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[bookmark: _GoBack]Can Starbucks Always Be the Star in the Coffee Industry？ 
With over 30,000 stores worldwide, Starbucks has become a household name for coffee lovers around the globe. Founded in Seattle in 1971, the company has grown into one of the largest coffee chains in the world, renowned not only for its high-quality coffee and tasty treats, but also for its commitment to ethical and sustainable practices. Whether you're looking for a quick caffeine boost, a cozy place to catch up with friends, or a relaxed work environment with free Wi-Fi, Starbucks has something to offer for everyone. 
In this article we will use SWOT analysis to provide a detailed analysis of why Starbucks has become the largest coffee chain in China and how it can maintain its position in the future.
Strengths
1. A Good Corporate Image
It is well acknowledged that in a society where goods are increasingly abundant, the choice of which company's products largely depends on the corporate image. One of the reasons for the great success of Starbucks lies in shaping a good corporate image and assuming social responsibility while conducting marketing activities. The latest data shows that as of August 2022, Starbucks Yunnan Growers Support Center has trained 30,475 coffee farmers and has taken the lead in promoting and adhering to the principle of "High Quality and Good Price" in coffee procurement. It pays higher prices than the market average for high-quality coffee, and is committed to helping improve the lives of Yunnan coffee farmers. Starbucks also collaborates with institutions such as the Song Qingling Foundation to create opportunities for specific groups, and has successively carried out projects such as women's skills training and youth leadership development programs. The numerous public welfare projects carried out by Starbucks in China have accumulated a good reputation for Starbucks and shaped a good corporate image.
2. An Excellent Corporate Culture
Howard Schultz, the CEO of Starbucks, once said: 
The competitive advantage Starbucks has is the corporate culture, that is, the company's behavior. How we treat each other with respect and dignity, and how we try to treat customers in the same way. Culture and values are the secret. Starbucks brand assets are not built from outside. It builds from inside. (Schultz)
Starbucks corporate culture focuses on "people". In addition to following customers, it is also reflected in Starbucks' attitude towards employees. Starbucks regards its employees as partners, with mutual respect and trust between partners. This not only reduces the sense of distance between people, but also makes every person working at Starbucks feel a "strong human touch". What’s more, Starbucks grants employees equity in the company and expands the scope to temporary workers, allowing them to experience the benefits of company development. Therefore, the employees can feel a sense of belonging at Starbucks and be more proactive in serving the company.
3. Effective Cross-cultural Marketing
As a global international brand, Starbucks respects cultural differences and actively integrates into local culture. Cross-cultural marketing is an effective measure for Starbucks to establish an invincible position in China. In terms of decoration style, Starbucks' stores not only reflect the simplicity, generosity, freedom, and ease of American culture, but also integrate local cultural elements. Taking the Yangzhou Slim West Lake flagship store as an example, Starbucks' decoration incorporates ancient Chinese elements, and the classical courtyard architectural style matches the Slim West Lake very well. In terms of products, Starbucks launches Chinese traditional festival food and peripheral products such as moon cakes, Zongzi, and products of the Chinese zodiac every year. Moreover, Starbucks' product naming in recent years has increasingly considered the emotional connection between products and Chinese consumers. Taking a chestnut flavored latte called "Da Ji Da Li" as an example, the pronunciation of "Ji Li" in the coffee name is the same as the Chinese character "Ji Li", which means lucky. The name meets the emotional needs of Chinese customers and enhances their experience. 
Weaknesses
1. Significant Pressure on the Capital Chain
Due to the fact that Starbucks' stores are mainly located in financial districts, bustling commercial districts, and scenic spots with strong economic strength, the rental prices of stores are high. However, Starbucks' refusal to franchise not only leads to higher store costs, but also lacks the funding source of franchise fees that other coffee brands have. 
2. Reduced Service Experience
Since 2012, Starbucks has implemented a rapid expansion strategy in the Chinese market, with the number of stores expanding from 700 in 2012 to 6200 in 2023. The rapid expansion has led to a mass training of store employees to meet the needs of maintaining normal store operations. And a mass training in a short time always lacks enough specialization and personalization, which negatively impact the customer’s experience.
Opportunity
1. Local Governments in China Attach Great Importance to the Coffee industry. 
As coffee beans have become a major export commodity in tropical areas such as Yunnan, local governments are particularly concerned about the planting link of the value chain and provide strong support for coffee bean planting in policies to promote local economic development. The establishment of coffee bean planting areas has provided global coffee suppliers with more channel choices of high-quality coffee beans, and it is also a boon for local coffee brands.
