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[bookmark: _Toc216566614]1. Introduction
The report reflects the expansion of Starbucks in the Chinese context to showcase its success in commercial activities in the international domain. The rationale for choosing the Chinese domain as an emerging market is to intensify the economic infrastructure by fostering the coffee cultures in the international domain and securing its position as a dominant coffee hub. The study has analysed the strategic entry and expansion of Starbucks to intensify its success in the chosen market.  The study will comprehensively examine the brief overview of Starbucks, considering its future challenges and opportunities for preserving the pre-defined market growth and share.  The company kick-started its journey in Seattle in 1971, and Starbucks has established a remarkable presence as an MNC by expanding its operations in 80 countries. Offering the premium coffee and a diverse range of local menus according to the cultures of the continents, Starbucks has triggered its own economic structures and supported the evolving coffee cultures. Hence, expanding the market in the Chinese context, Starbucks has ensured the long-term growth in the commemorative Asian market cultures. 
[bookmark: _Toc216566615]2. Benefits and Challenges of International Operations 
[bookmark: _Toc216566616]2.1 Starbucks as an MNC/TNC
Starbucks is considered an MNC/TNC as it has successfully expanded its business operations in the international domain. The growth of the company in China has supported the immersive market expansion of China. In 2024, Starbucks operated 7594 company-operated stores, illustrating its tremendous market growth in the untapped country (Blazyte, 2024).  Strategic partnerships with the local community of China and adopting the new recipes of the local cultures, Starbucks can retain its operational harmony to preserve its rescreened growth. However, with the intense competition, cultural diversification and operational issues in the internal circumstances, Starbucks can amplify its market growth in the international domain. 
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Figure 1: Number of stores in China
(Source: Blazyte, 2025)
Presence of stores in Starbucks in the U.S and China: 
Market region	U.S.A	China 	Europe, the Middle East and Africa 
Store numbers 	15800 in 2022	More than 8000 stores in 2024	over 4500 stores in 2023
Revenue growth 	$6.1 billion in Q4 FY22	$790 million in Q3 Fiscal 2025	$425.4 million in October 2023
Market position 	Dominating the market 	huge potential for future expansion 	Strong competitive position 
Growth driver 	Convenience and a new format of loyalty 	Adoption of coffee cultures. 	Assessment of changing consumer behaviour 

