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1. Executive Summary 

This report provides a comprehensive comparative analysis of Starbucks’ international 
marketing strategies in two structurally and culturally distinct markets: the United 
States and Japan. Using established international marketing frameworks including 
PESTLE, STP and the 7Ps Marketing Mix, the report evaluates how Starbucks adapts 
its global operations to fit contrasting consumer behaviours, cultural expectations and 
market environments. 

Starbucks operates more than 38,000 stores across over 80 countries, making it the 
world’s largest premium coffeehouse chain. The company’s global success is driven 
by its ability to balance a consistent global brand identity with deep local market 
adaptation, a strategic approach commonly defined as “glocalisation” within 
international marketing literature (Kotabe and Helsen, 2022). 

In the United States, Starbucks’ performance is driven by high-frequency 
consumption, strong digital integration and a well-established drive-thru culture. The 
Starbucks Rewards ecosystem has more than 75 million active members, reinforcing 
personalised digital engagement and loyalty-based purchasing. The US represents 
the company’s largest revenue base, generating over USD 32 billion in 2024, and acts 

as the operational and technological testing ground for global innovations. 

In contrast, Starbucks in Japan is built upon cultural symbolism, aesthetic value and 
seasonal emotional engagement. Limited-edition product lines such as the Sakura-
themed beverages have become central to Starbucks’ positioning in Japan, 
contributing to exceptional seasonal demand and strong localisation of the brand. 
Premium store formats, artistic interiors and culturally embedded promotional 
strategies have enabled Starbucks to become a lifestyle icon within Japanese café 
culture. 

The findings of this report highlight that Starbucks employs two distinct strategic 
approaches: a “fast, personalised convenience model” in the United States and a 
“premium seasonal cultural experience model” in Japan. Both markets are strategically 
important but serve different roles: the United States provides routine-driven revenue 
volume, while Japan enhances global brand prestige and emotional equity. 

The report concludes that future opportunities lie in strengthening AI-driven 
personalisation and health-based menu transparency in the United States, and 
expanding culturally specific regional offerings and experiential store formats in Japan. 
Starbucks’ global competitive advantage will continue to depend on its ability to 

integrate technological innovation with culturally aligned market strategies. 
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2. Introduction 

Starbucks is one of the world’s most influential 
premium coffeehouse brands and represents a 
leading example of how multinational companies 
adapt marketing strategies across culturally diverse 
markets. Operating more than 38,000 stores in over 
80 countries, Starbucks’ international expansion 
demonstrates the principles of globalisation, market 
adaptation and cross-cultural marketing as 
discussed in international business literature 
(Kotler and Keller, 2016; Kotabe and Helsen, 2022).  

Global marketing theory emphasises that 
multinational firms cannot rely on a single uniform 
strategy when entering culturally heterogeneous 
markets. Instead, they must adopt a “glocalisation” 
approach maintaining a consistent global brand 
identity while modifying products, communication styles and experience elements to 
fit local consumer expectations (Robertson, 1995). Starbucks has successfully 
implemented this approach by adjusting its value proposition across different regions 
while preserving its core brand elements, such as premium quality, café ambience and 

the concept of the “Third Place”. 

The United States, as Starbucks’ origin market, represents a mature and highly 
competitive coffee environment where digital convenience, mobile ordering and daily 
routine consumption dominate. Japan, in contrast, is characterised by aesthetic 
consumption patterns, seasonal cultural symbolism and high expectations for design-
driven experiences. These differences make the US and Japan ideal markets for 

comparative international marketing analysis. 

This report uses established frameworks including PESTLE, STP and the 7Ps 
Marketing Mix to critically examine Starbucks’ marketing strategies in the United 
States and Japan. The purpose is to understand how external environments, cultural 
norms and consumer behaviours shape Starbucks’ product, promotion, pricing and 
service decisions differently across both markets. This analysis highlights that 
Starbucks’ competitive strength lies not in global standardisation alone, but in its ability 

to integrate local cultural nuances into its market strategies. 

 

 

 

 

 

 

 

Figure 1: The official 
Starbucks Corporate Logo. 



5 
 

3. Brand Overview – Starbucks (Global) 

Starbucks Corporation is one of 
the world’s leading premium 
coffeehouse brands and a widely 
recognised example of successful 
international retail expansion. 
Founded in 1971 in Seattle, United 
States, Starbucks has grown into a 
global organisation operating more 
than 38,000 stores across over 80 
countries. Rather than competing 
solely as a beverage retailer, 
Starbucks positions itself as a 
lifestyle-oriented brand that 
combines high-quality products 
with a distinctive service 
experience. A key element of this 
positioning is the concept of the “Third Place,” which represents a social space 
between home and work where customers can relax, interact or work, supporting the 

brand’s premium image and emotional connection with consumers. 

From a strategic perspective, Starbucks follows a hybrid global–local (glocalisation) 
strategy. Core brand elements such as logo identity, store atmosphere standards, 
beverage quality and ethical sourcing principles remain globally consistent. At the 
same time, Starbucks adapts its products, promotional themes and store designs to 
align with local cultural preferences and consumption behaviours. This balance 
between global standardisation and local responsiveness enables Starbucks to 
operate effectively across culturally diverse markets while maintaining a strong and 
recognisable global brand identity (Kotabe and Helsen, 2022). 

Starbucks’ global success is supported by a vertically coordinated value chain that 
ensures product consistency and operational scalability. The company sources 
Arabica coffee beans through its Coffee and Farmer Equity (C.A.F.E.) Practices, 
promoting ethical sourcing and sustainability. In a highly competitive global coffee 
market, Starbucks differentiates itself through premium positioning, experiential store 
environments and strong customer engagement rather than price competition. Digital 
innovation, particularly through the Starbucks Rewards programme, further 
strengthens customer loyalty and personalised engagement across markets. Overall, 
Starbucks’ premium positioning, experiential focus and adaptive international strategy 
provide a strong foundation for its operations in distinct markets such as the United 

States and Japan, which are analysed in the following sections. 

 

 

 

 

Figure 2: Starbucks Global Locations 

(Starbucks Corporate Information, 2024). 
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4. Starbucks in the United States of America 

The United States is Starbucks’ origin 
market and remains its most significant 
revenue contributor, strategic testing 
ground and operational backbone. 
Since introducing the modern premium 
café concept in the 1980s, Starbucks 
has transformed American coffee 
consumption from a commodity-based 
habit into a branded, lifestyle-oriented 
experience. As of 2025, the United 
States hosts over 15,800 Starbucks 
stores and generates more than USD 
32 billion in annual revenue, making it 
the company’s largest and most 
commercially important market 
(Starbucks Corporation, 2025). 

