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[bookmark: _Toc216224173]1.0 Introduction
This report uses an analytical and comparative approach by using both secondary data and relevant international marketing theories to look at how Starbucks does business in two very different markets: the United States, which is its home market, and Qatar, which is a host market in the Middle East. The analysis combines theoretical frameworks and real-world data to see how Starbucks' global strategy fits with the cultural, economic, and regulatory conditions in each country. The study examines Starbucks' corporate vision and mission, the timeframe and structure of its market debut in Qatar, and the impact of macro-environmental factors on its success. It also uses systematic methods like the PESTLE framework to look at outside factors, Hofstede's cultural dimensions to explain differences between cultures, and segmentation–targeting–positioning (STP) analysis to figure out market focus and brand positioning. The paper also looks closely at Starbucks' marketing mix (7Ps), looks at the pros and cons of its market entry tactics, and looks at sales performance trends over a five-year period. It also looks at the company's social media engagement techniques and points out important ethical problems that people in the United States confront. The study ends with recommendations based on evidence that are meant to improve Starbucks' worldwide marketing efficacy. It then ends with a short conclusion that sums up the main points and strategic implications (Kotler et al., 2022; Czinkota et al., 2022).
[bookmark: _Toc216224174]2.0 Background Study
Starbucks Corporation is one of the most well-known coffeehouse companies in the world. It has stores in more than 80 countries and serves more than 100 million people per week (Starbucks Corporation, 2024). The company started in Seattle, USA, in 1971 by Jerry Baldwin, Zev Siegl, and Gordon Bowker as a coffee bean seller, but it has transformed into a global coffeehouse chain and has created a brand identity that is the same around the world, but also responds to local needs. This research critically examines Starbucks' worldwide marketing methods in two disparate contexts: its local market in the United States and its host-country market in Qatar, located in the Middle East. The goal is to see how Starbucks changes to fit in with different cultures, environments, and rules while keeping a consistent global brand (Starbucks, n.d.).
[bookmark: _Toc216224175]3.0 Business Vision and Mission
Starbucks' vision is "to inspire and nurture the human spirit—one person, one cup, and one neighborhood at a time" (Starbucks Coffee Company, 2025). The company's goal is "to make Starbucks the best place in the world to get the best coffee while sticking to our principles as we grow." These statements show that there is a strong focus on both making great products and connecting with the community. This aim is the basis for programs like Starbucks Rewards, C.A.F.E. Practices for ethical sourcing, and local community stores in the US (Starbucks Annual Report, 2024). In Qatar, the same aim is carried out by following local customs. For example, the store's atmosphere is in line with Islamic cultural values, and the company supports community programs during Ramadan (Alshaya Group, 2024).
[bookmark: _Toc216224176]4.0 When Starbucks Entered the Host Country
Starbucks got into the Middle East by signing a licensing deal with M.H. Alshaya Co., one of the biggest retail franchise companies in the area. In 2003, the first Starbucks in Qatar opened in Doha (Alshaya Group, 2024).
The license system lets the corporation get around Qatar's ownership regulations, which usually only let foreigners hold a small part of a business. Starbucks has more than 30 locations in Qatar by 2025, mostly in high-end malls, airports, and commercial districts (Starbucks Middle East, 2025). 
5.0 Macro Environment Comparison
[image: ]The PESTLE framework is often used to look at the macro environment. PESTLE stands for Political, Economic, Social, Technological, Legal, and Environmental issues (Johnson et al., 2023).
                              (IBISWorld, 2020)
These dimensions are outside factors that businesses need to keep an eye on and change in order to stay competitive. Political stability and trade rules can affect how companies enter a market; economic growth rates determine how much money people have to spend; social and cultural trends shape product demand; technological advances drive innovation and efficiency; legal systems set compliance limits; and environmental pressures affect corporate sustainability efforts (Kotler et al., 2022; Hill, 2023).
PESTLE Analysis
The PESTLE analysis is a strategic technique that looks at the big picture elements that determine how a business runs, makes decisions, and succeeds in the long run. PESTLE stands for Political, Economic, Social, Technological, Legal, and Environmental aspects (Johnson et al., 2023). 
[bookmark: _Toc216224177]Political Factors
U.S: The political climate has a big effect on how Starbucks runs its business and plans to grow. The U.S. has a stable and open democratic system that makes it easier for businesses to plan for the long term and for international investors to invest (U.S. Department of Commerce, 2024). The federal and state governments want people to start their own businesses, but they also make it hard by putting in place complicated rules that affect taxes, environmental compliance, and labor standards (AP News, 2024). 
Qatar: Qatar has a constitutional monarchy with the Emir as the head of state. This means that the government is centralized and policies stay the same (Qatar Planning and Statistics Authority, 2024). The Qatar National Vision 2030 framework focuses on economic diversification and long-term growth. This has made the country a good place for international firms like Starbucks to do business. The M.H. Alshaya Group's admission into the company has been helped by stable politics and foreign investment rules that are friendly (Alshaya Group, 2024).
Political Factors – Favourable in both the USA and Qatar.
Starbucks would do well in both the United States and Qatar because both countries have stable governments and are good for business. The U.S. has a well-established democratic system with institutions that preserve business operations and investor trust (U.S. Department of Commerce, 2024). However, its divided political environment often leads to delays in regulations and public scrutiny, like when people argue about business taxes and unionization (AP News, 2024). In contrast, Qatar is ruled by a constitutional monarchy with centralized power, which makes it easy to put policies into action and prepare for the future under Qatar National Vision 2030 (Qatar Planning and Statistics Authority, 2024). 
[bookmark: _Toc216224178]Economic Factors
U.S: The United States is still the company's main source of income. In 2024, the GDP will be about US$27 trillion, and there will be a lot of middle-income people who drink a lot of coffee (World Bank, 2025). In 2023, Starbucks made more than US$24.6 billion in sales in North America, which was about 70% of its total sales around the world (Starbucks Corporation, 2024). 
 Qatar: Qatar has a GDP of about US$235 billion and one of the highest per capita incomes in the world. This means it has a smaller but very profitable niche market (Qatar Planning and Statistics Authority, 2024). The Qatari economy's move into tourism and hospitality opens up new markets for high-end coffee businesses (Euromonitor International, 2024). 
[bookmark: _Toc216224179]Economic Factors – Strongly favorable in both, with differences in scale and focus.
Starbucks has a lot of business prospects in both nations. The U.S. economy is worth more than $27 trillion in 2024, which means there are a lot of people who can buy things (World Bank, 2025). Starbucks is the clear leader in the high-end coffee market, thanks to its Rewards program, which keeps customers coming back (Statista, 2025). Even though there is a lot of rivalry, the economy is doing well because people are spending a lot of money. The GDP per capita in Qatar is over US$84,000 (Qatar Planning and Statistics Authority, 2024).
[bookmark: _Toc216224180]Social Factors
U.S: In the U.S., the culture of individuality and fast-paced lives has made drinking coffee a part of everyday life, especially for young professionals and students (Hofstede Insights, 2025). Starbucks takes advantage of this by offering drinks that can be customised, mobile ordering, and incentive programs that focus on convenience and self-expression (Statista, 2025).
 Qatar: Qatar is collectivist, and its Islamic ideals have a big impact on how it shops. Coffee is more of a communal and hospitable drink than a solitary habit (Qatar Tourism Authority, 2024). 
[bookmark: _Toc216224181]Changing Social Trends in the United States
In the US, a few big societal trends are affecting how people shop and how Starbucks markets itself. One of the most notable developments is the growing move toward health-conscious lifestyles, with customers increasingly requesting plant-based options, low-sugar beverages, and sustainable food choices (Statista, 2025). There is also a rising preference for digital convenience, reflected in the widespread use of mobile ordering, delivery apps, and contactless payment systems, driven by fast-paced lifestyles and the post-pandemic shift toward digital consumption (Starbucks Corporation, 2024).
[bookmark: _Toc216224182]Changing Social Trends in Qatar
Cultural values, high-income groups, and a society that is quickly becoming more contemporary all have an effect on social trends in Qatar. One of the most significant trends is the increasing popularity of café culture, where cafés such as Starbucks serve as social gathering places for families, friends and young professionals, reflecting the collectivist and relationship-oriented nature of Qatari society (Qatar Tourism Authority, 2024). There is also a rising demand for premium international brands, fuelled by high disposable incomes and the influence of expatriate populations that make up the majority of the workforce (Hofstede Insights, 2025).
Social Factors – Favorable but culturally distinct.
Starbucks has chances to do well in both nations, but it needs to adapt to the culture in each one. Starbucks is seen as a convenient and personal "third place" in the U.S. because of the culture of individualism and fast-paced lifestyles (Hofstede Insights, 2025). People who are very mindful of ethics also want fair-trade coffee and sustainability programs (Kotler et al., 2022). In Qatar, Islamic principles and collectivist customs shape how people shop. For example, cafés are more like places for families and friends to hang around than places to get food quickly (Qatar Tourism Authority, 2024).
[bookmark: _Toc216224183]Cultural Factors
[bookmark: _Toc216224184]Hofstede Cultural Dimensions
Geert Hofstede, a Dutch social psychologist, came up with Hofstede's Cultural Dimensions Theory to help people understand how cultural values affect behaviour in the workplace and in society. It helps to compare cultural differences between countries by pointing out six important aspects of culture (Hofstede Insights, 2025).
[bookmark: _Toc216224185]Cultural dimensions in both countries
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(The Culture Factor, 2025)
[bookmark: _Toc216224186]Hofstede Cultural Dimensions United States (Starbucks’ Home Culture)
The United States has unique scores on Hofstede's cultural dimensions, which shape Starbucks' values as a company and the way customers feel about the company (Hofstede Insights, 2025).
[bookmark: _Toc216224187]Power Distance
U.S: The United States has a low Power Distance score (40), which means that people in that country prioritize equality, open communication, and few barriers between levels of authority. Americans usually think it's okay to question authority, take part in decision-making, and have casual conversations with leaders (Hofstede Insights, 2025).
Qatar: Qatar has a very high Power Distance score (93), which means that it is a very hierarchical culture where respect for leadership, social order, and authority are important cultural values (Hofstede Insights, 2025).
[bookmark: _Toc216224188]Individualism
U.S: Individualism is very high in the US (60), which makes it one of the most individualistic societies in the world. Americans have a high importance on personal independence, self-sufficiency, making their own choices, and succeeding via their own efforts (Hofstede Insights, 2025).
Qatar: Qatar has a relatively low score for Individualism (18), which means that it is a collectivist society that values community, family loyalty, and social cohesion (Hofstede Insights, 2025).
[bookmark: _Toc216224189]Motivation towards achievement and success
U.S: The United States has a high score in motivation towards achievement and success, which is 62, which means that it is a competitive, goal-oriented culture that values success, ambition, and material rewards (Hofstede Insights, 2025).
Qatar: According to Hofstede Insights (2025), Qatar has a high score in motivation towards achievement and success, which is 55, meaning that the country combines ambition and performance with traditional cultural norms.
[bookmark: _Toc216224190]Uncertainty Avoidance
U.S: The USA's Uncertainty Avoidance score of 46, which is not very high, demonstrates that Americans are typically okay with change, danger, and not knowing what's going to happen. The culture encourages new ideas, experimentation, entrepreneurship, and innovation (Hofstede Insights, 2025).
Qatar: According to Hofstede Insights (2025), Qatar has a high Uncertainty Avoidance score of 80, which means that the society values regulations, stability, predictability, and sticking to established cultural and religious standards.
[bookmark: _Toc216224191]Long Term Orientation
U.S: The United States has a low score for Long-Term Orientation (26), which means that its culture favors quick outcomes, quick decisions, and short-term goals. According to Hofstede Insights (2025), Americans generally put efficiency, quick development, and short-term success that can be measured first.
Qatar: Qatar's Long-Term Orientation score of (45) shows that the country values tradition but is also open to planning for the future and making progress in the long term, especially when it comes to national growth strategies (Hofstede Insights, 2025).
[bookmark: _Toc216224192]Indulgence
U.S: The United States has a high Indulgence score of 68, which means that people in the country are encouraged to have fun, enjoy themselves, express themselves, and live their own lives (Hofstede Insights, 2025).
Qatar: Qatar has a low score on Indulgence (36), which means that the culture values self-control, social discipline, modest behaviour, and respect for cultural and religious laws (Hofstede Insights, 2025).
[bookmark: _Toc216224193]Cultural Favorability and Unfavorability for Starbucks in the USA
Starbucks enjoys a very favorable cultural context in the US since its brand values, service model, and product philosophy closely align with the prevailing cultural aspects of the US. Starbucks' customization-driven strategy, which allows customers to customize beverages with thousands of possible combinations, is in line with the USA's extremely high Individualism score of 60, which reflects an individualist culture that values independence and self-expression (Hofstede Insights, 2025). Additionally, Starbucks benefits from Low Power Distance (40) because it fosters its casual "third place" atmosphere, where patrons engage with baristas informally and feel at ease using cafés as social or professional venues free from hierarchical standards (Starbucks Corporation, 2024). Due of their frequent seasonal product changes, digital ordering, new flavors, and innovation, the USA's low Uncertainty Avoidance score of 46 adds to their favorability. Because of this, Starbucks' constant menu expansions, technological integration, and experimental product lines are well received by the U.S. market (Statista, 2025). Because Americans are culturally predisposed towards hedonistic consumption, premium treat purchases, and lifestyle-driven café culture, Starbucks also greatly benefits from High Indulgence (68) (Kotler et al., 2022). The USA's low Long-Term Orientation (26), which can make consumer purchases more unstable during economic ups and downs, especially for discretionary premium beverages, is the only partially negative feature. Overall, nevertheless, Starbucks' basic business model, innovation strategy, and experience brand positioning are well supported by the American cultural profile (Hofstede Insights, 2025).