2. The Potential Consumption of the Chinese Market is Enormous. 
With the continuous growth of China's GDP and the increasing consumer ability of residents, people's pursuit of the quality of material life is constantly improving. According to data provided by the World Coffee Organization, compared with Japan, another oriental country with tea culture as its mainstay, China's per capita consumption of coffee beans is only 0.6kg, far lower than Japan's per capita volume of 4kg. Therefore, the coffee market potential in China is huge (Figure1).(Chen, Liting 50)
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Threats
1.Competition
Despite operating strongly in the coffee industry, Starbucks still faces pressure from other brands that may offer similar products and services or compete directly with Starbucks. Before Luckin appeared, Starbucks had an absolute market share advantage in the number of stores in the Chinese market. By the end of 2019, the number of Luckin Coffee stores in the market exceeded Starbucks Coffee, and the frequency of new store openings and the radiation range of stores were better than Starbucks. At the same time, other coffee brands squeeze the market profit space, which puts pressure on Starbucks to expand its market coverage and customer rate.
2.Fluctuations in Raw Material Prices
The rising cost of raw materials. With the rising CPI in China in recent years, the rising cost of coffee raw materials and dairy products has directly squeezed Starbucks' profit margin. In addition, Starbucks' room to raise prices is also compressed. Currently, market demand dominates the price trend in the consumer sector, and price transmission has shown the characteristics of CPI pulling PPI.(Xu, Shuhong 21)
3. Environmental Protection Issues
As a global enterprise with stores located all over the world, Starbucks must address environmental problems caused by its business activities such as handling paper cup waste. Failure to properly address these issues could negatively affect the company's reputation and business.
In combination with the above detailed SWOT analysis of Starbucks, the competitive strategies that Starbucks should adopt when facing internal strengths and weaknesses as well as external opportunities and threats can be obtained.
1.SO Strategy
The SO strategy is generated by thinking about ways to make use of the company's strengths to seize opportunities. Faced with the huge potential of coffee in the Chinese market, Starbucks should take its core advantages as the foundation, be market demand oriented, and expand its market share. However, according to the theory of Diminishing Marginal Benefits, rapid expansion often leads to dilution of brand value. Therefore, in expansion, special attention should be paid to evaluating and improving the key factors that affect brand value to avoid dilution of brand value caused by neglecting core values. 
2.ST Strategy
The ST strategy considers how to utilize the company's advantages to avoid external threats. As an established coffee brand, Starbucks has an absolute market share and consumer group in the Chinese market, so what the enterprise needs to do is fully utilize the advantages. On the one hand, consolidate consumers' sense of belonging to the brand by awakening consumers' loyalty, deepening brand culture promotion, and establishing a corporate social image; On the other hand, put employee interests first, value employee training, and stimulate employees’ motivation and creativity through forms such as stock options.
3.WO Strategy
WO strategy advocates overcoming weaknesses and exploiting opportunities. In the face of ever-changing market demand, Starbucks, after realizing passive transformation for many times, uses the transformational business strategy to re-examine whether the strategy adopted by the company to change the external environment is timely, active, objective and comprehensive. Starbucks should communicate and learn more from other new coffee brands in the industry to inspire business concept innovation. Face the negative news of enterprises, strengthen the ability to deal with brand crisis; Take the core of enterprise management philosophy as the base, and divest the less profitable business outside the core business. Make use of the changing economic environment, social environment and political environment to improve the management mode of enterprises.
4.WT Strategy
In combination with the disadvantages of Starbucks and the threat of the environment, Starbucks should implement the strategy of shrinking the product line and closing the unprofitable or loss-making stores. Starbucks naturally enlarges the brand infinitely and tries to please different target groups, which damages the cognitive value of core customers and leads to the increasingly bland "Starbucks experience". The core value of the Starbucks brand should still be the "third space" experience, so Starbucks should rebuild its competitive advantage, shrink the product line, slow down the pace of new stores, close poor performance of existing stores, and focus on improving store operations. Target the most core customers, and sublimate the core value of existing customers with scarcity and experience.
The following is a SWOT analysis table based on the above analysis (Figure2).
Figure.2 SWOT analysis table of Starbucks in China
	Internal Factors