Table 1: Expansion of Starbucks in the different regions
(Source: Self-developed)
Starbucks’ global footprint and justification as an MNC
· Global presence: The exceptional global presence of Starbucks has contributed to its brand familiarity and acceptance in the international market domain.  The worldwide operations of Starbucks have represented its expansion in the competitive foreign market. The revenue rate of Starbucks stands at $36.18 billion in 2024, showcasing its tremendous business growth and profitability (Statista, 2025). The revenue of Starbucks in the U.S is hefty, as it stands at $6.1 billion, showcasing its huge potential compared to China. Hence, the increased store numbers (40,000) have supported the global presence of Starbucks in the competitive foreign market. 
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Figure 2: Quarterly revenue in Starbucks 
(Source: Statista, 2025)
· Headquarters in the US, operations in multiple continents: Despite the headquarters of Starbucks situated in the United States, its exceptional expansion in Asia, Europe and other continents has strengthened its brand recognition as an MNC.
· Market growth: Though Starbucks has tremendous growth opportunities in the Chinese market, following the COVID-19 situation, it has lost its glory in the Chinese market. Despite having 100 stores in China, Starbucks has a gradual decline of 5% to preserve its competitive position in the competitive foreign market (Statista, 2025). Witnessing exceptional profit in the Chinese context, Starbucks had considered it as a growth market, demonstrating its capabilities of internationalism.  
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Figure 3: Business struggles of Starbucks in China 
(Source: Voronoi, 2025)
· Strategic partnerships: Strategic partnerships with Boyu Capital can intensify the business operation in the Chinese context (Starbucks, 2025). Joint ventures with the local communities can help Starbucks acquire the predefined revenue rates to manage the exceptional profitability and productivity. Implications of the local government Approval from the government of China, Starbucks can retain the business expansion in the international market. 
· Brand premiumization: Adaptation of the “Green Apron service” model in China has bolstered the premiumisation aspects to evaluate the business in the international business competitive market. The coffee brand has lost its glory in the international market as the market growth has declined at 2.89% (Growth IQ, 2025). Offering a premium store experience to the local consumers, Starbucks can retain its previous position in the foreign market. 
· Intense local competition: the strong competitive environment in the Chinese market has reduced the possibilities of Market expansion in China. McDonald's has expanded its business operations into the international domain.  
· Cultural and operational differences: Starbucks has adopted the local cultures and norms of China to preserve its operational efficiency and transparency in the international business domain. 
· Internal operational issues: Offering better staff training, synchronising the online and offline sales rate, and Starbucks can manage the business opportunities in the international domain.   
[bookmark: _Toc216566617]2.2 Global Operations and Value Chain
Starbucks’s tremendous expansion in the international business domain has offered a notable range of opportunities, like grasping the business opportunities in the untapped market. High saturation and the mixed outlets in the U.S.A. have driven growth and innovation. Focusing on digital marketing, like WeChat and adaptation of the localised menus and employees has helped in targeting the technology-based operation.  Menu innovation and adaptation of the digital transformation in the innovation park can help in meeting the strategic business needs in the international market to enhance its brand familiarity and dominance (LLU and Maccurtony, 2025). Intense competition in the local market can decrease the operational efficiencies of Starbucks to meet the business requirements and expectations. The implication of “ Innovation park” and partnership with Boyu Capital has supported the internationalisation of Starbucks to preserve its position in the international competitive market (Starbucks, 2025). Adopting the local tastes in the beverages, Starbucks can retain its position in the international competitive market. Retention of the skilled employees as HR professionals, inclusion of technologies in ordering and development aspects, and Starbucks can reinstate its brand values in the competitive market. With investment in the R&D factor, relentless economic and supply chain uncertainty and partnerships with the local joint ventures, the business professionals of Starbucks can preserve its competitive position. 
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Figure 4: VRIO analysis of Starbucks
(Source: Business Analyst, 2025)
Collaboration with the Local brands in Starbucks to adopt a new financing model 
· Benefits: Starbucks has partnered with Boyu Capital to localise its products by introducing the innovative tastes of the local communities in its Chinese products. Despite having 60% of the ownership of Boyu, Starbucks can still retain its ownership to expand the business in the international market (Starbucks, 2025). Adaptation of the “Multi domestic approach” in the business operation of Starbucks has helped in retaining its position in the international competitive market. Matcha-infused beverages and traditional Japanese decor infused in the ambience of the Starbucks offline stores, Starbucks can manage its tremendous position in the international business domain (The Strategy Institute, 2025). 
· Challenges: Retaining the standards of the local foods and partnership with the local community can help in retaining the position of the company in the international competitive market.  

Importance of ethical sourcing in Starbucks 
· Benefits: the presence of the “ethical Sourcing and procurement” aspects, Starbucks can retrieve its position in the foreign competitive market. Adapting the "Coffee and Farmer equity” practices in sourcing and procurement, Starbucks can meet the consumer expectations and satisfaction by offering premium quality products (Starbucks, 2025).
· Challenges: Agricultural challenges have ignited notable issues in retaining the procurement and sourcing process to ensure the quality of the SCM operations (Starbucks, 2025). The SCM volatility in the Chinese context is responsible for declining the business operation of Starbucks.
Presence of the worldwide roasting facilities 
· Benefits: Collaboration with the five master roasting companies, Starbucks can preserve its competitive position in the international market. The growth of the Roasting market stands at $1286.2 million, and the CAGR growth stands at 6.5% in 2030 (Green View Research, 2025). Starbucks can offer premium quality products to a vast range of communities by collaborating with reliable roasting facilities. Witnessing the tremendous growth in the roasting market, Starbucks has collaborated with six immersive Starbucks Reserve Roasteries (in Milan, Shanghai, Tokyo, New York City, Chicago and Seattle) (Starbucks, 2024).  
[image: ]
Figure 5: Coffee roasting market 
(Source:  Green View Research, 2025)
· Challenges: Partnerships with Nestlé have offered dynamic opportunities for Starbucks by distributing its own packaged products to a vast range of communities (Starbucks, 2025). Improper balancing between the online and offline purchasing and selling aspects has prevented Starbucks from establishing a stable consumer base. 
Partnership with local joint ventures to compete with Nestlé’s global alliance 
· Benefits: Partnership with Nestlé can help Starks expand their business in the international market. Nespresso and Nescafé Dolce Gusto systems, whole bean, roast and ground and premium instant Starbucks coffees, K-Cup pods and creamers in the at-home category have boosted the trading activities of Starbucks in the international market Starbucks, 2025). 
· Challenges: The ambitious expansion plans require significant capital investment, and the risk of overextending financial resources is a concern. Restructuring the process of operational expenses, Starbucks can retain its notable position in the international market. 

