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[bookmark: _Toc235901536]1. Introduction
This report is an assessment of a potential entry of the Starbucks Corporation in Bangladesh where at 1 June 2026, no company operated or licensed coffeehouse was confirmed in the country. Starbucks had a total of 40,990 stores (22,679 of which are in other countries) at the end of FY2025, but Bangladesh was not listed in its portfolio (Starbucks, 2025). The chance is ambivalent: Dhaka has high-density premium catchments, the digital payments and the cafe culture that is on the rise, and the inflation, currency risk, import tax, institutional drag and tea-based consumption pose a threat to returns. The report categorizes Starbucks by Bartlett and Ghoshal, analyses the host environment, uses the OLI paradigm by Dunning and makes a comparison of the entry modes. It suggests a gradual development licence, competition based partner and quantifiable expansion, break or break out gates.
[bookmark: _Toc235901537]2. Organisational Classification and Global Strategy
[bookmark: _Toc235901538]2.1 Strategic categorisation using Bartlett and Ghoshal’s model
Harzing (2000) differentiates multinational, global and transnational firms in terms of integration, interdependence and local responsiveness. Starbucks is discriminately transnational. Symbols and coffee specifications, sourcing guidelines, equipment, barista practices, store acceptance and computer architecture are unified, producing scale, uniformity and transferable expertise. The elements that face the customers are more receptive: the format of the store, the food, flavours, prices, delivery and ownership differ by market. This balance is demonstrated by Tata Starbucks since Starbucks provided brand and retailing skills, and Tata provided sourcing, access to property, legitimacy and familiarity with local foods (Fischer and Roy, 2019; Starbucks, 2024). The balance enables Starbucks to guard the sources of global differentiation without taking into account that a single format or menu can suit all the markets. It also justifies the reasons why the entry of Bangladesh should be evaluated at the level of activity as opposed to an individual corporate label.
The label should be qualified due to the variations in functions. Starbucks has a global coffee standard and brand governance, locally attentive menu and servicescape and flexible ownership. Its network is a mix of company stores, joint ventures, acquisitions and licences, which aligns with the perspective of Brouthers et al. (2022) that contemporary internationalisation is a bundle of activities instead of being based on a single mode. Failures incurred by Starbucks due to internalisation can hurt brand equity, but can be outsourced in the form of leases, staffing and local execution where partners possess complementary resources. Bangladesh then demands low irreversible commitment without compromising the contractual and operational control.
There is also the need of reciprocal learning in transnational strategy. Bangladesh might create transferable expertise regarding tea-coffee blends, mini-formats, cell-phone wallets and reduced-price packages and tap into India and Southeast Asia. The threat is sluggish local acceptance or systems that are geared towards wealthier markets. Bounded experimentation, test budgets and fast approval times should then be created by a licence but ingredients, claims and trademarks remain under the control of Starbucks. Store level experiments of learning must be recorded and made available to regional decision-makers and then local adaptation becomes organisational knowledge and not an individual improvisation.
[bookmark: _Toc235901539]2.2 Global configuration, competitive advantage and value creation
Table 1. Starbucks’ global configuration and strategic implications
	Indicator
	Current evidence
	Strategic implication

	Global estate
	40,990 FY2025 stores: 21,514 company-operated and 19,476 licensed.
	The portfolio balances direct control and capital-light growth.

	International estate
	22,679 stores; about 54 percent licensed.
	Licensing already dominates international outlet count.

	FY2025 performance
	US$37.2 billion revenue; about US$7.8 billion international.
	Scale funds procurement and innovation but cannot guarantee local returns.

	FY2026 direction
	International revenue rose 10 percent year on year in Q2.
	Growth remains important, but site economics require discipline.


