities of Starbucks

For the internal analysis SWOT will be used, the analysis providing insights of Starbucks strengths such as it's strong identity and technological advancements, alongside with its weaknesses like premium pricing and inconsistent service quality. The TOWS matrix will help Starbucks Make strategic suggestions to leverage its strengths, address weaknesses and mitigate threats, the value chain analysis will further explore Starbucks operational inefficiencies/efficiencies and marketing strategies

This strategic marketing plan will outline growth and differentiation strategies, focusing on digital engagement sustainability and customer loyalty by using AI, AR / VR marketing and block chain technology, for Starbucks to implement and enhance its customer trust and maintain a competitive edge. This report concludes with recommendations for implementing these strategies to achieve long term sustainable growth
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Starbucks established in 1971. Is one of the largest coffee shop chains in the UK, as well as globally. It is known for its premium coffees and food, backed with strong brand presence. In some of the recent changes made by Starbucks , not charging extra for non-dairy Milk alternatives, bringing back the self-service stations, going back to writing names on the cups by hand. Are few of the changes made in order to respond customer need showing the strong customer relationship. (Fantozzi, 2024). To enhance its brand identity and loyalty, Starbucks used its own store design to its advantage. By introducing communal tables and comfortable seating environment, fostering a sense of community and belongingness. This design strategy across various locations helped Starbucks create a familiar environment which led to the growth of repeat customers. (Asman, 2019). This report will critically evaluate Starbuck’s, External environment and internal environment Using strategic framework. Focusing on its strategic positioning and developing a strategic marketing plan for long term growth of Starbucks in today's competitive landscape it has positioned itself.
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[bookmark: _Toc194096134]P.E.S.T.L.E Factors
Political Factors- Brexit related trade policies have caused a major impact on import duties and tariffs. Especially in products related to food and beverages. (Caterer & hotelkeeper,2017). The recent increase in pay rate will also impact on the costing of the menu, the increase may occur for the purposes to maintain profitability while also tackling the increased wages. (Repetti, Roe, 2018). 

Economic factors- The current cost of living crisis have a significant impact on Starbucks, as the crisis has influenced consumer behaviour more towards budget-conscious, cost and value savers. Who are choosing affordability over premium offerings, Starbucks is considered as a premium coffee shop. (Causa, Soldani & Luu, 2023)

Social Factors- The rise of plant based dairy products, is targeting health conscious customers to shift towards it, given that the plant based dairy products have health benefits, and is considered to be a sustainable practice. (Su et al., 2023). Also on the broader shift is the vegan culture, which is also considered to be sustainable and healthy alternative. Encouraging customers to shift towards it. (Sabetta, 2022). It is important that Starbucks address to these social factors in an effective way. 

Technological Factors- The introduction of mobile ordering apps was a game changer for Starbucks, the mobile app featuring AI driven personalization’s , my Starbucks barista feature which allowed customers to place order via voice commands. This technological advancement in Starbucks shows the importance for the need of technology towards  improving customer satisfaction and interaction. (Boulton, 2017)

Environmental Factors- The coffee industry is increasingly under pressure to adopt sustainable practices, in order to response the climate change and loss of biodiversity. Starbucks has faced criticism against using single use plastics and carbon emissions associated with its supply chain. Involvement in sustainable practices can lead to an effective outcomes in addressing environmental changes. (Wright et al., 2024) 

Legal Factors- The advertising restrictions on high sugar beverages Can affect marketing strategy. It is advice that the companies may reformulate their marketing plan or reduce the sugar content. (Goncalves, 2023)
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Threat of new entrants – ( Moderate) 
while the coffee industry is considered to be of high demand, the threat of new entrants is considered moderate due to ,the established brands having significant market presence along with loyal customer base. This possess to be a barrier for new entrants. (Guimarães, Greenhill, 2021)

Bargaining power of suppliers - ( Moderate) 
In the 5 forces framework, Different suppliers may have similar supplies, because coffee beans are sourced from the same region which benefits Starbucks to shift its suppliers with ease. However the bargaining power of suppliers is Favourable partially when unforeseen circumstances occur Such as droughts, damage of crops which causes a shortage in supply and increase in demand. Greenspan (2024)

Bargaining power of buyers- ( High) 
The bargaining power of buyers can be influenced by various factors, one of the significant aspect is the introduction of mandatory calorie labelling suggesting that consumers may influence over pricing and product based on healthy considerations. In terms of coffee houses they are characterised by various types of outlets such as coffee shops, sandwich outlets and fast food establishments all playing together in shaping buyers power (Finlay et al., 2023). A customer decision is also influenced by their brand loyalty.