[bookmark: _Toc216224194]Cultural Favorability and Unfavorability for Starbucks in Qatar
Starbucks has to be more culturally aware in Qatar than in the US because of the country's cultural context, which presents both good and bad challenges. Qatar has a low Individualism score (18), which means that people in Qatar are more likely to work together than alone. Family contacts, social groupings, and community events are all important parts of daily living (Hofstede Insights, 2025). This is good for Starbucks because cafés are places where people can meet up, and Starbucks stores in Qatar often see a lot of group consumption and long stays, especially among families and young people (Qatar Tourism Authority, 2024). Starbucks benefits from Qatar's high Power Distance (93) because people see global brands as symbols of luxury, position, and a modern lifestyle. This makes Starbucks more appealing to wealthy customers who think of the brand as sophisticated and cosmopolitan. But Qatar's very high Uncertainty Avoidance (80) is a bad cultural factor: people may be hesitant to try new flavours, which can make highly experimental drinks or menu modifications less successful. Qatar's low Indulgence score (36) might potentially be bad because cultural norms stress moderation and limit advertising information that is too lavish or not culturally appropriate (de Mooij, 2021). Religious and cultural conventions also affect what items are available, so Starbucks has to change the ingredients, stay away from particular promotional themes, and make sure that seasonal products, notably during Ramadan, fit in with local standards. In general, Qatar's culture is good for Starbucks as a high-end, socially conscious coffee shop chain, but not so good for over-the-top marketing, new goods, and Western-style expressive consumption (Hofstede Insights, 2025).
[bookmark: _Toc216224195]Advantages and Disadvantages of Using Hofstede’s Framework
[bookmark: _Toc216224196]Advantages:
1. Gives a systematic way to forecast how different cultures will react to marketing (de Mooij, 2021).
2. Helps change HR and service rules, such in Qatar, where people have a lot of power distance.
3. Improves cross-cultural training for baristas and management (Holden, 2022).


