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1. Selection of Organisation and Target Market. 

1.1 [bookmark: _Toc215174670]Introduction to Starbucks 
Starbucks Corporation was founded in 1971 in Seattle, USA, and is the world's largest specialty coffee retailer, with over 38,000 stores across more than 80 countries. Over the past five decades, Starbucks has built one of the most powerful global brands through a differentiated value proposition centred on the "third place" experience-an environment positioned between home and work that offers comfort, community, and premium service. 
Its mission-to inspire and nurture the human spirit, one person, one cup, and one neighbourhood at a time-reinforces its commitment to experiential retail and premium café culture. Starbucks competes through high-quality ethically sourced coffee, innovative beverages, strong service consistency, and an advanced omnichannel ecosystem supported by mobile ordering and its extensive loyalty program.
Financially, Starbucks remains robust, with revenues over USD 36 billion and operating income over USD 4.2 billion in FY2023. Also, the company has continued to show stable profitability despite inflation and global macroeconomic headwinds, while demand has remained resilient. 
While Starbucks operates across many regions, the Asian market has emerged as a strategic growth driver. Countries like China, South Korea, Thailand, and Indonesia have become very key international contributors due to expanding middle classes, rapid urbanisation, and rising demand for branded lifestyle experiences.
But Vietnam, despite being steeped in coffee culture, is highly under-penetrated by Starbucks compared to its actual market potential. Starbucks has only a small number of stores, which indicates huge scope for expansion. With a population of more than 100 million, a median age of 32 years, and a fast-growing urban middle class, Vietnam presents a great strategic opportunity. According to World Bank estimates, the middle class in Vietnam will reach 56 million people by 2030, which implies a rapid increase in discretionary spending.
One of the core advantages is the vibrant café culture in Vietnam. As the second-largest coffee producer in the world, Vietnam has strong factor conditions according to Porter's Diamond: a favorable climate, agricultural capacity, and an abundant labor pool. 
Local chains like Highlands Coffee and Trung Nguyen dominate the mass market, while the premium international segment is relatively underserved. This being said, it speaks to an attractive niche for Starbucks, whose brand appeals strongly to aspirational youth and expatriate consumers seeking global-standard café experiences.
Additionally, there is a high degree of the country's macroeconomic stability, constant GDP growth at the level of 6–7%, increasing FDI inflow, and investment-friendly policies. Vietnam fits well with Starbucks' greater strategy for Asian expansion due to its high, long-term revenue growth potential and cultural compatibility. Vietnam is thus an appropriate and high-growth market for Starbucks' next wave of international expansion.
2. [bookmark: _Toc215174671]Comprehensive Strategic Analysis 

2.1 [bookmark: _Toc215174672]PESTEL Analysis of Vietnam
PESTEL analysis is used to scan the macro environment in which Vietnam operates, by identifying external factors relevant to the entry strategy of Starbucks.

2.1.1 [bookmark: _Toc215174673]Political Factors
Vietnam is a politically stable one-party state with consistent economic planning and continued commitment to market liberalization under the Đổi Mới reform framework. The government actively promotes FDI, especially in consumer goods, retail, and services. Participation in global agreements, such as CPTPP and EVFTA, further strengthens trade openness and investor confidence in Vietnam.
At the same time, administrative complexity remains an issue: foreign operators frequently deal with multiple regulations from national and provincial authorities, lengthy license procedures, and strict zoning regulations for food-service activities.
Implication:
While political conditions are attractive, Starbucks will require strong local legal support to ensure regulatory compliance and smooth entry.

