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This memorandum addresses environmental factors that could affect how Starbucks runs its business. The PESTLE framework was used to organize these external variables into categories: political, economic, socio-cultural, technological, legal, and environmental. The examples discussed in this memorandum touch on all elements of the PESTLE analysis and include a variety of topics such as Biden’s ban on Russian crude oil, natural gas, and coal purchases, inflation, cold coffee consumption by generation, the use of QR codes, COVID-19 regulations, and climate change. The point of the PESTLE analysis was to consider every type of external factor, determining which are threats and opportunities for Starbucks. 
	The most concerning thing that was brought up from the PESTLE analysis was that most of these external factors impact prices and costs in a negative way: President Biden’s ban on purchasing Russian crude oil, natural gas, and coal increases transportation costs, inflation increases costs of products and services, rising labor wages increase costs, America’s shortage of disposable cups drives up costs, high demand for drive-throughs increases real-estate prices, and weather in Brazil has adverse effects on the quality of crops and also contributes to higher pricing. One of the most opportunistic areas of the PESTLE analysis was technological trends such as QR codes, self-service kiosks, web design, and data analytics. These technological tools allow the company to achieve operational efficiency, generate a better understanding of their customers, and create higher consumer interest, which would help increase revenue and profits and compensate for the rise in expenses. 
	The marketing strategy for Starbucks should focus on ways to overcome higher prices and costs that fit within the limits of the UIC Starbucks locations: UIC ARC Starbucks and UIC UVM Starbucks. Using technology is a practical approach because many of the trending tools fit within the means of UIC stores. These tools also offer significant opportunities for understanding consumers and improving in-store operations. 






PESTLE ANALYSIS
“The PESTLE is a strategic framework that analyzes a firm's opportunities and threats; PESTLE is the second part of the SWOT analysis and is an environmental scan that addresses external factors that a firm must consider in their marketing strategy.” 

Context
“Context describes the environment in which the company operates. Understanding the context is important because even the smallest changes in the environment can have major implications for the company and its business. Five factors make up the PESTLE acronym: political, economic, sociocultural, technological, environmental, and legal”. 

Political 
“The political context refers to how a government can intervene and affect a business or industry. Political context can include: government stability/instability, corruption level, tax policies, foreign trade policy, voter participation rates, amount of government protests, level of government subsidiaries, bilateral relationships, import-export regulation/restrictions, trade control, lobbying activities, size of government budgets, freedom of the press, government regulation and deregulation, special tariffs, political action committees, government involvement in trade unions and agreements, and competition regulation.” 

President Biden Blocks Russian Oil: Is Doing Business in Russia Worth the Risk?
President Biden announced a ban on purchases of Russian crude oil, natural gas, and coal. Russian oil accounted for about 10% of U.S. oil imports last year, about 700,000 barrels a day (“As Biden Blocks Russian Oil, the Next Step May Come From Consumers”). When Biden was asked about how this decision would ultimately affect gas prices, he responded by saying, “they’re going to go up” (“As Biden Blocks Russian Oil, the Next Step May Come From Consumers”). The Organization of the Petroleum Exporting Counties has not helped to expedite the situation, which means the only solution to the problem would be for Russia to leave Ukraine (“As Biden Blocks Russian Oil, the Next Step May Come From Consumers”). Starbucks is affected by the threat of Biden’s decision because rising gas prices will make trucking transportation increasingly expensive, raising costs for Starbucks’s supply chain. Starbucks has the choice to raise the prices of its products to compensate for the rise in costs at the expense of dissatisfying and losing customers. Starbucks already implements a premium pricing strategy, so how much farther can they go up? In addition to pricing considerations, Starbucks needs to consider whether they want to continue doing business in Russia; will continuing operations in Russia threaten their company’s reputation? Starbucks can cease operations altogether, which would hurt their revenue. Starbucks can also continue operations but donate a portion of profits to help Ukraine refugees, which is one opportunity that Starbucks can take advantage of to create goodwill and a positive reputation for the company. Either way, Starbucks needs to take a position in this political outburst and let consumers know where they stand and where their support lies. Not responding at all or responding incorrectly to the situation could be offputting to consumers, potentially losing loyal customers and driving down revenue. The Russian-Ukraine dispute poses an overall threat to Starbucks. 