[bookmark: _Toc216224197]Disadvantages
1. Based on national averages, disregards intra-country variety, including U.S. ethnic groups and Qatar’s 80% expatriate population (Trompenaars & Hampden-Turner, 2012).
2. Data gathered decades ago may not accurately represent the effects of globalization (de Mooij, 2021).
3. Cultural behavior might change depending on the situation. People who use technology are becoming more cosmopolitan (Czinkota et al., 2022).
[bookmark: _Toc216224198]Technological Factors
Starbucks' competitive edge in both areas comes from its use of technology. 
U.S: Starbucks is the leader in the U.S. retail sector because it has innovative mobile ordering systems, loyalty programs with more than 30 million users, and AI-driven inventory management (Starbucks Corporation, 2024).
Qatar: Qatar is also very tech-savvy; more than 95% of people use smartphones, and a lot of people use digital payments (CRA, 2024). Starbucks Qatar uses Alshaya's regional IT infrastructure to connect apps and offer localised payment options including Apple Pay and QPay. 
Technological Factors – Highly favorable in both markets.
One of Starbucks' biggest advantages over its competitors around the world is its use of technology. The U.S. is a leader in technology, coming up with new ideas like mobile-order and pay systems, digital loyalty programs, and AI-driven demand forecasts (Starbucks Corporation, 2024). These tools help businesses run more smoothly and keep customers interested. Even though Qatar is smaller, it has 95% smartphone penetration and a more advanced digital infrastructure (CRA, 2024). Starbucks Qatar connects Alshaya's regional IT infrastructure with local payment options like QPay and Apple Pay. Digital readiness is the most important thing they have in common.
[bookmark: _Toc216224199]Environmental Factors
Starbucks' global strategy and image now concentrate on environmental sustainability. U.S: Starbucks has to deal with both government and customer pressure to cut down on its environmental impact in the United States. Starbucks started its "Greener Stores" program in 2018, and by 2030, it wants to be carbon neutral and have no waste (Starbucks Sustainability Report, 2024).
Qatar: The government in Qatar is in charge of sustainability, and it is part of Vision 2030, which encourages responsible consumption, recycling, and green infrastructure (Qatar Ministry of Environment, 2024). Starbucks supports these national goals by starting local recycling programs and slowly getting rid of plastic straws. Environmental activism isn't as pushed by consumers in Qatar, but the situation is good because of regulatory backing and partnership options. 
Environmental Factors – Favorable in both markets, but driven by different forces.
Starbucks' global brand strategy is becoming more and more influenced by environmental concerns. In the U.S., government regulations and customer activism push businesses to be more environmentally friendly, like setting targets to reduce waste and become carbon neutral through its "Greener Stores" program (Starbucks Sustainability Report, 2024). These efforts make the brand look better, which makes the environmental situation better even though it costs more to comply. The government of Qatar is in charge of sustainability through Qatar National Vision 2030, which encourages environmental protection and sustainable retail (Qatar Ministry of Environment, 2024).
[bookmark: _Toc216224200]Legal Factors
U.S: The legal system in the United States is broken up since there are both federal and state laws that apply to the same things. The California Consumer Privacy Act (2018) shows that people are becoming more concerned about protecting their data. The Federal Trade Commission (FTC) Franchise Rule makes sure that people in franchise arrangements are honest (DLA Piper, 2025). The Fair Labour Standards Act (1938) and the Civil Rights Act (1964) set rules for employment. These laws protect workers but make it harder for employers to follow the rules (HR Grapevine USA, 2025).
Qatar: The Commercial Companies Law (2021) in Qatar governs foreign corporate operations and requires local partnerships (Qatar Ministry of Commerce and Industry, 2024). The 2004 Labor Law No. 14 protects workers' rights, and the 2016 Data Protection Law No. 13 protects consumers' privacy (CRA, 2024). Starbucks needs to be in compliance with Alshaya to protect its licence and image.
Legal Factors – Moderately favorable; complex in the USA, streamlined in Qatar.
The legal framework is somewhat advantageous in both markets, although it poses various problems. Starbucks is subject to many levels of regulation in the U.S., including federal, state, and local laws that govern things like labour, taxes, and data protection (DLA Piper, 2025). Following laws like the Fair Labour Standards Act (1938) and the California Consumer Privacy Act (2018) protects both customers and employees, but it also raises costs for businesses. On the other hand, Qatar has a centralized legal framework that makes it easier for international franchises to follow the rules (Qatar Ministry of Commerce and Industry, 2024). The Commercial Companies Law (2021) and Labour Law No. 14 of 2004 make it clear how businesses should work, and the Data Protection Law No. 13 of 2016 protects people's privacy (CRA, 2024).
[bookmark: _Toc216224201]Similarities and Differences in PESTEL for the U.S and Qatar
The United States and Qatar have very different social, economic, and cultural backgrounds, but their general PESTLE settings have a lot in common that makes both markets good for Starbucks. Both countries have stable governments that are good for business, but the U.S. has a complicated democratic system, and Qatar has a centralized monarchy that makes it easier to put policies into action (U.S. Department of Commerce, 2024; Qatar Planning and Statistics Authority, 2024). Both countries have great buying power and a lot of people who want to buy high-end coffee. However, the U.S. market is bigger and has more customers, while Qatar's market is better since it has rich, high-margin customers (World Bank, 2025; Euromonitor International, 2024). Both societies enjoy coffee culture, but U.S. customers care more about being unique and convenience, whereas Qatari customers care more about hospitality, community, and cultural tradition (Hofstede Insights, 2025; Qatar Tourism Authority, 2024).
[bookmark: _Toc216224202]6.0 Segmentation, Targeting, and Positioning (STP)
[bookmark: _Toc216224203]Segmentation
Segmentation splits a big market into smaller groups of people who have something in common (Kotler et al., 2022). Starbucks uses Demographic,Geographic,and Psychographic segmentation to make its products and services fit different markets.