2.1.2 [bookmark: _Toc215174674]Economic Factors
Vietnam is one of Asia's fastest-growing economies, with an average GDP growth of 6-7% in the last decade. Increasing incomes, a rapidly expanding middle class, and increasing urbanization underpin demand for premium cafes and lifestyle consumption. Labour costs are still relatively low, benefiting labour-intensive operations.
These include key risks such as currency volatility, inflationary pressures on imported equipment and Arabica blends, and wage growth in the future amid increasing competition for skilled service workers. Implication: Economically favorable fundamentals support Starbucks' premium pricing model, but financial planning needs to account for these cost fluctuations.
2.1.3 [bookmark: _Toc215174675]Line chart showing Vietnam’s GDP growth and GDP per capita over the last 20–25 years.
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2.1.4 [bookmark: _Toc215174676]Social & Cultural Factors
The café culture in Vietnam is deeply engrained in daily life; cafés are popular places for socializing, work, and studying. Traditional robusta-based drinks, especially cà phê sữa đá, are highly preferred and stay price competitive. Meanwhile, the young and digitally influenced population in Vietnam is showing an increasing openness toward Western brands and aspirational consumption.
Implication: 
It needs to balance global brand cues with localized products, such as coconut cold brew and Vietnamese-style lattes, to appeal to the different flavour expectations and cultural preferences.
Example of a modern Vietnamese café environment (Inhabitat - Green Design, Innovation, Architecture, Green Building | Green design & innovation for a better world, 2018): 
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2.1.5 [bookmark: _Toc215174677]Technological Factors
The country also boasts high smartphone penetration and very rapid fintech adoption. Mobile wallets such as MoMo and ZaloPay, and delivery apps such as GrabFood and ShopeeFood, dominate urban consumption habits. Digital-first behavior aligns with Starbucks global capabilities, including Starbucks Rewards, mobile ordering, and personalized digital marketing.
Implication:
Technology integration can provide Starbucks with a differentiator in three ways: convenience, loyalty, and omnichannel engagement.

2.1.6 [bookmark: _Toc215174678]Environmental Factors
Vietnam faces increased environmental pressures, including pollution, waste management issues, and climate threats to the regions that grow coffee. Consumer awareness is increasing, especially among younger demographics.
Implication:
Reusable cup initiatives, ethical sourcing communication, and local sustainability projects can help reinforce market legitimacy for Starbucks.

2.1.7 [bookmark: _Toc215174679]Legal Factors
Food safety, labour regulations around wage and benefits, and other regulations potentially requiring Economic Needs Tests ENTs are strictly imposed in Vietnam for foreign retail expansion. The regulatory interpretation remains highly variable across regions.
Implication:
Strong compliance processes and possible partnerships with local firms are vital in limiting the legal risks.

2.2 [bookmark: _Toc215174680]Porter's Five Forces - Vietnam Coffee Industry
Porter's Five Forces examines the competitive intensity and the appeal of the specialty coffee market in Vietnam.

2.2.1 [bookmark: _Toc215174681]Competitive Rivalry – HIGH
The coffee market in Vietnam is highly competitive, driven by:
· Large domestic chains: Highlands Coffee, Trung Nguyen Legend, Phuc Long, with strong brand loyalty and deep cultural resonance.
· Thousands of independent cafes serving low-priced robusta drinks
· Street vendors offering ultra-low price alternatives
· Aggressive promotions among mid-tier chains
· High frequency of new concept cafes that appeal to a younger audience
These factors generate high rivalry and limit easy customer acquisition.

Impact on Starbucks:
Competing on price would undermine its global brand strategy; differentiation through ambiance, service excellence, digital engagement, and premium identity is imperative.

2.2.2 [bookmark: _Toc215174682]Threat of New Entrants – MODERATE
Entry barriers differ across segments:
Low barriers:
· Small cafes necessitate very minimal capital.
· Local entrepreneurs easily replicate simple café formats.
High barriers:
· This premium category demands robust branding, consistency in products, and access to the best locations.
· Foreign chains operate under more complex regulation and approval procedures.
Implication:
Starbucks' powerful global brand, efficiency in its supply chains, and operating skills reduce the threat of new entrants.

2.2.3 [bookmark: _Toc215174683]Bargaining Power of Suppliers – LOW
As the world’s second-biggest coffee producer, Vietnam assures a wide raw coffee supply with competitive prices. Local supply decreases the dependency on imports. However, the strict quality and ethical sourcing standards of Starbucks may limit the number of local suppliers who can cater to global requirements.
Implication:
Overall, supplier power is low, but Starbucks has to invest in long-term relationships with suppliers in order to ensure consistency and quality.
2.2.4 [bookmark: _Toc215174684]Bargaining Power of Buyers – HIGH
Consumers have a lot of options, from street cafés to mid-range chains, bubble tea stores, and ready-to-drink beverages. Price sensitivity is high, especially outside the affluent segments. Switching is easy, as product differentiation in the mass market is low.
Implication:
Therefore, Starbucks needs to create superior value by enhancing brand experience, product innovation, digital convenience, and loyalty programs that can reduce price sensitivity.