Coffee consumption in the United 
States is habitual, fast-paced and closely integrated into daily routines. Over 65% of 
American adults consume coffee daily, with strong demand for takeaway beverages 
during commuting and work hours (National Coffee Association, 2024). This behaviour 
aligns with Starbucks’ strategic emphasis on convenience, speed and personalisation. 
American consumers show a high preference for customised beverages, reflecting 
cultural values of individuality and choice. In response, Starbucks offers an extensive 
menu including cold brews, plant-based alternatives and lower-calorie options, 
allowing customers to tailor products to personal taste and lifestyle preferences. 

Digital integration is a major competitive advantage for Starbucks in the U.S. market. 
The Starbucks Rewards programme, with the majority of its global members located 
in the United States, supports mobile ordering, digital payments and personalised 
promotions. Mobile orders account for nearly one-third of U.S. transactions, enhancing 
operational efficiency through Mobile Order & Pay and drive-thru optimisation. As a 
result, the United States functions as Starbucks’ global innovation hub for testing 

digital technologies and operational systems. 

Store format strategy in the U.S. is designed to maximise accessibility and speed. 
Starbucks operates drive-thru stores in suburban areas, mobile pickup outlets in high-
density urban locations and premium Reserve Roasteries for experiential 
engagement. More than 70% of new store openings include drive-thru facilities, 

reflecting strong consumer preference for convenience.  

Overall, Starbucks in the United States operates as a digitally advanced, convenience-
driven and highly personalised premium coffee brand. Its focus on mobile technology, 
loyalty programmes and rapid service formats aligns closely with American consumer 
behaviour and continues to reinforce its dominant position in the U.S. market. 

 

 

Figure 3: Starbucks retail store in the 
Seattle, Washington – USA. 
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5. Starbucks in Japan 

Japan represents one of Starbucks’ most 
strategically significant and culturally 
distinctive international markets. Since 
entering Japan in 1996, Starbucks has 
evolved beyond a conventional coffee 
chain and become deeply embedded 
within Japanese consumer culture. As of 
2025, Starbucks operates more than 
1,700 stores nationwide, making Japan 
its most successful market in Asia 
outside China (Starbucks Japan, 2024). 
Unlike the United States, where 
Starbucks primarily supports routine and 
convenience-based consumption, the brand in Japan is positioned as a premium, 

aesthetically refined and culturally expressive lifestyle experience. 

Japanese consumer behaviour places strong emphasis on aesthetic presentation, 
sensory detail and symbolic meaning. This aligns with the cultural concept of mono no 
aware, which reflects an appreciation for beauty, seasonality and emotional nuance. 
As a result, Starbucks adapts its product design, packaging and store environments 
to reflect culturally resonant themes. Japanese customers also exhibit slower and 
more reflective café usage, often spending extended periods inside stores. This 
behaviour influences Starbucks’ emphasis on calm ambience, cleanliness and 
carefully designed interiors that support relaxation and visual harmony. 

A central pillar of Starbucks’ strategy in Japan is its seasonal limited-edition product 
model, particularly during the Sakura (cherry blossom) season. Sakura-themed 
beverages, desserts and merchandise are closely linked to cultural symbolism 
associated with renewal and emotional beauty. These seasonal launches generate 
nationwide attention and significantly increase store traffic, while limited availability 
enhances perceived exclusivity and brand value (Starbucks Stories Asia, 2024). In 
addition, Starbucks Japan offers localised flavours such as matcha, hojicha and yuzu-
based beverages, along with region-specific Frappuccinos. This localisation reflects 

Japan’s cultural emphasis on craftsmanship and regional identity. 

Store design plays a critical role in Starbucks’ Japanese market positioning. Japan 
hosts some of Starbucks’ most premium and architecturally distinctive outlets, 
including the Starbucks Reserve Roastery Tokyo. Many stores integrate minimalistic 
aesthetics, natural materials and locally inspired design elements, reinforcing the 

brand’s premium and experiential positioning.  

Despite strong brand loyalty, Starbucks faces challenges in Japan, including 
competition from traditional kissaten cafés, rising labour costs and demographic 
constraints linked to an ageing population. Overall, Starbucks’ success in Japan is 
driven by deep cultural immersion, seasonal authenticity and aesthetic experience 
design, demonstrating the brand’s ability to adapt effectively to culturally complex 
international markets. 

Figure 4: Starbucks store in Japan 
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6. Macro Environmental Analysis (PESTLE) – USA vs Japan 

The PESTLE framework is used to evaluate the external environmental factors that 
influence Starbucks’ operations in the United States and Japan. As a multinational 
corporation, Starbucks must adapt to variations in political systems, economic 
structures, social expectations, technological adoption, legal requirements and 
environmental priorities across different markets. The contrasting macro environments 
of the United States and Japan directly shape Starbucks’ product strategy, store 

formats, customer engagement and competitive positioning. 

 

 

6.1 Political Factors 

 United States of America - Political Factors  

Favourable: 

 The USA has a highly stable democratic system with strong protections for 
intellectual property, benefiting Starbucks’ brand identity and innovation. 

 Supportive regulations for franchising and digital infrastructure allow Starbucks to 
scale mobile ordering and drive-thru formats effectively. 

 

Unfavourable: 

 Rising political pressure for minimum wage increases leads to higher labour 
costs. 

 Unionisation movements across several Starbucks stores create operational 
uncertainty and legal complexities. 

 State-wise regulatory differences make compliance more expensive and difficult. 

Figure 5 : PESTLE Analysis of Starbucks’ External Macro-Environment 
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 Japan- Political Factors 

Favourable: 

 Japan has one of the world’s most stable political environments, ensuring 
predictable regulations for multinational companies like Starbucks. 

 Strong government focus on consumer protection enhances trust in premium 
international brands. 

 
Unfavourable: 

 Strict labour compliance requirements increasing training and staffing costs. 
 Bureaucratic approval processes may slow operational changes. 
 High expectations for service quality increase operational burden. 

Political Factors Summary (USA vs Japan) 

 The political environment in the USA supports rapid innovation but faces labour-
related risks. 

 Japan offers predictability and regulatory stability, but with high compliance 
demands. 

Overall, both countries are politically favourable for Starbucks, but the cost and 
labour-related challenges differ significantly. 

6.2 Economic Factors 

 United States of America - Economic Factors 

Favourable: 

 The USA has a high average disposable income, which supports Starbucks’ 
premium pricing model. 

 A large, habit-driven coffee consumption culture ensures strong and stable 
demand. 

 The digital economy is highly developed, allowing Starbucks to generate 
significant revenue through mobile ordering, subscriptions, and loyalty rewards. 

 Strong economic infrastructure supports supply chain efficiency and nationwide 
distribution. 

 
Unfavourable: 

 Market saturation in major US cities limits physical expansion and increases 
competition. 

 Rising labour and operational costs especially after wage inflation negatively 
impact profit margins. 

