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[bookmark: _Toc234634946]1. Introduction and Case Scope
The assessment of Starbucks Corporation's viability to enter Bangladesh is based on publicly available information until 1 June 2026. No sign of its official store or company disclosures revealed that the company has a store or subsidiary in Bangladesh or a production facility, or any formal entry into the country. An indirect trade presence of imported Starbucks products would result from the isolated resale of these imported products, which would not be a controlled market presence. Bangladesh is a strategically important test case as it has a large, young and growing urban population, and is plagued by affordability, foreign-exchange, institutional and brand-perception risks. Thus it is not a question of whether or not there is demand for coffee, but whether Starbucks can develop a premium position to defend while avoiding a problematic cost structure (Starbucks Corporation, 2024; Starbucks Corporation, 2026).
The analysis assumes that the entry mode is the result of the strategy, host conditions and needs for governance. This is done by using Bartlett and Ghoshal's integration-responsiveness framework to determine the firm's international configuration and then synthesising the political, economic, legal and cultural evidence using Dunning's ownership-location-internalisation logic. The recommendation is for a minority equity licensed joint venture with a phased expansion depending on compliance, repeat demand and the store level economics and not an immediate national roll-out (Bartlett and Ghoshal, 1989; Dunning, 1988).
[bookmark: _Toc234634947]2. Organisational Classification and Global Strategy
[bookmark: _Toc234634948]2.1 Strategic categorisation
Starbucks is an example of a transnational firm that has a core that is integrated globally and interfaces with the market locally. Integration can be seen in the centrally protected trademarks, coffee standards, sourcing, roasting, equipment, training and store procedures and digital capabilities. Such common assets maintain a familiar customer promise, and generate scale economies which a loose multidomestic federation would not generate. Local responsiveness is still relevant as retail format, food, price and how to do things with properties and partners are different in the markets. Thus, it is more accurate to say that Starbucks is not just global, but standardised, while consumption is local, and is part of local social routines and retail institutions (Bartlett and Ghoshal, 1989; Verbeke and Kano, 2016).
The transnational label needs to be qualified, too. Not all subsidiaries are equal in terms of knowledge transfer and North America still has an over-arching influence on revenues and strategy. However, the market can be made to learn and change the system. The local meaning is integrated without losing the global identity in the community-specific stores' design and consumption spaces adapted to local conditions by Starbucks. The Starbucks in China study also showed how the coffeehouse was adapted by the consumers in the form of appropriation of space as a locally meaningful status and social space, as well as in the menu choices (Aiello and Dickinson, 2014; Venkatraman and Nelson, 2008).
[bookmark: _Toc234634949]2.2 Global configuration and value creation
At 29 September 2024, Starbucks had 40,199 stores: 18,424 in North America and 21,775 internationally. The international operations were more partner driven, with 11,918 stores being licensed and 9,857 stores being company operated. The opposite trend was observed for North America. The hybrid model brings together control when scale and/or local infrastructure and support are warranted, and licensing where partners own the property and/or have local knowledge and capital. Revenue was lower with a higher operating margin in the licensed stores as the licensees invested in operating expenses and Starbucks received product margins, royalties and fees. So, as Figure 1 shows, it is not an inconsistent expansion of a portfolio of governance modes (Starbucks Corporation, 2024).
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Figure 1. Starbucks store configuration by region and ownership mode
Source: Starbucks Corporation (2024).
Stores are not the only value creators, a network is. Starbucks has a significant influence over the coffee system, handling a large share of the coffee purchases, roasting and packaging for the stores, while the Nestle alliance will bring the Starbucks brand to retail outlets. Stores provide experience, customer data and habitual demand, global procurement and IP provide consistency and local licensees provide scarce locations and institutional access. The softness is in concentration North America accounted for 75 per cent of fiscal 2024 revenue, even as international markets edged out North America in the number of stores. International growth increases option value and royalty income, however currency exposure and differential unit economics and local competition can limit the growth of stores to be equal to the growth of profits (Starbucks Corporation, 2024).
Table 1. Global configuration and competitive value
	Configuration
	Evidence
	Value contribution
	Strategic tension

	Brand core
	Protected brand, recipes, equipment and operating routines
	Consistency, premium positioning and transferable know-how
	Excess standardisation may weaken local relevance

	Supply network
	Central coffee sourcing, roasting and distribution control
	Quality assurance and purchasing scale
	Commodity, freight and exchange-rate exposure

	Owned stores
	21,018 stores globally in FY2024
	Direct experience control, data and full retail margin
	High capital and fixed operating risk

	Licensed stores
	19,181 stores globally; 55% of international estate
	Local access, faster growth and capital efficiency
	Partner dependence and quality leakage risk