2.2.5 [bookmark: _Toc215174685]Threat of Substitutes – HIGH Substitutes include: 
Popular tea-based drinks Bubble tea chains like Gong Cha, Koi, and Ding Tea Soft drinks and juices Energy drinks popular with youth Home-brewed robusta coffee is cheap and widely consumed. Implication: It is vital for Starbucks to expand its menu with tea, cold drinks, and food items and position the café as a premium lifestyle space.
2.2.6 Porter’s Five Forces diagram (radar chart) illustrating relative strength of each force in the Vietnamese coffee market.
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2.3 [bookmark: _Toc215174686]Porter’s Diamond Model – Summary
Strong factor conditions, sophisticated demand, improving supporting industries, and intense local rivalry create a favourable environment for Starbucks. These conditions reinforce the status of Vietnam as a premium coffee retail market with high potential.
3. [bookmark: _Toc215174687]Strategy Development & Formulation 
This section first gives an internal strategic analysis of Starbucks using the VRIO framework, followed by a strategic direction using Porter's Generic Strategies and the Ansoff Matrix. This is then finalized with an entry mode recommendation targeting Vietnam's competitive and regulatory context. Together, these frameworks ensure that the expansion strategy of Starbucks meets the external opportunities with the internal strengths, as emphasized in both Lesson 3 and Lesson 4.
3.1 [bookmark: _Toc215174688]Internal Analysis – VRIO Framework
The VRIO framework examines whether Starbucks's key resources and capabilities are Valuable, Rare, Inimitable, and if the organisation is Organised to exploit them effectively. It provides a basis for highlighting which of the identified advantages can be sustained by Starbucks in Vietnam.
3.1.1 [bookmark: _Toc215174689]Brand Equity – Valuable, Rare, Inimitable, Organised (Sustainable Competitive Advantage)
One of the strong long-run strategic assets of Starbucks is its brand. Across the globe, the brand signals premium quality, consistency, and aspirational lifestyle, thereby commanding price premiums even in highly competitive markets. This value has great relevance for Vietnam, where branded cafés symbolize social identity among young professionals.
The brand is rare, as few global café chains possess comparable recognition and emotional connection; it is also inimitable, built over decades through investment in marketing, store design, sustainability, and service culture. Competitors cannot easily replicate this heritage. Starbucks also is organised to leverage its brand through global design standards, loyalty programs, and integrated marketing systems.
Advantage: Sustainable competitive advantage.
3.1.2 [bookmark: _Toc215174690]Global Supply Chain & Ethical Sourcing - Valuable, Rare, Inimitable, Organised
Starbucks' global supply chain, based on C.A.F.E. Practices and long-term farmer relationships, ensures consistent quality, ethical sourcing, and traceability. Such capability will enable Starbucks to include Vietnamese beans without lowering standards and to differentiate through responsible sourcing—a value increasingly important to younger Vietnamese consumers.
This supply-chain infrastructure is rare, not easily imitable, given the scale, certifications, and relationships that Starbucks has built up. The organization is structured with specialist procurement teams and quality control systems that fully support execution.
Advantage: Sustainable competitive advantage.
3.1.3 [bookmark: _Toc215174691]Store Experience & Customer Ambience-Valuable but Not Rare (Temporary Advantage)
Starbucks' "third place" concept-comfy seating, Wi-Fi, ambiance, and personalized service-all combine to provide a setting beyond that of a simple transactional café. This is highly valuable in the strong café culture in Vietnam where customers often study or socialize for many hours.
This is not a rare capability since local chains, such as Highlands Coffee, are increasingly investing in modern stores. Layout, seating, and atmosphere are imitable by competitors.
Advantage: Temporary competitive advantage.
3.1.4 [bookmark: _Toc215174692]Product Innovation Capability – Valuable, Rare
Product innovation at Starbucks-seasonal drinks, customization, and localized offerings-enhances consumer connect. In Vietnam, this would allow for differentiation on the basis of localized flavors (coconut or cold brew Vietnamese-style), leveraging off cultural preferences.
While relatively rare due to the R&D resources of Starbucks, this capability is not perfectly inimitable, as rivals can replicate popular ideas.
Advantage: Strong but time-bound advantage needing continuous renewal.
3.1.5 [bookmark: _Toc215174693]Human Capital & Training - Valuable, Organised
Starbucks invests a lot in training and developing its employees ("partners"), driving high service consistency and customer satisfaction. Equally valuable, Starbucks is clearly organized through structured HR systems, training modules, and leadership programmes.
However, such a service culture is not rare and thus can be imitated by well-managed competitors.
Advantage: Competitive parity to temporary advantage.
VRIO Conclusion:
Starbucks has two sustainable competitive advantages relevant to Vietnam:
· Brand equity
· Ethical and integrated supply chain
The other resources-store ambiance, innovation capability, and human capital-strengthen Starbucks' position but need continuous improvement. The strategy of expansion must underline these core strengths, developing differentiated experiences in the Vietnamese market.
3.2 [bookmark: _Toc215174694]Strategic Choice Using Porter’s Generic Strategies
According to Porter, there are four generic strategies:
· Cost Leadership
· Differentiation
· Focused Cost Leadership
· Focused Differentiation
With Starbucks' global brand identity, cost structure, and the premium segment opportunity in Vietnam, Differentiation is the most suitable choice.