 Economic uncertainty or recession periods affect discretionary spending, 
reducing demand for premium beverages. 

 Fluctuations in commodity prices (like coffee beans and dairy alternatives) 
increase supply chain expenses. 
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 Japan - Economic Factors 

Favourable: 

 Japanese consumers have a high willingness to pay for premium, aesthetically 
refined, seasonal, and limited-edition products supporting Starbucks’ premium 
strategy. 

 Japan’s stable economic environment reduces business risk for multinational 
companies. 

 A strong café culture and preference for experiential consumption boost in-store 
sales and seasonal merchandise income. 

 Urban populations with high density create consistent foot traffic for Starbucks. 
 
Unfavourable: 

 Japan’s ageing population reduces long-term customer base growth potential. 
 Slow GDP growth limits market expansion opportunities compared to emerging 

Asian markets. 
 High real estate and rental costs in Japanese urban centres increase total 

operating expenses. 
 Labour shortages due to demographic decline increase hiring and retention 

challenges. 

Economic Factors Summary (USA vs Japan) 

 The USA generates high-frequency revenue due to fast-paced routines and a 
strong digital economy, but faces wage pressure and market saturation. 

 Japan provides premium pricing opportunities and strong seasonal demand, but 
long-term economic growth is slow and operational costs are high. 

Overall, USA is volume-driven, while Japan is value-driven in Starbucks’ economic 

strategy. 

6.3 Social Factors 

 United States of America - Social Factors 

Favourable: 

 The US has a strong culture of daily coffee consumption, making Starbucks a 
natural part of work and commuting routines. 

 High preference for personalised beverages aligns perfectly with Starbucks’ 
customisation strategy. 

 Americans widely adopt mobile apps, digital ordering, and loyalty programs, 
which strengthens Starbucks’ digital ecosystem. 

 Growing interest in plant-based and low-calorie lifestyles helps Starbucks 
innovate healthier menu options. 
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 Japan - Social Factors 

Favourable: 

 Japanese consumers value aesthetic presentation, craftsmanship, and calm café 
atmospheres, supporting Starbucks’ experiential design strategy. 

 Strong enthusiasm for seasonal and limited-edition products (especially Sakura) 
drives high seasonal sales. 

 Café spaces in Japan are used for relaxation and social interaction, increasing 
time spent per customer. 

 Younger demographics associate Starbucks with a premium, modern lifestyle. 
 

Social Factors Summary (USA vs Japan) 

The social environments of the United States and Japan are highly favourable for 
Starbucks, but they support fundamentally different consumption behaviours and 
experience expectations. In the United States, consumers prioritise speed, 
personalisation and digital convenience, reflecting fast-paced lifestyles and routine-
driven coffee consumption. This social context supports Starbucks’ emphasis on 
mobile ordering, beverage customisation and loyalty-based engagement. In contrast, 
Japanese consumers place greater importance on aesthetic value, emotional 
connection and calm in-store experiences. Coffee consumption in Japan is more 
reflective and experience-oriented, encouraging longer store visits and stronger 
engagement with seasonal and culturally symbolic offerings. These differences 
indicate that Starbucks must apply distinct experience models across both markets 
leveraging convenience and digital efficiency in the United States, while focusing on 
premium experiential design and emotional storytelling in Japan. Overall, Starbucks’ 
ability to align its service experience with these contrasting social expectations 

strengthens its competitive position in both markets. 

 

Figure 6: Visual Representation of Starbucks’ Premium Beverage and Food Range 
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6.3.1 Cultural Factors (Hofstede Model Comparison – USA vs Japan) 

Cultural differences strongly influence Starbucks’ marketing, product design and in-
store experience in both countries. Hofstede’s six cultural dimensions help identify how 

national values shape consumer expectations and behaviour. 

 

Figure 7: Hofstede’s Cultural Dimensions Comparison between USA and Japan 

1. Power Distance. 

 Japan: Score 54 

Japan is moderately hierarchical. People are aware of rank and follow formal 
procedures, especially in workplaces. Decision-making often moves slowly because 
approval is required across layers. However, Japanese society also values 

meritocracy, suggesting that hierarchy is not extremely rigid. 

 USA: Score 40 

The United States has low power distance. Organisations emphasise equal rights, 
open communication and accessibility of managers. Employees expect to be 

consulted, and hierarchy mainly exists for convenience. 

Implication for Starbucks: 

 USA favours informal, relaxed stores and direct service interactions.  

 Japan requires polite, precise service and clear procedural consistency. 
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2. Individualism vs Collectivism 

 Japan: Score 62 

Japan appears collectivist socially, but Hofstede’s data shows moderate individualism. 
People focus on personal achievement, private life and loyalty to the groups they 
voluntarily join (such as companies). Society is more reserved and less dependent on 
extended families compared to other Asian countries. 

 USA: Score 60 

The USA is strongly individualistic. People prioritise personal goals, self-reliance and 
merit-based achievement. Communication is direct and informal. Decisions and 

promotions depend on individual performance. 

Implication for Starbucks: 

 USA strongly supports beverage customisation and personalised digital ordering. 

 Japan prefers culturally meaningful, aesthetically balanced products rather than 
extreme individual customisation. 

3. Masculinity (Motivation toward Achievement) 

 Japan: Score 95 

Japan is one of the most achievement-driven societies globally. There is intense 
competition between groups, high work commitment and a strong cultural drive for 

perfection (seen in craftsmanship, hospitality and product presentation). 

 USA: Score 62 

The USA is also achievement-oriented but values personal success, competition and 

efficiency. Consumers appreciate convenience and quick service. 

Implication for Starbucks: 

 Japan responds well to premium-quality, visually refined beverages and store 
designs. 

 USA prefers efficient service formats such as drive-thru and mobile ordering. 

4. Uncertainty Avoidance 

 Japan: Score 92 

Japan has very high uncertainty avoidance. People seek predictability through rules, 
rituals and detailed procedures. Quality consistency, accuracy and reliability are 

essential. Changes are slow and require thorough evaluation. 
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 USA: Score 46 

Americans are more comfortable with new ideas, innovation and flexible processes. 
They do not rely heavily on rules and readily accept change. 

Implication for Starbucks: 

 Japan requires precise operations and consistent products; errors reduce trust. 

 USA is suitable for testing new beverages, technologies and service models. 

5. Long-Term Orientation 

 Japan: Score 100 

Japan is one of the most long-term oriented cultures. Society values perseverance, 
planning, steady growth and long-term investment. Companies focus on sustainability 

rather than short-term profit. 

 USA: Score 50 

The USA shows no strong preference; society is practical and result-oriented. 

Businesses often focus on quarterly outcomes and quick achievements. 

Implication for Starbucks: 

 Japan favours strategies involving cultural tradition, seasonal product cycles and 
long-term brand loyalty. 

 USA prioritises innovation, speed and short-term performance. 