Threat of substitutes- ( High ) 
Due to the high growth of home brewing trend, and the increasing presence of supermarket coffee. Also with the introduction of single cup brew coffee pods, has significantly influenced consumers preference to brew at home for the convenience. which is causing access serious threat to traditional coffee shops like Starbucks (Gayle, Lin, 2022)

Industry Rivalry- (High) 
The need for differentiation is always undermined by coffee shop chains, where local coffee shops often competing on the basis of unique customer experience and comfort space which is increasingly being valued by consumers. Starbucks also has strong competition against the big brands such as Costa, Greggs, Pret. (Oral et al., 2024)

[bookmark: _Toc194096136]Bowman’s Strategy clock
The strategic position of Starbucks within the UK market is focusing on enhancing customer experience and adapting local preferences. Starbucks also emphasises on innovative approach to service delivery which is designed to meet customer needs through creating a comfortable environment, it is all also referred as “third place” for customers coming down to Starbucks to work. This strategy does not only aim to attract customers but also builds a loyal customer base. This strategic positioning of Starbucks can be considered as differentiation strategy on the bowman's strategies clock. Starbucks (2024)

[bookmark: _Toc194096137]Red Ocean VS Blue Ocean 
Coffee shops landscape in the UK can be considered as red ocean you to its high competition, Starbucks operates in a red ocean with high pricing, dependence on foot traffic. Starbucks can make considerable changes to shift towards a blue ocean strategy, to have a sustainable competitive edge. 


Starbucks faces external pressures in terms of economic downturns concerns on sustainability, and increased competition. Consumers prioritising affordability, trends like plant based diets and home brewing pose both as a challenge and opportunity. Differentiation Technology sustainability and consumer experience is crucial. 
The impact of substitutes and competition requires for the need of strategic decisions to be made. To remain competitive, Starbucks should try to shift towards blue ocean strategy or innovating its product offerings, sustainability efforts, enhancing technology. Strengthening its brand and creating personalised customer experiences will help Starbucks long term. 
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Strengths-
· Starbucks is driven by its brand identity, which is recognised globally giving them a strong market presence.
· The use of AI in its app has helped Starbucks have competitive advantage on the technological aspect

Weakness-
· Premium pricing acts as a barrier for consumers who are mindful of their budget
· Inconsistent service quality, it is leading towards negative brand association. As customers expect quality when they are paying premium price  (Putri, 2024)

Opportunities-
· Expanding its presence, In the countries it is already present to strengthen its brand identity. 
· Diversify their menu options to offer vegan option to the growing number of vegan consumers. 
· Developing their own personal coffee machines, to offer the increasing customers who prefer home brewed coffee. 



Threats
· The strong competition from other brands, outperforming Starbucks profitability and menu development. (Emma, Canham-Clyne, 2022)
· Inflation can effect Starbucks negatively, as it loses its customers share due to premium pricing. (Fantozzi, 2022)
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	Internal Factors


External Factors




	Strengths
	Weaknesses

	




Opportunities





	SO Strategies – Use strengths to take advantage of opportunities

· Brand identity- using the existing brand identity to expand further in existing markets. And create stronger brand presence

· AI Integration- Though it is already present. Expanding our AI driven personalisation’s , will help communicate better with customers.
	WO Strategies – Take advantages of opportunities by overcoming weaknesses 

· Diversification of offerings- expanding menu, offering new trendy food options and diet options will reach a broader customer segment
· Portable Brewing- offering brew at home, easy operating machines will expand product line and reach consumers who prefer brew at convince. 

	




Threats





	ST Strategies – Use strengths to avoid threats

· Competitive Pricing- Offering personalised pricing to loyal customer will help retain loyal customer in spite of inflation. 
· 
	WT Strategies – Minimise weaknesses and avoid threats

· Improving Standards- Conducting regular human resource development to educating the staff towards better customer service. 
· Budgeted menu- Offering to-go options at a cheaper price while maintaining the quality. Will appeal to the budget friendly customer segment. 
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Inbound logistics
Starbucks sources its coffee beans from Latin America, Africa and Asia Pacific. Starbucks also works towards sustainability and is 99% ethically sourced. The coffee purchased by Starbucks is C. A. F. E.(Coffee and farmer equity) verified. Starbucks (2024). After sourcing the coffee beans they are roasted to develop and preserve their flavour. Starbucks (2024)

Operations
Since 1971, Starbucks expanded from 17 locations in 1987 to 3,300 by The year 2000. Growth was facilitated by creating a unique atmosphere and digital integration that enhanced the customer experience. Adapting it's food offering to Carter local tastes in international markets. (Loyd, Jackson & Gaulden, 2002). For operational efficiency Starbucks also uses mobile ordering, drive thru in selected store, for faster service.