Source: Synthesised from Starbucks Corporation (2024), Thompson and Arsel (2004) and Zaheer (1995).
[bookmark: _Toc234634950]3. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc234634951]3.1 Political and institutional conditions
In 2026, Bangladesh has started with a number of institutional changes and political disruptions. While the election might have alleviated some of the short-term uncertainty, the World Bank's warnings on the need for continued stability and rapid structural reforms remain in force. Demonstrations and sudden administrative decisions and turmoil during politically sensitive times would pose a risk to Starbucks. A coffeehouse network is vulnerable due to the visibility of stores, the urban context and the regular operating hours, the use of imported inputs and the mobility of the people working in the stores. Entry should also be made reversible – two pilot sites plus contractual guarantees against extended periods of force majeure – as opposed to a large sunk investment (World Bank 2026).
A second worry is integrity within administration. Bangladesh earned 24/100 points and came out at 150th position among the 182 jurisdictions in the Corruption Perceptions Index 2025 (CPI). The index is not an indicator of misconduct for a particular licence, but is an indicator of increased exposure in the areas of permits, customs, leases and inspections. Informal facilitation can be particularly damaging for Starbucks, in view of its reputation. Therefore, dual sign-off for government interactions, beneficial-ownership checks for agents, no-cash policy which is auditable and entry conditions such as central approval registers should be considered (Transparency International, 2026).
The government's policy is a policy "in search for investment. One-stop registration, foreign and joint-venture projects and visas and regulatory facilitation is promoted by BIDA. However, the performance of the promotion shouldn't be confused with the execution quality. The separation between declarative access and application creates a significant value for a good local partner, at the same time, it means the brand, legal and tax matters will need to be monitored first-hand by Starbucks. A local partner should not become a platform for say politics (Bangladesh Investment Development Authority, 2025a), rather minimize the information cost.
Geopolitical ‘brand spillovers' have an unusually tangible character. Boycotts tied to the Gaza conflict impacted Starbucks' franchise business in the Middle East that is run by Alshaya, but did not necessarily mean that this translated into consumer boycotts. There is a strong social media and the majority of the Bangladeshi population is Muslim, so it is likely that if similar beliefs spread among the population, they could spread quickly. Monitoring of local sentiment and communication with the local community in a way that is credible to them needs to precede market entry, covering aspects of ownership, employment, sourcing & community investment. Political ads or over-stating the ‘threat to democracy' increases, not decreases, the threat (Reuters, 2024; Bangladesh Bureau of Statistics, 2023).
[bookmark: _Toc234634952]3.2 Economic and commercial conditions
Structural demand case is very important but it is focused. BIDA's median age is 26 and there are an estimated 34 million middle and affluent urban consumers; the IFC estimates that the urban population increases by around 2 million per year. These numbers validate a Dhaka-first approach to the internationally exposed professionals, students, well-heeled families and visitors than a mass-market offer for the country. While high market demand is one measure, a large national population is insufficient as well-being prior to its actual consumption is a key determinant of demand for premium cae; the willingness to pay for experience in addition to the beverage product; and suitable commercial location (Bangladesh Investment Development Authority, 2025a; International Finance Corporation, 2025).
The primary constraint is the purchasing power in the near term. Bangladesh Development Update (Boutme-2026) in April 2026 forecast inflation at 8.5 per cent and increase in poverty to 21.4 per cent in 2025 with a very low growth rate of 3.9 per cent in FY26. Foreign exchange buffers were low and the non-performing loan ratio of the banking system amounted to 30.6 per cent in December 2025. A dollar-based cost base, together with taka revenues, could squeeze margins especially as the consumers are unwilling to accept higher prices. Hence, Starbucks ought to adopt the smaller, localised-priced menu, their stores' disciplined footprints and quarterly exchange-rate stress tests (World Bank, 2026).
As witnessed in neighbouring India, it is not wise to connect growth with profit. While Tata Starbucks reported losses increasing significantly in FY25 due to costs of growth exceeding the revenues, the sales were up by approximately 5 per cent. The average purchasing power and existence of premium coffee is lower in Bangladesh than in India also there is no such a size of shops like in India, which is risky to replicate the price in India. What matters in the context of the relevant lesson isn't that there's something wrong with the concept of premium coffee, but rather that growth should come based on established contribution economics, and repeat demand.The lesson isn't that there's something wrong with the idea of premium coffee but it's growth should be based on verified contribution economics and repeat demand (Economic Times, 2025).
Selective localisation is using the laws of supply and demand. Starbucks' system is normally in charge of the purchasing, roasting and distribution of the coffee, ensuring taste and the ethical sourcing of coffee. However, there are good local roasters and food-service providers in Bangladesh. North End said that besides importing Arabica beans quality, they roast around six tonnes per month, and sell to high end cafes and hotels; they even purchase minimal amounts of coffee grown locally. Starbucks should implement initial supply of approved coffee via the regional system; supply of milk, bakery ingredients, tea, and packaging and selected ingredients locally based on audited specifications. However, for local coffee to be considered a seasonal limited product, it needs to be validated in terms of agronomic, quality and quantity (Starbucks Corporation, 2024; Kanya, 2021).