6. Indulgence vs Restraint 

 Japan: Score 42 

Japan is a restrained culture. Leisure is less emphasised, and desires are controlled 
by social norms. Consumers value discipline, quality and meaningful experiences. 

 USA: Score 68 

The USA is highly indulgent. People openly enjoy leisure, treats and self-gratification 
(“work hard, play hard”). 

Implication for Starbucks: 

 USA supports indulgent drinks and customisable beverages. 

 Japan prefers subtle, culturally expressive, seasonally themed offerings. 
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Summary of Cultural Favourability for Starbucks 

 The USA favours customisation, innovation and convenience, which supports 
Starbucks’ digital and personalised service model. 

 Japan favours aesthetic refinement, emotional storytelling and premium service, 
which strengthens Starbucks’ seasonal and design-led strategy. 

 Both markets are favourable but require different marketing and operational 
approaches. 

Advantages of Hofstede Model 

 Helps compare cultural values in a structured manner. 

 Useful for predicting customer behaviour across markets. 

 Supports decisions on product adaptation, communication style and service 
design. 

 Helps identify cultural risks before entering or expanding in a market. 

Disadvantages of Hofstede Model 

 Oversimplifies cultural complexity; individuals may not follow national averages. 
 Data is older and may not reflect modern globalised behaviours. 
 Does not capture regional, generational or organisational subcultures. 

 Can lead to generalisations if used without context. 

 

6.4 Technological Factor 

 United States of America - Technological Factors 

Favourable: 

 The United States has one of the world’s most advanced digital infrastructures, 
supporting mobile applications, online payments and real-time order processing 
systems. 

 High consumer adoption of digital platforms enables Starbucks to efficiently scale 
Mobile Order & Pay, drive-thru optimisation and the Starbucks Rewards 
programme. 

 Extensive use of data analytics and AI-driven tools supports accurate demand 
forecasting, inventory management and personalised marketing initiatives. 

 A strong national innovation ecosystem allows Starbucks to pilot advanced 
technologies such as automated coffee equipment and intelligent order-processing 
systems. 

 Overall, the technological environment in the United States strongly enables 
Starbucks’ digital innovation, operational efficiency and personalised service 
strategy. 
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 Japan - Technological Factors 

Favourable: 

 Japan has one of the most sophisticated technological environments globally, 
with high-quality internet infrastructure, automation capacity and strong digital 
reliability. 

 Consumers are comfortable using digital tools, particularly for browsing, digital 
wallets and QR-based engagement. 

 Opportunities exist for Starbucks to integrate experiential technologies in stores, 
such as automated brewing systems, digital menu boards, or immersive visual 
displays. 

 Japan’s reputation for precision technology aligns with Starbucks’ focus on 
consistency and presentation quality. 

 

Unfavourable: 

 Compared to the U.S., Japan shows lower adoption of mobile ordering and app-
based purchases, primarily due to stronger preferences for in-store experience 
and cash payments among older demographics. 

 High expectations for design precision increase development and implementation 
costs for new technology solutions. 

 Demographic challenges, such as an ageing population, reduce the pace at which 
certain digital services can be scaled. 
 

 
Technological Factors Summary (USA vs Japan) 
 
The technological environments of the United States and Japan both support 

Starbucks’ operations, but in different ways. The United States strongly favours digital-

first strategies, rapid innovation and data-driven personalisation, supported by high 

consumer adoption of mobile ordering, loyalty applications and advanced analytics. 

This environment enables Starbucks to scale convenience-oriented technologies such 

as Mobile Order & Pay and drive-thru optimisation efficiently. In contrast, Japan 

favours precision technology and in-store technological enhancement, with a stronger 

focus on reliability, presentation quality and experiential support rather than speed. 

While digital adoption in Japan varies across age groups, technology is primarily used 

to enhance the in-store experience rather than replace it. Overall, Starbucks must 

apply high-convenience, efficiency-driven technologies in the United States and high-

quality, experience-enhancing technologies in Japan to align with differing consumer 

expectations and maximise market performance. 

 

 

 

 



17 
 

6.5 Legal Factors 

 United States of America - Legal Factors 

Favourable: 

 The U.S. legal system provides strong protection for intellectual property, 
trademarks and brand assets, which supports Starbucks’ global branding and 
competitive positioning. 

 Well-established food safety and menu transparency regulations allow Starbucks 
to operate under clear and predictable compliance frameworks. 

 Transparent consumer protection and litigation laws provide clarity regarding 

corporate responsibilities and legal risk management. 

Unfavourable: 

 Ongoing developments related to labour rights, unionisation efforts and wage 
regulations increase legal complexity and operational costs for Starbucks. 

 Differences in state-level regulations, including labour laws, taxation and 
environmental rules, make nationwide standardisation challenging. 

 Strict FDA nutritional labelling requirements require continuous updates to both 
digital and in-store menus to remain compliant. 

 Japan - Legal Factors 

Favourable: 

 Japan has a predictable, transparent and well-regulated legal environment, which 
supports the smooth operation of international companies and reinforces 
consumer trust. 

 Strong food safety and quality standards align closely with Starbucks’ premium 
positioning and emphasis on product consistency. 

 Intellectual property laws are well enforced, helping protect Starbucks’ brand 
identity, store concepts and seasonal product designs. 

 Overall, Japan’s stable legal framework supports Starbucks’ long-term operations 

and strengthens brand credibility in a quality-conscious market. 

Legal Factors Summary (USA vs Japan) 

The legal environments of the United States and Japan both support Starbucks’ operations but 

affect the company differently. The United States offers strong legal protection but presents 

labour-related complexity due to unionisation and state-level regulatory variation, while Japan 

provides a stable and predictable legal environment that requires strict compliance with labour 

and service quality standards. 
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6.6 Environmental Factors 

 United States of America - Environmental Factors 

Favourable: 

 Growing consumer awareness of sustainability supports Starbucks’ eco-friendly 
initiatives such as reusable cups, ethical sourcing and recyclable packaging. 

 State-level environmental programmes and renewable energy incentives align 
with Starbucks’ long-term sustainability goals. 

Unfavourable: 

 Strict environmental regulations related to waste management, recycling and 
emissions increase operational costs. 

 Climate change creates uncertainty in global coffee sourcing and long-term 
supply availability. 
 

 Japan - Environmental Factors 

Favourable: 

 Japan places strong cultural emphasis on cleanliness, minimal waste and 
environmental respect, which aligns naturally with Starbucks’ sustainability goals. 

 Japanese consumers readily adopt reusable merchandise when it carries cultural, 
aesthetic or seasonal value (e.g., Sakura-themed tumblers). 

 Japan’s advanced waste-sorting systems and environmental regulations support 
Starbucks in maintaining high standards for recycling and resource management. 

