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[bookmark: _Toc235459200]Introduction 
Starbucks is one of the world’s biggest coffee retail chains serving over 80 countries around the world. This entire report accurately examines Starbucks’s internationalisation strategy and assesses the various potential for a successful market entry into Croatia. 
[bookmark: _Toc235459201]Section 1: International market entry analysis
[bookmark: _Toc235459202]1. Classification of the company and global strategy 
[bookmark: _Toc235459203]1.1 Strategic Categorisation: Bartlett and Ghoshal's (1989) Framework
Starbucks is a multinational coffee chain organisation in the world. It was established in 1971 in Seattle, USA and currently has over 40,000 stores in more than 80 countries in the world (Starbucks, 2025). The company operates on a global scale, both through its own and licensed outlets with licensed outlets preferred in many overseas markets. 
[bookmark: _Int_8u0ISvd5][bookmark: _Int_KiOYLNaJ]Starbucks adopts the global integration and local responsiveness approach in line with Bartlett & Ghoshal’s (1989) Transnational Strategy Framework. The business standardises important operations like the different quality of coffee, the space of the stores, the service the supplier quality and sustainability. Moreover, it meets the requirements of each country for the products and marketing. Various Seasonal Coffee are Starshipped products offered in Europe, Mooncakes are offered in the China, and Matcha coffees are offered in Japan, all where the company has preciously introduced these various types of drinks as a result of meeting local consumer want (Yang, 2025). 
The strategy rapidly allows a substantial competitive edge to be rapidly achieved by achieving many levels of global economies of scale whilst retaining a local market adaptation wherever necessary. Centralised and various local sourcing accurately help to improve the efficacy and the product quality and to rapidly increase the proper satisfaction and acceptance of the market (Moshood, 2025). Adopting global standards and local adaptations makes it more complex manage. Starbucks need to properly integrate various supplier, licenced partners, regulations and customer taste for the diverse nations. This increases cost, compounding the main time that it takes to make decisions and creates many difficulties with keeping product quality and customer services consistent. Moreover, in spite of all these difficulties, transnational works more favourably in the long term than a global or multidomestic strategy does.	Comment by H 68: Why whole strategy?
[bookmark: _Toc235459204]1.2 Global Configuration: Geographic Footprint, Competitive Advantage and Value Creation
Starbucks is well established around the world. This is including in North America, Asia Pacific, Latin America and the Middle East (Kalay and Kandemir, 2025). It is the biggest market for North America in various terms of its revenue contribution and one of the fastest growing markets with China. As per Bukhari et al. (2025), Starbucks has locations in Europe in UK, France, Germany, Italy, Austria, Hungary, Greece, Romania and Slovenia. As of June 2025, there are no major Starbuck’s presence in Croatia. This presents an amenable environment for Starbuck’s expansion. 
By properly operating globally, Starbucks is able to rapidly enhance business risk diversification and hence its competitive advantage. It has a licensed store model, which accurately allows quicker market penetration through partners’ intelligence and lower investments. The company also properly creates value through its ethical sourcing and quality coffee practices referred as Coffee and Farmer Equity (CAFE) Practices (Wahyudi et al., 2026). Moreover, its advanced digital platform such as Starbucks Rewards programme and Starbucks Corporation will provide mobile app, rapidly enhance customer loyalty and enhance the efficiency of the operation. 
Despite the various competition with the local coffee shops and customer tastes, Starbucks long term business commenced by its strong global brand. Furthermore, the sustainable supply chain and the various balanced global local approach show that the company is rapidly able to successfully expand its venture into the Croatia market in the future. 
[bookmark: _Toc235459205]2. Macro-Environmental Appraisal and the methods of Market Attractiveness 
[bookmark: _Toc235459206]2.1 Country Analysis
Croatia is developed themselves as the most attractive nations for the international business expansion, geographical position, political stability and the development of the economy which helps them to attract many new international businesses. In the year 2013 Croatia joined the EU (European Union) and from that date they have slowly made progress towards their economy, they have increased their foreign investment, which helps them to make effective business traction into their country (Bojinović Fenko et al., 2023). The country has high interest in urban café culture and thus it increases the interest of the consumer in the market, so they have some high coffee culture customers.  Croatia have chosen for the Starbucks to open their business on that country since there is not too many operations of the company in the country, but their markets have also growth opportunities that Starbucks prefer. They have high tourist economy, and every company wants high number of customers, so Starbucks have their loyal customers also in all over the world, so if they open their company in Croatia, they will be benefitted. The choice of Croatia is aligned with Starbucks transactional strategy through which it maintains the globally recognised brands. Croatia represents an effective and promising market where Starbucks can spread their business and can have high profitability.