Whilst it is a true ‘place advantage’ digital capability is not automatic. DFS adoption is on the rise and mobile payments can be used to facilitate app-based loyalty and delivery and demand analysis. But, the lack of integration in the payment rails, inconsistent customer data and emerging regulations add up integration and privacy expenses. The pilot should allow the pilot to accept major local wallets and cards via the partner compliant infrastructure; introduction of global loyalty platform – only after consent, and the cybersecurity and data-transfer controls have been verified (International Finance Corporation, 2025).
[bookmark: _Toc234634953]3.3 Legal and regulatory conditions
There is no equity restriction which compels a partner-based entry in Bangladesh as both 100% foreign investment and joint ventures are allowed. The level of permissions stays as is. The documents needed to incorporate BIDA include incorporation documents, a trade licence, premises documentation, sectoral clearance (if applicable) and tax identification. In addition to the interface in the one-stop portal, there are multiple interfaces such as import registration, fire local approval and environmental local approval, work permits and local-authority permissions. There is thus an open opportunity in the legal context and a need for coordination between agencies and renewal cycles, as stated by the Bangladesh Investment Development Authority 2025b.
Particular attention is needed on the remittances of the franchises and royalties. In BIDA's published process, they require the technology-transfer/franchise agreement, audited account, tax clearance and invoice and proof of local trademark, all signatories of which must be for remittance. A pure master licence would minimize the capital risk of Starbucks, but the risk of foreign exchange and approval of the product cannot be eliminated as product payment and fees have to go out of Bangladesh. Taking advantage of the fact that the taka is a royalty, the payment of which can be deferred rather than defaulted if currency conversion is temporarily limited, the joint venture should have a royalty reserve in taka, pre-agreed transfer documentation and a contractual mechanism to defer rather than default when currency conversion is temporarily constrained (Bangladesh Investment Development Authority, 2025b).
Food and consumers compliance and hence brand promise. The Food Safety Act 2013 provides for national control of unsafe and adulterated food and the consumer law has provisions against deceptive pricing, quality or promotional practices. In addition to this, the Starbucks company would have to register several other trademarks, comply with employment laws, have traceable suppliers, control allergens, ensure fire safety and always keep records of the VAT. These obligations can be best realised with a partner who already has systems in place in the restaurants but it is advisable that the approval of the supplier and unannounced auditing should not stop at licence boundary (Government of Bangladesh, 2013; Government of Bangladesh, 2009).
The regulatory landscape is therefore relatively easy to deal with, but not frictionless. Incorporation and licensing aspects can be taken care of, whereas the aspects of inconsistent administration is more difficult to encompass. A schedule of conditions precedent should be included in the contract to prevent the construction of a store until there is written confirmation of the trademark, food, fire, import, tax and franchise-remittance routes. Also to be agreed prior to the launch should be the arbitration, audit rights, termination assistance and step-in provisions. Such safeguards reduce institutional uncertainty into an actual response, in the form of governance, instead of a discount rate (Meyer et al., 2009).
[bookmark: _Toc234634954]3.4 Cultural conditions and consumer fit
While culturally tea is the leader, the demand for coffeehouse is no more hypothetical in Bangladesh. Expatriate customers were the first ones to investigate North End's presence which registered from 1 Dhaka branch in 2011 to multiple outlets with the impetus from the students of the area and corporate customers. The cafes are filling up customers' third place needs very similarly to Starbucks' as their customers use the locations to work, make very long conversations, and socialize and be part of the community. This is a strong location advantage, as Starbucks would not have to spend the time, resources and effort it would normally have to invest in introducing new consumption behaviors. It's also one that serves as a warning—local players know length, price, food, and warmth of service and neighbourhood habits (Kanya, 2021).
Premium symbolism can engender a distance although the global brand can instill aspirations and trust. As with all appropriations, Starbucks has already been a site of appropriation as a status and lifestyle place, but brandscapes around the world can produce resistance as well when it seems like they are eroding local culture. The best is an internationally recognised coffeehouse quality where there is involvement in the local community in Dhaka. Locally developed savoury and sweet food, tea-based options, smaller sizes of beverages and locally relevant/seasonal options should surround a protected core of coffee (Thompson and Arsel, 2004; Venkatraman and Nelson, 2008).
Product and operating calendar are impacted by religious and social expectations. Commercial needs such as halal guaranteed ingredients, supplier traceability, modest-advertising, Ramadan trading plan and careful considerations of religious events are required. The cafe should be inclusive for women, families, students and mixed groups and not be about cultural 'correction'. This does not mean a "checklist" handed down from the other Muslim dominated markets (Bangladesh Bureau of Statistics, 2023), but local consultation - which involves staff judgement.
At country level Cultural Distance scores can identify uncertainty, but not provide any insights into consumer behaviour within Dhaka. Based on results from meta-analytical studies, cultural distance in its impact on outcomes of internationalisation has a contingent, sometimes conflicting, effect. Starbucks should, therefore, abandon the assumptions and conduct field experiments, such as: blind beverage tests, acceptable-price-ranges, food pairing tests and observation and social-listening analysis of dwell-time within different Dhka catchments. Guidance from pilots is less contestable than one could imagine for countries to be uniform (Beugelsdijk et al., 2018; Kogut and Singh, 1988).
Table 2. Host-country opportunity and risk synthesis
	Domain
	Most material evidence
	Entry implication
	Required response

