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Section 1: International Market-Entry Report
1. Introduction
Starbucks Corporation is an appropriate multinational corporation for evaluating entry into Bangladesh because it combines extensive international operations with no identified significant operational presence in the proposed host market. At the end of the first quarter of FY2026, Starbucks operated 41,118 company-operated and licensed stores, of which 52 per cent were company-operated and 48 per cent licensed (Starbucks Corporation, 2026a). It has a substantial UK business and operates in India through Tata Starbucks, a 50:50 joint venture with Tata Consumer Products. However, an examination of Starbucks’ corporate disclosures and official store information found no authorised Starbucks coffeehouse, subsidiary, production facility or formally announced Bangladesh entry as of 1 June 2026. Starbucks-branded packaged products available through independent Bangladeshi importers constitute indirect product availability, not Starbucks-controlled market entry.
This report critically evaluates whether Starbucks should enter Bangladesh and, if so, how. It applies Bartlett and Ghoshal’s integration-responsiveness framework, a focused political, economic, legal and cultural assessment, and Dunning’s eclectic paradigm. The report argues that Bangladesh offers a concentrated long-term opportunity, particularly in Dhaka, but institutional uncertainty, foreign-exchange constraints, price sensitivity and a tea-dominant culture make rapid wholly owned expansion inappropriate. A staged equity joint venture with a capable local partner offers the strongest balance between brand control, local knowledge and flexibility.

2. Organisational Classification and Global Strategy
2.1 Strategic categorisation
Bartlett and Ghoshal (1989) categorise internationally operating firms according to pressures for global integration and local responsiveness. International firms transfer home-developed capabilities abroad; multinational firms provide national operations with substantial autonomy; global firms centralise activities to maximise standardisation and efficiency; and transnational firms attempt simultaneously to achieve global efficiency, local adaptation and cross-border learning. Starbucks is best classified as a transnationally oriented MNC, although its operating model retains strong global characteristics.
Pressure for integration is evident in Starbucks’ centrally protected brand, trademarks, coffee specifications, store-design principles, employee terminology and overall coffeehouse experience. Scale supports coordinated product development, international sourcing, marketing and digital capabilities. These arrangements reduce duplication and reproduce a recognisable proposition across markets. Consistency matters because customers purchase not only a beverage but also expected quality, convenience, ambience and symbolic brand value.
Nevertheless, Starbucks does not impose an entirely uniform US model. Its balance between company ownership, licensing and joint ventures varies by institutional context. In the UK, Starbucks ended FY2025 with 1,304 stores: 398 company-operated and 906 operated by licensees (Starbucks Corporation, 2026b). Indian operations are conducted through Tata Starbucks, established to combine Starbucks’ brand and coffee expertise with Tata’s sourcing relationships, institutional legitimacy and market knowledge (Tata Consumer Products, 2012). Products, prices, food selections and formats are adapted to local demand. This demonstrates meaningful responsiveness rather than the one-directional transfer of an unchanged format.
Classifying Starbucks as fully transnational nevertheless requires caution. A transnational organisation should support multidirectional knowledge flows, whereas strategic authority over intellectual property, sourcing and brand positioning remains concentrated. Starbucks therefore lies between global and transnational strategies: it integrates the core proposition while selectively decentralising execution. The framework reveals this tension but its four categories oversimplify a firm that uses different organisational arrangements simultaneously (Brock and Siscovick, 2018).

[image: ]Figure 1: Starbucks within Bartlett and Ghoshal’s integration-responsiveness framework
Source: Author’s analysis based on Bartlett and Ghoshal (1989) and Starbucks Corporation (2025a; 2026b).