Unfavourable: 

 Strict recycling and packaging standards increase operational complexity and 
require continuous training of staff. 

 High expectations for environmental and social responsibility raise costs for store 
operations, packaging innovation and supply chain transparency. 

 Natural disasters (earthquakes, typhoons) can disrupt logistics, distribution and 

store operations, increasing risk and contingency planning needs. 

Environmental Factors Summary (USA vs Japan) 

The United States is shaped by strong regulatory pressure and public sustainability 
expectations, making environmental compliance costlier but essential for maintaining 
brand trust. In contrast, Japan’s environmentally conscious culture closely aligns with 
Starbucks’ values, although strict regulatory and quality standards increase 
operational demands. Overall, environmental strategy in both markets functions as a 
competitive necessity rather than merely an ethical obligation for Starbucks’ long-term 
positioning. 
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PESTLE Summary: Similarities and Differences (USA vs Japan) 

 

Figure 8: Comparative PESTLE Analysis of Starbucks in the USA and Japan 

A comparative summary of PESTLE reveals that while both the United States and 
Japan are highly attractive markets for Starbucks, the nature of opportunities and 
challenges differs significantly. The table and discussion below highlight the key 
similarities and differences across both markets. 

Similarities (USA & Japan) 

1. Strong Consumer Demand for Premium Coffee 

Both markets have a well-developed café culture and strong willingness to pay for 
premium beverages, creating favourable conditions for Starbucks’ global brand 

positioning. 

2. High Expectations for Quality and Service 

Consumers in both countries demand consistent product quality, reliable service and 
well-maintained store environments, requiring Starbucks to uphold strict operational 
standards. 

3. Increasing Focus on Sustainability 

Environmental consciousness is rising in both markets. Customers appreciate eco-
friendly packaging, ethically sourced coffee and corporate sustainability initiatives, 
pushing Starbucks to invest in greener operations. 
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Differences (USA vs Japan) 

1. Digital Adoption and Technological Use 

 The U.S. market is highly digital, driven by mobile ordering, app-based payments 
and AI-supported personalisation. 

 In contrast, Japan values in-store experience more, with digital adoption varying 
by age and region. 

2. Cultural Expectations and Consumer Behaviour 

 The USA prioritises speed, convenience and individual customisation. 

 Japan focuses on aesthetics, emotional value and ritualised consumption, making 
seasonal and culturally themed products more important. 

3. Regulatory and Labour Environment 

 In the U.S., Starbucks faces labour-related challenges such as unionisation, rising 
wages and state-dependent regulations. 

 Japan presents stricter expectations for service etiquette, employee discipline and 
procedural compliance, which affect store operations differently. 

Summary  

 The United States is favourable for innovation, digital expansion, personalisation 
and high-volume transactions, but faces challenges around labour regulations and 
market saturation. 

 Japan is favourable for premium positioning, cultural integration and experiential 
branding, but presents constraints due to slow demographic growth, strict service 
norms and meticulous quality expectations. 

Overall, both markets are strategically significant for Starbucks, but the company must 

apply distinct local adaptations to sustain competitive advantage. 

These macro-environmental conditions justify Starbucks’ localisation strategy and 
demonstrate the necessity of adapting global business models to market-specific 
political, economic, social, technological, legal and environmental realities. 

 

 

 

 

 

 

 



21 
 

7. STP Strategy Comparison (USA vs Japan) 

The STP (Segmentation, Targeting 
and Positioning) framework is 
essential in understanding how 
Starbucks adapts its value 
proposition across different markets. 
The United States and Japan 
represent two culturally distinct 
consumer environments, requiring 
differentiated segmentation logic, 
targeted offerings and positioning 
strategies. This section provides a 
comparative evaluation of 
Starbucks’ STP approach in both 
countries, supported by cultural 
behaviour theory and market 
insights.  

 

7.1 Segmentation 

Starbucks uses multiple segmentation bases to tailor its offerings in the United States 

and Japan. The differences in cultural norms and consumption habits make 

segmentation an essential part of Starbucks’ international marketing strategy. 

United States – Segmentation Characteristics 

A. Demographic 

 
 United States of America 

 Working professionals, students and daily commuters 

 Individuals aged 18–55 with mid to high disposable income 

 Urban and suburban populations with fast-paced routines 

 Japan 

 Young adults, office workers, students and premium-seeking consumers 

 Individuals aged 18 - 45 who value aesthetic experiences 

 Urban populations with strong café culture 

B. Geographic 
 
 United States of America 

 High concentration in metropolitan cities and suburban areas 

 Heavy focus on drive-thru locations in car-dependent regions 

 Climate-based menu variations (cold drinks dominate in warmer states) 

Figure 9: Segmentation Categories Used in 
Starbucks’ STP Strategy 
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 Japan 

 Dense urban markets with high foot traffic (Tokyo, Osaka, Kyoto) 

 Stores located near transport hubs, cultural districts and shopping areas 

 Regional, prefecture-specific beverage variations 

C. Behavioural 

 United States of America 

 High-frequency daily users 

 Loyalty-driven customers who rely on digital rewards 

 Consumers who prefer customisable beverages 

 Japan 

 Seasonal product enthusiasts 

 Experience-oriented café visitors 

 Consumers who seek premium, visually refined offerings 

 

D. Psychographic 

 United States of America 

 Consumers who value aesthetic refinement, craftsmanship and visual harmony. 

 Individuals seeking emotional connection and seasonal symbolism, especially 
through limited-edition offerings. 

 Experience-oriented customers who prefer calm, reflective and premium café 
environments. 

 Lifestyle consumers who associate Starbucks with modern sophistication and 
social prestige. 

 Customers who appreciate cultural authenticity and regionally inspired products. 

 Japan 

 Consumers who value aesthetic refinement, craftsmanship and visual harmony. 

 Individuals seeking emotional connection and seasonal symbolism, especially 
through limited-edition offerings. 

 Experience-oriented customers who prefer calm, reflective and premium café 
environments. 

 Lifestyle consumers who associate Starbucks with modern sophistication and 
social prestige. 

 Customers who appreciate cultural authenticity and regionally inspired products. 
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 VALS-Based / Personality-Oriented Segments 

 Achievers: Career-oriented professionals who value premium quality, 
efficiency and brand status. Starbucks appeals to this group through premium 
pricing, consistent quality and a professional café environment. 

 Experiencers: Young, trend-driven consumers who seek novelty, emotional 

engagement and new experiences. Limited-edition beverages, seasonal 
launches and visually appealing products strongly attract this segment. 

 Innovators: Consumers who are open to new ideas, technology and 
innovation. Starbucks targets this group through mobile ordering, digital 
payments, personalised rewards and new product experimentation. 

 Thinkers: Quality-conscious and reflective consumers who value reliability, 

ethical sourcing and sustainability. Starbucks’ emphasis on responsible 
sourcing and brand values resonates with this segment. 