Source: compiled from Starbucks (2025, 2026).
The structure generates four benefits brand recognition justifies premium pricing, scale of procurement, roasting and innovation enhances consistency, codified training transfers service knowledge and licensed partners transform local property, regulatory knowledge and capital to growth. These are accompanied by vulnerabilities. Food-safety or service failures are transmitted by common branding, margins to currency shocks by imported inputs and can be replicated by weak sites by rapid rollout. FY2025 closures reveal that geographic expansion of stores that do not produce value kills value (Starbucks, 2025). Bangladesh must be seen as an option to be learned, and not an opening or commitment to national scale.
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[bookmark: _Toc235901541]3.1 Political and institutional environment
The year 2026 saw Bangladesh coming out of political transition. The elected government was more concerned with stabilisation, employment, diversification of exports and investment (Reuters, 2026), and therefore, a service venture training young employees would be in line with the policy. But the transition was after disruption and polarisation. Security, institutional performance and political inclusion were found to be immediate tests by international crisis group (2026). The presence of a visible United States brand would put a temporary halt on traffic or reputation even when there is no threat of ownership.
The more problematic is administrative implementation. Delay, risk of corruption, inconsistent taxation, infrastructure limitations and poor enforcement are found in the United States commercial guide (US Department of Commerce, 2026). These impact practices, city permission, utility, checks and rents. The result of 53 on regulatory framework, 45 on public services and 58 on operational efficiency (B-READY) proves that there is a discrepancy between the formal rules and their application (World Bank, 2025). Risk will thus tend to manifest itself more in terms of delay, leakage, compliance exposure than expropriation. A partner can limit liability of outsiders at the expense of agency risk. Auditable procurement, anti-bribery controls, protected reporting, sanctions screening and a right to stop development should be obligatory at Starbucks when security, approvals or compliance violations agreed tolerances.
[bookmark: _Toc235901542]3.2 Economic environment, demand and competition
The population of Bangladesh does not serve as a good proxy of the demand of premium coffee. The market in question is a pool of Dhaka catchments that comprise of wealthy households, office, university and malls. IMF estimates show that in 2026, the economy will grow 4.7 percent and inflation will be almost 9 percent (following poor FY2025 performance) (IMF, 2026). Inflation increases rent and wages, dairy, bakery, energy and fit out expenses and decreases discretionary income. Brand recognition can generate trial, but recurrence purchase needs a price ladder which is inexpensive and easy to understand versus tea, restaurants and delivery options.
The occasion and site should be the factors of segmenting demand. The priorities of office workers might be speed and morning coffee; students might provide frequency and reduce tickets and longer dwell time; families might appreciate seating, food and parking; the delivery customers might appreciate cold drinks and bundles. A flagship, small office store and university adjacent format should thus be used to test different hypotheses. Poor economics would be masked by aggregation of their results.
Imports intensify risk. In the 2025-26 tariff schedule, most of the classifications of coffee have high tax incidence depending on the form, packaging and valuation (National Board of Revenue, 2025). Equipment, flavours and coffee are purchased using a foreign currency whereas the revenue is collected using taki. Starbucks ought to profile every product at landed cost, retain the imported core narrow and source appropriate milk, bakery, package and tea and food locally. The pilot must survive examples of bad news, such as reduced transactions, taki depreciation and increased import costs; negotiated supplier and site information should be substituted with these situations before they are approved.
Sourcing locally is not necessarily cost effective. Approved beans and roasting standards are kept at the centre, and dairy and bakery and packaging suppliers might be required to invest in traceability, allergens and consistency. Leases must be developed beforehand, and should involve testing and backup and failure procedures by suppliers. The models should contain wastage, reliability of cold-chain, power backup, delay of customs, and spare parts. The partner who has procurement and technical capability is thus more desirable as compared to one who has property. Pre-opening qualification should determine what the inputs that can be localised without diluting the global proposition and which ones will have to be imported despite the increased cost.
Table 2. Competitive evidence in Bangladesh’s premium cafe segment
	Competitor
	Observed position
	Implication

	North End Coffee Roasters
	Fourteen Dhaka branches, one Ukhiya branch, local roasting and training.
	Starbucks enters an established specialty market.

	Crimson Cup Bangladesh
	Thirteen listed Dhaka outlets plus Khulna; operating since 2015.
	International branding alone is insufficient.

	Gloria Jean’s Coffees
	Several Dhaka outlets; cappuccino and latte Tk 300, Americano Tk 255.
	Local premium benchmarks constrain pricing.

	Cafe Amazon
	Master franchise announced with ambition for up to 100 stores.
	First-mover advantage is already contested.