[bookmark: _Toc216566618]2.3 Market Entry Modes
Licensing, Joint Ventures and Company-owned Outlets 
· Licensing: witnessing the trembling business scales, Starbucks has decided to split its authority with the licensed company to expand its business operation in the international domain. Offering 60% control to Boyu Capital, Starbucks has maintained an exceptional position in the international aspects Starbucks, 2025). 
· Joint Ventures: With collaboration with the Alaska Group, Starbucks can expand its business in the Middle East countries. Partnerships with the new ventures can offer several new opportunities to meet the expectations of consumers in the contemporary world. Strengthening the financial structures of the Corporation, the business professionals can retain their pre-defined position in the international market.  
Starbucks' Entry Modes in Different Markets:
· China: Joint ventures with the local partner in China can help in getting accustomed to the preferences of the Chinese consumers. In 2023, the inclination to have a fast-food culture has increased the popularity of Starbucks in China. Increased accessibility of the premium products in the Chinese market at an affordable price can help in dominating the Chinese market. 
· Middle East: Collaboration with Alaska’s group can help in distributing its business operations in the Middle Eastern continent (Starbucks, 2025). Aligning with the regulations in the Middle East, Starbucks can increase transparency and accuracy in its business operations. 
· United States: Starbucks operates entirely as a wholly owned subsidiary in its domestic market, allowing for complete control over operations and brand. 
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Figure 6: Business expansion of Starbucks  
(Source: Cadely, 2025)
Dominant Mode in China:
Starbucks' dominant mode of entry in China was initially a joint venture, which has bolstered the trust and belief among the vast range of consumers to meet the predefined profitability and productivity. 
[bookmark: _Toc216566619]2.4 Benefits of International Operations
With increased access to a new market diversification, increased accessibility to a new market context, Starbucks can significantly increase its business operation in the international business domain.  Offering the local drinks as well as the coffee cultures, Starbucks can manage an exceptional business operation in the international market. 
Benefits of international operations
· Market diversification: Entering the Chinese market helps Starbucks ensure diversity in acquiring revenue streams, making it more reliant on its growth market.  The exceptional growth of Starbucks in China has been witnessed over several years as Starbucks has transferred its authority from the Chinese community. The local brands of China have adopted as well as imitated the marketing policies of Starbucks to retain their business in the international context. 
· Brand recognition and scale economies: Benefiting from the strong brand equity, Starbucks has tried to preserve its competitive approach in foreign markets. Investment in the SCM operation, Starbucks has retained authenticity and accuracy in the business operation.
· Innovation through global learning: Inclusion of AI and ML in the business operations of Starbucks has helped in meeting the commercial activities in China. Optimising the service times and assessing the consumer experiences, the business professionals attached to Starbucks can meet the dynamics of the business (Bean, 2025). 
· Access to new consumer bases: The expansion of Starbucks can increase its consumer base of Starbucks and proliferate its tremendous growth in the international business domain.  

[bookmark: _Toc216566620]2.5 Challenges of International Operations
Starbucks has faced notable challenges in its trading activities to dominate its business in the international markets. Economic and political turbulence in the business operation can help in meeting the expectations of contemporary consumers. Starbucks has faced a notable hindrance in managing the SCM operations in the Covid-19 situation, as the notable labour constraint has restricted the harmony in the commercial activities to meet the requirements of the contemporary consumers (Carranza, 2022). Increased labour constraints and increased prices for the products have disrupted the business operation of Starbucks to retain its position in the international business domain. The business professionals related to Starbucks can employ strategies like joint ventures to elevate the business operation of Starbucks in the international business domain. Aggressive pricing, the inclusion of different models have helped in increasing the trading activities of Starbucks in its business operations in the international domain. Lukin Coffee has offered tremendous competition to Starbucks to expand the business in China (He, 2024).  Priced $9.45forf a pork-flavoured coffee, the company has tried to meet the local tastes but failed miserably to retain its position in China. The legal and political pressures on the Business operation of Starbucks are responsible for ruining the business to some extent.   
[bookmark: _Toc216566621]3. OLI Framework and Starbucks’ Market Entry in China 
[bookmark: _Toc216566622]3.1 OLI Framework 