 Lifestyle Seekers: Individuals who associate coffee consumption with identity, 
routine and social image. Starbucks serves as a “third place” for work, 

relaxation and social interaction for this group. 

7.2 Targeting 

Starbucks adopts a differentiated targeting strategy in both markets, meaning it targets 
different customer groups with tailored offerings. 
 
 United States: 

 High-frequency, convenience-driven consumers 

 Digital-native customers who use mobile ordering and Starbucks Rewards 

 Commuters seeking fast service and customisation 

 Japan: 

 Consumers who value cultural symbolism and seasonal emotional connection 

 Young adults who associate Starbucks with a premium lifestyle 

 Customers seeking a calm, aesthetically pleasing café environment 

7.3 Positioning 

Starbucks positions its brand differently in each market based on cultural expectations 

and consumption behaviour. 

 United States: 
Starbucks is positioned as a fast, personalised and digitally integrated premium coffee 

brand that supports daily routines through convenience and customisation. 

 Japan: 

Starbucks is positioned as a culturally expressive, aesthetically refined and premium 

lifestyle brand offering emotionally meaningful seasonal experiences. 
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7.4 Perceptual Map (USA Market) 

 

Figure 10: Perceptual Map of Major Coffee Brands in the U.S. Market 

 

 Starbucks occupies the premium, high-experience quadrant. 

 Peet’s is premium but niche. 

 Dunkin' focuses on value and convenience. 

 McCafé is low price and basic experience. 

7.5 STP Similarities and Differences 

Similarities: 

1. Both markets use demographic, psychographic and behavioural segmentation to 
identify relevant customer groups. 

2. Starbucks maintains a premium brand image in both countries, supported by 
consistent global branding. 

3. Differentiated targeting strategy is used in both markets, but with different priorities. 

Differences: 

1. The USA emphasises convenience, personalisation and digital engagement, while 
Japan emphasises cultural meaning, aesthetics and seasonal experiences. 

2. Behavioural segmentation differs: the USA has high-frequency routine use; Japan 
has emotionally driven seasonal consumption. 

3. Positioning varies significantly: USA is “fast and personalised,” whereas Japan is 
“premium and culturally expressive.” 

STP Summary 

Starbucks adapts its segmentation, targeting and positioning to fit each market’s 
cultural and behavioural expectations. The U.S. model focuses on speed, innovation 
and customisation, while the Japanese model focuses on design, seasonal appeal 
and emotional experience. This strategic differentiation strengthens Starbucks’ global 

competitiveness. 
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8. The Marketing Mix (7Ps) – USA vs Japan 

The 7Ps Marketing Mix provides a comprehensive framework to analyse how 
Starbucks adapts its product, pricing, distribution, promotional activities and service 
experience across the United States and Japan. Although the brand maintains a 
strong global identity, its tactical decisions differ significantly in each market due to 

variations in consumer behaviour, cultural expectations and retail environments. 

 

Figure 11: The 7Ps of Service Marketing Mix applied to Starbucks’ operations in 

USA and Japan. 

 

Overall, the comparative analysis of the 7Ps clearly demonstrates that Starbucks’ 

international marketing strategy is not based on uniform global standardisation but on 

deliberate and context-specific adaptation driven by cultural expectations, market 

structure and consumer behaviour. The United States reflects a convenience-led, 

digitally integrated operating model designed to maximise speed, personalisation and 

high-frequency consumption, aligning with American values of individualism and 

efficiency. In contrast, Japan requires a far more experiential and culturally embedded 

approach, where product aesthetics, seasonal symbolism, premium store design and 

refined service quality shape the core of Starbucks’ value proposition.  

8.1 Product 

 United States 

Starbucks’ product portfolio in the USA centres on convenience, personalisation and 
functional consumption. Popular offerings include brewed coffee, cold brews, 
refreshers, plant-based beverages and fully customisable drinks. Cold beverages 
dominate sales due to the strong preference for on-the-go consumption and digital 
ordering. Starbucks also frequently tests new beverages in the U.S. market because 

of consumers’ openness to innovation. 
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 Japan 

In Japan, Starbucks designs products around cultural symbolism, aesthetics and 
seasonality. Signature Japanese offerings include matcha lattes, hojicha beverages, 
yuzu-infused drinks and region-specific Frappuccinos. Seasonal launches, especially 
Sakura products, are major demand drivers. Japanese consumers value the visual 
presentation, craftsmanship and emotional meaning of beverages, making product 
design extremely important. 

8.2 Price 

 United States 

Starbucks follows a “premium-accessible” pricing model. While prices are higher than 
fast-food competitors, personalised digital discounts and loyalty rewards make the 
brand affordable for regular users. Price sensitivity exists, but strong loyalty reduces 
it. 

 Japan 

Japan supports a higher premium-price strategy due to cultural appreciation for 
quality, exclusivity and design detail. Limited-edition beverages and seasonal 
merchandise are priced higher and still face strong demand. Consumers view 

Starbucks as a lifestyle brand, reducing price resistance. 

8.3 Place (Distribution) 

 United States 

 

Figure 12: Starbucks’ Distribution Channels in the United States 
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The U.S. distribution network is built around high accessibility and convenience. Key 
formats include: 

 Drive-thru stores in suburban areas 
 Mobile-order pickup stores in dense city locations 
 Traditional cafés in commercial zones 

 Licensed stores in airports, universities and retail chains 

 Distribution Strategy (USA):  
 
Starbucks uses a direct distribution system for company-owned stores, supported 
by regional roasting plants and multi-node logistics centres. This enables rapid 

supply and fast replenishment. 

 Japan 

 

Figure 13: Starbucks’ Distribution Channels in Japan 

Japan’s distribution focuses on urban density, cultural districts and aesthetically 
important locations. Formats include: 

 Premium designed cafés 
 Stores inside train stations and shopping complexes 
 Reserve Roastery Tokyo (flagship experiential store) 

 Regional specialty stores reflecting local culture 

 Distribution Strategy (Japan): 

 
Japan follows a mix of direct and licensed distribution. High demand for aesthetic 

consistency requires rigorous supply coordination and strict quality control. 
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8.4 Promotion 

 United States 

Promotional activities focus on: 

 In-app personalised offers 
 Loyalty-based promotions via Starbucks Rewards 
 In-store limited-time offers 
 Gift cards and seasonal discounts 

 New beverage sampling campaigns 

Promotions are functional and convenience-oriented, supporting frequency of 

purchase. 

Advertising 

 Digital advertising across mobile apps, social media and online platforms. 
 Product-focused advertising highlighting new beverages, seasonal drinks and 

value propositions. 

Sales Promotion 

 Loyalty-based promotions through the Starbucks Rewards programme. 
 In-store limited-time offers, seasonal discounts and gift card promotions. 
 New beverage sampling campaigns to encourage trial and repeat purchase. 

