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Section I: Description of the Company
History
Starbucks Corporation also referred to as Starbucks Coffee is one of the world's largest American multinational chains for roaster reserves and coffeehouses (Rothaermel, 2017). The organization has its headquarters based in Seattle, Washington. According to Rothaermel (2017), Starbucks ' organization traces its origin to the early 1970s when the core organization founders: Gordon Bowker, Zev Siegl, and Jerry Baldwin opened the first store next to the historic Pike Place Market in Seattle. The three founders being from academia and lovers of coffee and tea considered it prudent to invest and borrow some money to open up a coffee store in Seattle. Thereafter, following the first mate in Herman Melville's classic novel, the organization became termed as "Starbucks."
Also, inspiration from other coffee-roasting entrepreneurs gave a strong foundation for the rise of Starbucks company. Starbuck’s founders got a major inspiration from Alfred Peet, a coffee-roasting entrepreneur (Sakal, 2018). Peet, being a Dutch immigrant, started importing some fine Arabic coffee to the US. Subsequently, he ended up opening a small store in California which became very successful. As such, the Starbucks founders got inspired by Peet's success and got the motive to base their business on selling high-quality equipment and coffee beans. Soon afterward, they established a good customer reputation and Peet became their initial supplier of green coffee beans. Further, as Sakal (2018) argues, by the 1980s, Starbucks had grown exponentially establishing four stores in Seattle by extension representing the United States in the third wave of coffee culture.


Mission/ Vision
Starbucks' mission and vision statements reflect the organization's emphasis on leadership in the coffeehouse market as well as the coffee industry. The organization’s mission statement: “to inspire and nurture the human spirit – one person, one cup and one neighborhood at a time” reinforces the company’s intended plans to its targeted customers in the quest to make the business running (Simpson et al., 2020). The mission focuses on a business's philosophical purpose. For example, from the one clause in the mission, "inspires and nurtures the human spirit" the company emphasis not only inculcating a good rapport and warmth with the employees but also the consumers of their products. As Sakal (2018) adds, the aspect of using customers’ and employees’ first names at Starbucks cafes extends the business’ warmth. Besides, meaningful customers and employee’s warm relationship is gotten from the coziness of the coffeehouses.
 On the other hand, the organization's corporate vision statement mirrors the strategic business direction. The vision statement: "to establish Starbucks as the premier purveyor of the finest coffee in the world while maintaining our uncompromising principles while we grow" focuses on better leadership in the company for a better outcome (Simpson et al., 2020). The four components in the vision statement, premier purveyance, finest coffee in the world, uncompromising principles, and growth all reflect on the company's aim of achieving and maintaining a premier status in the coffee industry.  The "finest coffee in the world" aspect in the vision is however a contentious issue following most critics pointing out Dunkin' Donuts and McDonald's coffee brands to be finer (Nguyen, 2020). Nonetheless, Starbucks has come out clear in adhering to warm culture and ethical conduct as a way of addressing the “uncompromising principles” hence the satisfaction of the companies “growth”  
The company's success has therefore relied on the effective utilization of the mission and vision towards the realization of the set objectives. For example, the corresponding strategic business objectives have enabled the organization to streamline its operations by following the mission statement thereby satisfying the vision statement.
Competitors
Starbucks company despite experiencing phenomenal success and growth has faced stiff competition in the cooperate world. Such coffee company's like McDonald's and Dunkin' Donuts have posed greater competition in the sale of coffee (Cusumano, Gawer & Yoffie, 2019). McDonald's has been an outstanding food restaurant that joined the coffee craze by introducing iced and flavored coffee. This aspect saw it outperform both Dunkin' Donuts and Starbucks. Similarly, Dunkin' Donuts company had for a long time posed a greater competition in terms of selling fine coffee after transiting from selling donuts. Nevertheless, Starbucks has tried to establish a unique value proposition as a way of differentiating itself from its competitors. According to Nguyen (2020), the company has given customers priority to order customized drinks at their comfort zones thus becoming the “third-place” for consumers after workplace and home. In that manner, Starbucks has managed to establish a competitive advantage through a focus and differentiation strategy of being unique and a premium coffee drinking provider.