External Factors
	Strengths
	Weaknesses

	
	A good corporate image; An excellent corporate culture; Continuous cultural infiltration
	Significant pressure on the capital chain; Reduced service experience

	Opportunities
	SO Strategies
	WO Strategies

	Local governments in China attach great importance to the coffee industry; The potential consumption of the Chinese market is enormous
	Firmly grasp the core advantages; Stable market expansion
	Strengthen brand crisis management; Establish an exchange mechanism among peers; Divest non-core businesses


	Threats
	ST Strategies
	WT Strategies

	Fierce competition; Fluctuations in raw material prices
	Deepen customer emotional bonds; Establish a good corporate social image; Stimulate employees’ motivation and creativity
	Restructure business strategy; Close redundant stores; Reduce product lines



According to the SWOT analysis of Starbucks in the previous text, Starbucks integrates social responsibility awareness into its corporate culture, emphasizes the importance of employees, and is devoted to bringing excellent cultural experience to the customers. It has formed unique advantages that set it apart from other coffee brands. Taking into account Starbucks' core advantages and seizing the opportunity that the Chinese government attaches great importance to the development of the coffee industry and the huge potential of the Chinese coffee consumption market, Starbucks should implement the SO strategy. Meanwhile, the SO strategy can enable Starbucks to maintain advantages in maintaining high prices, increasing sales volume, and establishing brand loyalty. So, we believe that the SO strategy is the most suitable competitive strategy for Starbucks to use. And here are the measures:
1. Strengthen the Expansion of the "Starbucks-like" Service Experience
To further expand the "Starbucks-style" service experience, Starbucks needs to use differentiation strategy to improve customer experience. Firstly, Starbucks should strengthen employee training to enhance store service levels and professional skills. Secondly, it should integrate online and offline marketing modes to strengthen online service operating capabilities and deliver offline service content to consumers in digital form. Finally, Starbucks should break down consumption barriers, integrate the consumption benefits and points system of all brand-derived products, and prioritize customer interests.
2. The Starbucks Experience is Becoming a Mass Experience
Currently, Starbucks' market positioning is still mainly focused on white-collar workers in economically developed cities, with high coffee prices making it difficult to succeed in small and medium-sized cities. To tap into the potential coffee market in China, Starbucks needs to move towards a "mass experience". Firstly, it should focus on market sinking and store expansion, and secondly, it should improve product combinations for different consumer groups, diversifying product combinations. Finally, Starbucks needs to focus on the low-end consumption market, establish low-end brands, and coordinate the business forms and store numbers of various brands to enable more consumers to purchase Starbucks products.
3. Upgrade Starbucks Peripheral Products to Enhance Brand Value
Merchandise is a cultural derivative product of a brand, which has a significant impact on consumers' brand awareness, quality awareness, brand association, and brand loyalty. Starbucks needs to develop and upgrade merchandise scientifically and reasonably to enhance consumers' association with the brand in different places, times, and situations, and increase brand recognition and stickiness. Starbucks can cooperate with Chinese-style product companies, launch limited edition merchandise based on exhibition themes, and promote Starbucks coffee brand recognition and the spread of Chinese culture.
4. Adjust the Operation Mode According to China's National Conditions
Starbucks must adapt to China's national conditions by taking advantage of the progress of urbanization in third- and fourth-tier cities. The lower store rents and potential market space in these cities can support cost control. Starbucks should conduct sinking operations, adjust store sinking progress, and diversify product combinations to open up a broader Chinese market. Additionally, Starbucks should consider local economic development situations when arranging employee salaries and create a unique employee development system for the Chinese market.
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Through this SWOT analysis of Starbucks, it is not difficult to see that the strategic management of an enterprise is directly related to the foundation of its survival. Based on this, enterprises need to strengthen strategic management and carry out perfect planning for resource allocation and development direction of enterprises, so as to ensure that enterprises can enhance their competitiveness.
1

Works Cited
Wang, Ziling. [王子玲]. "基于核心竞争力的星巴克SWOT分析及战略对策研究." 中外企业家 .33(2015):8-9.
Xing, Yuan, and Mou, Xiaowei. [邢源, 牟晓伟]. "星巴克营销策略探析." 合作经济与科技 .14(2022):80-81. 
Wang, Xin. [王欣]. "餐饮连锁企业战略管理分析——以星巴克为例." 现代商贸工业 41.27(2020):70-71. 
Chen, Liting. [陈丽婷]. 星巴克咖啡的竞争战略分析[D]. 北京对外经济贸易大学, 2020.
Zuo, Zhantu. [左展图]. 分析星巴克跨文化营销中的马太效应[J]. 福建质量管理,2020(19):91,57. 
Xu, Shuhong. [徐曙虹]. 基于核心竞争力的星巴克SWOT分析及战略对策研究[J]. 现代商业,2011(9):20-21. 
Qi, Yujun. [祁玉军]. 跨文化视阈下企业营销策略分析——以星巴克为例[J]. 现代商贸工业,2019,40(6):54-56. 
Liu, Shumei, and Yang, Xiaotong. [刘淑梅,杨晓彤]. 以星巴克为例探讨跨国企业在华营销策略——从文化视角入手分析[J]. 边疆经济与文化,2015(12):12-13. 
Wang, Lu. [王露]. 美学视觉下星巴克品牌与中国元素的交融设计研究[J]. 艺术科技,2023,36(10):178-180,212.  
Li, Wanting. [李婉婷]. 跨国公司在中国市场本土化营销策略研究——以星巴克为例[J]. 现代营销,2022(6):36-38. 
2013-2017 Coffee Consumption in China, America and Japan (10,000 tons)
America	
2013	2014	2015	2016	2017	138.7	142.1	145.6	147	149.9	Japan	
2013	2014	2015	2016	2017	44.2	44.9	45.7	46.4	47.2	China	
2013	2014	2015	2016	2017	5.2	6.5	6.5	10.6	13.4	
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