Source: North End Coffee Roasters (2026); Crimson Cup Bangladesh (2026); Gloria Jean’s Coffees Bangladesh (2026); World Coffee Portal (2024).
The logic of competition alteration. Starbucks introduces the global consciousness, digitality, and experience design, whereas local chains have a strong location, fewer expenses and consumer experience. North End proves the quality of its specialty to be credible, Crimson Cup proves that a global idea can grow, and Gloria Jean has prices that offer an imperfect willingness-to-pay indicator. Starbucks should not make assumptions based on the queues at the time of launch. Some of the requirements that the pilot has to follow before replication include ninety day repeat rate, average ticket, beverage mix, dwell time, delivery contribution and acquisition cost without any promotional effect. Outlet density and menus, ratings of the delivery, opening hours, seating, promotions, and distance to offices or universities should be competitor mapped to create a catchment-based comparison, not national.
The central coffees of Gloria Jean of approximately Tk 255 to Tk 300 also indicate that the high prices are limited, yet, the amount of products and services vary ( Gloria Jean Coffees Bangladesh, 2026). Starbucks ought to experiment with menu ideas and price elasticity prior to unveiling the brand, and contrast branded readiness to pay. The findings can be used to justify smaller sizes, bundling and format-based pricing, but can not just permanent discounting.
The mobile financial services and QR ecosystem in Bangladesh helps in integrating local-wallet and delivery (Bangladesh Bank, 2025), however, the price point is a determining factor. Starbucks Rewards must be the last and not the first to be validated, i.e. consent, localisation, cybersecurity and integration. Bangladesh as a whole is a long-term city project and not an argument to roll out assets intensive. The decision involves validated rents, daypart footfall, demand of delivery, competitor mapping, store level price test and break even analysis. Convenience and learning should be facilitated through digital channels, although the economics of stores should be sustainable without platform discounts and loyalty rewards that are unsustainable.
[bookmark: _Toc235901543]3.3 Legal and regulatory environment
Wholly foreign-own and joint-venture service businesses are allowed in Bangladesh and therefore, licensing is not a legal requirement (Bangladesh Investment Development Authority, 2026). It must be selected in the complementary assets and limited commitment. The lack of formal transparency is compensated by ineffective public services and insolvency regimes (World Bank, 2025), so it is slower to establish, resolve disputes and exit than the statutes suggest. Starbucks must not have a huge lease portfolio until economics and enforcement has been put to test. The mode choice should thus be a practical reversibility, and formal ownership rights.
The operationally material food compliance. Ingredients, labelling, additives, premises and imports are regulated by food-safety, standards, customs and local authorities. According to USDA FAS (2025), there is active development of rules and enhanced capacity of inspection. All the ingredients require up-to-date tariff and standards mapping, certificates, traceability, allergen controls and Bangali labelling (where necessary). Halal certification must be on meat, dairy inputs, flavour carriers and cross-contamination. Tax advice should cover VAT, withholding, royalties, the valuation of customs and transfer pricing. Each permit, certificate and recurring inspection should be allocated by a named owner, deadline and escalation route by a pre-opening compliance register.
There should be early intervention in terms of intellectual property and data. Before entering into a negotiation with the populace, Starbucks must be registered by word marks, the siren device, transliterations, domains and key product names. The Personal Data Protection Ordinance 2025, which was amended in 2026, has an impact on the loyalty profiles, location data, marketing and cross-border processing (Government of Bangladesh, 2025; Government of Bangladesh, 2026). Minimisation of data, documented agreement, processor agreement and breach reaction must be considered launch controls. Approved-supplier schedules, audit and step-in rights, anti-corruption warranties, performance milestones, enforceable dispute resolution and smooth transition should be included in the licence. These are particularly significant provisions in that reputational damage may be experienced prior to a court case being decided.
[bookmark: _Toc235901544]3.4 Cultural and consumer environment
Bangladesh is more of tea country and Starbucks needs to compete on occasions and not anticipate the substitution of coffee. Meetings, studying, working, giving gifts and convenient refreshment are opportunities. Local coverage reveals that there is an increasing urban interest but that coffee is still smaller than tea and relies on imports (Karim, 2025). The third place proposal should thus be a blend of service, safety, seating, connectivity and product quality as opposed to being based on the logo. Starbucks cannot afford to merely roll out an internationally recognised beverage brand but rather it needs to come up with a differentiated occasion.
It is fitting to have a disciplined glocal approach. Safeer et al. (2022) demonstrate that perceived globalness and localness of the brand can both affect emerging-market attitudes, whereas Schau, Akaka and Segabinazzi (2023) introduce the idea of how the local retail forms can be credible through the locally curated content. Starbucks ought to maintain familiar coffeehouse design and modify food, tea, sweetness, seating, language, Ramadan hours and payments. The adaptation should be evidence based since too much variety leads to too much inventory, training and imports; too little tests should be used instead of predetermined global local menu ratios. The adaptation should be tested against a standard control product in the local testing in order to enable the management to tell the difference between the real preference and a new product.
The servicescape needs to be familiar Starbucks, but address group utilisation, climate and movement. The importance of group seating, cooling, prayer sensitivity in groups, safe evening accessibility and efficient pick up might be more important than decorative localisation. Repeat demand, throughput and waste should be considered as the local relevance. A product which is visually popular, but slows down service or is not repeated frequently, needs to be removed. The format design should also be aware of the high urban congestion and divide the seated experience, the take away collection and movement of the delivery-drivers where space allows.
There are no compromises when it comes to religious and dietary expectations. The 2022 population of Muslims was approximately 91 percent (Bangladesh Bureau of Statistics, 2022), which demanded credible halal controls, clear ingredients and respectful communication of Ramadan and was to be inclusive. CAGE is a distance identifier, but is able to stereotype and not able to predict neighbourhood behaviour (Ghemawat, 2001). Group size, privacy, dayparts and acceptable prices should be tested by site observation, with the help of an interview of the shopping and menu experimentation. The greatest threat is not to initiate curiosity but to not establish habitual, lucrative visits. Cultural analysis needs to be behaviour-based and location-specific, but not to consider national averages deterministic rules of consumer behaviour.
[bookmark: _Toc235901545]3.5 OLI synthesis and market attractiveness
Table 3. OLI synthesis for Starbucks in Bangladesh
	OLI element
	Critical assessment
	Decision implication