Black Lives Matter: Fighting for Equal Representation in Business
Companies are facing more investor and regulatory pressure to diversify board rooms; this pressure was amplified by the death of George Floyd in police custody, the killing of Breonna Taylor, and other cases involving Black African Americans and the police (Haddon). Black people often lack the power and voice to stand up for themselves and inflict positive change within governmental systems and workplaces because of institutional inequality. Mellody Hobson, the only Black chairwoman of an S&P 500 company, says that “about 2% of Fortune 500 spending right now is with minority business enterprises.” (Haddon). Mellody Hobson was asked about the “civil rights 3.0” phase and needed changes. Hobson says that “there are consequences that exist for not living up to those commitments, it’s going to be super hard to be a Fortune 500 company without a diverse person on your board” (Haddon). These regulations allow Starbucks to add diversity to its board and business. A more diverse company creates opportunities for growth by gaining perspectives from valuable people with different backgrounds and experiences. Abiding by regulations that require diversity and inclusion is the bare minimum, Starbucks also needs to assert some self-accountability. Besides actively seeking and recruiting minorities onto their board and other influential positions, Starbucks can gain feedback from their current employees. Starbucks can distribute surveys and run panel meetings where employees can discuss their comfort level with how Starbucks manages its diversity and inclusion efforts. 

Economic
“The economic context includes the overall economic activity, money supply, inflation, and interest rates. Other examples include the rate of growth in GDP, exchange rates, the tendency to unemployment, trends in the financial markets, fluctuations in price, availability of credit, level of disposable income of consumers and businesses, people’s tendency to spend, deficits in the Federal Budget, and trends in the gross domestic product.” 

Inflation
Lysol owner Reckitt Benckiser flagged rampant cost inflation. He saw a rise in plastics, tin plates, dairy products, and many other commodities—and expects costs to keep rising (Chaudhuri). Nestle’s CEO, Mark Schneider, says container rates in some places were seven times higher than they used to be, that packaging is way more expensive, and rising labor and energy costs are affecting trucking rates (Chaudhuri). With the threat of inflation, Starbucks can consider raising prices on premium products and improving productivity. A significant implication of raising prices is the risk of losing customers because they are unwilling to pay for higher-priced products. From a consumer standpoint, inflation means that today's consumer dollar is worth less than yesterday, a year ago, and two years ago. As inflation rises, so does the consumer price index; consumers have to pay more for goods. Inflation is a threat to Starbucks because consumers may not afford an even more expensive Starbucks drink, so Starbucks has to balance covering costs and appeasing its customers. 

Rising Labor Wages
Large retailers and other employers that hire hourly workers continue to raise their wages. Many retailers adjust their hourly wages for the cost of living in specific markets. Another cause for raising wages is the competition for workers from labor shortages. According to the Labor Department, employees have spent around 4% more on labor expenses in the fourth quarter of 2021, compared with the same period in the previous year (Nassauer). Large retailers want their stores to be fully staffed to satisfy their customers. Students at the UIC Campus seek employment to pay for their living expenses in the city, including education, rent, and groceries. Suppose Starbucks’s hourly wages are not competitive enough compared to other retailers in the area. In that case, they may not attract enough workers, which would result in poorer services and lower customer attraction, directly affecting sales. Rises in labor wages pose a threat to Starbucks; if they raise wages to compete for employees, that will increase labor costs, lowering profits. If Starbucks refuses to raise their wages, they risk not staffing enough workers for efficient operations. 

America’s Shortage of Disposable Cups
Disposable cups imported from China are stuck in ports, and American paper mills are short workers. The shortage of cups has also led to another issue—lid scarcity. Various lid brands do not always match the capacity of the cups, which leads to customer complaints (Haddon). In addition, the U.S. hasn’t fully recovered from the cold snap in Texas last year, which suspended the production of resins used to make plastic cups and the coating on paper cups (Haddon). Companies are selling branded, reusable cups to fight shortages and higher costs. The disposable cup shortage opens opportunities for Starbucks to increase the promotion of their reusable cups and mugs by offering drink discounts if customers bring their own Starbucks cups. Promoting reusable cups would increase sales on their merchandise and solve some of the shortage issues. Starbucks can also forgo its customized cups and purchase standard paper cups from companies like Amazon, which would be cheaper. This last option threatens the business, especially if the brand wants to retain its higher-up image; plain plastic cups would decrease Starbucks’s value. 