[bookmark: _Toc235459207]2.2 External environmental factors
In this process it shows Starbucks launch in Croatia will heavily depends on Political, Economic, Legal, and Cultural methods in the country. The company is known as MNC company, and they have their reputation and they will come with such ambitions but if they faced problems then they need to analyse these for long term process.
Political Factors
The political methods in Croatia are relatively very stable with some high effective foreign invest conditions. They make sure that every international business will come to Croatia and they can run their business without any delay. In 2013 Croatia officially joins the European Union after that they have improved their institutions framework process that will helped them for the legal standards (Baker et al., 2023). The political stability will also give low level of uncertainty and provides high positive effects in the long-term investment for Starbucks. The company have their capital investment including store development, employing staff and building supply chain management for different unfractured channels. When any country has political stability then they can grow externally and internally, Croatia is that country and for this reason it helps to bring down the uncertainty and it will be beneficial for Starbucks through the capital investment range that includes building retail store infrastructure, hiring employees and creating supply chain for channels. The World Bank governance indicators help Croatia which analyses the process of good performance both in effective and regulate quality for the southeast Europe.  
Croatia is also a beautiful Europe based country who have high amount of FDI which is foreign direct investment policy. With the help of these the government can promote foreign investment through different aspects of the business like the competitiveness and employment methods. In the last 10 years Croatia have received huge number of billions of euros from FDI which is specially from tourism, retail and service industry (Van der Straaten et al., 2023). If the FDI policy is favourable, then Starbucks can enter very easily and grow their business. For the strategy Croatia always believed in their currency Euro which is one of the high ranked and powerful Currence in globally. So, if the company can grow their business in Croatia, then it will be very benefitted for them.
Economic Factors
[image: ]
Figure 1: Croatia GDP income in 2025
(Source: Worldbank.org, 2025)
The economic findings are one the main factors for the company which they see before going to invest in any country. Croatia has faced sustainability and experiences sustained growth in recent years which is largely driven from tourism, service and growth in domestic demands. The economic performance for the Croatia is currently above 3.4% which is very suitable for any business (Europa, 2026). Because if any country is developed their economic condition by the fare of 4% then it is a very good sign for that country and other internalisation business. In this study it shows the country Croatia has GDP per capital of over 27,103.9 euro and it given a significant improvement for the little consumer purchasing power (Worldbank, 2026). In Croatia it shows the rising wages and declining unemployment which provides stable economic condition specially in urban areas like Zagreb, Split and Dubrovnik. There are different methods through which every process needs to analyse well. 
The company should target these high cities for the expansion in business and the new age customers can be their best loyal customers as they have all around the world. During the times of economic instability Croatia faced inflation of 8% but now that time have gone the inflation have come down and all things in control. The most relevant firm’s industry and strategy is that Croatia received an average over 20 million international tourists yearly which provides their 20% of GDP. So, it shows that Starbucks can open their business in this country and they can be very profitable regarding this country culture, people.
Legal Factors
Croatia is known to be as best providers of legal framework that can protect the foreign investors and the business. The business registration process shas been streamlined through many regulatory reforms for enhancing the competitiveness and attracting investments. There are different foreign enterprises which are usually treated qual through the establishment and operation of their retail outlets (Dudás and Jokanovic, 2023). In the law of Croatia, it shows that foreign company and investors will get equal treatment and will get equal opportunity, so Starbucks needs to generate their business regarding some lawful system through Croatia.  Starbucks always believed on customer satisfaction so here the labour standards are the ket factors for the business so, here the Croatian law analyses the labour laws that have been established to give certain number of wages, provides effective working hours for the employees, employee rights and safety workplace (Starčević, 2022). All these regulations make some high effective standards for the business which Starbucks must meet. Croatia will provide every necessary legal system to help the business to grow and expand more. The most relevant industry strategy methods are Starbuck follow the hygiene process and food safety process and Croatia follows the strict EU guidelines for the quality of the product and consumer health protection. It may increase the operations cost of the business but in long-term all these processes will be covered with high revenue, and this can increase the reputation of Starbucks. Intellectual; property protection is also an advantage which shows that trademarks, patents and brand assets can be protected in Croatia’s law. This is especially an important area of Starbucks as their most important competitive advantage are based on brand equity, proprietary products and customer experience. 