	Variables
	USA
	Qatar

	Demographic
	Target Millennials and Gen Z (ages 18 to 35), urban professionals, and students (Statista, 2025).

	Focus on high-income citizens and expatriates between the ages of 20 and 45 who want to live a global lifestyle (Euromonitor, 2024).


	Geographic
	Stores in cities, airports, colleges, and the suburbs.

	There are a plenty of them in malls, economic centres (like Doha), and transport hubs like Hamad International Airport.


	Psychographic
	Value-driven, socially concerned consumers that want ethical sourcing, sustainability, and customisation; lifestyle focusses on being unique and being connected online (Solomon, 2022).
	Status-oriented, community-driven consumers motivated by quality, comfort, and cosmopolitan identity; lifestyle reflects hospitality and cultural pride (Johansson and Hadjikhani, 2020).


(Starbucks Coffee Company, 2025)
[bookmark: _Toc216224204]VALS (Values and Lifestyle) Analysis
US: Starbucks caters to both Experiencers (who want new things and to treat themselves) and Achievers (who are driven by success and ease). These psychographic kinds are in line with digital apps, personalized drinks, and sustainability (Solomon, 2022).
Qatar: Starbucks customers in Qatar are mostly Achievers and Innovators. This is because Qatar has a rich, well-traveled populace that sees Starbucks as a status symbol and a social experience (Qatar Tourism Authority, 2024).
[bookmark: _Toc216224205]Targeting Strategy
Starbucks has a differentiated targeting strategy, which means that it makes offers that are specific to different groups of people instead of using the same technique all over the world (Kotler et al., 2022).

	Country
		Target Segments



	



	Key Value Proposition

	USA
	Young professionals, students, digital natives, and ethical consumers.
	Premium convenience: drinks made just for you, ethical sourcing, and a brand that cares about the community.

	Qatar
	Rich residents, expats, and visitors.

	Prestige and experience: a sumptuous atmosphere, adapting to different cultures, and a top-notch international brand.


(Starbucks Coffee Company, 2025)
[bookmark: _Toc216224206]Positioning Strategy
Starbucks calls itself the "Third Place" around the world, which is a friendly place between home and work (Starbucks Coffee Company, 2025).
U.S: In the US, positioning is all about making things personable, fast, and easy to get to. This is helped by mobile ordering and community engagement programs. Starbucks stands for free speech and moral consumption (Aaker & Joachimsthaler, 2022).

Qatar: In Qatar, Starbucks stands for elegance, comfort, and a cosmopolitan way of life. Stores combine Arabic design features with high-quality service to create a brand that people want to be a part of, in line with Qatar National Vision 2030 (Qatar Tourism Authority, 2024).
[bookmark: _Toc216224207]Perceptual Map: Starbucks vs Competitors (USA and Qatar)
A Perceptual Map (also called a Positioning Map) is a visual marketing tool that displays how buyers see brands or goods in relation to each other depending on important factors like price, quality, convenience, prestige, or taste (Kotler, Keller, and Chernev, 2022).
The following is a hypothetical perceptual map that compares Starbucks to its main competitors based on Price and Experience Quality.
High Price
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Low Price