The Scramble for Drive-Throughs is Driving Prices
The pandemic has created a shift in how companies do business; many companies implemented more to-go and drive-through locations to combat shutdowns and provide a safer, more convenient method for consumers to shop and consume products. The high demand for drive-throughs is increasing prices nationwide—about 7% higher than during the same period two years ago (Nassauer). In addition, finding drive-through real estate has become increasingly difficult because properties need to have enough space and resources to accommodate long lines of cars. Businesses also want to implement multiple drive-through lines, dedicating one line to mobile orders. The investment needed to implement a drive-through is a threat to UIC Starbucks locations; there is insufficient space to create drive-throughs. Drive-throughs are also more expensive to build, especially multi-lane ones for e-commerce consumers. Shoppers may be turned away by the lack of drive-throughs and choose a different location. There is an opportunity for UIC Starbucks to get creative. UIC Starbucks can create a pop-up window where consumers can pick up their orders from the outside, similar to a drive-through. This pop-up window can be solely dedicated to mobile orders so that consumers do not have to go inside the store to get their products. This investment is more fitting for these locations as it does not require additional space and it would be cheaper. 

Sociocultural 
“The sociocultural context includes social and demographic trends, value systems, religion, language, lifestyles, attitudes, and beliefs. Sociocultural context also includes population size and growth, immigration and emigration rates, age distribution, wealth distribution, social classes, attitudes toward saving, attitude towards investing, attitudes towards retirement, family size and structure, health consciousness, buying habits, ethical concerns, and cultural norms and values.”

Students
Students are looking to increase their academic knowledge and hope to learn life skills that will help them succeed after graduation; brands that provide educational guidance to consumers will create long-lasting relationships with students (Kondakeiu). Brands in the mental health, physical health, finance, and food sectors can be resources for students by offering educational content and acting as guides to help students transition to the next phases of their lives (Kondakeiu). College students are attracted to savings, have favorable views toward brands collaborating with their local schools, and favor brands focusing on mental health (Kondakeiu). Starbucks locations near or at university campuses are exposed to many opportunities for the brand. UIC Starbucks can implement a loyalty program solely for students that offer higher discounts and special offers. The UIC Starbucks locations can also host “study hour” events, similar to a “happy hour,” where students would be offered discounts on all drink and food items during a particular time and day of the week. This event would be dedicated to students who want a quiet place to dine in while studying and doing homework. Starbucks can also host speaking events for business students; Starbucks managers can talk about the brand’s success and key learning points helpful for students entering the working world. 

Cold Coffee Consumption by Generation
People are starting to go back to work in person again, so brands need to think about returning commuters and workers who remain at home who are still looking for a “third place.” Associate analyst Sydney Riebe from Mintel gathered consumption data from 2,000 internet users 18 years and older, showing away-from-home coffee consumption of iced coffee, cold brew, and cold specialty coffee (espresso, latte, and cappuccino) by generation. 
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Fig. 1. Away-From-Home Cold Coffee Consumption by Generation. Source: Mintel, January 2022. 

Starbucks needs to appeal to the returning workforce led by millennials. The data suggests that Millennials consume iced coffee the most out of all cold coffee types, followed by specialty drinks. Gen Z consumers dominate cold coffee consumption, and consumption by Baby Boomers is significantly lower than both Millennials and Gen Z. Consumers at the UIC ARC Starbucks are 95% students; this location should focus on making high-quality cold brew and specialty drinks (espressos, lattes, and cappuccinos). This location is also a high frappe seller, which falls in the cold specialty drink category. Starbucks can see this as an opportunity to be creative with its drinks by offering a variety of ingredients and flavors for their cold brew and specialty drinks. At the UVM Starbucks location, there is a mix of UIC and residential consumers (70/30). Most consumers are UIC students, so the focus should be on high-quality cold brew and specialty drinks. This location should also account for working Millennials and offer promotions to incentivize them to buy more iced coffee drinks as they are beginning to return to the city for work. The returning workforce provides a massive opportunity for Starbucks; Starbucks must get their hands on these consumers before other brands do, as it can help to increase their revenue. 