	OLI framework 
	Justification 

	Ownership Advantages 
	· The strong brand image of Starbucks can offer ownership advantages. 
· The presence of C.A.F.E practices in procurement and sourcing has offered notable advantages (Starbucks, 2025).
· Collaboration with Boyu may offer a dynamic advantage to Starbucks to hold its competitive position in China (Starbucks, 2025)

	Location advantages 
	· Increased consumption of Coffee in the Middle East can be considered as an advantage for Starbucks. 
· Adaptation of the digital payment policies like WeChat pay and Alipay has incurred the trading advantage of Starbucks to manage the business in the international business domain. 
· Opening the physical stores in the high-traffic areas of the Middle East continent, Starbucks has grabbed the attention of the consumers (Starbucks, 2023).
· Increased number of physical stores in China has showcased its growth potential, with 8000 stores in China showcasing its market value.  


	Internationalisation Advantage 
	· Joint ventures with Boyu have helped Starbucks to get accustomed to the Chinese market culture.
· Adherence to the regulations imposed by the Government body of the growth country, Starbucks can manage its operational excellence and prosperity. 
· Innovation and SCM mastery in the U.S has offered stiff competition for the other coffee market. 


Table 1: OLI framework 
(Source: Self-Developed)
Analysis: Offering a premium range of products, Starbucks has established its strong brand position in the international market. Unique store design and the comfortable ambience of Starwave’s have established its strong brand position in the competitive market. Investment of $220 million for manufacturing and distribution facilities in China can intensify the process of market penetration in Starbucks (Madani, Wiseman and Kurtenbach, 2022). The rapid digital adaptation and urbanisation have helped Starbucks to change its commercial strategies for retrieving its position in the international the presence of Starbucks China Innovation and Tech Centre has increased the digital expansion of Starbucks to preserve its position in the Chinese context (Starbucks, 2023). The expansion of digital innovation has become an advantage for Starbucks’ expansion in China, as it has ramped up its store opening. Joint ventures can be profitable for Starbucks to expand the business in an international organisation like the Chinese context.  Adhering to the “Gold Standard policy” in China, Starbucks has retained the food quality and safety to retain a strategic position in the international business domain (FSSC, 2025).  Witnessing the gigantic growth in the trading operation, Starbucks had shifted its attention from the joint venture the full ownership of its operation. Though joint ventures have helped Starbucks to flourish its trading activities in China, the shift to its own control of its operation has ruined the trading prosperity and profitability. 50% share of its East China business from long-term joint venture partners, Uni-President Enterprises Corporation and President Chain Store Corpo, for approximately $1.3 billion in cash consideration in the largest single acquisition in the company’s history (Starbucks, 2017). A dog the digital innovations and legal complexities in the cross-border continents, Starbucks can offer a harmonious and strategic trading operation in the international context. Thus, adopting the tremendous digital innovation, urbanisation aspects, Starbucks has managed its competitive position in the foreign market. 
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Figure 7: OLI Framework 
(Source: Business-to-me, 2025)

[bookmark: _Toc216566623]3.2 Impact on Entry Mode
The presence of the joint venture of Starbucks has become fruitful in managing the commercial activities in the international domain. Cultural and regulatory complexities in the business operation of Starbucks have imposed notable challenges in managing the business operation in the international domain. Mitigating the issues related to the legal and cultural issues in the growing market of China, Starbucks has collaborated with a new financial partner in China (NPD, 2025). The improvement in the investment process can bolster the business operation of Starbucks and help it to grasp its redefined position. Alignment with OLI engagement can offer a long-term strategy for Starbucks to ensure the trading expansions in the international domain. Witnessing the hindrances in the business operation, Starbucks has tried to seize operational control from third-party ventures. The decision of Starbucks has dismantled its commercial activities in the mature market. 