Sources:Macrotrends (2024);Euromonitor International, (2024); Starbucks Coffee Company, (2025).
[bookmark: _Toc216224208]Similarities and Differences between the two countries
Starbucks uses the same global STP framework in both the US and Qatar, but it changes its strategy to fit the culture and behavior of each country. Starbucks divides its customers into groups based on demographics and psychographics in both markets. It targets middle- to upper-income, urban, and aspirational customers who prioritize quality, comfort, and social experience over price (Kotler et al., 2022; Statista, 2025). In the U.S., however, segmentation is more focused on people who are tech-savvy and want things to be easy. In Qatar, on the other hand, it is more focused on community, social standing, and expatriate lifestyles (Euromonitor International, 2024). Targeting is also different: both markets want socially aware, aspirational customers, but the U.S. approach is data-driven and individualistic, using mobile apps and loyalty programs. Qatar's targeting, on the other hand, appeals to collectivist values and family-oriented experiences (Hofstede Insights, 2025; Alshaya Group, 2024). Starbucks keeps its "third place" identity around the world, but it changes how it makes people feel. In the U.S., it focuses on being inclusive, sourcing ethically, and giving people choices. In Qatar, it focuses on cultural respect, luxury, and social status (Qatar Tourism Authority, 2024; de Mooij, 2021).
[bookmark: _Toc216224209]7.0 Marketing Mix (7Ps) Comparison
The 7Ps marketing mix is a set of marketing rules that helps businesses come up with complete plans to meet client wants and get an edge over their competitors. McCarthy first came up with the 4Ps (Product, Price, Place, and Promotion) in 1960. Later, Booms and Bitner (1981) added People, Process, and Physical Evidence to the model, especially for service-oriented businesses like Starbucks (Kotler et al., 2022).
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(Smart Insights, 2023)
[bookmark: _Toc216224210]7.1.Product
Starbucks keeps the quality of its premium coffee and signature drinks the same around the world, but it changes its menu to fit local tastes. For example, it adds drinks like Date Macchiato and Arabic Coffee in Qatar and focuses on new items like Pumpkin Spice Latte in the U.S. (Starbucks Corporation, 2024).
[bookmark: _Toc216224211]Starbucks Product Depth in the USA
Starbucks has one of the biggest and most varied product lines in the US. This is because the brand is based in the US and the country has a very segmented, innovation-driven consumer market. 
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The USA has a wide range of drinks, including more than 15 different types of lattes, macchiatos, and cappuccinos, more than 10 different types of cold brews (including nitro, vanilla sweet cream, and seasonal infusions), iced shaken espressos, refreshers, and Frappuccinos in many different flavor combinations (Starbucks Corporation, 2024).
[bookmark: _Toc216224212]Starbucks Product Depth in Qatar
Starbucks in the US has a lot of different goods, whereas the ones in Qatar have fewer but better-chosen ones. The Alshaya Group's franchise structure lets people in Qatar choose from a wide range of drinks, including espresso, Frappuccino, cold brew, teas, and refreshers (Alshaya Group, 2024).
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[bookmark: _Toc216224213]Starbucks Product Width in the USA
Starbucks has one of the widest product ranges in the US, which is a sign that it is the brand's biggest and most innovative market. In the U.S., Starbucks sells a wide range of products, such as hot espresso drinks, cold coffees, cold brews, teas, Starbucks Refreshers, Frappuccino blended drinks, breakfast foods, bakery items, protein boxes, merchandise, packaged retail coffee, ready-to-drink bottled drinks, at-home brewing products, syrups, and seasonal collections (Starbucks Corporation, 2024).
[image: A group of coffee bags