Profitability
Starbucks is a profitable organization that is termed as the largest revenue generator in America. The company through the sales of its coffee contributed to about 20% of the county's revenue (Simpson et al., 2020). The specialization in coffee as well as the over-expansion of other beverages and branded products has seen the company grow exponentially. The better remuneration wages of the employees all reflect on the profitability of the business enterprise.
Section II: Overall Analysis of the Business.
Starbucks Coffee Company considers various aspects and approaches to maintain its position as the world's biggest coffeehouse chain. One of such approaches is through innovative strategies that use business strengths (Nguyen, 2020). Therefore, to overcome its weaknesses, Starbucks exploits opportunities by overcoming success barriers of threat in the industry as unveiled in the SWOT analysis. The SWOT analysis model thus becomes a strategic management tool in assessing the strengths, weaknesses, opportunities, and threats relevant to the internal and external environment of Starbucks company.
Strengths
Starbucks Coffee Corporation has various internal factors that the company uses as strengths in the attempt to address the company's weaknesses thereby protecting itself against the competition. Therefore, the company has gained a better reputation through an extensive global supply chain, moderate diversification through subsidiaries, and a strong brand image (Sakal, 2018).
 The extensive global supply chain strengthens Starbucks operations. The carefully selected network of supplies across the globe based on the company’s brand makes it stand a better chance in the cooperate world (Sakal, 2018). For example, the high quality of Arabica coffee beans has been a greater advantage of the company to dominate various parts of the world. Again, the company through diversified business operations such as the development and acquisition of subsidiaries like Teavana, Seattle's Best Coffee, and   Ethos Water has greatly minimized the effects of industry and market risks. More importantly, the popularity of the coffee brand of the company has seen it rise as the world’s strongest coffee company brand. According to Sakal (2018), this part of the SWOT analysis assesses some internal strategic factors putting Starbucks company as a better company that promotes resilience through global supply chain and diversification.
Weaknesses
Weaknesses in a business organization could be considered as the internal factors that limit business capabilities (Rothaermel, 2017). Starbucks Corporation exhibits some weaknesses that the organization ought to perfect. Such weaknesses are realized in the high price points, generalized standards for most products, and imitability of products.
For a long time, Starbucks has aimed at maximizing its profit margins (Sakal, 2018). In so doing, the company has had high price points that to an extent have reduced the affordability of its products. The high price point has therefore been the company's greatest undoing. It has limited the company's market share more so in regions with lower disposable incomes.
Again, the coffeehouse and coffee chain business’ flexibility has been limited by the generalized standards for the company’s products. As the SWOT analysis reveals, the generalized standards of the company’s beverage reduce the products’ cultural alignment with the associated customer preferences and the local target markets (Sakal, 2018). Moreover, the imitability of the company's products makes it easier for a competitive organization to take advantage of them. For example, a local competitor can develop a beverage that is not the same but similar to Starbucks company's products. The fact that the ambiance and design of the organization's cafes are imitable exposes the company's major weakness.
 The company can still stand a better chance and do better. By developing strengths of minimizing the loopholes resulting from the influence of high price points, imitation will make the company regain strength in the global market.

Opportunities.
Starbucks Corporation can take advantage of certain opportunities to remain competitive in the corporate world. The SWOT analysis examines some of the external factors that create opportunities for the growth and development of the business. As such, the main opportunities Starbucks Coffee Company comprises of, room for expansion in the developing markets, business diversification, and alliances with other firms (Chang, 2020).
To increase the company's revenue, Starbucks may consider expanding its operations in developing markets. Drawing attention from the U.S. market, which acts as the company's revenue generator, Starbucks will have significantly improved its revenue. Also, business diversification is a significant factor in the SWOT analysis (Sakal, 2018). For Starbucks company to improve its long-term stability, it must diversify its business operations. For instance, higher business diversification will make the company reduce its reliance on the current industries thus boosting its overall chances of revenue growth.