2.2 Global configuration and value creation
Starbucks’ geographic configuration creates advantage through recognition, procurement scale, product development and organisational learning. Its portfolio exceeded 40,000 stores in FY2025, although the United States and China accounted for 61 per cent of the total (Starbucks Corporation, 2025b). International diversification expands revenue and learning opportunities but does not eliminate concentration risk.
Company-operated stores provide direct control over staff, service, data and the customer environment. Licensed stores allow faster expansion with lower capital commitment and access to partners’ property, distribution and regulatory capabilities. These modes are dynamic rather than permanent. In 2024 Starbucks acquired its UK licensee, 23.5 Degrees, and took 113 licensed stores company owned where it made sense to take greater control and long term value from the commitment (Starbucks Corporation, 2025a). But on the other hand it has used licensing to reduce exposure and access established operators elsewhere.
Digital capabilities are another transferable advantage. In the UK, sales related to rewards increased by 45 per cent in FY2025, representing 42 per cent of sales (Starbucks Corporation, 2026b). However, digital systems create value only when payment infrastructure, consumer adoption and data requirements permit transfer. International reach also creates exposure to currencies, regulatory divergence, partner dependence and inconsistent execution. Starbucks’ footprint therefore supports advantage only when global brand discipline is balanced with credible local adaptation.

3. Macro-environmental Appraisal and Market Attractiveness
3.1 Political and institutional environment
Bangladesh’s large consumer base and formal openness to investment must be balanced against political transition, administrative complexity and weaknesses in economic governance. The World Bank’s April 2026 assessment identified policy uncertainty, weak investment, banking-sector stress and limited shock-absorption capacity (World Bank, 2026a). These conditions do not prohibit entry but raise the risk of capital-intensive ownership.
Political change can affect licensing, imports, taxation and enforcement. A visible U.S. brand may also face demonstrations, disruption of transport, or a change in attitude toward Western firms. Starbucks would need continuity plans to include staff safety, temporary closure, inventory and alternative routes. The risk is not only expropriation: repeated disruption could erode footfall and reliability in a model reliant on premium locations and frequent visits.
Institutional quality matters because entry requires coordination among property authorities, customs, food regulators, municipal bodies and banks. Delays in construction approval or ingredient clearance could lead to higher pre-opening costs. A local partner can reduce information disadvantage, but partnership cannot transfer Starbucks’ legal and reputational responsibility. Informal influence could conflict with anti-corruption standards. Partner due diligence must therefore examine beneficial ownership, political exposure, tax history, labour practices and compliance systems.
Investment reforms provide a counterargument. BIDA to roll out one-stop services, easier share-transfer, repatriation processes by March 2026 It also reported that net FDI increased by 39.36 per cent in 2025 and digitised royalty-payment applications (BIDA, 2026a). These changes can result in lower transaction cost. But formal reform does not ensure uniform implementation. Starbucks should verify the actual processing times and the availability of foreign currency before a major commitment.
Dividends and profits can be repatriated to non-resident shareholders through the authorised dealer banks in Bangladesh after completion of corporate, tax and audit documentation (BIDA, 2026b). Net cash dividend can be repatriated without the prior approval of Bangladesh Bank (Bangladesh Bank, 2025). The legal clearance is for a joint venture but lack of currency may slow down conversion. Starbucks should capitalise the pilot conservatively and reinvest early earnings rather than depend upon immediate repatriation. Overall, institutional risk is material but manageable through limited commitment, strict governance and conditional expansion.
The institutional environment also affects Starbucks’ legitimacy. A local partner may improve access to property owners and public authorities, but embeddedness must not weaken global compliance. The venture should create board-level audit oversight, written approval routes for government contact and protection for employees reporting misconduct. These controls add cost and may slow decisions, yet weak control could compromise a globally visible brand.
Timing is equally important. Deferring indefinitely sacrifices learning, while committing too early may lock Starbucks into costly leases and imports. A pilot converts uncertainty into manageable experimentation. Leases should contain break clauses where possible, and investment tranches should follow confirmed approvals and supplies. This real-options approach treats flexibility as an asset: Starbucks purchases learning while preserving the right, rather than obligation, to expand.