	Ownership
	Brand, coffee expertise, procurement, training, design and digital routines transfer, but service or data failures erode value.
	Retain approval and audit control over brand-critical systems.

	Location
	Urban density and digital payments create option value; inflation, tariffs, tea dominance and execution friction reduce returns.
	Enter through a Dhaka pilot supported by site evidence.

	Internalisation
	Ownership protects standards but absorbs risk; loose franchising protects capital but raises agency risk.
	Use a tightly governed development licence with performance gates.


Source: author’s synthesis using the OLI framework as reviewed by Munjal (2017) and evidence in Sections 3.1 to 3.4.
OLI is in favor of conditional entry. The ownership benefits of Starbucks are high, whereas the location benefits of the country are focal and unpredictable in Bangladesh. Internalisation must be selective: Starbucks must manage coffee standards, training, design, technology, data and supplier approval, a partner leases, employees, permits and most capital. OLI finds pertinent benefits but provides little information on sequencing or altering governance; Bartlett and Ghoshal are able to freeze a network into one type, and CAGE is silent about whether distance generates cost or differentiation. The gap is bridged by real-options reasoning, which retains the right to grow, defer or retreat in case of uncertainty (Kyriakopoulos, Narooz and Ji, 2025). This discriminating boundary further congrues the ownership of risks with the capacity: Starbucks controls what it can standardise and monitor, and the operator controls locally internalised activities.
Deferral remains credible. The wait could give time to the inflation and exchange rates to stabilise, clarify data rules and will give us the answer whether Cafe Amazon or the existing chains develop the category profitably. Delay also compromises on the sites, availability of partners and first hand learning. The decision is not as such entry or permanent absence. Starbucks ought to invest in limited validation and opening stores when there is integrity among the partners, reversible legal factors, tested prices and down side unit economics satisfy investment criteria. Validation expenditure should only be justified when there are certain uncertainties which it seeks to solve and a predetermined stop decision.
[bookmark: _Toc235901546]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc235901547]4.1 Historical pattern of Starbucks’ entry modes
Wholly owned subsidiaries, joint ventures and development licences have been utilized by Starbucks. The contingent pattern is the ownership increases where the scale of property, strategic value and knowledge warrants capital and licensing is prevalent where the partners own property, regulation capacity or expansion capacity. The international estate at the end of the year of FY2025 was approximately 54 percent licensed stores (Starbucks, 2025). Asian entry by partners is exemplified in Vietnam and Laos, whereas a joint venture where a partner contributes sourcing, reputation and infrastructure is demonstrated in Tata Starbucks (Starbucks, 2013; Starbucks, 2020; Starbucks, 2024). Another reason Starbucks has bought licensed operations later on when internalisation was favoured by economics. History is thus biased towards dynamic governance: be a shareholder first and only after learning and returns will warrant deepening ownership. This historical trend does not support the idea that licensing can be effective in Bangladesh, but it offers organisational routines to regulate the partner-led entry.
[bookmark: _Toc235901548]4.2 Entry-mode comparison and recommended strategic fit
Table 4. Entry-mode decision matrix for Bangladesh
	Mode
	Control
	Commitment and risk
	Local access
	Fit