Cultural Factors
[image: ]Figure 2: Cultural difference chart of Hofstede
(Source: Theculturefactor, 2025)
Cultural factors are known one of the most important segments for Croatia because the coffee culture deeply connects with Croatian society. In Croatia coffee is not only known to be a drink but also used for special occasions. People in Croatia spends long sessions together with coffee and enjoy time with friends, watching movies. Croatia have their own vibrant way for coffee culture which gives challenges and opportunities. In Croatia local cafés dominates the market so Starbucks needs to give their best to start a business in Croatia (Skoko et al., 2022). The company needs to analyse that process of marketing strategy through which they can build and connect with customer culture in Croatia. The methods of Hofstede cultural dimension are a good indication of adaptation for business (Kole, 2025). Consumers in Croatia are more sensitive and aligned with coffee so Starbucks needs to respect their culture factors and make their business according to their needs. The most relevant industry and strategy is in Croatia the lifestyle trends are western culture and there are many younger generations so the younger generation; likes the culture of Starbucks globally so the company needs to cash in this process and make stable business.
[bookmark: _Toc235459208]2.3 Evaluation of Market Attractiveness
2.3.1 Market Opportunities
Croatia offers many attractive opportunities for the Starbucks top enter into the business coffee market of Croatia. Firstly, Croatia has the high value of foreign tourism which is more than 20 million in a year (Jelušić and Mikulić, 2023). This effective chain will see immediate market potentially as the main tourist attraction are the big cities of Croatia which have the large number of tourists. So, Starbucks could have high portable margin if they understood Croatia’s coffee market. Secondly, Croatia’s growing urban consumer demands the premium food and beverages so dew to these increased demands many internation businesses have attracted towards it. Thirdly, consumers are more open to the international coffee brands and special coffee products. So, Starbucks can grasp the core market demands and fulfil the customer needs which make them grow as high revenue business.  
2.3.2 Market challenges
There are many advantages or benefits in the markets, but few challenges are also there to set up business in Croatia. This country has several local coffee shops and café which runs their business well and people loves their product so Starbucks may feel challenging top established their business in Croatia (Martinovic, 2022). The market is extremely segmented with many established coffee houses for the market share. However, the price of Starbucks coffee is higher than local coffee of Croatia so this point may play an important role in the coffee business. This shows Starbucks needs to be very careful about the managing policy and decision-making business and needs to be flexible enough to appeal to the local market.
[bookmark: _Toc235459209]2.4 Using OLI framework
	OLI Component 
	Key Factor 
	Analysis

	Ownership Advantages (O)
	Global brand reputation
	Starbucks is known as one of the world most recognised coffee brands, and they operate their business in over 80 countries with more than 40,000 stores globally. They have strong brand equity which helps to attract customers, because customers mainly focused on brand identity and reputation (Pancsira, 2022). Although, this reputation reduced market entry risk and creates competitive advantage over local coffee house operators. 

	 
	Operational Expertise
	Starbucks has extensive process of market research experience in the international market. So, they have their effective knowledge of the business, and they have expertise also so in Croatia they need to read the market needs (Wimonjariyaboon et al., 2025). 

	 
	Digital eco-system and loyalty program
	The company gives rewards in mobile ordering and digital payments which enhance the engagement of the customers' process of retention. All these effective technologies help the café to grow more and wider their business. 

	Location Advantages (L)
	Strategic location within the EU
	Croatia is the member of EU, and this helps them, a lot in business (Europa, 2026). This provides eurozone process, stability in business, and analyses simplified business operations which helps them to analyses the whole business. All the European supplier networks are benefiting from the trade barriers and currency-related risk. 