3.2 Economic environment
Bangladesh offers long-term potential through population and urban concentration. Its population was approximately 175.7 million in 2025, while nominal GDP reached about US$456.3 billion (World Bank, 2026b). However, national scale exaggerates Starbucks’ addressable market. GDP per capita of approximately US$2,597 means international premium pricing would be unaffordable for much of the population. The immediate segment is affluent residents, professionals, students, expatriates and visitors in Dhaka.
Urbanisation strengthens this opportunity. Approximately 42 per cent of the population was urban in 2025, while Dhaka is one of the world’s largest urban agglomerations (World Bank, 2026c; UN DESA, 2025). Density can support traffic, delivery and a clustered distribution model. It can also increase congestion, delivery time and staff commuting difficulty. Premium property in Gulshan, Banani and leading shopping centres may be expensive relative to local expenditure. Lower wages therefore do not automatically create a low-cost model because imported equipment, backup power, logistics and rent may offset savings.
A developing middle-income segment and preference for branded social spaces support speciality coffee. Existing cafés demonstrate willingness among some consumers to purchase coffee as an experience. Starbucks can differentiate through customisation, ambience, safety and digital convenience. Yet existing cafés also confirm competition. Novelty may generate opening queues without the repeat visits required for profitability. Pilot evaluation should prioritise repeat frequency rather than social-media attention.
Macroeconomic conditions intensify uncertainty. The IMF reported growth slowing to 3.7 per cent in FY2025 and projected 4.7 per cent in FY2026, alongside inflation of approximately 8.9 per cent (IMF, 2026). The World Bank’s later update projected only 3.9 per cent growth (World Bank, 2026a). The disagreement illustrates forecast uncertainty and supports staged commitment. Inflation increases wages, rent, milk, bakery and distribution costs while weakening discretionary purchasing power. Price increases would narrow Starbucks’ segment; heavy discounting would weaken margins and positioning. Smaller sizes, bundles and tiered offerings are preferable.
Foreign exchange is especially significant. Early operations would depend upon imported machines, parts, coffee and proprietary ingredients. Taka depreciation would increase landed costs, and currency shortages could interrupt supply. Although reserves were rebuilding and the exchange regime became more flexible, IMF analysis found buffers remained vulnerable (IMF, 2026). Starbucks should localise milk, bakery, packaging and selected ingredients where standards permit, while retaining control of core coffee. Localisation reduces currency exposure and strengthens legitimacy, but supplier development and auditing add cost.
India offers useful but limited learning. Tata’s local sourcing and institutional capabilities complement Starbucks’ knowledge, yet Bangladesh is not simply a smaller India. Its premium segment and supply economics differ. The partnership principle is transferable; Indian store formats, prices and expansion speed are not. Bangladesh is therefore economically attractive for a limited Dhaka experiment rather than a national rollout.
Demand forecasting should use scenarios rather than a single growth estimate. A base case could combine stable premium demand with high inflation; an upside case could assume stronger incomes and coffee adoption; and a downside case should model renewed currency pressure and weaker consumption. A concept profitable only under optimistic traffic and exchange-rate assumptions would not justify entry.
Pricing must balance status and accessibility. Starbucks can command a premium, but if the gap is too big it becomes an occasional destination rather than a habit. Management should be testing elasticity and contribution margins, not just revenue. Local food and tea can be accessible entry points, proprietary coffee protects differentiation. The objective is not to become the cheapest café but to turn curiosity into repeat consumption.
The labour market offers opportunity and obligation. Starbucks can recruit from a young urban workforce and transfer structured training. Yet turnover could reduce quality and increase costs. Predictable scheduling, progression and safe conditions may exceed local minimum practice but support the consistency required to justify premium prices. Human-resource capability is therefore part of location attractiveness, not an issue to address after entry.