3.2.1 [bookmark: _Toc215174695]Recommended Strategy: Differentiation Strategy
Starbucks competes on premium quality, superior experience, ethical sourcing, and strong brand identity-not price. This aligns with the aspirational customer segment of Vietnam, associating Western brands with lifestyle status.
Key supporting factors for Differentiation include:
· High demand for premium experiences in urban markets
· Low-priced local cafes coupled with strong competition render price rivalry unsuitable.
· Starbucks' unique strengths in brand, innovation and digital engagement
· 
3.2.2 [bookmark: _Toc215174696]Strategic Focus (Differentiation Applied in Vietnam)
· The differentiation strategy in Vietnam should focus on:
· Premium store experience as modern "urban living room"
· Quality drinks, sourced responsibly
· Product localisation like Vietnamese-inspired beverages 
· Advanced digital ecosystem with mobile ordering and Rewards integration 
· Sustainability positioning to attract socially conscious consumers 
These elements reinforce brand prestige while addressing local cultural expectations.

3.2.3 Positioning map showing Starbucks vs local competitors on axes of price and experience/brand prestige (Studocu,2023).
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3.3 [bookmark: _Toc215174697]Ansoff Matrix – Starbucks’ Growth Direction
The Ansoff Matrix outlines four growth strategies: Market Penetration, Market Development, Product Development, and Diversification.
[image: A screenshot of a list of products
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3.3.1 [bookmark: _Toc215174698]Primary Strategy: Market Development
Starbucks is entering a new geographic market with its core offerings, which is typical of a Market Development strategy. This strategy is appropriate for Vietnam's growing urban demographic with increasing demand for premium experiences.
3.3.2 [bookmark: _Toc215174699]Secondary Strategy: Product Development
To enhance its fit with local tastes, Starbucks needs to focus on adapting its menu by offering localized beverages like:
· Vietnamese Iced Coffee Frappuccino
· Coconut Cold Brew
· Pandan-flavored drinks
· Local snacks and pastries
Localisation supports relevance and strengthens differentiation.
3.3.3 [bookmark: _Toc215174700]Ansoff Matrix diagram with Market Development and Product Development quadrants highlighted for Starbucks Vietnam.
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3.4 [bookmark: _Toc215174701]Recommended Market Entry Strategy
The entry modes available are exporting, licensing, strategic alliances, acquisition, and wholly owned subsidiaries.
For Vietnam, the best option is a Joint Venture or JV, followed by selected wholly-owned stores.
3.4.1 [bookmark: _Toc215174702]Justification for Joint Venture
Regulatory Efficiency:
The retail sector in Vietnam has complex approval; JVs can simplify compliance and navigate the more complex ENTs.
Local Market Knowledge:
A Vietnamese partner provides insight into consumer preferences, access to top retail locations, relationships with regulators, and understanding of labour markets.
Risk Sharing:
High competition and regulatory uncertainty make risk sharing a necessity in the early stages of entry.
Proven Success Model:
Starbucks has implemented very effective JVs in China, Thailand, and other Asian markets in balancing global brand control with local competencies.
3.4.2 [bookmark: _Toc215174703]Role of Wholly Owned Stores
Once the JV establishes brand recognition and operational stability, Starbucks can open wholly owned flagship stores in major cities. These will:
· Showcase the full premium Starbucks experience
· Serve as innovation hubs and test sites for Reserve formats
[bookmark: _Toc215174704]3.5 Risk Assessment
Key Risks:
· High competition from well-established local brands
· High price sensitivity of consumers
· Strong preference for traditional flavors of Vietnamese coffee.
· Regulatory unpredictability
· Economic volatility affecting discretionary spending 
Mitigation Strategies: 
· Localisation of menus and culturally aligned store design 
· Tiered pricing structure (flexible) 
· JV partnership for regulatory and cultural navigation 
· Strong digital loyalty engagement 
· Sustainability initiatives to build goodwill and differentiation 
Summary 
Starbucks' core strengths, in brand equity and global supply-chain capability, strongly match the opportunities of Vietnam. A Differentiation strategy, supported by Market Development + Product Development, and executed via a Joint Venture entry mode, positions Starbucks for the best possible long-term performance. Selective wholly-owned stores and strong risk mitigation will buttress competitiveness in the very dynamic Vietnamese café market.
4. [bookmark: _Toc215174705]Strategy Implementation 
Implementation of strategies will involve transforming the strategies as proposed into actions, structures, and resource allocations. As indicated in Lesson 9, effective implementation is about translation of strategic intent into performance outcomes.
4.1 [bookmark: _Toc215174706]Operational Implementation
Store Expansion Strategy
This suggests a phased, disciplined roll-out to manage risk and learn progressively.
Phase 1 (Year 1–2):
· Enter Ho Chi Minh City and Hanoi as initial focus markets, given their high population density, income levels and café culture.