AI-generated content may be incorrect.]
(Starbucks, 2025)
[bookmark: _Toc216224214]Starbucks Product Width in Qatar
Starbucks has a wide range of products in Qatar; however, they are tailored to the local culture, shop formats, and the Alshaya Group's franchise model. Qatar has a lot of different types of products, such as hot coffee drinks, cold drinks, teas, Refreshers, Frappuccino, baked goods, desserts, breakfast foods, sandwiches, merchandise, and limited retail packaged coffee (Alshaya Group, 2024).
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[bookmark: _Toc216224215]Starbucks' branding strategy in the USA and Qatar
Starbucks' global brand strategy is based on consistency, emotional connection, and experiential value. However, the firm also changes to fit the cultural norms of each place it does business. A lot of people call this two-pronged approach "glocal branding" (Aaker & Joachimsthaler, 2022).
[bookmark: _Toc216224216]7.2.Price
In both regions, price strategies are premium, which shows how the brand is positioned. However, U.S. pricing includes discount choices and rewards-based incentives, while in Qatar, it is a little higher because of import costs and perceptions of luxury (Kotler et al., 2022; Euromonitor International, 2024).
[bookmark: _Toc216224217]Pricing strategy in the USA
The prices in the U.S. are based on how much people think ethical sourcing, customising drinks, the atmosphere in the store, and the ease of using digital ordering tools like Mobile Order & Pay are worth (Starbucks Corporation, 2024). The company also uses psychological pricing, like setting prices at $4.95 instead of $5.00, and its Starbucks Rewards program to give targeted discounts and loyalty incentives. These strategies help the company stay competitive in a very crowded coffee market (Statista, 2025; Euromonitor International, 2024).
[bookmark: _Toc216224218]Pricing strategy in Qatar
Different things about the market affect how Starbucks sets its prices in Qatar. Prices are often higher in the Gulf region because of the high cost of imports, high rental fees, and high operational costs. This is in addition to the country's high purchasing power and wealthy consumer base (Alshaya Group, 2024). Starbucks also uses a prestige-oriented pricing strategy in Qatar. The brand is seen as a sign of modern living and social standing, especially among young professionals, families, and expats (Qatar Tourism Authority, 2024; de Mooij, 2021).
[bookmark: _Toc216224219]7.3.Place
Starbucks has a lot of stores in the U.S. to make it easy for people to get to them. In Qatar, the stores are bigger and include family-friendly seating and luxury mall sites to fit in with the culture (Qatar Tourism Authority, 2024).
[bookmark: _Toc216224220]Diagram of the channel of distribution
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[bookmark: _Toc216224221]Starbucks’ International Marketing Intensity Approach
Starbucks uses a selective distribution approach in both the US and Qatar, not an intensive or exclusive model. Selective distribution means putting stores and other retail spaces in places that fit the brand's premium image and make it easy for target customers to get to them (Kotler et al., 2022).
[bookmark: _Toc216224222]Consumer channels
Starbucks communicates with customers through on-premise consumption, drive-thru services, mobile ordering, delivery services, and packaged goods that can be bought in stores. Mobile ordering and drive-thru channels have risen a lot in the U.S. and now account for more than half of all transactions because people want things to be quick and easy (Statista, 2025). You can also get it delivered through DoorDash and Uber Eats, which makes it much easier to get. In Qatar, consumer channels focus on cafés with seating, high-end mall stores and places for people to get together, which are all in line with the cultural ideals of hospitality and collectivism (Hofstede Insights, 2025).
[bookmark: _Toc216224223]Types of international retail outlets
Starbucks has several kinds of stores in each market to fit the way people shop and the stores that are already there. These include flagship stores in busy city centers, standard cafés that are the main type of store, drive-thru stores that are common in U.S. suburbs, kiosk models that are found in airports, universities, hospitals, and corporate buildings, and licensed retail corners in supermarkets and hotel lobbies (Starbucks Corporation, 2024). 
In Qatar, the most common types of retailers are cafés in malls, kiosks at airports, and drive-thru stores outside of cities. These establishments are popular because of the country's weather, social tastes, and shopping scene. Starbucks makes sure that its stores in both markets stay true to the brand's global character while also meeting the needs of local customers (Qatar Tourism Authority, 2024).
[bookmark: _Toc216224224]Market Entry Methods
Starbucks has four ways to enter new markets around the world: company-owned locations, licensing, joint ventures, and alliances (Hill, 2023). The US activities are owned by the corporation, while the Qatar operations are run under a licensing deal with M.H. Alshaya Co.
[bookmark: _Toc216224225]Why Starbucks Chose a Licensing Strategy in Qatar
There are a number of strategic, cultural, and operational reasons why Starbucks is entering Qatar through a licensing (master-franchise) deal. Starbucks works with the Alshaya Group, a big regional retailer, to run outlets across the Middle East, including Qatar (Starbucks, 2024). This is how Starbucks enters markets that are far away culturally and institutionally.
Licensing lowers the danger of losing money and having problems with operations. To enter foreign markets on your own, you need to invest a lot of money, follow the rules, set up a supply chain, and learn about the culture. Licensing lets Starbucks pass on these expenses and risks to a local operator while still growing its business around the world (Hill & Hult, 2020).
Advantages of Licensing
· Quickly entering the market with little money spent.
· Access to knowledge about the local market and following the rules (Alshaya Group, 2024).
· Flexibility in operations in a smaller market (Qatar).
Disadvantages
· Less influence over how things are run every day and how the brand is used.
· Revenue limited to royalty fees instead of complete profit capture. 
· If the licensee gets into trouble with politics or labour, it could hurt their reputation (Reuters, 2024).
[bookmark: _Toc216224226]Strategic Fit
Licensing works well under Qatar's legal system since there are limits on foreign ownership and the market is tiny, which makes direct investment not worth it (Czinkota et al., 2022). Starbucks keeps control of its brand by giving Alshaya employees training, audits, and marketing guidelines (Starbucks Global Impact Report, 2024).
[bookmark: _Toc216224227]7.4.Promotion
Both countries use digital and experiential marketing, but the tone is different. U.S. campaigns focus on individuality, sustainability, and ethical sourcing, while Qatar's campaigns focus on community, hospitality, and social prestige, which are all collectivist values (Hofstede Insights, 2021; de Mooij, 2021).
[bookmark: _Toc216224228]Promotion strategy in the USA
Starbucks in the US relies heavily on digital and personalized marketing. The company uses its mobile app, email marketing, and the Starbucks Rewards program to send customers personalized offers, seasonal product announcements, and loyalty incentives that are meant to keep customers engaged and encourage them to buy again (Starbucks Corporation, 2024; Statista, 2025).
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[bookmark: _Toc216224229]Promotion strategy in Qatar
The cultural principles of community, social status, and hospitality shape Qatar. Alshaya Group runs Starbucks Qatar, which focusses more on in-store promotional displays, mall advertising, and campaigns that are culturally appropriate and fit with significant social and religious holidays like Ramadan and Qatar National Day (Alshaya Group, 2024; Qatar Tourism Authority, 2024).
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[bookmark: _Toc216224230]7.5.People
"People" refers to everyone who has a direct or indirect effect on the delivery of a service. This includes employees, customer-facing staff, management teams, and even customers themselves (Kotler et al., 2022).
Starbucks in the USA and Qatar markets places a high value on customer care and skilled baristas, while Qatar places more focus on gender-sensitive service procedures and culturally sensitive employees (Alshaya Group, 2024).
[bookmark: _Toc216224231]Employee size of Starbucks
USA: Starbucks is one of the biggest employers in the coffee business in the world. The United States has the most employees. Starbucks had more than 250,000 employees in the United States as of 2024. This shows how big its company-operated locations are and how well its supply chain works across the country (Starbucks Corporation, 2024).
Qatar: Starbucks has a lesser presence in Qatar, and the Alshaya Group runs all of the locations. The company employs between 1,500 and 2,000 people across more than 70 outlets, although the exact numbers are not made public (Alshaya Group, 2024).
[bookmark: _Toc216224232]Starbucks training process
USA: The Barista Basics Training Program gives employees, who are called "partners," structured development. It includes learning modules on food safety, beverage preparation, customer service, product knowledge, and digital learning through Starbucks' internal systems (Starbucks Coffee Company, 2025). 
Qatar: Starbucks keeps its global training principles, but the Qatari training process is changed to fit the rules and culture of the region. Employees take the same Barista Basics course, but they also learn how to engage with customers in Arabic, how to be culturally aware when serving customers, how to follow gender-sensitive customer protocols, and how to meet Qatari hospitality standards (Qatar Tourism Authority, 2024). Alshaya's learning and development teams give training through a mix of in-store coaching, classroom sessions, and regional workshops (Alshaya Group, 2024).
[bookmark: _Toc216224233]Motivation of Employees
USA: Starbucks uses its Total Rewards strategy to motivate employees by offering competitive pay, paid tuition programs, health care benefits, recognition programs, and company stock options through the "Bean Stock" plan, which gives employees partial ownership of the business (Starbucks Corporation, 2024).
Qatar: Motivation in Qatar is influenced by the country's collectivist culture, which values teamwork, respect, and group cohesion as key factors in employee happiness (Hofstede Insights, 2025). Alshaya offers housing allowances, help with transit, performance bonuses, health insurance, paid annual flights, and chances for internal advancement across its worldwide retail portfolio. All of these things motivate employees and keep them working for the company (Alshaya Group, 2024).
[bookmark: _Toc216224234]7.6.Process
According to Kotler et al. (2022), "process" is the set of steps, tools, and activity flows that make up the production, delivery, and consumption of a service by consumers.
Starbucks' digital ecosystem, which includes mobile ordering, AI forecasting, and rewards integration, helps with process management in both countries. However, Qatar's franchise operations depend on Alshaya's regional IT systems (CRA, 2024).
[bookmark: _Toc216224235]Starbucks’ Visible and Invisible Processes
USA: Starbucks has a visible process that includes steps that customers can see, like ordering at the counter or through the mobile app, watching baristas make drinks, getting personalised drink customisation, and picking up orders from the pickup counter (Starbucks Corporation, 2024). Drive-thru lanes and Mobile Order & Pay are the most common visible processes. They are meant to be quick and easy because American consumers are always on the go (Statista, 2025). 
Qatar: Starbucks' visible processes in Qatar are in line with the company's worldwide structure, but they have been changed to fit the culture of the area. Customers can talk to baristas at the counter, order using the Starbucks mobile app, or get service at mall-based cafés, which focus more on socialising and dining in (Qatar Tourism Authority, 2024). 
Customer-Compliance Service in Starbucks
Customer-compliance service is how much customers help with the service process. For example, they place precise orders, use digital systems correctly, pick up drinks on time, and respect store rules (Zeithaml, Bitner, and Gremler, 2023).
USA: In the US, customers at Starbucks do a lot of self-service things, like ordering on their phones, scanning loyalty coupons, using self-pickup areas, customising their drinks, and following queue systems. A lot of customers are involved, which speeds things up and lowers the burden on workers in a fast-paced service setting (Starbucks Corporation, 2024).
Qatar: Qatar customer compliance is similarly vital, but because of cultural norms that anticipate personalized treatment, customers depend more on staff engagement than on digital self-service. Customers take part by making comprehensive, personalized orders, following seating rules during busy times, and using mall-based lines and collection points correctly (Qatar Tourism Authority, 2024).
[bookmark: _Toc216224236]7.7. Physical Evidence
Physical evidence is the things that customers can see and touch that help them judge and enjoy a service before, during, and after they use it (Kotler, Armstrong, and Opresnik, 2022). Customers utilise physical clues to determine the quality, reliability, professionalism, and brand identity of services because they are mostly tangible. These physical things are the store's atmosphere, interior design, staff appearance, signs, packaging, website layout, uniforms, receipts, menus, digital interfaces, and even the smell or music in the service area (Zeithaml, Bitner, and Gremler, 2023).
[bookmark: _Toc216224237]Website in the USA
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[bookmark: _Toc216224239]Staff uniforms in the USA
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[bookmark: _Toc216224240]Staff uniforms in Qatar
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[bookmark: _Toc216224241]Starbucks store in the USA
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[bookmark: _Toc216224242]Starbucks store in Qatar
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[bookmark: _Toc216224243]Packaging in the USA
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[bookmark: _Toc216224244]Packaging in Qatar
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[bookmark: _Toc216224245]Similarities between the USA and Qatar
Starbucks' standardized international branding and service attitude is shown in its great global uniformity across the 7Ps in both the US and Qatar. Starbucks maintains the same worldwide sourcing standards and quality controls for its premium product line in all areas, which is focused on handcrafted beverages, seasonal products, and branded goods (Starbucks Corporation, 2024). In both nations, the business also upholds a premium price approach, guaranteeing brand branding as a superior coffee experience (Kotler, Armstrong, and Opresnik, 2022). Starbucks ensures accessibility in both markets by utilising multi-format retail networks, which include cafés, kiosks, and digital ordering methods (Alshaya Group, 2024). Social media, seasonal marketing initiatives, and global brand messaging emphasising ethical sourcing and consumer experience are key components of promotion in both nations (de Mooij, 2021). 
[bookmark: _Toc216224246]Differences between the USA and Qatar
Starbucks changes the 7Ps to match the cultural, economic, and legal situations in the US and Qatar, even though they are the same around the world. When it comes to products, Qatar has items that are made just for that region, notably during Ramadan and national holidays. The U.S., on the other hand, has innovative plant-based drinks that are in line with American market trends (Qatar Tourism Authority, 2024). Prices are different because Qatar usually has higher menu prices because of the costs of importing food and the fact that its malls are in prime locations. The U.S., on the other hand, uses more dynamic pricing through its mobile app and loyalty program (Statista, 2025). 
[bookmark: _Toc216224247]8.0Evaluation of Marketing Strategy
[bookmark: _Toc216224248]Sales and Profit Figures (2019–2023)
Starbucks only provides overall profits, not profits per nation. So, the North America sector numbers are similar to the U.S. market, and Qatar's contribution is based on its licensee, M.H. Alshaya Co.