Accommodating At-Home Work Schedules
While people are coming back to work in person, a flexible work-life pattern has become an integral part of the workforce. Nestle SA, the world’s largest packaged-food maker, said its coffee business was the most significant contributor to sales growth last year because of consumer demand for working at home (Chaudhuri). The at-home revolution has allowed Nestle to be a top seller in coffee because it has a wide selection of products that can be consumed at home. Nestle wants to continue the at-home trend by capitalizing on their Starbucks license, which was obtained in 2018, allowing Nestle to sell Starbucks Corp’s coffee and tea in grocery and retail stores (Chaudhuri). Starbucks should see this as an opportunity to expand their product line and better meet the needs of their at-home market. Starbucks can collaborate with Nestle to create more products that can be used at home and additional ready-to-drink coffee flavors. Starbucks should also consider the opportunity for designing its own branded at-home coffee machine that consumers can purchase; Starbucks would not have to rely on other brands like Nestle to use at-home products. Starbucks could offer cold-brew, espresso, cappuccino, and frappuccino machines. Starbucks could also provide a more expensive machine that has 3-in-1 functionality. A device like this can make iced coffee, frappuccinos, and hot coffee all in one, which could be more convenient for consumers. 

Year-over-Year Percent Change in Usage of Coffee or Tea Additions
	Sydney Riebe, the associate analyst for Mintel, also analyzed year-over-year percent change in usage of coffee or tea additions from January 2021 to January 2022. The base of her analysis was 1,837 internet users 18 years or older who drank coffee or tea beverages in the last three months leading up to January 2022. 
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Fig. 2. Percent Change in Coffee or Tea Additions January 2021-2022. Source: Mintel, January 2022.

Coffee and tea additives had little change year-over-year. The only two additives that saw a positive change were whipped cream and flavored syrup. Starbucks can see this as an opportunity to make their drinks more appealing, especially to their Gen Z and Millennial consumers, by using unique whipped cream and syrups that are hard to replicate at home. 

Technological 
“Technological context includes new techniques, skills, methods, and processes for designing, manufacturing, communicating, and delivering market offerings. Technological context can also be incentives to technology, automation, research and development activities, technological shifts, catching modern technologies, innovation level, expertise in technology, web infrastructure, transmission infrastructure, and technology life cycle.” 

QR Codes
From 2018, QR code interaction grew by 94% in 2020, and QR code reaches increased by 96% (Claeys). Statista reports indicate that 11 million households scanned a QR code in the U.S. alone in 2020 (Claeys). PYMNTS’s How We Shop Report says that consumers who prefer shopping with QR codes are among the most loyal users of them all (Claeys). These results indicate that QR codes are an effective means of fast and contactless shopping and present an opportunity for Starbucks to increase operational efficiency and a higher loyal customer base. Starbucks could allow consumers to scan QR codes at the cash register that contain their Starbucks order. Once the QR code is scanned, the order is automatically entered into the system without communication. The QR code can minimize the challenge of communicating complex orders and speed up customer lines. The QR code also creates promotional opportunities; Starbucks can offer discounts to users if they share their QR code orders with friends who use their code. Influencers on social media can contain special QR codes containing their order, making it easier to promote and share their complex drinks online to their audience. QR codes can generate relationships between Starbucks and its consumers and turn non-frequent users into repeat customers if they learn what orders they should get as others share their QR codes with them. 

Self-Service Kiosks
	Self-service kiosks allow customers to place orders independently (“How Modern Technology Has Affected the Coffee Industry”). Once the order is entered into the kiosk, baristas will produce the order and deliver it to the customer. Self-service kiosks are opportunistic for Starbucks because they help speed up customer lines, make it easier to manage consumers, and allow the store to operate more efficiently. Self-service kiosks also enable employees to focus more on customer service and drink production. 

Creating Websites and Using Data Insights
Mobile apps and websites give business owners data insights that provide more information about their consumers, inventory levels, and risks in the business (“How Modern Technology Has Affected the Coffee Industry”). UIC ARC and UVM Starbucks locations have Instagram and Facebook, but managers of those locations should also consider creating online and mobile websites. Starbucks managers can track customer touchpoints to see what products they are viewing and create pop-up ads geared toward their viewers' interest, potentially increasing sales. Analytical tools can also be used, such as Google Trends, Google Natural Language API, and Cloud Meaning, to find popular search queries, keywords, and consumer interest trends. Data analytics provides many opportunities for Starbucks because, with the information derived from these tools, managers can create web and social media content that optimizes the search engine and increases sales.