Direct Marketing 

 In-app personalised offers and push notifications based on purchase behaviour. 
 Email and app-based communications promoting customised deals and rewards. 

Sponsorships and Partnerships 

 Collaborations with delivery platforms and payment providers to enhance 
convenience. 

 Co-branded promotions with retailers and lifestyle brands. 

 Japan 

Promotional strategy emphasises: 

 Seasonal campaigns (especially Sakura) 
 Limited-edition merchandise launches 
 Artistic in-store displays 
 Cultural storytelling in menus and packaging 
 Collaborations with local artists or designers 

Promotion in Japan is more aesthetic and emotional, reinforcing the premium 

experience. 
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8.5 People 

 United States 

Starbucks employs over 200,000+ partners (employees) in the U.S. Training focuses 
on beverage customisation, service speed, digital order management and customer 
interaction skills. Employee motivation is supported through healthcare benefits, 
tuition assistance and performance-based incentives, although ongoing unionisation 

efforts highlight challenges in staff relations. 

 Japan 

Japan employs approximately 40,000+ partners across its stores. Training in Japan 
emphasises polite and respectful communication, precision in beverage preparation, 
calm service delivery and consistent aesthetic presentation. Employees are expected 

to follow formal service etiquette in line with national hospitality standards. 

8.6 Process 

 United States 

The service process prioritises efficiency through Mobile Order & Pay, drive-thru 
optimisation and digital queue management. Customer issues are resolved via in-store 
staff, customer service channels and app-based support, with refunds or replacements 

processed digitally to ensure speed and customer satisfaction. 

 Japan 

In Japan, service processes emphasise precision, calmness and detailed 

presentation. Customer complaints are addressed through polite acknowledgement, 

immediate correction with sincere apology, managerial involvement when required and 

documented feedback for continuous quality improvement, reflecting Japan’s cultural 

expectations for impeccable service. 

8.7 Physical Evidence 

 United States 

Stores prioritise functionality with modern interiors, 
accessible seating and clear signage. Digital menu 
boards, pickup counters and open layouts support 
high customer throughput. This store is the biggest 

reserve store in Chicago, USA  

Figure 14: Physical Evidence of 
Starbucks Stores in the USA, 
Starbucks Reserve Roastery, 

Chicago 
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 Japan 

Japanese stores incorporate local architectural 
elements, natural wood, minimalistic design and 
seasonal décor. The Reserve Roastery Tokyo 
demonstrates Japan’s focus on experiential, artistic 
store environments. Merchandise and packaging often 
follow seasonal themes. This Store is one of the most 

aesthetic one in Kyoto city of Japan  

Starbucks’ marketing mix in the United States is 

strategically aligned with convenience, digital integration 

and routine consumption patterns. In contrast, the 

marketing mix in Japan emphasises aesthetic value, 

cultural integration, experiential design and seasonal 

exclusivity. These differences demonstrate Starbucks’ 

ability to balance global brand consistency with deep 

local adaptation. 

7Ps Summary 

The United States model emphasises speed, convenience, customisation and digital 

integration. 

Japan emphasises emotional experience, seasonal design and aesthetic harmony. 

Both support Starbucks’ global brand identity, but require different operational and 

marketing adaptations. 

Website 

 Starbucks USA https://www.starbucks.com/  

 Starbucks Japan https://www.starbucks.co.jp 

 

 

 

 

 

 

 

 

 

 

 

Figure 15: Physical 

Evidence of Starbucks 

Stores in Japan (Kyoto 

Reserve Roastery) 

https://www.starbucks.com/
https://www.starbucks.co.jp/
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9. Evaluation of Market Performance (Comparative Analysis) 

This section evaluates Starbucks’ 
market performance in the United 
States and Japan through a 
comparative analysis of entry 
methods, financial performance, social 
media engagement and customer 
perceptions. The evaluation highlights 
how different entry strategies and 
cultural contexts influence Starbucks’ 
operational effectiveness and brand 

outcomes in both markets. 

 

 

9.1 Entry Methods Used by Starbucks 

 United States - Wholly Owned Subsidiaries 

Starbucks operates predominantly through wholly owned subsidiaries in the United 
States, which is its home market. This entry mode allows Starbucks to maintain full 
control over store operations, pricing strategies, digital innovation and brand 
management. The U.S. market functions as Starbucks’ primary revenue generator and 
testing ground for new products, technologies and loyalty programmes (Starbucks, 

2023). 

Advantages 

 Full managerial and strategic control 

 Higher profit retention 

 Faster innovation and decision-making 

Disadvantages 

 High labour and operational costs 

 Increased exposure to unionisation and wage pressures 

 Japan - Joint Venture 

Starbucks entered the Japanese market through a joint venture, initially forming 
Starbucks Coffee Japan in partnership with a local firm. This entry strategy enabled 
Starbucks to navigate Japan’s complex retail environment and adapt effectively to 
local cultural norms, particularly high service quality expectations and aesthetic 

sensitivity (Hill and Hult, 2022). 

 

Figure 16: Starbucks Revenue Distribution 
Across Global Markets 
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Advantages 

 Access to local market knowledge 

 Cultural and regulatory alignment 

 Reduced entry risk 

Disadvantages 

 Shared control and profit distribution 

 Slower implementation of strategic changes 

9.2 Chosen Entry Method for Detailed Evaluation: Joint Venture 

The joint venture entry method used in Japan is particularly suitable due to Japan’s 

strong emphasis on service quality, formality and long-term relationships. Joint 

ventures allow multinational firms to leverage local expertise while mitigating cultural 

misalignment risks (Hill and Hult, 2022). 

Advantages 

 Enhanced cultural adaptation 

 Improved service standardisation 

 Stronger brand acceptance in a high-expectation market 

Disadvantages 

 Reduced strategic autonomy 

 Dependence on partner alignment 

 

Profit and Sales Performance 

The United States remains Starbucks’ most profitable market, generating the highest 

global revenues due to routine consumption patterns, high store density and strong 

digital integration via the Starbucks Rewards ecosystem (Starbucks, 2023). High 

transaction volumes and frequent purchases drive scale-based profitability. 

In contrast, Japan contributes lower overall revenue but achieves higher average 

transaction values. This is largely due to premium pricing, limited-edition seasonal 

products and strong customer willingness to pay for quality and experience (Statista, 

2024). 

Comparison 

 United States: Volume-driven profitability 

 Japan: Value-driven profitability 
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Social Media Engagement 

Starbucks’ social media strategy varies significantly between the two markets. 

In the United States, Starbucks focuses on promotional messaging, rewards-based 

engagement and convenience-driven communication. Platforms such as Instagram, X 

(Twitter) and the Starbucks mobile app are heavily used to promote offers and drive 

repeat purchases (Starbucks, 2023). 