· Mix of flagship stores (highly visible, high-experience locations) and high-footfall mall stores that target business districts and popular shopping centers.

· Conduct localized menu testing to learn how consumers are responding to new drinks and adaptations of global favorites. Data from this stage should be used to drive future product and pricing decisions.
Phase 2 (Year 3–4):
· Expand into second-tier urban centers like Da Nang, Hai Phong, and Can Tho, where urbanization and tourism are on the rise.

· Introduce drive-thru formats in selected suburban or highway locations; target commuters and families.

· Strengthen supply-chain collaboration with local suppliers and distributors to improve efficiencies in logistics, warehousing, and inventory management.
Phase 3 (Year 5):
· Enter more tier-2 cities based on key performance indicators and market research.

· Aim to double the store count compared with Phase 1, while maintaining unit economics and brand consistency.

· Combine sustainability projects with local communities, such as supporting local schools, environmental campaigns, or farmer training programs.
4.2 [bookmark: _Toc215174707] Marketing Implementation
4.2.1 [bookmark: _Toc215174708]Localisation Strategy
Starbucks will balance global brand identity with cultural relevance by offering Vietnam-inspired drinks, including Starbucks interpretations of cà phê sữa đá and coconut cold brews. Local flavours such as pandan and tropical fruits may be incorporated. Store interiors will subtly integrate Vietnamese cultural elements through décor and design.
4.2.2 [bookmark: _Toc215174709]Digital Strategy
Starbucks Rewards Vietnam will integrate with major e-wallets and banks. Delivery partnerships with GrabFood and ShopeeFood will enable broad urban reach. Mobile ordering, pickup options, and social media marketing via TikTok, Facebook, and Instagram will support strong digital engagement.
Brand Positioning:
“A premium global coffee experience for Vietnam’s modern generation.”
4.3 [bookmark: _Toc215174710]Organisational Structure & Human Capital
Starbucks will hire primarily local employees and provide structured training through Starbucks Global Academy. Expatriate managers will receive cross-cultural training to support effective leadership. Starbucks’ culture—centred on inclusivity, customer obsession, ethical sourcing, and continuous learning—will be embedded from the outset through coaching, performance feedback, and internal communication.
Create an internal culture of continuous learning and feedback through regular performance appraisals and coaching.
4.3.1 [bookmark: _Toc215174711]Organisational chars for Starbucks Vietnam 
· Chain of Command at the Store Level at Each Starbucks store in Vietnam (Huy, 2025)
[image: A diagram of a company
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· structure chosen by Starbucks Vietnam is divided based on functions (Huy, 2025)
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4.4 [bookmark: _Toc215174712]Financial Plan (High-Level)
A high-level financial view of the first three years is summarised below:
[image: A screenshot of a computer