	 
	Tourism-driven demand 
	The country attracts 20 million tourists in a year, and this shows the progression of Croatia. Croatia has some big cities which have highest demands for coffee and Starbuck needs to grasp these opportunities. 

	 
	Economic and market potential 
	In Croatia the incomes are rising through which the demands of urbanisation are increases and increases the premium customer experiences also. The expanding middle class segments provide opportunities for long-term revenue growth. 

	Internalisation Advantages (I)
	Quality control
	Starbucks maintains high and strict quality control for the customers because they believe the quality is the main things to retain their; loyal customers and this is important to reaction in Croatia (Setiana, et al., 2026). 

	 
	Brand consistency
	Direct control in some operational enables Starbucks to deliver high level global experience while providing an adaptative menu offering process towards customers. 

	 
	Protection of proprietary knowledge
	With these protection Starbucks can freely operate their business doe to supplier relationships, digital technologies and brand assets.


Table 1: OLI Framework
(Source: Self-Created)
The above table shows OLI framework in which different aspects of the business and country have discussed. This table enables the business operations, country benefits that the business can take and analysing the whole process of brand reputation and their sustainable business programmes. 
[bookmark: _Toc235459210]2.5 Critical Analysis of OLI and Croatia 
In Croatia the successful entry of Starbucks will totally depends on interaction of effective ownership, location and internalisation advantages through the process of OLI framework. As Croatia offers different opportunities towards the business so that Starbucks have established their business. Starbucks is a well repeated MNC company who have the brand experience, digital resources for the excellent bias presence in the market (Pérez-Morón et al., 2022). However, these advantages may attract some other local coffee shops also. However, in Croatia there are many local coffee houses who operates their business well and, in this process, Starbucks may find difficult to adjust their business process into Croatia. The Croatian customers preference independent cafes that value the local sprit for their business. This shows the challenges of Starbucks to balance the consisting methods of brand across the globe. 
Geographical benefits of Croatia may also help Starbucks to establish their business because Croatia is a member of EU and for this there are many benefits like, taxation less, different country political techno’s can be used. However, a Standardisation may reduce the local market sensitivity, and Starbucks will need to adjust with new features and marketing thoughts (Tian, 2022). Starbucks needs to analyse their business and regulate their business well so that there will be tangible methods of business process which helps to stimulate the business. In Croatia the GDP income is also high and this can create more revenue towards the business. These needs to read the market demands and according to that they need to give products to the customers. In Croatia customers are very sensitive about coffee so Starbucks needs to be very flexible and careful about their product. 
Starbucks chances of entering the market continue to be strengthen by the internalisation of benefits. Controlling both quality assurance and customer experience they can manage their business well with high reputations. However, an excessive amount of standardisation may reduce local market sensitivity, and Starbucks will need to amalgamate new menu features, store embellishment and marketing thoughts with Croatian culture preferences while keeping the motivation. There are several key factors of success for Starbucks, like the placement, brand management and tourism demand to build a relationship with some local consumers. All these effective factors will provide the company sustainable growth in the Croatian market.
[bookmark: _Toc235459211]3. Process of strategy mode and Strategic Synthesis 
[bookmark: _Toc235459212]3.1 Historical Pattern Recognition
To the enter different foreign markets Starbucks has accurately adopted various entry strategies such as company owned stores, joint ventures, acquisition, and licensed stores. The company’s principal style of entry in foreign markets in the licensed store model. Almost half of Starbucks Worldwide stores are also licensed, this is including in Europe, Middle East and Africa and many Asian markets. In this arrangement, the coffee company Starbucks allows many local partners to own the Starbucks outlets (Moshood, 2025). But enforces the company’s global standards of the product quality, and even the advanced store design and customer service.
Companies like Starbucks have successfully implemented licensed partnerships in the United Kingdom India, Turkey, Greece and the Middle East. As per Basu and Basu (2025), in India, due to its various complexities, Starbucks entered the marketplace through 50-50 Joint Venture with Tata Consumers Products in 2012. Countries in Europe rely primarily on licensing arrangements with proven various local patterns. The above examples accurately demonstrate that Starbucks adapts it entry strategies to fit the market, and not one strategy for every country.