	Wholly owned
	Very high
	High capital, lease, currency and compliance exposure.
	Networks must be built internally.
	Low initially.

	Joint venture
	High but shared
	Medium-high commitment, deadlock and exit risk.
	Strong with an exceptional partner.
	Moderate.

	Development licence
	High through contract and audit
	Low Starbucks capital; partner and enforcement risk remain.
	Strong access to sites, staff and regulators.
	Highest if controls are robust.

	Loose franchise
	Moderate-low
	Low capital but high brand and food-safety exposure.
	Strong local execution.
	Unsuitable.

	Defer entry
	None
	No operating risk, but opportunity cost.
	No store learning.
	Fallback if gates fail.


Source: author’s evaluation informed by Brouthers et al. (2022) and Kyriakopoulos, Narooz and Ji (2025).
By a wholly owned subsidiary, the maximum formal control is attained at the cost of absorbing property, customs, currency and employment risk prior to knowledge of demand. A joint venture offers complementary resources but brings about stalemate and hard exit. Loose franchising secures the capital but provides inadequate food-safety, service and data management. The coffeehouse proposition cannot be tested using packaged-coffee exports. When the partner, legal or unit-economic thresholds do not work, then deferral is the correct choice. Joint venture can prove appealing in the future in case the partner brings in a limited resource and the pilot proves to be large enough to warrant shared equity.
The matrix is not an algorithm, but a decision aid. The ownership, contracts, information systems, training and credible sanctions create control whereas the commitment is created by the attention of managers and brand exposure. A licence is not a risk elimination: the partner will under-invest, hide accidents or grow too fast. On the other hand, landlords, suppliers and regulators still have full ownership. Delegated operation is only better where the standards can be observed, audits are credible and breaches can be rectified. This suggestion is thus more on governance quality than on the label of a contract.
Control and capital are most independent with a development licence. Leases, fit-out, staff and working capital are funded by the licensee, Starbucks identifies coffee, equipment, design, training, technology, suppliers and audits. The rationality of lower-commitment modes under uncertainty (Kyriakopoulos, Narooz and Ji, 2025) and the possibility of mode development of entry modes (Brouthers et al., 2022) are rational. The contract should thus not be a binding agreement but an opportunity to an option to buy the minority equity by Starbucks upon shown performance without making it a permanent dependency. The valuation mechanism of acquisition rights must be transparent so as to avoid conflict or opportunistic renegotiation in the future.
[bookmark: _Toc235901549]4.3 Partner selection, pilot design and controls
Table 5. Indicative partner shortlist for competitive due diligence
	Candidate
	Relevant capability
	Principal question

	Transcom Foods
	Multi-site KFC and Pizza Hut operations with international-brand governance.
	Can it provide dedicated leadership and meet sourcing and data controls?

	Navana Foods
	Operates Gloria Jean’s and imports commercial coffee equipment.
	Does the existing coffee relationship create conflict?

	Bashundhara foodservice platform
	Signed the Cafe Amazon master franchise, indicating scale and property access.
	Does the competing commitment prevent alignment?