AI-generated content may be incorrect.]
Expected Profitability:
Given the initial capital outlay for flagship stores, staffing and training, brand building, and digital investments, we expect Starbucks to register negative EBIT in Year 1, break even toward the end of Year 2, and generate positive profit in Year 3. The above trajectory is consistent with a typical greenfield retail expansion in emerging markets, provided store productivity targets are achieved.
4.5 [bookmark: _Toc215174713]Value Chain Implementation
Based on Porter's Value Chain, Lesson 3, Starbucks must configure primary and support activities effectively in Vietnam.
· Inbound Logistics:
Combine local sourcing of robusta beans and certain ingredients with global blends to maintain quality. Apply strict quality inspections and supplier audits.
· Operations:
Pursue standardized store layouts and operational processes with limited local adaptation. Invest in training baristas to maintain consistency in the preparation and serving of beverages.
· Outbound Logistics:
While beverages are primarily consumed on-site, digital pickup and delivery partnerships like GrabFood or ShopeeFood extend the outbound channel.
· Marketing & Sales:
Employ digital-first marketing and social media campaigns, loyalty-programme promotions, and selective above-the-line advertising, using customer data from the app to personalise offers.
· Service:
Focus on customized service, problem-solving, and customer feedback mechanisms. Encourage your employees to develop rapport with the frequent customers.
Support activities: HR, technology, procurement, and firm infrastructure need to support these primary activities in order to further reinforce the differentiation strategy.
5. [bookmark: _Toc215174714]Performance evaluation framework
A BSC provides a holistic framework for analyzing Starbucks' performance from the following four perspectives: Financial, Customer, Internal Processes, and Learning & Growth, as seen in Lesson 9. It ensures that the expansion strategy is monitored in a balanced way, not limited by short-term financial metrics alone.
Expected Profitability:
Given the upfront capital investment in flagship stores, staff training, brand building, and digital infrastructure, it is expected that Starbucks will be in negative EBIT at Year 1, break even approximately towards Year 2, and then have a positive profit by Year 3. This would normally follow the usual greenfield retail expansion developments in emerging markets, assuming that the store productivity targets are met.

5.1 [bookmark: _Toc215174715]Value Chain Implementation
According to Porter's Value Chain, Lesson 3, Starbucks has to configure primary and support activities efficiently in Vietnam.
· Inbound Logistics:
Combine local sourcing of robusta beans with other ingredients and global blends to achieve quality. Have strict quality inspections and audits of suppliers.
· Operations:
Use standardized store layouts and operational processes, allowing for limited local adaptation. Implement barista training to ensure that beverages are consistently prepared and presented.

· Outbound Logistics:
While beverages are mainly consumed on-site, the outbound channel extends digitally through partnerships like GrabFood, ShopeeFood.
· Marketing & Sales:
Employ digital-first marketing, social media campaigns, loyalty-programme promotions, and selective above-the-line advertising. Leverage customer data from the app to personalize offers.
· Service:
Distinguishing between personalized services, problem resolution, and customer feedback systems. Having staff make personal relations with the regular customers.
Support activities also need to be aligned to reinforce the differentiation strategy, including HR, technology, procurement, and firm infrastructure.

5.2 [bookmark: _Toc215174716]Balanced Scorecard for Starbucks Vietnam
[image: A screenshot of a computer program
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5.2.1 [bookmark: _Toc215174717]Financial Perspective
The Financial perspective assesses whether the expansion is delivering expected economic value. Key metrics include:
· Revenue per store: This shows the productivity and attractiveness of individual outlets.

· Operating margin: represents the profitability of the operations after considering operating expenses.

· OPEX reduction: tracks efficiencies gained over time as economies of scale increase;

· ROI and Break-Even Timeline: Show whether capital investments in Vietnam are generating adequate returns and how quickly the initial investments are recovered.
These indicators are to be monitored quarterly against targets set up in the business plan. Any underperformance against these targets will call for adjustments in pricing, store format, or cost-control measures.