The licensed model not only many the lowers financial investments but is also provides the company with the local partners’ knowledge of customer preference and regulations as well as the local supply chain. Moreover, this entire process is not without its drawbacks either. The majority of daily advanced operations are not under the direct control of Starbucks. This means that all the performance may vary between partners, leading to a variability in service level and brand consistency. In this regard, the whole company has a responsibility to accurately deliver frequent training and various operational support. It also includes a proper quality monitoring to safeguard its reputations globally. 
[bookmark: _Toc235459213]3.2 Strategic Fit and Justification for Croatia
The most appropriate way to enter the market for Croatia is to resort to the model of licensed store. Croatia is a stable political and solid player of the European Union and Euro Zone. This makes favourable conditions for doing business in Croatia with international companies. The market is comparatively small, and the market size approximately 3.8 million customers (Katamadze, Tsiklashvili and Varshanidze, 2025). This leads to a less attractive large-scale direct investment in the market as compared to other large European markets. 
According to Drpić, Perić and Vučenović (2025), it has over 20 million international tourists visiting each year. The city of Zagreb in particular Split and Dubrovnik have many kinds of significant numbers of international visitors year-round. The existing customer awareness varies many European tourists, and many international tourists are well known of Starbucks. It seems to have properly developed the awareness before the introduction of Starbucks into the market. These different kinds of demand could be met by local licensed partners, who has experience in Croatian retail or hospitability industry (Stošić et al., 2025). Thereby minimising the various risks of entering the markets.
Licensing involves lower financial investments, lower risk and rapidly involves a company of another scale. Avoid various major expenses of property acquisition, staffing, managing local business, and enjoy profits from ‘royalty’ profits from licensed Starbucks. Local partners to market as well as the local workforce and supplier regulations. 
Stores owned by the company would offer more control over the management. It also demands more investments and present various financial risks for Starbucks if different demand is not as high as anticipated. A joint venture may also yield the local knowledge if both partners own the venture and have more involved decision making. As per Anelli et al. (2025), considering the stability of the advanced legal system and the comparably transparent business landscape in Croatia, licence agreement would be a very appropriate compromise between fees, control levels and flexibility. 
But it is very important for Starbucks to choose a skilled partner, as it is directly related to the quality of service received. This is turn has an impact on customer satisfaction and brand reputation. The licensing arrangement should properly make sure that all the employees are well trained and have many kinds of performance checked regularly. It can be also said that Starbucks’ international standards are kept alive via solid operational monitoring. 
[bookmark: _Toc235459214]3.3 Conclusion and Recommendations
According to this report, Croatia is very suitable for Starbucks’s entry through its Starbucks licensed store model as it is the most successful model. This is for Starbucks in its international expansion efforts. The model lowers Starbucks investment costs, attain various operational risk sharing with the local partner and properly helps Starbucks to profit from the knowledge of the local market while accurately ensuing brand standards for global operations. 
They should first sell products in the main tourist and business centres, the city of Zagreb, Split and Dubrovnik. Where most of the purchasing power comes from, be it domestic consumers tourist from abroad. Starbucks should also localise some of its menu items, this is such as different kinds of food and beverages. This may be different from the Hungarian many and fit to the local market while keeping with the main menu of the company (Wahyudi et al., 2026). Various coffee products and also upgrading the customer experiences. Moreover, it is very essential to create advanced digital solutions, like mobile ordering and Starbucks Rewards programme to rapidly boost customer loyalty and efficiency. 
Lastly, Starbucks need to accurately keep following the opinions of its clients, sale and various market trends continuously before they expand into other cities of Croatia. So, for the Starbucks company to enter in Croatia, the model in the best suited and can be properly recommended as the most convenient entry point of the company.
[bookmark: _Toc235459215]Section 2: Gibbs Reflective cycle 
Description 
In this assessment, I examined the Starbucks brand’s possibilities to rapidly expand in Croatia. This is with the help of the theories from the international business field and various practical examples of past business experiences. Starbucks was chosen because it is a very popular multinational firm and has minimal operations in Croatia. The different kinds of materials I worked with included information from the various academic journal as well as Starbucks Annual Reports, statistics from the World Bank, and the World Tourism Organisation’s report for the United Nations. All the theories used to properly analyse the market included Bartlett and Ghoshal’s (1989) Transnational Strategy, PELC analysis, Dunning’s OLI Framework and entry mode strategies. In this regard, the lecture materials have assisted me to understand the theories accordingly. I also made an examination of the situation of Croatia in relation to politic, economy, law and culture and suggested the most appropriate way of entering the market. 