[bookmark: _Toc216566624]4. Cultural Differences and Market Entry Impact 
[bookmark: _Toc216566625]4.1 Cultural Frameworks
According to Hofstede’s Cultural Dimensions theory, China reveals high scores for power distance, collectivism, masculinity and long-term orientation with a low score in uncertainty avoidance (Hofstede, 2011). 
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Figure 8: Hofstede’s Cultural Dimensions
Source: Loehr (2025)
· Power Distance (High) - A High score in this power distance means inequalities are accepted in terms of power, and hierarchical relationships are the standard. (Guo, 2024)
· Individualism (Low) v/s Collectivism (High) - China promotes a collectivist society and culture, which means the group is prioritised over the individuals (Juneja, 2025). 
· Masculinity (High) v/s Femininity (Low) - China’s high scores in masculinity highlight the success, competition and achievements significantly (Techo, 2017). 
· Long v/s Short-Term Orientation (Long-Term) - As China is bending towards the future with the high scores in Long-Term Orientation (Wale, 2025). 
· Indulgence (Low) v/s Restraint (High) - China presents a restrained society, which indicates a tendency to suppress the gratifications and control the impulses.  (Pareek and Kumar, 2020). 
· Uncertainty Avoidance (Low) - China presents a low score in “Uncertainty Avoidance," which indicates its more comfortable culture with ambiguity and uncertainty (Piotrowska and Piotrowski, 2023). 
[bookmark: _Toc216566626]4.2 Compare U.S. vs. Chinese cultural dimensions
	Cultural Dimensions
	China
	U.S. A

	Individualism v/s Collectivism 
	China promotes a collectivist society with a score of 43 in individualism. It means the group is prioritised over the individuals in China. 
	The USA’s score in individualisation is 60. It presents an individualistic culture in the USA. The country promotes the independent degree in society with “I’ or " We”. 

	Power Distance 
	China’s power distance score is 80. It indicates that China believes in the acceptance of people with inequality.  
	The USA's power distance score is 40. It means the USA focuses on equal rights in different aspects of society and government.

	Motivation towards Achievement and Success
	With a score of 66, China promotes a society with high motivation towards achievement and success. 
	The USA also promotes high motivation towards achievement and success, with a score of 2, which is less than China. 

	Long v/s Short-Term Orientation 
	China represents 77 scores in the dimension of long-term orientation. It promotes a society with future future-oriented culture. 
	The USA scores 50 in the dimension of long-term orientation. This country measures its performance on a short-term basis, where the USA also promotes a society with very practical mindsets. 

	Indulgence v/s Restraint
	A score of 24 in the dimension of Indulgence, which indicates a cynical and pessimistic culture. The society of China does not promote leisure time and controls its needs and impulses. 
	In contrast to China, the USA scores 68 in the dimension of Indulgence. The society of the USA represents a lack of control over impulses and desires. 

	Uncertainty Avoidance
	China scores 30 in the dimension of Uncertainty Avoidance. The society of China promotes a pragmatic culture with ambiguous language, which creates difficulty for Western people to understand and follow. 
	The USA also presents a low score of 48, which is higher than China. It believes that their behaviour plays a pivotal rather than its culture. The society of the USA promotes new ideas and innovation. 