3.3 Legal and regulatory environment
Bangladesh accommodates wholly foreign-owned and joint-venture projects (BIDA, 2025). Starbucks could establish a subsidiary, but permission does not establish suitability. A joint venture would provide regulatory knowledge, property access and supply-chain resources while limiting exposure. Incorporation, tax registration, local approvals, food permissions and import registration involve several agencies. All approvals should be conditions precedent within the venture agreement.
Food regulation is central because Starbucks’ equity depends upon safety and consistency. Imported ingredients must comply with the Food Safety Act 2013 and Electronic Governance of Safe Food Import Regulations 2025 (Bangladesh Food Safety Authority, 2025a). Packaged products are subject to labelling and contaminant rules (Bangladesh Food Safety Authority, 2025b). These affect syrups, coffee, dairy alternatives, nutritional information and allergens. Starbucks’ supplier controls may create an advantage, but global procedures cannot substitute for local compliance.
Customs treatment further affects viability. Bangladesh’s tariff schedule separately covers coffee, extracts, machinery and packaging (National Board of Revenue, 2025). Combined customs duty, advance tax and VAT may raise beverage costs. Management should assess total landed cost and obtain tariff classifications for important inputs before investment.
Trademark protection is equally important. Starbucks’ name, siren, beverage terms and store identity are core ownership advantages. Bangladesh provides registration under the Trademarks Act 2009 through the Department of Patents, Designs and Trademarks (DPDT, 2026). Informal use of Starbucks-related names illustrates the practical risk of confusion. Starbucks should register relevant word and device marks before announcing entry and assign enforcement duties to the venture.
Approximately 91 per cent of Bangladesh’s population identified as Muslim in the 2022 census (US Department of State, 2023). Halal assurance is therefore commercially significant. BSTI has standards for food, additives and supply chains (Export Promotion Bureau, 2026). Starbucks should review flavourings, emulsifiers, bakery ingredients and processing aids rather than assume drinks are automatically acceptable. Credible certification would reduce reputational risk.
Formal employment, staff development and safe working conditions can also differentiate Starbucks. Low wages should not be viewed only as a cost advantage. Above market pay, training and transparent progression may improve retention and service. To make a digital version of loyalty work, the handling of payment and personal data would have to be carefully managed. Data collection should be limited to operational necessity until local legal assessment confirms appropriate transfers and controls.

Store design should be shaped by environmental expectations. Starbucks’ sustainability claims could be undermined by disposable cups, imported packaging and energy-hungry equipment, Weak standards would create reputational inconsistency if domestic rules are less demanding than the UK’s requirements. Evaluate the venture for incentives for reusable cups, recyclable packaging, waste contractors that are responsible and efficient equipment.
These measures may raise initial investment but can reduce long-run cost and protect the global promise attached to the brand.
Contract design is also crucial. The joint-venture agreement should define intellectual-property use, territorial exclusivity, supplier approval, audit access, data ownership, dispute resolution and termination. It should address what happens if currency controls prevent royalties or essential imports. Clear deadlock and buyout mechanisms are particularly important in an equal partnership. The legal environment therefore shapes both compliance and the allocation of control.

3.4 Cultural and consumer environment
Bangladesh presents a central cultural tension: a young, urban market but deeply established tea consumption. An industry account suggested a tea-to-coffee ratio near 90:1 while noting increasing youth interest in coffee (Karim, 2025). The estimate is indicative rather than definitive, but it demonstrates why population cannot be equated with coffee demand.
Starbucks should position coffee as an additional premium social experience, not attempt to replace tea. High-quality tea drinks, familiar flavours, smaller sizes and local food can provide responsiveness without abandoning espresso and the coffeehouse proposition. Excessive adaptation could make Starbucks a generic café, while insufficient adaptation would weaken relevance. The appropriate balance retains brand-defining coffee, design and service while localising menu edges and price architecture.
The “third place” proposition may appeal to students, professionals and groups seeking a clean, secure meeting environment. Internet access, charging, group seating and delivery may be as important as beverages. Consumers may purchase an environment and international symbolism as well as coffee. Local cafés can imitate design but not easily reproduce Starbucks’ reputation and operating system.
Religious and social expectations demand care. The products must be halal-assured and communications must avoid culturally insensitive imagery. Ramadan would shift demand to the evening. Iftar bundles or date-based drinks could make sense, if made locally, as opposed to superficial use. Shared and spacious products and seats might be preferred for family or group events. Bangla-English bilingual menu and allergen information will be improved to ensure accessibility without compromising the international identity.
Bangladeshi consumers are not homogeneous. Affluent professionals, students, families and expatriates differ in occasions and willingness to pay. Starbucks should conduct neighbourhood-level research on prices, frequency and attitudes. A flagship may attract novelty visits but premium pricing could create an elitist image. Tiered products should broaden access without continuous discounting.
Research should distinguish stated aspiration from observed behaviour. Consumers may express enthusiasm for a prestigious global brand but buy infrequently when confronted with actual prices. Surveys should therefore be combined with pop-up trials, simulated menus and transaction-based testing. Starbucks should examine weekday and weekend demand, individual and group visits, and the relationship between dwell time and spending.
Local responsiveness should remain bounded. Every adaptation should pass three tests: whether customers value it, whether it can be delivered consistently and whether it remains recognisably Starbucks. This protects the ownership advantage supporting international entry. The goal is neither complete standardisation nor unrestricted localisation, but selective adaptation supported by evidence.