Feelings
I started this project believing that I had confidence in my choice of the company Starbucks but had many kinds of trouble findings a good country. This is to adequately include in my project that would fit my whole assessment requirements. Then I checked the latest company data and was sure that there were no important Starbucks establishments in Croatia. I also had some difficulty in properly using theories of business a critical way initially instead of merely describing them. As I accurately researched and did various academic reading more, I felt more comfortable at combining theory with business situation. Every part of the assignment properly helped me learned about other ways that firms enter foreign country. It also helps to enhance my various ability to accurately analyse multinational business decisions. 
Evaluation
I was not using just one particular source for my analysis, which was a very positive aspect of my work. It can also be said that I was using a proper combination of reliable sources with other sources to back up my analysis. Current information was accurately gathered from the companies’ reports, journals articles, and from databases listed elsewhere in the world (Adewumi and Ani, 2025). I got a better angle on Starbucks’s strategy to rapidly expand abroad and the various opportunities for the market in Croatia by trying out different international business models. 
[bookmark: _Int_S5d5TBQR]I had a number of problems though. The most of the difficult part of the task was critical writing rather than the descriptive writing. In most cases, I have only talked about the many types of theories and not addressed their various advantages or limitations, or their implications to the business. I received much feedback when I was drafting my paper, and it was felt my work had not really been sufficiently critiqued. In improving this, I described and proper explained the various advantages and disadvantages of Starbucks transnational strategy, the licensed store model and the international operations of Starbucks. This helped balanced out my arguments and accurately build on hard facts.
Analysis
This evaluation enabled me to realise that there are various interrelated aspects to the business before undertaking any international expansion that might be properly linked to quick success. It can be said that with the help of Bartlett and Ghoshal’s model I learned that the Starbucks in on the path of global standardisation and local adaptation in order to accurately maintain consistent services to the local customers and market while properly observing the standards. The OLI Framework also demonstrated the various positive effect that ownership, location and internalisation advantages could have on a proper decision of international expansion.
The lectures were very useful as they demonstrated the applicability of international business theories in the organisations while the various academic reading and the case study discussing led to accurate discussion. Analysing Croatia also rapidly enhanced my knowledge on the impact of the political stability and quick development on foreign market entry. This is as well as the main role of tourism the economic growth and consumer culture (Bakalo et al., 2025). Also, I was able to adequately compare the various entry modes, as I saw how licensing generalcy speaking is more appropriate than company owned stored or joint ventures for Starbucks in Croatia. Overall, this entire assessment has properly enhanced my knowledge of being able to relate various theoretical concepts to practical business decisions. 
Conclusion
It really enhanced my research and analytical skills at the same time. I picked up a lot about research from various reliable academic and many types pf business resources before accurately formulating business strategies. I also discovered that it was very important not only to accurately discuss their strengths and weakness. But it also provides various supporting evidence for their arguments. It is during the writing process that I received feedback. This aided my critical thinking and academic writing. It has helped me to rapidly gain insight into how international market entry occurs and into the actual difficulties that face multinational companies when they venture into new countries. 
Action Plan
When doing more researched in the future, I will start earlier so that I can have sufficient time to properly read various academic literature and analyse evidence. I will spend more time on rapidly developing many kinds of critical arguments and discussion than on descriptive explanations, analysing multiple, perspective and provide evidence to back up my arguments. I also intend to adequately enhance my academic referencing and report writing skills in reading more journal articles and using more theories of internation al business in my actual real organisation. All these enhancements will outweigh my own learning as well as capabilities on my future profession in international business and strategic management field. 
[bookmark: _Toc235459216]Conclusion 
This project shows the Organizational Classification and Global Strategy of Croatia and Starbucks. The company strategy rapidly allows a substantial competitive edge to be rapidly achieved by achieving many levels of global economies of scale. In Macro-Environmental Appraisal process the country analysis have given with external factors of (Political, Economic, Legal, and Cultural) methods. OLI framework has used with Historical Pattern Recognition. In the last Gibbs reflective cycle have used to get reflection answer from the study. 
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