Table 2: Comparison between U.S. and. Chinese cultural dimensions
Source: The Culture Factor Group (2023)
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Figure 9: U.S. vs. Chinese cultural dimensions
Source: The Culture Factor Group (2023)
[bookmark: _Toc216566627]4.3 Impact on Starbucks’ Market Entry Strategy
Starbucks’ China product localization strategy involves some menu adaptation by including the tea-based drinks and some seasonal relevant products like spring festival, Chinese New Year, mid-autumn festivals related food items. The brand chooses its menu in terms of the demand of different regions like coffee in Shanghai and coffee flavoured milk tea, green-tea flavoured Frappuccino in Beijing (Francis, 2017). The brand also launched “Fuman Chestnut Macchiato” during the Spring Festival (Li, 2024) and “Mooncake” during Mid-Autumn Festival (Chhatwal, 2025). Starbucks China also promotes local ingredients like coffee beans, milk and other elements which are used in its products. It also creates the comfortable seating arrangements for its customers. 
Starbucks’ China adopts local aesthetics with traditional elements in prime areas by creating comfortable and social spaces (Francis, 2017). As China is a collectivist country, Starbucks’ stores are designed as socialization friendly with comfortable sitting arrangements and communal areas (Liu, Li and Lin, 2022). The brand also promotes traditional Chinese culture with modernized design like windowpanes, wooden furniture, antique-style decor items. The brand also follows the established culture of tea in China and introduced the market of China with tea-based drinks like coffee flavoured milk tea, green-tea flavoured Frappuccino. With a strong brand image, it enhances its product quality and social status by placing high prices as the Chinese people agreed to pay more for better quality products (Francis, 2017). Starbucks China is the largest coffee chain in the world with 40% stake (Chia, 2025). It also offers larger menu than US with wider range of tastes. With local ingredients they reached Chinese taste buds. This brand promotes with the discounts in the popular drink to gain the attention of the customers. It also focuses on its brand image and adopts the tea drinking culture (Wang, 2012). 
Starbucks’ strategy in digital ecosystem partnership with Alibaba includes flawless delivery, new retail integration, virtual stores and lastly data and loyalty. The brand fosters Alibaba’s Ele.me, Hema, Tmall, and Alipay in delivery service, supermarket retails, e-commerce platforms (Starbucks Stories Asia, 2018). The brand also promotes mobile payments via “WeChat Pay" which plays a dominant role in the payment platform of China (Kathryn, 2025). This brand adopts “super app” culture which helps it in enhancing the delivery process seamlessly, fostering the cashless environment. Online order and delivery help Starbucks to keep its customers in less waiting and serve more (Qumu, 2023). The brand also uses data analytics to research about the customers behaviour and their preferences. This brand also promotes some mini programs to enhance the customer engagement by online payment transaction, registration for coffee tasting workshops and many more (Sweeney, 2018).
[bookmark: _Toc216566628]4.4 Impact on Success Potential
Starbucks’ success potential in China impacted some positive and negative factors. The positive factors include market leadership, strong supply chain and ownership, brand experience and lifestyle, digital innovation and strategic partnerships. The brand built its presence in the high-traffic, prime, and visible locations by representing their premium brand image. This brand also invests heavily in China to maintain the supply chain to operate the stores fully. The company sells coffee with a “lifestyle” with Wi-Fi, comfortable seating arrangements (Cao, 2022).
The brand also promotes traditional Chinese culture with modernized design like windowpanes, wooden furniture, antique-style decor items. The brand also follows the established culture of tea in China and introduced the market of China with tea-based drinks like coffee flavoured milk tea, green-tea flavoured Frappuccino.  
On the other hand, the negative factors are competition, pricing, COVID-19 impact, localization challenges and reputation. Starbucks' faces intense competition with the domestic and international brands who serve more affordable priced products. Some customers of China preferred cheaper priced coffee rather than overpriced coffee. The alternative of Starbucks, Luckin Coffee, can provide coffee at a cheaper price. Due to COVID-19, lockdowns and other restrictions show a significant negative impact on Starbucks (Zhang, 2024). 
Starbucks China can apply some strategies for a better future in the Chinese market. It can enhance the discount programs, loyalty rewards and seasonal promotions to attract the customers. They can improve in its online order and delivery process and promote in the social media platforms. This brand should add more cultural and local ingredients which fosters a stronger connection with the local customers. Lastly Starbucks need to address the internal issues like staff training and balance the development of the online and offline sales (Roll, 2021). 
[bookmark: _Toc216566629]5. Recommendations: SOP Adjustments for Success in China 
[bookmark: _Toc216566630]5.1 Adjustment 1: Enhance Local Supply Chain Integration
Starbucks needs to adopt its supply chain management to expand its market in China. The brand can deepen its local partnerships by investing in the local suppliers of coffee beans from Yunnan and local milk and tea providers, strengthening its local supply chain infrastructure and lastly adopting more digital and green initiatives (Kathryn, 2025). The strategic partnerships strengthen local supplier relationships, forges joint ventures and develops a local coffee bean supply chain. Starbucks can expand its existing partnership with local suppliers to ensure high-quality ingredients which are perfect for Chinese tastebuds. The brand also can joint venture with the local markets to understand the market dynamics (Francis, 2017). Improving the infrastructure of the supply chain helps to expand the Starbucks China Coffee Innovation Park by boosting production, logistics and innovation and lastly to enhance logistics networks by serving a growing number of stores in China (WANG, 2025). Lastly, digital and sustainability initiatives help Starbucks to embrace digital transformation, promote green initiatives and foster farmer-level sustainability (Wen, 2024). 