Legal 
“The legal context refers to taxes, import tariffs, embargoes, product specification, pricing, communication regulations, and intellectual property laws. Other examples include laws of discrimination, laws relating to work/employment, laws relating to consumer protection, patent and copyright rules, product labeling and product safety, the laws on health and safety, advertising standards, Laws of Education, laws relating to consumer protection, and laws relating to data security.” 

Proposal Five
	Proposal five will be voted on next week during a shareholder’s meeting, which would require Starbucks to release an annual report on workplace sexual harassment and discrimination (Fantozzi). Proposal five wants Starbucks to be “describing and quantifying the effectiveness and outcomes of company efforts to prevent harassment and discrimination” against employees based on sex, race, religion, national origin, age, disability, gender identity, and sexual orientation (Fantozzi). Starbucks would need to include the number of harassment and discrimination suits settled by the company, the average length of time it takes to resolve the harassment complaints, and whether Starbucks uses nondisclosure or mandatory arbitration to settle the employee complaints (Fantozzi). Workplace abuse, harassment, and discrimination pose a threat to Starbucks because it increases legal costs, employee turnover, and difficulty hiring employees. When employees leave due to mistreatment in the workplace, Starbucks would have to hire and train new employees with a slower learning rate, affecting operational efficiency. Starbucks should not fight against this proposal because it’s an opportunity for company leaders to be more conscious of workplace actions, which will help to improve Starbucks’s company culture and increase employee tenure. 
COVID-19 Rules and Requirements
The U.S. Supreme Court blocked the Occupational Safety and Health Administration’s (OSHA’S) vaccine-or-testing rule for large employers (Nagele-Piazza). The OSHA’s temporary standard (ETS) required businesses with at least 100 employees to have their workers be vaccinated or undergo weekly testing by February 9 (Nagele-Piazza). Since the U.S. Supreme Court made the decision, employers are now faced with the decision to drop plans to require vaccination or administer weekly testing. OSHA’S ETS standard was a threat to businesses because of the difficulty of handling and addressing COVID-19. According to Jackie Gessner, an attorney with Barned & Thornburg, “businesses were struggling with how to handle large numbers of exemption requests and the seemingly impossible task of administering weekly tests, especially given the test supply shortage” (Nagele-Piazza). Secretary of Labor Marty Walsh thinks differently about the situation. Walsh was dissatisfied with the Supreme Court's decision, saying that “OSHA stands by the [ETS] as the best way to protect the nation’s workforce from a deadly virus that is infecting more than 750,000 Americans each day and has taken the lives of nearly a million Americans” (Nagele-Piazza). The threat with not using the OSHA’s ETS standard is that Starbucks employees may be unhappy with the lack of protection from the virus, especially those who are immunocompromised, leading to higher employee turnover. 
	In alignment with Chicago and Illinois, UIC lifted the indoor mask requirement for some public settings on campus, which went effective Tuesday, March 1. Masks remain required in lecture centers, research labs, libraries, healthcare settings, UIC shuttles and buses, and counseling centers (“Masking and COVID-19 Updates | UIC Today”).  For university-sponsored in-person events, event organizers must follow the COVID-19 university event guidelines, including registering all events and encouraging attendees to wear masks if they choose (“Masking and COVID-19 Updates | UIC Today”). Seated areas for eating should be available to allow individuals who continue to mask at events to be distanced from people outside their household or social group (“Masking and COVID-19 Updates | UIC Today”). Event attendees will no longer be required to show proof of vaccination or a negative COVID-19 test within 72 hours of the event (“Masking and COVID-19 Updates | UIC Today”). On-campus saliva testing is still required for unvaccinated students, faculty, and staff who have a medical or religious vaccination exemption and for all partially vaccinated students, faculty, and staff (“Masking and COVID-19 Updates | UIC Today”). 
	UIC dining halls are expected to implement social distancing techniques such as one-way traffic navigation, cashless checkout, and plexiglass barriers at cash register stations (“COVID-19 | Dining Services | University of Illinois Chicago”). Face coverings are provided and expected to be always worn by associates. Associates are expected to wash their hands and change gloves every 30 minutes. Employees also have to implement cleaning procedures every 30 minutes—cleaning tables, chairs, and high-touch surfaces with sanitizer. All staff is trained on COVID-19 safety and sanitation protocols, and managers must have a ServSafe certification (“COVID-19 | Dining Services | University of Illinois Chicago”). Every associate receives a wellness check to include self-reported illnesses and a contactless temperature check three times a day. If an associate has a temperature of 100.4 degrees, they will be sent home and quarantined for 14 days. Employees will then need to be cleared by University Health Services to work (“COVID-19 | Dining Services | University of Illinois Chicago”).
	The UIC ARC and UVM Starbucks need to consider all Covid safety protocols. While the U.S. Supreme Court blocked OSHA’s ETS standard, the university still requires that on-campus dining services and their associates follow specific guidelines that ensure the safety of students and employees. Unvaccinated employees at UIC still need to do weekly saliva testing. All associates are required to do a self-reported wellness check even though the lift of the OSHA’s ETA standard suggests otherwise. The UIC ARC and UVM Starbucks have an opportunity to implement additional, non-necessary COVID-19 procedures to convey a positive image and demonstrate that they care about the well-being of their employees and customers. 