3.5 Competitive environment
Starbucks would enter an established café market. Local speciality operators, independents, hotels and bakery-cafés compete for affluent customers, while tea stalls and home consumption provide cheaper substitutes. Recognition can generate trial, but local rivals possess stronger knowledge of tastes, sites and price expectations.
Competitive advantage must come from execution rather than novelty: reliable coffee, customisation, trained staff, safety, digital ordering and consistent ambience. Imported inputs could nevertheless make Starbucks structurally more expensive. Competitor analysis must therefore examine beverage price, rent, seating duration, delivery commission and visit frequency. A controlled cluster is preferable to isolated stores because training and distribution can be shared, but excessive density could cannibalise an unproven market.

Table 1: Critical synthesis of Bangladesh’s market environment
	Dimension
	Opportunity
	Material risk
	Strategic implication

	Political / institutional
	Investment reform and formal openness to joint ventures.
	Policy uncertainty, administrative delay and foreign-exchange availability.
	Use a locally embedded partner, staged capital commitments and compliance-led governance.

	Economic
	Large, dense urban market and an emerging premium consumer segment.
	Low average income, inflation, currency depreciation and costly imported inputs.
	Pilot in affluent Dhaka clusters; test price elasticity and localise non-core inputs.

	Legal / regulatory
	Foreign and joint-venture structures are permitted; trademark registration is available.
	Multi-agency approvals, tariffs, food-import controls, halal assurance and IP enforcement.
	Secure marks and approvals before launch; audit suppliers and reserve brand-critical decisions.

	Cultural / competitive
	Youth café culture, social-space demand and international brand symbolism.
	Tea dominance, affordability constraints, established cafés and risk of superficial adaptation.
	Retain the core coffeehouse model while adapting menu edges, sizes, occasions and communication.


Source: Author’s analysis based on Bangladesh Bank (2025), BFSA (2025a; 2025b), BIDA (2025; 2026a; 2026b), IMF (2026), Karim (2025), NBR (2025) and World Bank (2026a; 2026b; 2026c).

3.6 OLI synthesis
Dunning’s eclectic paradigm argues that foreign production is favoured when ownership, location and internalisation advantages coexist (Dunning, 1988; 2000). Starbucks has substantial ownership advantages: brand, trademarks, coffee knowledge, store routines, supplier standards, innovation and digital capabilities. These are difficult for a new local café to reproduce. Yet they are valuable only if transferable. Brand recognition may create trial but cannot remove affordability constraints or guarantee loyalty.
Bangladesh’s location advantages include population, urbanisation, a developing middle-income segment, comparatively low labour costs and the absence of an authorised Starbucks chain. Dhaka concentrates younger and internationally exposed consumers. These advantages are counterbalanced by low average income, inflation, currency risk, administrative complexity and tea culture. Bangladesh is therefore attractive as a focused city opportunity, not yet a national platform.
Internalisation advantages arise because Starbucks must protect its marks, coffee standards, training, safety and experience. Pure franchising could create variation, while wholly owned entry would overexpose Starbucks to uncertainty. An equity joint venture is an intermediate solution: Starbucks internalises brand-critical capabilities while the partner contributes property, regulation, recruitment and supplier development.
OLI does not determine the optimal equity ratio and can appear static. Market attractiveness, knowledge and currency conditions change after entry. Institutional and transaction-cost perspectives therefore complement it: the partner provides legitimacy and reduces information costs, while staged commitment preserves flexibility. Entry is justified only if governance safeguards control opportunism and conflict. The overall market is conditionally attractive but high risk; a Dhaka pilot is preferable to rapid expansion.
The three elements are also interdependent. Ownership advantages weaken if customers cannot afford the offer; location advantages matter less if imports prevent consistent supply; and internalisation is valuable only when control benefits exceed cost. OLI should therefore function as a decision system rather than three independent lists. The joint venture recombines the elements: Starbucks contributes proprietary capabilities, the partner improves access to local advantages, and shared governance internalises critical activity without placing every risk on Starbucks.





