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WEAKNESSES 
Weaknesses are external factors to the company enjoying dynamics adverse to Starbucks’ growth and its reach in the market. Some threats include high product prices, dependence on urban centres and perception of brands may be unattractive to target consumers thus hindering STARBUCKS expansion of its markets thus the need to look at the vulnerabilities.
High Product Prices
•	A major disadvantage of Starbucks is its price policy. The products offered by the company are usually relatively priced higher compared to its rivals thus narrowing down its market niche (Trefis, 2022). The model itself is marred with some minor issues one of which is that premium pricing directly eliminates price-sensitive consumer groups by their nature. This limitation means that Starbucks operates within a specific demographic area usually the richer individuals or those who are willing to pay a premium price for quality. In a competitive market this is a disadvantage because it limits the expansion of the company’s customer base and hence its market share.
Unstable Value of Coffee
•	A threat inherent in Starbucks’ operations is the increasing and decreasing price of coffee beans, which affects the total price model of the organisation. A major special characteristic of the coffee market is that it is sensitive to forces outside of this market; forces like weather conditions, geopolitical situations, or supply chain disruptions can cause fluctuations in the price level (Tabansi, 2024). Hence, Starbucks may fail to stabilize the price for their products, and this may reduce profitability. Especially when the price of coffee increases, the company may be forced to transfer such costs to the end consumers, thus continuing to drive away a more sensitive price customer base (Trefis, 2022).
Reliance on urban marketplace
•	Starbucks also has some major weaknesses; probably the largest one is its overreliance on the urban areas markets (Musonera, 2021.). The strategic concentration of stores in metropolitan areas has exposed the company’s weaknesses in its inability to effectively market its stores in rural regions as it does in the cities where the population is denser and comes with a higher capacity to spend (Lee and Kim, 2017). However, the risk is that the results are not generalized, as rural consumers and small-town consumers may approach coffee differently than larger population-centered city counterpart. However, Starbucks does not guarantee the reception similar to the urban areas in these areas. Such a geographic specialization may cause the impact of economic cycles in big cities and the company’s overall growth is restrained by the unsaturated and moderately competitive coffee markets.
Rural Market Almost Untouched Arbitrary Conclusion
•	Starbucks’ major weakness is that it rarely operates in rural areas. The company’s strategy has been to open retail stores primarily in urban centres because such a setting complements a brand image supporting a fast-paced lifestyle with frequent coffee intake (Chen et al., 2023). But this has left many sales for rural markets where consumers’ preference may differ with that of the urban population. In these markets, there might be local coffee shops or some other forms of beverage consumptions more attractive to them and high price of Starbucks should also discourage such people (Bisello, 2021). The fertility of failing to penetrate a wider populace clientèle base impacts on the sources of income and the level of profitability, which in turns provides a check to the company’s growth plan.
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