Moreover, the Starbucks industry's environment presents a myriad of opportunities for market share. Strong alliances or partnerships with other firms are a better opportunity for the company to strengthening its presence in the corporate world (Chang, 2020). For instance, a major retailer's alliance with Starbucks company will result in the increased distribution of the products thus a greater market shares of the company's goods to the consumers. In the same manner, diversification, despite being currently considered as a minor growth strategy is a sure model of generic competition that the company can utilize to remain more competitive. As such, Starbucks can exploit and utilize such opportunities to improve its position in the global market.


Threats
Threats are considered as external hindrances to the performance of a business. Starbucks company presents some threats that limit its effective operations. As Sakal (2018) argues, such threats comprise competition involving low-cost coffee sellers, imitation, and independent coffeehouse movements.
The international market presents a variety of firms that all compete with Starbucks Corporation. In that regard, the company competes with even major restaurants such as McDonald's McCafe that mostly offer low-cost coffee products (Chang, 2020). Such companies, therefore, reduce Starbucks ' market share as it is forced to compete based on low prices thus a great threat to its growth.
Secondly, the imitation of Starbucks products by other companies is seen as a major threat. Most firms have attempted to come up with a similar coffee product in terms of taste, feel and even look of Starbucks products. This has posed a great challenge for the coffeehouse business company. As well, the sociocultural efforts in supporting small and independent operations have greatly influenced the multinational coffeehouse chains. The sociocultural trends mostly influence consumer's perceptions thereby making it difficult for them to consider purchasing from multinational chains (Simpson et al., 2020). Therefore, based on the above threats, it is ideal for the company to strategize on branding strategies and launch marketing campaigns in an attempt to counteract the effects of such threats.
Section III: Impacts of COVID on the company’s operations.
Issue
According to Kee et al., (2021), Covid-19 impacted various issues of most business firms. Starbucks not excluded, has felt the hitch of the pandemic. For example, the Starbucks chain of products supply was greatly affected by the outbreak of the disease. The pandemic outbreak came with various restrictions that left the company in limbo as to whether at one point such products will have market demand as had earlier on witnessed.
Background of the issue.
The supply chain of a company's products covers a wider scope. The product's producers, distributors, consumers, and food-processing factors that are labor-intensive are all included in the supply chain. As a result, the outbreak of Covid-19 came with various restrictions that limited the operations towards supplying the company's products (Kee et., 2021) After the issuance of several measures to curb the spread of the coronavirus, World Health Organization eventually came up with the issue of social distance. Realizing that the virus could spread through contact with an infected person, more measures like the stay-at-home came into practice. as a result, there came reduced discretionary spending and even minimal visit to restaurants. This decision greatly hindered the sale of coffee products hence a reduced supply chain.
Also, the product supply went down the surge of the Covid-19 cases, especially in the industry. With some workers testing positive in the company, most workers became reluctant to go to work. Again, maintaining social distance in the company was considered a difficult task that workers conduct their services in shifts thus delaying the operations (Kabadayi, O’Connor & Tuzovic, 2020). Therefore, Covid-19 negatively affected the supply of Starbucks food products following the restrictions of movement and reduction of the labor in the production sector.
Time the Issue has Taken
The issue of the decreased supply chain of coffee products came following the outbreak of the Covid-19 pandemic. As Kee et al., (2021) argues, the Covid-19 problem broke late in the year 2019 with much of its effects felt in early 2020. As a result, most parts of the world, U.S. not left apart felt the impact of the pandemic. Subsequently, the Starbucks industry felt the same impact following the major restrictions of movement thus reduced the supply of the company's product. As such, it becomes true to say that the issue of reduced company's products supply chain has been in existence for two years.
Other Relevant Information.