Table 2: OLI assessment of Starbucks’ proposed Bangladesh entry
	OLI element
	Starbucks–Bangladesh evidence
	Critical limitation
	Entry implication

	Ownership
	Brand, trademarks, coffee expertise, operating routines, digital capabilities and supplier standards.
	Recognition may generate trial but cannot overcome weak affordability or poor local execution.
	Protect the core proposition, training, safety and data through contractual reserved rights.

	Location
	Dhaka’s scale, density, young consumers, labour pool and absence of an authorised Starbucks chain.
	Inflation, currency pressure, import dependence, administrative friction and tea-led consumption.
	Treat Bangladesh as a focused learning market, beginning with a small Dhaka cluster.

	Internalisation
	Control is valuable for coffee quality, brand experience, food safety and intellectual property.
	Full ownership concentrates capital and institutional risk; pure licensing weakens operational control.
	Use an equity joint venture to combine control of brand-critical activity with local resources.


Source: Author’s analysis based on Dunning (1988; 2000), Starbucks Corporation (2025a; 2026a) and Tata Consumer Products (2012).

4. Entry-Mode Strategy and Strategic Synthesis
4.1 Historical entry patterns
Starbucks historically uses company ownership, licensing, joint ventures and later restructuring rather than one universal mode. At Q1 FY2026, 52 per cent of stores were company-operated and 48 per cent licensed (Starbucks Corporation, 2026a). Ownership gives control over staff, service, data and income but requires capital and exposes Starbucks to property and labour risk. Licensing transfers risk and provides partner resources but weakens daily control.
The UK demonstrates mode evolution. Its estate combines ownership and licensing, yet Starbucks acquired 23.5 Degrees and converted 113 stores when internalisation became attractive (Starbucks Corporation, 2025a). Thailand demonstrates the reverse: Starbucks moved retail operations to a fully licensed structure in 2019 (Starbucks Corporation, 2019). Cambodia entered through a licensed partner and expanded from Phnom Penh in 2015 to 57 coffeehouses in eight cities by 2025 (Starbucks Corporation, 2025c).
India is the closest precedent. Tata Starbucks combines global expertise with local sourcing, legitimacy and knowledge. It has facilitated relevant store design and menu adaptation. Nevertheless, India has greater metropolitan scale and a more mature premium segment. The transferable lesson is the value of partnership, not automatic replication of a 50:50 structure.

4.2 Evaluation of alternatives
Exporting packaged products entails little commitment but cannot reproduce the coffeehouse experience, direct relationship or third place. It should support, not substitute, market entry. Conventional franchising enables speed and local capital but fragmented ownership could undermine safety and service. A master licence offers local knowledge and limited exposure, as Cambodia demonstrates, but provides less influence over staff and execution.
A wholly owned greenfield subsidiary maximises control and retains future profits, but concentrates property, currency, regulatory and supply risk before demand is proven. Acquisition could offer sites and staff, although available chains may not meet Starbucks’ operational requirements, and rebranding could destroy the legitimacy acquired.
An equity joint venture provides the best balance. t gives Starbucks property for distribution and institutions and maintains influence on key standards. The real cost of shared profit, slow decision making and conflict. These presuppose cultural compatibility between partners and demand clear reserved rights, performance obligations and exit mechanisms.
The control and flexibility must be judged in time. Starbucks’ licensing is flexible at first but can be difficult to reverse if licensee has access to prime sites and customers. Ownership provides operational control but reduces financial flexibility. A joint venture balances both only if Starbucks can increase, reduce or exit its interest following observable events. The proposed mode is therefore a platform for sequential commitment, not a compromise for its own sake.






Table 3: Comparative evaluation of entry-mode alternatives
	Mode
	Commitment / risk
	Control
	Local capability
	Strategic assessment

	Exporting
	Very low
	Low
	Low
	Useful for packaged products, but cannot deliver Starbucks’ coffeehouse experience.

	Master licence
	Low
	Medium-low
	High
	Fast and flexible, although execution and partner dependence may weaken brand consistency.