Outbound Logistics
Starbucks uses its own premises to sell fresh handcrafted beverages and  food, however it is now also available to order on delivery apps. For its non-perishable goods such as coffee roasts, single use coffee pods, merchandising are sold using their website, in store and through partnership with Supermarkets. 

Marketing and Sales
The transformation of coffee from a commodity to a premium experience, has allowed Starbucks to charge premium prices and influence its rivalry to adopt similar practices. This lifestyle branding had been a unique customer experience that showed beyond just coffee consumption. This helped Starbucks to establish strong brand identity and customer loyalty. ((Jennings, 2012). The initiative of third space also served Starbucks As a vital tool to retain its customers. 

Customer service
Starbucks uses its app integrated with AI to offer personalised customer experience. As well as Starbucks card for easy transactions and easy access to their personalised rewards. 


Starbucks even with its global brand presence and leveraging technology to enhance customer experience. Premium pricing and inconsistent service quality possess a challenge. Expanding its market share, diversified menus and personalised coffee machines show opportunities for growth. However competition and economic factors like inflation significant threat. The company strategic use of AI and lifestyle branding strengthened its market position. Despite Starbucks having its strength, the rise of home brewing, premium pricing and growing competition possess a difficulty that has to be addressed. And to maintain its brand identity, loyalty. 
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The food and beverage industry has seen a increasing Focus on growth and differentiation strategies, to maintain competitive advantage. One such significant trend is growing consumer demand for healthier food options,   companies emphasising on product innovation and cross disciplinary collaboration to meet these demands are thereby enhancing their market position and long term competitiveness. (Fitricia et al., 2025). Starbucks can strengthen itself in this aspect by developing new diets or incorporating new dishes and market these offerings through. Their existing AI driven user platforms. To differentiate itself from competition and have a competitive advantage. 

[bookmark: _Toc194096144]Strengthening digital marketing and customer engagement 
The use of AI in loyalty programs, introducing personalized rewards and incentives. By leveraging AI data analysis Starbucks can offer tailored Offerings to its individual customers. (Kushnarevych, 2024). Starbucks can already use its existing customer data to offer AI loyalty programs. 

Using argument reality (AR) and virtual reality (VR) First social media campaigns are increasingly being recognised for their potential to enhance user engagement And satisfaction. This new way of marketing has shown that users, not only find it entertaining but also interactive. (Ibáñez‐Sánchez, Orús & Flavián, 2022). Starbucks can use this new technology towards advantage in the upcoming social media campaigns. 

[bookmark: _Toc194096145]Brand Positioning and competitive strategies 
The use of blockchain technology in enhancing transparency and ethical sourcing, it will helps establish cusumer trust. The integration of blockchain in supply chains allows for increased transparency traceability and accountability, it benefits industries where ethical sourcing is critical while addressing consumer demand for transparency and ethical sourcing. (Fagerstrom et al., 2024) Starbucks can use this technology to its advantage by conveying customers that the raw materials are sourced ethically and thereby appealing to customer segment who prefer ethically sourced products.

Implementation of sustainable leadership the adoption of sustainable strategies is crucial for companies in the food and beverage sector, these practices can have long term strategic value for the company. Identifying and implementing key sustainability practices is essential for developing a culture of sustainability within organization. This element will help Starbucks contribute towards a more sustainable and responsible industry (Gazzola et al., 2024)

Further developing “third space”, This concept of coworking spaces in coffee shops has gained attraction as these environments evolve to meet the modern work force problems. The lively environment of coffee shops is also known to be beneficial, fostering a sense of engagement and creativity among customers. Starbucks can further develop its image as a coworking space, to attract this new customer segment and have a long term Loyal customer base. (Fauzia, Suharno & Guritno, 2020)
[bookmark: _Toc194096146]Conclusion

The strategic marketing plan featuring Starbuck’s, potential growth through differentiation strategy, digital engagement and sustainability. Starbucks can leverage personalization of AI incentives, AR / VR marketing and transparency in blockchain to enhance its customer trust and have a competitive advantage. Further expanding their menu options and strengthening the “third space” concept aligns with the emerging consumer trends. While these strategies can enhance Starbucks positioning. However the challenge of execution is still in place. The adoption of AR / VR marketing may require heavy investment, followed by the blockchain integration could lead scalability issues. Balancing the premium pricing with affordability is crucial to attract budget friendly consumer range. If Starbucks implements these strategies with a proper timeline ensuring alignment is within consumer expectations and operational feasibility. Starbucks can position itself for sustainable long term growth. 
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