Running Head: STRATEGIC ANALYSIS  		1

STRATEGIC ANALYSIS  		6









Starbuck’s Strategic Analysis   
Roderick Taylor
BUS 599 Strategic Management
24 October 2018








Organization’s history
	Starbucks is the leading retailer and marketer of specialty coffee across the globe. Starbucks started in 1971 and has been growing over the years. The company has multiple stores across the world since it opened its first store in Seattle Pike Place Market. It has approximately 7,300 coffee shops in the parent country, US, and over 3,000 stores across the world. In 1981, Starbucks chairman and chief executive officer, Howard Schultz walked in the Starbucks store and took his first cup of Sumatra. A year later, he joined the company. In 1983, Howard was captivated by the Italian coffee bars and fell in love with the romance experience. When he went back to the US, he decided to involve the community culture in the services offered by his store before he quickly returned to Starbucks in 1987. In the 2001, the store introduced no coffee items/foods such as creamy vanilla drink, crème Frappuccino and other blended concoctions (Simmons, 2015). 
The industry Starbucks is in
  	The industry is in the beverage industry and concentrates on selling quality beverages such as coffee. The industry provides a full and a rewarding experience in the coffee offered as well as other services. It is committed to providing high-quality coffee (Simmons, 2015). 
Management and all the stakeholders
Jim Donald has been the president of the store in North America. Schultz remains the chairperson of the store. The main stakeholders of the company are the;
· The government 
· Employees i.e. partners and baristas
· Investors
· Governments
· Environment 
· Suppliers i.e. coffee farmers (Lussier, 2012).
The organization’s staff, relations, corporate culture, and mission
	The company’s structure has been composed to match the business needs. The company has over the years grown through adjustments in the corporate’s structure which have been effective in growth. The corporate structure is culturally constructed in the following features;
· Product-based divisions
· Teams
· Functional hierarchy 
· Geographic divisions 
The mission of the company is “inspire and nurture the human spirit – one person, one cup and one neighborhood at a time."(Michelli, 2017).
The market position
Starbucks has embraced market diversity, which is an important principle in doing business.  The company employs diversity in roasting the coffee, packaging, and delivering its coffee. Over the years, the company has gained a competitive advantage due to the market share it has gained in different geographical areas and the manner in which it serves its customers. The company ensures high-quality products are delivered to the customer. The operations of the company in nearly 34 countries such as China, South Korea, Mexico, and Malaysia among others is an indication that the company has captured the giant markets (Simmons, 2015).
Why I chose Starbucks
	I chose Starbucks because it is one of the companies that is expanding rapidly and this means that more customers buy from the store. Most of the products that the customers buy are take away such as disposable coffee mugs, bottles, and packing bags. The idea is to introduce a sustainable initiative that should recycle these packaging materials all of which end up being disposed of and causing pollution to the environment. At the same time, the store can use other recycled materials to build their products without re-dying or modifying the material in any way.
The rationale for why the sustainable initiative makes sense to implement in the organization. 
	The company has millions of customers who are buying from the store. In order to cut the costs of packaging, it has to come up with a strategic analysis and realize that the increase in customer population means that the cost of production will increase and this eats into the profit margin. On the other hand, the environment is quickly depleting due to the amount of waste disposal from the company’s waste out of the production. Considering these two facts, it is important for the company to adopt the use of recycled materials that are simple, not re-dyed. Re-dying, in this case, means an addition to the cost of production due to the branding. Since the company has built its name/brand, it is of no need to brand the recycled materials such as disposable mugs/cups, snack wrap-ups and so forth (Low, Elms, & Organization Mundial del Turismo, 2013). 
	In order to accomplish this initiative, the can use pigmented plastic in packaging which can be returned to the store for reuse. The advantage of the clear plastic is that it can be recycled properly at a relatively low cost. Sustainable packaging can be adopted by the company. It, therefore, makes sense to suggest that the best way the company can reduce costs in its operations/ production is by limiting the use of branded materials and reuse other materials, which are plain, of high quality and cheap. On the other hand, the company can recycle its disposable items or make packaging materials that can be returned to the store and reused (Buffington, 2016).
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