5.2.2 [bookmark: _Toc215174718]Customer Perspective
The Customer perspective captures how well Starbucks is meeting the needs of its customers and building loyalty:
· CSAT - Customer Satisfaction scores, which come through surveys or digital feedback mechanisms, measure perceived quality of product, service, and store environment.
· Loyalty programme membership and usage indicate the success of Starbucks Rewards in attracting and retaining repeat customers.
· Repeat purchase rate and customer retention: show if customers are returning on a regular basis.
· Delivery satisfaction: this is very relevant in the context of GrabFood, ShopeeFood, and mobile ordering.
High performance on these indicators suggests strong brand acceptance and supports long-term profitability. If customer indicators deteriorate, Starbucks must investigate root causes-eg quality issues, poor service, misaligned localisation.

5.2.3 [bookmark: _Toc215174719]Internal Processes Perspective
The Internal Processes perspective considers how effectively Starbucks Vietnam carries out its operations:
· Order fulfillment time refers to the time it takes to prepare and serve the drinks, which must be considered in regards to customer satisfaction.
· Inventory turnover: reflects how well the stock is managed, minimizing waste and stock-outs.
· Machine downtime: capacity utilisation, service consistency.
· Store utilisation rate: it shows the balance between store capacity and footfall.
· Digital app adoption tracks the penetration of the Starbucks app among customers.
Strong internal process performance reduces costs, enhances the customer experience, and supports scalability as the network of stores grows. Regular performance reviews and continuous improvement initiatives, eg Lean techniques, may be used to optimise these processes.

5.2.4 [bookmark: _Toc215174720]Learning & Growth Perspective
The Learning & Growth perspective focuses on people, innovation, and organizational development:
· Retention: high retention suggests a positive work environment and preserves firm-specific knowledge.
· Training hours per employee: capture Starbucks’ investment in building capabilities.
· New product success rate: measures the number of locally adapted or new beverages that reach target sales.
· Employee Satisfaction Index: Collected via internal surveys, it denotes whether the partners feel valued and involved.
These indicators are critical to sustaining Starbucks' differentiation strategy over time. A motivated, well-trained workforce is essential in delivering both the premium experience and innovation pipeline that differentiate Starbucks from local competitors.

5.2.5 [bookmark: _Toc215174721]Integration of the Balanced Scorecard
The power of the BSC lies in its integration:
· Improvements in learning and growth-e.g., better-trained staff-should lead to greater efficiencies in internal processes;
· All efforts should be directed at ensuring efficient processes and excellent service that will enhance customer satisfaction and loyalty;
· Strong customer metrics should, in turn, drive financial performance.
Regular BSC review meetings (e.g., monthly or quarterly) at the country management level may be used to track progress, diagnose underperformance and adjust tactics. The BSC should be linked to incentive systems so that managers and staff are rewarded for contributions to all four perspectives, not just short-term profit.
Summary
The BSC provides Starbucks Vietnam with a strong performance-management system, connecting daily activities with strategic objectives; through tracking of financial, customer, internal process, and learning indicators, the company can be assured that its expansion is on track, identify emerging problems early, and make evidence-based adjustments.