Covid-19: Coronavirus is one of the deadly viruses that brought devastating effects to the world's major industries. The wake of this deadly virus saw many manufacturing and marketing shift their ways of organizations and business operations (Kabadayi, O’Connor & Tuzovic, 2020). The new restrictive measures came at a time that most businesses were on the verge of optimizing market profits. Therefore, the disease not only impacted the supply chain of the company's products but also interfering with the company's revenue, ability to pay dividends, and cash flow too. The fading consumer demands of various products characterized by the reduced or minimal movements contributed to the fall of most industries. In essence, Covid-19 became a big blow to Starbucks and many other companies across the globe.
Section IV: Critique of the Approach
What worked well for the company
Starbucks has gone through a lot of successful organizational changes. Right from the organization’s culture, Starbucks has been able to settle its issues amicable especially those involving leadership problems. Further, in an attempt to enhance business performance, the company has instituted various reforms aimed at customer satisfaction, quality products, diversification of their products, better remuneration, and improved performance thus a stronger competitive advantage. 
Also, the amazing in-store experience through friendly services has made the company transcend to greater heights. Starbucks considers its employees the most essential component of the business model. Therefore, they ensure that employee's desires are attended to by treating them as partners in the organization. In so doing, the employees replicate the better services to their customers thus building a better organization's reputation. As stated in the company's mission, "to inspire and nurture the human spirit- one person, one cup and one neighborhood at a time," the company has greatly invested in promoting the well-being of their esteemed customers and workers too.
Lastly, the constant innovation in the company makes it stand a chance in the corporate world. With the emergence of various diseases like the covid-19, most of the organization's operations will no longer go the physical way. Most operations will have to go the digital way. As such, banking much on technological innovations is a better way if increasing the company’s productivity.
What did not work well
Starbucks Corporation faced various challenges that impeded its operations. The company faces challenges on the issues to do with competition, social trends, and imitations. Such problems end up opposing international players in the local markets (Rothaermel, 2017).
 Apart from the effects of Covid, the company had some shortcomings that made it difficult for the realization of the set objectives. The generalization of standards for most of the company’s products was a major drawback that limited the flexibility of the coffeehouse chain and the coffee business as a whole. As Rothaermel (2017) puts it, the crafted beverages in the organization after undergoing generalized standardization limited the cultural alignment hence reducing the consumer preferences as well as local target markets.
The issue of high price points made it difficult for the optimal success of the company. Despite the high-quality products, high price-cost reduces the affordability of the products, especially to the common people. The company was more focused on maximizing profit margin at the expense of considering the common person who finds it difficult to raise the required amount to purchase such products (Sakal, 2018)
Also, the imitability nature of the company's products made it difficult for the consumers to distinguish the products. To establish a competitive ground, the company ought to set certain regulations and brand marks in their products that could easily guide customers to distinguish from other similar brands (Rothaermel, 2017). For example, crafting a different ambiance and design of the company's products would be a clear way of distinguishing their products from other companies that would come at the limelight of confusing consumers.
Further Suggestions
To protect Starbucks's business from a myriad of challenges going forward, various pertinent factors have to be put in place. First, the company must reconsider favorable pricing strategies that accommodate people from all walks of life. For instance, a bundle pricing strategy may be used as a way of addressing low-cost sellers. 
Further, the company should also consider the implementation of creative branding and marketing strategies that builds a stronger image of the company as an essential community contributor, as suggested by Chang (2020), a stronger Starbucks image will help in the reduction of sociocultural opposition to the company experience from different firms.
Again, the company should bank more in the area of product development. For Starbucks to establish a formidable product development, aggressive innovations should prevail (Sakal, 2018). Various innovations will help the company come up with complex designs that will render the product distinct and difficult to imitate. It is by innovations that will also enable the company to easily sensitize their esteemed customers on the features of their brands. For example, through various adverts, the company will stand a chance to clarify some of the outstanding features of their products.
 Further, technological innovations can also help the organization curb unprecedented misfortunes in the business sector (Cusumano, Gawer & Yoffie,2019). For instance, technological advancement in the business environment helps in boosting the efficiency of the operations. with efficient business operations, a high-profit margin is likely to be realized and the firm can also stand a better chance to battle uncertainties such as pandemics.
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