Environment 
“Environmental context includes natural resources, climate, geographic location, topography, and health trends. Environmental context also can be the pandemic, weather, climate shifts, pollution targets, greenhouse gas emission factors, climate management and environmental policies, pressure/compliance from NGOs, water and land use, biodiversity, natural calamities, air and water pollution, norms on recycling, and fostering clean and renewable energy.” 

Weather in Brazil 
A drought came to Brazil, followed by a frost, spoiling the world’s top coffee-growing region during the pandemic (Singh). These weather effects will contribute towards elevated pricing in 2022. This surge of pricing directly affects Starbucks as a threat because, with a combination of higher costs of beans, syrups, and to-go coffee cups, coffee sellers and roasters have to push their prices up, which could turn customers away (Singh). Analysts say that the aftereffects of the weather in 2021 are a concern, and they are also watching for the La Nina weather pattern to see how much longer drought conditions in Brazil will continue (Singh). With the recent weather struggles, farmers might decide not to allocate more acreage to coffee trees (Singh). With farmers dedicating less land to coffee trees, Starbucks could be threatened by supply shortages. Thiago Cazarini, a coffee broker at Cazarini Trading Co., lowered his projections for this year’s Brazilian crop because he said plants that flowered didn’t yield as much fruit as anticipated (Singh). Cazarini’s projections insinuate that the quality of coffee beans could deteriorate, which threaten the overall quality of Starbucks coffee drinks. 

Climate Change
Many coffee-producing regions are experiencing changing climate conditions that impact coffee's taste, aroma, and dietary quality (LaPoint). In a review led by researchers from Friedman School of Nutrition Science and Policy at Tufts University and Montana University, they looked at the effects of ten prevalent environmental factors and management conditions associated with climate change and climate adaptation across 73 different published articles (Singh). The researchers found consistent trends that link farms at higher altitudes with better coffee flavor and aroma and that too much light exposure will cause a decrease in coffee quality. Starbucks has the opportunity to take measures to ensure the quality of their coffee by monitoring shade management to control light exposure, selecting climate-resilient coffee plants, and growing coffee plants at higher altitudes. Economist Sean Cash says, “factors that influence coffee production greatly impact buyers’ interest, the price of coffee, and ultimately the livelihoods of the farmers who grow it” (Singh). If Starbucks does not communicate with their farmers and monitor climate change effects, it could threaten the quality and demand of their coffee. 

Conclusion 
After assessing all external factors impacting Starbucks’s business, three findings are worth mentioning. UIC Starbucks locations have many opportunities to conduct promotional events and campaigns geared toward students on campus to meet their taste preferences and educational and monetary needs, which would help develop long-lasting relationships and higher revenue. QR codes, personalized websites, and self-serving kiosks are easy and minimal ways to create operational efficiency, understand consumers better, and gain consumer interest in UIC ARC and UVM Starbucks. Prices are going up across the board, including disposable cups, drive-through real estate, labor wages, and supply chain costs. The threat of rising costs pushes Starbucks to raise their prices, pushing down retention rates. This research suggests that focusing on technological trends is the most economical and effective way to improve both UIC Starbucks locations and should be the focus of my marketing plan. Technological innovations are low-cost investments in the long term and require little resources (particularly for QR codes, websites, and data analytics tools). With rising costs and inflation, Starbucks may not want to spend significant money on advertising or major projects requiring financial resources. 
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