	Wholly owned greenfield
	Very high
	Very high
	Initially low
	Strong control, but excessive exposure before demand, supply reliability and regulation are proven.

	Equity joint venture
	Medium-high and shared
	High if rights are well designed
	High
	Best balance: partner access plus Starbucks control; requires deadlock, audit, performance and exit provisions.


Source: Author’s analysis based on Starbucks Corporation (2019; 2025a; 2025c; 2026a) and Tata Consumer Products (2012).

4.3 Recommended entry and implementation
Starbucks should enter through a staged equity joint venture with a reputable Bangladeshi conglomerate experienced in international foodservice or premium retail. The equity ratio should follow a governance assessment rather than symbolically copy India. Starbucks could hold a majority if needed to consolidate control. Candidate assessment should cover audited finance, imports, cold chain, property access, safety, employment, political exposure and anti-bribery systems.
Starbucks should approve trademarks, store design, coffee, critical ingredients, suppliers, training, senior appointments, digital systems, budgets and openings. The partner should lead property, approvals, recruitment, logistics and local supplier development. Neither party should pursue store count at the expense of economics.
Implementation should proceed through four stages. First, research should validate willingness to pay, map competitors and complete legal and reputational due diligence. Marks and tariff classifications should be secured. Second, the venture should approve halal ingredients, develop local food suppliers, train management and test bilingual menus. Third, two or three Dhaka stores should open: one flagship and smaller formats testing takeaway and delivery. A cluster shares training and distribution. Fourth, after 18-24 months, expansion should occur only if evidence supports it.
Management should monitor transactions, average spending, repeat visits, operating margin, rent-to-sales, waiting time, delivery mix, staff turnover, local sourcing, currency-adjusted imports, safety incidents and clearance time. Expansion should pause if stores remain unprofitable after stabilisation, repeat demand is weak, imports are unreliable or compliance fails. The agreement should allow corrective action, suspended development, buyout or exit following serious breaches.
Governance should convert indicators into decisions. The board should review a dashboard monthly and conduct formal stage gates at six, twelve and twenty-four months. Expansion should require commercial and non-financial thresholds: positive margins should not override food-safety, labour or ethical failures, while awareness should not justify growth if repeat purchasing remains weak. This prevents management from selecting favourable metrics while ignoring evidence that challenges the entry thesis.

5. Conclusion and Recommendations
Starbucks exhibits a transnationally oriented strategy that combines global brand integration with local products, partners and ownership arrangements. Its footprint creates ownership advantages through reputation, coffee expertise, digital capabilities and standardised service. Bangladesh offers selective location advantages through urban scale, younger consumers and developing café culture. These are weakened by purchasing power, inflation, currency constraints, import dependence, regulation and tea-based consumption.
Starbucks should enter Bangladesh only through a controlled and reversible strategy. A staged equity joint venture with a financially strong, ethically credible local partner offers a better balance than exporting, unrestricted licensing or wholly owned entry. Initial investment should be limited to two or three Dhaka stores supported by halal assurance, bilingual communication, selective adaptation and local supplier development. Expansion must depend on repeat demand, positive store margins, reliable supply and regulatory predictability. Bangladesh should be approached as a long-term learning opportunity, not a market for rapid rollout.


Section 2: Reflective Account Using Gibbs’ Reflective Cycle
6.1 Description
I began by separating the assessment into classification, host-market evaluation and entry-mode selection. Choosing the company-country combination was fundamental because the firm had to qualify as an MNC yet lack significant host-market operations by 1 June 2026. Starbucks was selected because of its UK and Indian operations and absence of an identified authorised Bangladesh coffeehouse.
My research relied mainly on academic journal databases and university library resources. I used them to examine integration-responsiveness theory, OLI and entry mode. I connected these readings with corporate, government and international evidence. Gibbs’ (1988) cycle structures this reflection.

6.2 Feelings
Initially I felt confident about the broad task but recognised that a company profile or generic PESTLE would not demonstrate critical analysis. My early assumption was that Bangladesh’s population made it automatically attractive. Research made me more cautious because income, inflation and beverage habits substantially narrow the realistic market.
I did not identify one component as uniquely difficult. The main intellectual demand was maintaining consistency between frameworks. The recommended mode needed to follow from the environmental and OLI evidence rather than appear as an unsupported preference.