6. [bookmark: _Toc215174722]Recommendations
6.1 [bookmark: _Toc215174723]Adopt a Joint Venture Entry Mode
· Leverage local market knowledge: A JV with a reputable Vietnamese partner will provide deep insight into consumer preferences, regulatory expectations, and real-estate dynamics.
· Reduce regulatory complexity: Partner assists in better administration of licensing, approvals, and compliance.
· Share financial risk: A joint venture structure spreads the start-up costs, and early operating risks are divided between Starbucks and the local partner.
6.2 [bookmark: _Toc215174724]Differentiation Strategy
· Focus on premium experience: Continue Starbucks global commitment to high-quality store design, comfort and service.
· Ensure global brand strength: international brand cues such as logo, naming conventions, and key beverages are communicated consistently.
· Emphasize Ethical Sourcing and Sustainability: Clearly communicate Starbucks' responsible sourcing and environmental initiatives as a differentiator from purely commercial competitors.
6.3 [bookmark: _Toc215174725]Strong Product Localisation
· Introduce Vietnam-inspired beverages: create a set of signature drinks reinterpretating traditional Vietnamese coffee in Starbucks' style.
· Include Vietnamese coffee beans in chosen blends: Celebrate Vietnam’s coffee heritage by highlighting local origins in marketing and in-store storytelling.
6.4 [bookmark: _Toc215174726]Digital Ecosystem Integration
· Expand Starbucks Rewards: Implement and promote a customized loyalty program to encourage repeat purchases and collect valuable customer insights
· Mobile ordering: Invest in a seamless app experience for ordering and payment
· Delivery partnerships: Deepen collaboration with leading delivery platforms to capture off-premise demand.
6.5 [bookmark: _Toc215174727]Aggressive Expansion in Tier-1 Cities
· Build flagship stores in Ho Chi Minh City and Hanoi: Use iconic locations to anchor the brand in Vietnam.
· Mall and prime-location strategy: target high-traffic malls, office districts and tourist areas to maximize visibility and sales.
6.6 [bookmark: _Toc215174728]Sustainability Commitment
· Reduce single-use plastics: Introduce reusable cup discounts and recycling bins;
· Support Vietnamese coffee farmers: Implement sourcing programs and training that contribute to local communities and strengthen the supply base.
7. [bookmark: _Toc215174729]Conclusion
The convergence of favourable external and internal factors strategically justifies Starbucks' proposed expansion into Vietnam. Externally, Vietnam offers strong macroeconomic growth, a young and increasingly affluent population, and a deeply ingrained café culture that secures sustained demand for coffee-based social experiences. According to the PESTEL analysis, it offers an overall supportive political and economic environment, one of high digital adoption and increasing environmental awareness, which is balanced by regulatory complexity and price sensitivity. Porter's Five Forces indicate a highly competitive industry where rivalry and substitution threats are strong, but it is one in which Starbucks can occupy a distinctive premium niche.
Porter's Diamond supports the view that in Vietnam, there are national advantages in coffee production, related industries, and sophisticated demand that make it an attractive location for coffee retail. Internally, Starbucks brings powerful capabilities: globally recognised brand equity, a sophisticated and ethical supply chain, strong innovation capability, and a well-developed service culture. The VRIO analysis suggests that key resources are not only valuable and rare, but also difficult to imitate and well-organized, enabling sustainable competitive advantage.
The recommended strategic approach is to pursue a Differentiation strategy, supported by Market Development and Product Development in the Ansoff Matrix, and implemented initially through a Joint Venture entry mode. This enables Starbucks to deploy its global strengths while adapting to local realities and sharing risk with a partner. Such a combination is supported by a phased implementation plan, careful HR strategies, digital integration, and financial discipline for controlled, scalable growth.
The Balanced Scorecard framework allows for a structured method to track progress across financial, customer, internal process, and learning dimensions. It enables Starbucks to continuously align execution with strategic objectives by tracking these indicators and making timely adjustments.
Overall, Starbucks is well-positioned to capitalize on the evolving retail and coffee landscape in Vietnam. If the recommended strategies are executed well, the company can build a strong, differentiated presence that generates not only financial returns but also a positive impact on local communities, employees, and the broader coffee ecosystem in Vietnam.
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9. [bookmark: _Toc215174731]Appendix 
Line chart showing Vietnam’s GDP growth and GDP per capita over the last 20–25 years.
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 Porter’s Five Forces diagram (radar chart) illustrating relative strength of each force in the Vietnamese coffee market.
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9.1.1 Positioning map showing Starbucks vs local competitors on axes of price and experience/brand prestige (Studocu,2023).
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The Ansoff Matrix outlines four growth strategies: Market Penetration, Market Development, Product Development, and Diversification.
[image: A screenshot of a list of products

AI-generated content may be incorrect.]




Ansoff Matrix diagram with Market Development and Product Development quadrants highlighted for Starbucks Vietnam.
[image: A diagram of a product development

AI-generated content may be incorrect.]
9.1.2 Organisational chars for Starbucks Vietnam 
· Chain of Command at the Store Level at Each Starbucks store in Vietnam (Huy, 2025)
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· structure chosen by Starbucks Vietnam is divided based on functions (Huy, 2025)
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A high-level financial view of the first three years is summarised below:
[image: A screenshot of a computer

AI-generated content may be incorrect.]

Balanced Scorecard for Starbucks Vietnam
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Next time you're in Hanoi, don't miss the An'garden Café, a breathtaking coffee shop designed by the Le House architecture
studio. This innovative space merges industrial style with the traditional look and feel of Vietnamese coffee shops to create a
dreamlike interior landscape. Designed as a present for the owner’s wife, the café features numerous hanging plants that
bring life into the shop’s atmosphere and evoke the Hanging Gardens of Babylon.
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