In Japan, Starbucks adopts a more aesthetic and storytelling-oriented approach. 

Campaigns such as the seasonal Sakura collection generate high emotional 

engagement and strong visual appeal, resulting in higher engagement per post despite 

a smaller audience base (Statista, 2024). 

 

Customer Reviews and Perceptions 

Customer reviews in the United States often highlight speed, convenience and product 

customisation as key strengths. However, negative feedback commonly relates to 

pricing, service delays and staff shortages during peak hours. 

In Japan, customer reviews are generally more positive, emphasising store ambience, 

service etiquette and product presentation. Due to high consumer expectations, even 

minor service inconsistencies can attract criticism, reflecting Japan’s low tolerance for 

service errors (Hofstede Insights, 2023). 

Similarities and Differences 

Similarities 

 Strong global brand recognition 

 Premium market positioning 

 High customer loyalty 

Differences 

 The U.S. market prioritises speed and routine consumption 

 The Japanese market prioritises experience, aesthetics and service quality 

 The U.S. drives revenue scale, while Japan enhances brand equity 

 

Overall Evaluation 

Overall, Starbucks demonstrates strong market performance in both the United States 

and Japan, albeit through different strategic mechanisms. The United States functions 

as Starbucks’ financial and innovation backbone, while Japan strengthens cultural 

legitimacy and premium brand perception. The comparative analysis confirms that 

aligning entry methods with local market conditions is critical to sustained international 

success. 
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10. Ethical Considerations in International Marketing 

 

Figure 17: Ethical Considerations in Starbucks’ International Marketing Practices 

 

Ethical considerations in the United States primarily relate to labour practices, 
transparency and responsible communication. Starbucks has faced ongoing 
unionisation efforts across multiple states, with employees advocating for improved 
working conditions, predictable scheduling and fair wages. These issues highlight the 
ethical responsibility of Starbucks to engage constructively with employee concerns 
and maintain transparent organisational practices. Ethical marketing also requires the 
company to provide accurate nutritional information. In compliance with FDA 
guidelines, Starbucks publicly displays calorie details on menus, ensuring consumers 
can make informed choices, especially as health awareness continues to rise. 

Another ethical concern involves data usage linked to Starbucks Rewards, one of the 
largest loyalty programmes in the U.S. market. While personalisation enhances 
customer experience, it raises questions about data privacy and responsible handling 
of consumer information. Starbucks must ensure that customer data is used 
transparently, securely and only with clear consent. Sustainability is an additional 
ethical priority. Although Starbucks promotes eco-friendly initiatives such as reusable 
cups and ethically sourced coffee, the company still faces criticism for waste 

generated from single-use cups and packaging. 

Overall, ethical responsibility in the U.S. context requires Starbucks to focus on fair 
labour practices, transparent communication, strong data privacy safeguards and 
realistic sustainability measures. Clear actions in these areas help strengthen 
consumer trust and reinforce Starbucks’ long-term commitment to responsible 

operations. 
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11. Recommendations for Strategic Improvement 

Starbucks’ long-term competitiveness in the United States and Japan depends on its 

ability to integrate digital innovation, cultural relevance and operational sustainability. 

Based on the comparative analysis, the following strategic recommendations are 

proposed to strengthen Starbucks’ market position in both countries. 

A. Recommendations for the United States 

1. Strengthen Employee Engagement and Labour Relations 

Starbucks should develop structured communication channels with store employees, 
introduce transparent scheduling policies and explore incentive-based programmes to 
reduce conflict related to unionisation. 

2. Expand Health-Oriented Menu Innovations 

With rising health awareness, Starbucks can broaden its range of low-calorie, plant-
based, low-sugar and functional beverages. Transparent nutritional updates will 
support consumer trust. 

3. Advance AI-Driven Personalisation and Operational Automation 

The U.S. market is ideal for scaling predictive analytics, automated beverage systems 
and personalised app promotions to improve order speed, accuracy and customer 

loyalty. 

4. Reinvest in Store Modernisation and Drive-Thru Efficiency 

Updating older stores with modern layouts, faster pickup zones and improved workflow 

will reduce congestion and support the high demand for convenience. 

B. Recommendations for Japan 

1. Expand Seasonally and Regionally Customised Offerings 

Japan has strong demand for cultural and seasonal products. Starbucks should 
continue scaling region-specific beverages, artisanal collaborations and limited-edition 
merchandise. 

2. Invest in Premium Experiential Store Formats 

Japan’s preference for aesthetic environments creates opportunities for more Reserve 

stores, architecturally unique outlets and concept cafés inspired by local culture. 

3. Enhance Digital Engagement Without Reducing In-Store Experience 

Starbucks can adopt moderate digital enhancements such as seasonal digital badges 
or app-based exclusives while preserving Japan’s emphasis on calm, reflective café 
experiences 
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12. Conclusion 

This comparative analysis of Starbucks in the United States and Japan highlights how 
the company’s international success depends on its ability to adapt marketing 
strategies to local cultural, economic and behavioural contexts. As the brand’s origin 
market, the United States acts as Starbucks’ strongest commercial engine, driven by 
daily routine-based consumption, high digital adoption and the strength of the 
Starbucks Rewards ecosystem. Performance in the US depends heavily on speed, 

convenience, personalisation and the reliability of the brand’s operational systems. 

Japan, however, plays a very different but equally strategic role. Here Starbucks builds 
value through cultural integration, aesthetic presentation and seasonal emotional 
engagement. Japanese consumers respond strongly to limited-edition beverages, 
artistic store experiences and premium craftsmanship. This makes Japan a key market 
for strengthening Starbucks’ global brand identity, even if its scale is smaller than the 
US. Both markets therefore contribute uniquely to Starbucks’ international growth—

one through volume, the other through cultural prestige. 

Across both countries, the application of PESTLE, STP and the 7Ps frameworks 
shows that Starbucks’ global competitive advantage is rooted in its ability to balance 
global consistency with meaningful localisation. The brand’s long-term sustainability 
will depend on strengthening health transparency and digital innovation in the US, 
while deepening cultural experiences and seasonal product creativity in Japan. By 
aligning its strategies with the expectations of each market, Starbucks can maintain 
strong performance, protect brand equity, and continue evolving as a leading global 
coffeehouse brand. 

Overall, this comparison shows that Starbucks cannot rely on a single global strategy, 
but must continuously learn from local consumer behaviour and cultural expectations. 
The USA allows Starbucks to refine operational excellence and digital innovation, 
while Japan strengthens the brand emotionally through culture-driven experiences. As 
global competition increases, Starbucks’ ability to merge technology with culture-
specific value creation will define its long-term international success. By balancing 
both markets effectively, Starbucks can secure sustainable growth and maintain its 
global leadership in the premium coffee industry. 
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