Source: Transcom Group (2026); Navana Group (2026); World Coffee Portal (2024).
Transcom has the best chance as the first candidate due to international restaurant experience although it should be competitive in the selection. The candidates should be rated by Starbucks in areas of finance, food safety, property, compliance, workforce development, supply chain, technology, conflicts and acceptance of audit and termination rights. Navana has expertise in coffee and equipment and the relationship between Gloria Jean and Navana poses a conflict. Bashundhara shows scale with Cafe Amazon, but it is possible that that commitment is disqualifying. Partner choice is thus a strategic choice decision, rather than convenience. Due diligence must consist of audited accounts, litigation, beneficial ownership, sanctions, supplier practices, management capacity and references of existing overseas principals.
The contract must be a performance-based development licence which is exclusive and with an eighteen month pilot and not guaranteed roll out. A flagship, high throughput office or mall unit and a smaller store adjacent to a university should be tested using three Dhaka formats. Every opening must be based upon previous service, safety and demand experience. Starbucks ought to ratify locations, layouts, management certification, coffee supplies, crucial suppliers and computerized systems. The licensee must offer traceable procurement, real time sales access, incident reporting, the access to mystery-shopping and a parent guarantee with the step-in, cure, suspension and transfer rights. Exclusivity development should automatically expire in case there is an under-milestone in the openings or standards, and the weak partner will not be able to block the market.
Legal opinions, tariff classification, price research, partner due diligence and site models should be done over a six-month validation period. The pilot scorecard is to address the ninety-day repeat rate, average ticket, daypart transactions, contribution after royalty, food-safety audits, employee retention, data compliance and complaints. The thresholds have to be based on primary evidence, and not created percentages. Other stores in Dhaka must demand two quarters of consecutive complies; Chattogram or Sylhet must only be put into demand after consistent cluster returns. The under reasonable downside assumptions should entail a pause, redesign or quit instead of an increase in the sunk costs. The scorecard must be able to make a distinction between leading and lagging indicators, e.g. training completion and audit findings versus profit and repeat purchase.
Responsible operations and people should be in the gates. The companion ought to offer legal agreements, foreseeable timeline, complaint avenues, safety education and career development options. The local sourcing claims should be verifiable and the waste, water and energy solutions should be in line with the infrastructure of Bangladesh. These standards make it more expensive, but enhance legitimacy and retention. The scale of a pilot who makes a profit by undermining labour, safety or environmental standards should not be scaled. Board level responsibility should be delegated on serious safety, labour, data or integrity breaches by the governance.
[bookmark: _Toc235901550]4.4 Conclusion and recommendations
Bangladesh should only be accepted by Starbucks in form of a market-learning investment. Its brand, digital and operating capabilities creates ownership benefits, and Dhaka offers category and focused demand potential. Readyiness is limited by inflation, import and currency exposure, execution of regulations and well established competitors and low habitual coffee consumption. A complete rollout is too much of a commitment; a loosely-franchised system secures capital, but not the brand. An overseen development licence is thus the most suitable one at the moment. The Starbucks ought to choose the partner in a competitive manner, test assumptions of price and location, experiment on three formats, maintain control of systems that are vital to the brand as well as connect expansion to repeat demand, contribution margin and compliance. This framework is a fusion of strategic ambition and evidence discipline and helps Starbucks guard against the transformation of initial popularity into an untimely fixed commitment. These checks and balances help to make sure that growth occurs after substantiated demand, credible compliance and sustainable economics and allow Starbucks to learn in the market without making a national scale commitment that is irreversible.
The suggestion is not a prediction of success, but is deliberately reversible. The entry must be made when a qualified partner is willing to accept the control architecture, a profitable price is accepted by the customers, imports are clear and leases are reversible. Any failure in testing should result in deferral and not dilution of protection, good results may lead to further rollout or subsequent equity involvement.
[bookmark: _Toc235901551]5. Reflective Account Using Gibbs’ Reflective Cycle
[bookmark: _Toc235901552]5.1 Description
I applied the cycle by Gibbs (1988) to the task to consider it an investment decision and not descriptive reporting. I have broken the brief down into four tests: ensure that Starbucks is not present at the cutoff date, categorize its strategy, external factors influencing coffeehouse economics, and match evidence to entry mode. A record of the evidence was maintained that included each claim, type of source, date, reliability and purpose. Corporate filing substantiated network and governance facts, official sources substantiated macroeconomic and legal assertions, company web sites substantiated competitor and partner assertions, peer-reviewed research tested theory. I also divided evidence required to describe the market and evidence required to authorise investment and this made it clear where research by the public was wanting.