Sources: Starbucks Annual Reports (2020–2024); Macrotrends (2024).


[bookmark: _Toc216224249]Store Count
	Year
	USA
	Qatar

	2019
	15000
	25

	2020
	15400
	27

	2021
	15800
	28

	2022
	16200
	30

	2023
	16400
	32


Sources: Starbucks Annual Reports (2020–2024); Macrotrends (2024).
[bookmark: _Toc216224250]Social-Media Engagement
By 2025, Starbucks' global Instagram account (@starbucks) had more than 18 million followers (Statista, 2025). It tells stories, launches products, and gives updates on CSR via social media.
About 5,000 people follow @qatarstarbucks on Twitter in Qatar (Alshaya Group, 2024). Campaigns often run during local holidays like Ramadan and National Day, and are available in both Arabic and English. The engagement rates per follower are greater than the worldwide average, which shows that the community is interacting with each other in a specific way (HypeAuditor, 2025).
[bookmark: _Toc216224251]Starbucks customers' reviews in the USA
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[bookmark: _Toc216224252]Starbucks customers' reviews in Qatar
[image: A screenshot of a computer

AI-generated content may be incorrect.][image: A white and black email

AI-generated content may be incorrect.]
[image: A screenshot of a computer

AI-generated content may be incorrect.][image: ](Tripadvisor, n.d.)
[bookmark: _Toc216224253]Comparative Insights.
USA: Emphasise sustainability content and innovation (e.g., reusable-cup initiatives).
Qatar: Emphasise cultural activities and ideals of hospitality.
Digital interaction bolsters omnichannel strategy across both markets, enhancing brand equity (Aaker & Joachimsthaler, 2022).
[bookmark: _Toc216224254]Ethical Issues (USA)
[bookmark: _Toc216224255]Labour Relations: Starbucks Workers United has filed many complaints with the National Labour Relations Board since 2021, saying that the company is doing things that are against unions (AP News, 2024; HR Grapevine USA, 2025). These fights could hurt Starbucks' brand, which goes against the company's values of inclusion.
[bookmark: _Toc216224256]Tax Transparency: People have criticised Starbucks' foreign tax strategies for moving profits around (The Guardian, 2025). Even if these tactics are lawful, they may not meet ESG standards.
[bookmark: _Toc216224257]Environmental Sustainability: Starbucks has promised to cut its carbon, water, and waste impacts in half by 2030 (Starbucks Sustainability Report, 2024), but progress has not been steady (Environmental Defence Fund, 2024).
[bookmark: _Toc216224258]9.0 Recommendations
USA: Starbucks should improve its digital customisation and add more healthy drinks to its menu in the United States to stay ahead of the competition. Because more and more people are becoming health-conscious and want to eat less sugar, Starbucks should make more plant-based, low-calorie, and functional drinks that fit with these trends in the U.S. (Statista, 2025).

Qatar: Starbucks should focus on adapting more deeply to Qatari culture, improving its premium service, and staying in line with local social norms. Starbucks should think about opening bigger, lounge-style outlets in Qatar with additional seating and layouts that respect cultural norms (Qatar Tourism Authority, 2024). This is because Qatari customers prefer social contact and community-oriented café experiences. Adding more drinks that are inspired by the area, like date-flavored drinks, saffron-infused lattes, or Arabic dessert pairings, will help Starbucks stand out from its competitors and promote cultural alignment. Because Qatar has a large power distance and collectivist ideals, Starbucks should improve staff training on how to provide culturally sensitive service, such as how to talk to people of different genders and how to be hospitable (Hofstede Insights, 2025). 
[bookmark: _Toc216224259]9.0 Conclusion
In summary, this paper has assessed Starbucks' foreign marketing strategy by contrasting its domestic operations in the United States with its host-market strategy in Qatar. Starbucks has a single global mission: "to inspire and nurture the human spirit." However, the firm changes the way it does business in each area to fit in with the rules, customs, and expectations of customers (Starbucks Coffee firm, 2025). The company's introduction into Qatar through a licensing relationship with Alshaya Group shows how important it is to choose the right entry mechanism in places with different cultures and institutions (Alshaya Group, 2024; Kotler et al., 2022). Microenvironmental research revealed robust supplier ties and brand loyalty in both nations, but rivalry is more pronounced in the U.S. (Czinkota et al., 2022). The PESTLE findings showed that both markets have good macro circumstances, thanks to strong economies and advanced technology. However, cultural and legal differences mean that Qatar needs further localisation (U.S. Department of Commerce, 2024; Qatar PSA, 2024; Hofstede Insights, 2025). Hofstede's model further emphasised the disparity between U.S. individualism and Qatar's collectivism (de Mooij, 2021). The overall results suggest that Starbucks is successful around the world because it balances global brand consistency with local adaptation, making sure it stays competitive and culturally relevant in a variety of markets.
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2