It helps the brand to reduce the logistics cost by sourcing from local suppliers and partners with less transportation cost, tariffs, and increased import duties. This can also enhance the local credibility by demonstrating a long-term commitment to the market. It helps to promote the brand image, goodwill and local customers (Chen and Liang, 2021). 
[bookmark: _Toc216566631]5.2 Adjustment 2: Deepen Digital Ecosystem Partnership
Starbucks of China is enhancing its digital ecosystem partnership with Alibaba and Meituan which are the major tech platforms of China, offer a smooth and seamless personalized experience via online and offline platforms (Nusra, 2022). Starbucks opened some multiple virtual stores in different platforms of Alibaba like Ele.me, Hema, Tmall, Taobao and Alipay. These platforms provide seamless experience in delivery by including membership, redeem benefits and merchandised shops. Starbucks also promotes “Starbucks Delivery Kitchens” by expanded delivery service (Starbucks Stories Asia, 2018).
Starbucks adopts the “super app” culture by partnering with Alibaba and WeChat. These two major platforms help Starbucks in terms of technology and digitalization. These platforms can enhance the delivery process seamlessly. WeChat promotes convenient mobile payments which fosters the cashless environment. Online order and delivery help Starbucks to keep its customers in less waiting and serve more (Qumu, 2023). Starbucks also introduced a social gifting feature on WeChat, called “Say it with Starbucks” which presents Starbucks gift coupons by messaging with the friends and family members. The brand also uses data analytics to research about the customers behaviour and their preferences. This brand also promotes some mini programs to enhance the customer engagement by online payment transaction, registration for coffee tasting workshops and many more (Sweeney, 2018). 
[bookmark: _Toc216566632]5.3 Adjustment 3: Employee and Management Cross-Cultural Training
Starbucks' cross-cultural training is structured with the localized and people first approach in China.  Starbucks also respects Chinese family values by onboarding the learning platform, “Starbucks China University” (lkami, 2018). The Core training and development strategies of Starbucks includes specialized onboarding, Starbucks China University, perform engagement, internal promotion, and leadership development programs. The new employees of Starbucks in China receive a specialized onboarding which helps them to understand and adopt the company’s values, goals, ideals. The Starbucks China University helps the partners of Starbucks to customize their training plan and develop their leadership skills as well (Xu, 2020). The company also evaluates the regular performance and professional development of the employees to set and achieve the goals. This brand focuses on the internal promotion by providing a clear and transparent career path from the barista to manager (Starbucks Stories Asia, 2016). 
These can help Starbucks to respect the cultural values of the Chinese population. On the other hand, the company adopts the local culture and avoids the conflicts by adopting the localized approach. It also considers its employees as the brand ambassadors (Wilson, 2019). Starbucks also focuses on family values by promoting programs like Partner Family Forum and Parent Care Program. 
Lastly, Starbucks China also launched health and disability insurance and other programs for its employees and their families. The brand also committed to the Youth Development Program by investing in the Chinese Community. The aim of this program is to develop the future leaders by providing a unique curriculum for the students from urban and rural areas. (Yu, 2023). 
[bookmark: _Toc216566633]5.4 Linking to OLI and Cultural Factors
Standard operational Procedure changes in Starbucks have transformed its ownership, cultural understandings and internationalisation aspects. Retaining the brand consistency, Starbucks has changed the entire ambience of the physical stores. The ambience of the stores and quality of the food has always grasped the attention of the vast range of communities in the national and international domain. Inclusion of the strategic value chain analysis Starbucks can assess its current market values in the international market. With the inclusion of “Playbook system” the business professionals of Starbucks can intensify the consumer involvement in the commercial activities to meet the expectations of the consumers (Starbucks, 2025). With 84,000 baristas and exceptional services for the consumers has increased the involvement of the consumers. Adhering to the “Gold Policy” of China, Starbucks has maintained the control of foods to retain profitability and productivity. Adherence to the  Labor Law and Labor Contract Law can help Starbucks to refrain from the consistent labour practice oriented issues. The presence of the Part-time workers and the student workers have deteriorated the trading operation of Starbucks, tarnishing its image in the international domain (China Labour Watch, 2025). SOPs can be adapted to align with local labour regulations and cultural norms, such as incorporating communication styles and management approaches that fit the local work culture
[bookmark: _Toc216566634]6. Conclusion
In brief, it can be concluded that Starbucks has lost its operational glory in the Chinese market for the extreme turbulence in the operational activities. 14% slowdown in the business in the Chinese context has demonstrated the non-involvement of the Chinese consumers in the foreign competitive market.  Implication of innovative strategies the business professionals attached with Starbucks can meet the dynamic activities of the business in the international domain. Alignment with OLI and Hofstede’s framework can help Starbucks boost the business in the international business domain. Thus, by collaborating with the third-party ventures, Starbucks can retrieve the business operation in the international market. 
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