6.3 Evaluation
Dividing the work according to the assessment criteria and word allocations was effective. It directed attention toward foreign exchange, food regulation, halal assurance and partnership rather than an exhaustive list of national facts. Academic databases and library materials helped me move beyond simplified explanations of Bartlett and Ghoshal and Dunning. Original and established sources clarified each framework’s purpose and limitations.
Combining theory with company and country evidence was also effective. The UK and India showed how Starbucks changes ownership and adaptation. Tata Starbucks was especially relevant, although I had to resist assuming Indian success would transfer automatically.
A limitation was that academic databases did not always contain the latest store or 2026 economic information. Peer-reviewed work was strongest for concepts, while corporate, government and international sources were required for current evidence. Company sources may present strategy positively, whereas macroeconomic forecasts may disagree. No source category was sufficient alone.
Another positive feature was treating absence from Bangladesh carefully. I distinguished authorised operations from independently imported products and businesses using similar names. This sharpened my understanding of market entry. However, proving absence is harder than proving presence. In future, I would document the search trail formally, including store locators, subsidiary disclosures and announcements, so the conclusion is reproducible.

6.4 Analysis
The research changed my understanding of environmental analysis. I initially viewed it as identifying opportunities and threats. I learned that its greater value is explaining consequences for decisions. Inflation affects costs, affordability, pricing, target segments and profitability. Foreign exchange affects imports, royalties, repatriation and local sourcing.
Bartlett and Ghoshal (1989) helped explain tension between global identity and adaptation. Starbucks benefits from recognisable quality and experience but Bangladesh requires halal assurance, local food, bilingual communication and suitable prices. Adaptation does not necessarily weaken integration; controlled adaptation can make the brand locally relevant.
OLI organised the entry decision. Starbucks has ownership advantages; Bangladesh has selective location advantages; and control of standards creates internalisation benefits. However, OLI did not independently select the mode. Comparing these advantages with uncertainty led to the joint-venture recommendation. I also recognised that OLI can appear static, whereas demand, exchange rates and learning change after entry. Staged commitment made the strategy more dynamic.
Comparison with India strengthened this lesson. Tata demonstrates how a partner contributes legitimacy and sourcing, but Bangladesh has different scale and economics. International comparison should transfer principles, not copy actions. Partnership is transferable; Indian formats and expansion speed may not be.
Source evaluation was equally important. Corporate reports were good for store numbers and modes, but of course positive. There were different forecasts, but the international institutions gave independent analysis. Disagreement as proof of uncertainty did not weaken, but strengthened the staged recommendation.
The process demonstrated that the quality of analysis depends on the distribution of words. My first notes had environmental facts, but not consequences. Revising within a limit forced me to remove background description and retain factors changing demand, cost, risk or control. I now understand editing as prioritising evidence, not simply shortening sentences.
I also became aware of confirmation bias. Once a joint venture appeared suitable, the Indian example could easily have been treated as proof. Comparing licensing, acquisition and ownership forced me to test that preference. The recommendation became more credible because I acknowledged shared-profit and partner-conflict costs and proposed safeguards rather than presenting partnership as risk-free.

6.5 Conclusion
The assessment improved my ability to connect theory with practical decisions. A large country is not necessarily immediately attractive: suitability depends on the relationship between capabilities, institutions and commitment. Critical analysis requires weighing evidence, acknowledging limitations and considering alternatives. The staged joint venture emerged from integrated analysis rather than preference.
If repeating the task, I would classify sources earlier. Separating theoretical, corporate, country and industry evidence would expose gaps and reduce irrelevant collection.

6.6 Action plan
For future work, I will build a research matrix showing each requirement, theory, evidence, source quality, date and implication. Peer-reviewed journals will support theory, while official sources will provide current facts. I will maintain references during research to prevent inconsistencies.
Where forecasts conflict, I will compare assumptions instead of selecting the most convenient figure. Each analytical paragraph will present evidence, explain its relevance, consider a counterargument and state the strategic implication. Finally, I will conduct a separate review for unsupported claims, descriptive passages, theoretical limitations and consistency between evidence and recommendation.
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