[bookmark: _Toc235901553]5.2 Feelings
First, I thought that there was a huge untapped market to warrant entry. The belief was shattered as it was revealed that there were specialist local roasters, international cafes and a newly announced scaled player. It was also hard to determine absence due to the unofficial pages and imported products that might be confused with official operations. The lack of rents, footfall and willingness-to-pay data were a sore point in making a confident recommendation. The uncertainty proved fruitful since it promoted conditional gates as opposed to accurate assumptions. I did not consider this as a weakness that I needed to hide but rather I used it to define the main evidence that was necessary prior to entry.
Nothing was more than a turning point than partner analysis. I first considered the experience at the restaurant of Transcom to be good enough to be nominated. Comparisons between Navana and Bashundhara revealed that there can be operational capability and conflicts. I modified recommended partner to leading candidate that is subject to competition. This made me understand that the confidence of language must not change the information available to the public into a due diligence that is yet to be done.
[bookmark: _Toc235901554]5.3 Evaluation
The best aspect of the process was triangulation. The annual report and the release of the FY2026 by Starbucks were in line with the international estate; the tariff schedule bridged the gap between macroeconomics and the landed cost; and B-READY was a divorce between the formal openness and implementation. The competitor evidence has helped me to rectify my assumption that the global awareness was decisive. The ability of North End to compete with credible quality with regards to network and roasting. I turned down a favourable market-growth statistic since its procedure was not known as I relied on observable outlets, prices and primary-research conditions. The number of doubts about certainty increased, and the academic authority enhanced. Contradictions were also identified as a result of triangulation and not just confirmation of claims, which has assisted me in the differentiation of market potential and readiness to operate.
I separated factual claims and managerial tests, too. In previous drafts, the precise length of the licence, menu share and sourcing percentage without similar contracts or primary information were used. Making them more defensible and easier to justify by removing or labeling them as scenarios made the recommendation less superficially precise but more defensible and easier to validate.
[bookmark: _Toc235901555]5.4 Analysis
The frameworks responded to various questions. Bartlett and Ghoshal described the notion of integration and responsiveness but simplified the differences in functions. Transferable assets, location benefits and reasons to be controlled, but not sequencing were identified by OLI. CAGE emphasized distance but did not indicate whether it resulted in cost or differentiation. The temporal reasoning was provided by real-options reasoning: a pilot purchases information and retains expansion or exit. The integration of the models influenced my decision to shift preference to a traditional joint venture to a controlled licence in which there is an option of ownership. I also got to know that a local partner minimizes outsider liability and generates conflict, exposure to compliance and dependency and that selection and contractual rights are part of the strategy. The synthesis showed that the best way to use frameworks is to make their assumptions and blindspots explicit and not in the form of independent checklists.
The discussion of the institutional distance and entry-mode trade-offs in the course helped me realize that my belief in ownership as a source of control is incorrect. I have come to consider control as an incentive and information issue. The failure of ownership occurs when a headquarters does not know about the local area, and the contracts can be successful when standards are verifiable, audits are credible and termination is possible. This learning will have an impact on my evaluation of alliances and franchises in the future of this assignment.
[bookmark: _Toc235901556]5.5 Conclusion
This experience helped me to develop my skills to differentiate between market potential and market readiness. Despite the long-term potential of supporting premium coffeehouses in Bangladesh, market readiness lies in the demand of the customers, site economics, operational efficiency, regulatory compliance and quality of local partners. I also felt more at ease with making a conditional judgement without necessarily assuming that missing evidence can be easily just guessed. Consequently, my ultimate suggestion is stronger since it clearly outlines the evidence needed prior to making the decision to enter the market and under what circumstances that decision is to be reevaluated.
[bookmark: _Toc235901557]5.6 Action plan
For future assessments, I will define the decision, cutoff date and evidence hierarchy; verify market presence through primary corporate sources; separate facts, estimates and assumptions; map industry value drivers before selecting frameworks; build site-level scenarios using verified rent, price, traffic, margin, tax and currency inputs; and conduct a red-team case for deferral. In practice, I would add site observations, customer interviews, mystery shopping, legal opinions and partner financial due diligence. My measurable goal is to complete a full site model before drafting the recommendation in my next market-entry project. I will document whether each new evidence item confirms, qualifies or reverses the provisional decision.
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