image3.png
PESTLE
Political Analysis




image4.png
93
80
60 62
55
46
40
I 18

Power
Distance

Motivation
towards Uncertainty
Individualism
Achievement and Avoidance

Success

68
50
14
Long Term
Indulgence
Orientation




image5.png




image6.png
COSTA

COFFEE




image7.jpeg




image8.png
FLOCAFE




image9.png
Promotion < Process

The 7Ps
Marketing Mix





image10.jpg




image11.png




image12.jpeg
~
—
=
| d VANILLA
ZERO % L = LAVENDER
= i TOA! " vz
1 COCONUT N

VANITLA
LAVENDER




image13.png




image14.png
B o006

Inbound Operations Outbound Marketing Service
Logistics Logistics & Sales

Procurement
Technology Development
Human Resource Management

Firm Infrastructure

— SUppOTtActivities  ———




image15.png
STARBUCKS' REWARDS

SUMMER
WINS~DAYS

50% OFF COLD DRINKS
WEDNESDAYS | AFTER 12 P.M. | THROUGH 8/9
n cooler. Now enjoy 50% off





image16.jpg




image17.png
Bring on the
merry

Festive flavors of spiced gingerbread,
sweet peppermint, rich caramel and
buttery sugar cookie are here to make
every moment merrier.

Order a seasonal treat




image18.png
% REWARDS  MENU DELIVERY ~ MORE v © Findastore ("signin )

Starbucks Foundation
and Alshaya donate
to support the

humanitarian STARBUCKS®
aid in Gaza.

Learn more





image19.png




image20.png
STARBUCKS®





image21.jpg




image22.png
A O

Y
FAYA

GOV

1 Ry g





image23.jpeg




image24.jpg
S8
ﬁﬂ GRouND.

sTARBucKs® 2) (3

PIKE PLACE’ sTaraucks:
FRENCH
ROAST

=g

Sy
;lll“

sTamBucKs®

4 CARAMEL





image25.png




image26.png
(Upload a photo) (Ask a question )

Reviews Q&A

We perform checks on reviews. @ a
Search reviews...

39 00000 (7%)

Excellent CENIIIIGGGD 279 Filters | ( English v | ( Mostrecent v | @
Good . 280
Averoge CEEEEEED ng

Popular mentions
Poor - 44

Terrible  @EED 5 new york




image27.png
melissaapc
Chatham « 21 contributions 1o e

00000
Nice
Jul 2024 - Solo

Nice experience. On this place you can find different food and customized mugs for your New York visit. It is
right down on the Empire State Building and it’s a good place to go before or after your visit.

Written 28 July 2024

This review is the subjective opinion of a Tripadvisor member and not of Tripadvisor LLC. Tripadvisor performs checks on reviews as part of our
industry-leading trust & safety standards. Read our transparency report to learn more.




image28.png
Joanne K
36 contributions 1030 oo

Great service, just as | expect from Starbucks
Apr 2024 - Couples

We stopped at this Starbucks three mornings during our holiday to NYC, as we were coming into the bus
station each day. The coffee was good and the staff all seemed friendly and hard working.

Written 6 April 2024

This review is the subjective opinion of a Tripadvisor member and not of Tripadvisor LLC. Tripadvisor performs checks on reviews as part of our
industry-leading trust & safety standards. Read our transparency report to learn more.




image29.png
Luis Gabriel F
1contribution 190 -

@0000

Rude people with elder man
Jan 2024 « Family
Really rude people on the counter, they bully an elder man because was sit on a place that was not

supposed to be for sitting! Wtf
Readless A

@0O000 Value @000O0 Service
@0O000 Food @0000 Atmosphere
Written 7 January 2024

This review is the subjective opinion of a Tripadvisor member and not of Tripadvisor LLC. Tripadvisor performs checks on reviews as part of our
industry-leading trust & safety standards. Read our transparency report to learn more.




image30.png
Reviews

4.0

Good

00000 3

Excellent G 0
Good L Ji
Average  CEEEEEEEED )
Poor - 3
Terrible @B 3

Service

Value

41

39

Food

36




image31.png
Khurram Shahzad o

Doha, Qatar « 35 contributions

00000
Starbucks a history making brand

Sept 2025 « Solo

Starbucks is ana amazing brand. Needs no introduction. Really really very well maintained quality
and unique sitting arrangement. Merchandising shelf was also maintained smartly. Delicious Cafe
Latte added to my mood. Staff members Sumarlin, Majed, Gayan and Youssef had a wonder
attitude. They word with sheer dedication and devotion so that customers get everything with high
quality and within no time.

Written 21 September 2025

This review is the subjective opinion of a Tripadvisor member and not of Tripadvisor LLC. Tripadvisor performs checks on reviews as
part of our industry-leading trust & safety standards. Read our transparency. report to learn more.




image32.png
. rudy boy t (50 ees

Tcontribution

Great service
Aug 2025 « Family

shout out to Ivan & Farhan for the excelent service!
Foods & Drinks were plenty of new choices, hopefully to lower the prices €

Written 2 August 2025

This review is the subjective opinion of a Tripadvisor member and not of Tripadvisor LLC. Tripadvisor performs checks on reviews as
part of our industry-leading trust & safety standards. Read our transparency. report to learn more.




image33.png
Myles C (50 e

5 contributions

Awesome Service
Jun 2024 - Solo
Awesome service and staff. | have been ordering my drinks snd sandwiches over a year now.

Thank you staff for an awesone customer service. You guys make my drink the way | requested it.
Thank you guys

Value Service Food
00000 00000 00000
Written 21 June 2024

This review is the subjective opinion of a Tripadvisor member and not of Tripadvisor LLC. Tripadvisor performs checks on reviews as
part of our industry-leading trust & safety standards. Read our transparency. report to learn more.




image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.png