	Political
	Post-transition stability remains reform-dependent; corruption exposure is high
	Visible stores and permits are exposed to disruption and integrity risk
	Two-site pilot, no-cash compliance and force-majeure protection

	Economic
	Young urban demand contrasts with 8.5% inflation, FX constraints and weak banks
	Premium demand exists but is narrow and margin-sensitive
	Dhaka focus, compact formats, local costs and FX stress testing

	Legal
	Foreign and JV entry are allowed; approvals and remittances are document-intensive
	Ownership is open, but execution requires institutional capability
	Conditions precedent, trademark protection and audited royalty process

	Cultural
	Tea dominance coexists with a proven cafe community and long-dwell social use
	The third-place concept fits if price, food and communication are localised
	Halal assurance, local menu layer and customer experiments


Source: Synthesised from World Bank (2026), Transparency International (2026), Bangladesh Investment Development Authority (2025a; 2025b), Bangladesh Bureau of Statistics (2023), International Finance Corporation (2025) and Kanya (2021).
[bookmark: _Toc234634955]3.5 OLI synthesis and market attractiveness
Ownership advantages are substantial. Starbucks offers a world-renowned trademark, coffee purchasing and roasting expertise, product development, training, equipment specifications, digital systems and a replicable coffeehouse experience. Being knowledge and system based, these assets can be transferred. On their own they are not enough, however, as premium pricing and foreignness can become a burden when consumers demand value and/or political message. Ownership advantage should thus be defined as the capacity to provide a locally credible offer, rather than just brand fame, as suggested by Dunning (1988) and Zaheer (1995).
Positive but conditional location advantages. Dhaka has lots of densely targeted customers, optimal high-end retail locations, e-payments and a growing coffee culture as well as restaurant skills. Bangladesh in addition, possesses a strategic opportunity: Early entry prior to the market is crowded by global specialty chains. The drawbacks are also tangible: low purchasing power, inflation, foreign exchange risk, coordination of regulations, congestion, and poor utility services and political sensitivity. The local level is suitable for urban scale engagement, but not national scale commitment (Bangladesh Investment Development Authority, 2025a, World Bank, 2026).
In a hybrid organization the internalisation advantages outweigh the disadvantages. While this would mean full control over quality, data and customer experience, the operating, property and regulatory risks would all be brought on with full ownership which Starbucks has yet to experience. A pure licence would be the most flexible option, but would have an agency risk in sourcing, labour, service and brand communication. An exclusive retail licence and equity partnership with Starbucks gives the local partner the ability to control or guarantee reserved brand issues, as the local partner brings sites, capital, know-how in the government approval process and an ability to execute. The importance of this alignment increases the greater the institutional distance and/or market uncertainty (Brouthers, 2002; Hill, Hwang and Kim, 1990).
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Figure 2. OLI decision pathway for Starbucks in Bangladesh
Source: Synthesis based on Dunning (1988), Brouthers (2002), Starbucks Corporation (2024) and World Bank (2026).
Market attractiveness is thus at a moderate level and the option value is high. The opportunity is a small urban premium and assuming a global cost structure can be transferred to the population level. Only enter, if it maintains the possibility for stopping, adapting or accelerating. Minority-equity licensed joint venture seems to reflect that conclusion best since it includes more control than conventional franchising (Agarwal and Ramaswami, 1992; Johanson and Vahlne, 1977) does, and reduces the uncertainty to staged learning.


[bookmark: _Toc234634956]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc234634957]4.1 Historical entry-mode pattern
Starbucks has not been dependent on any one of their past modes. It has a partner-led growth and selective internalisation as its main international strategy. 55 per cent of the international stores were licensed in fiscal 2024. The licensees paid for capital investments and operating expenses, and gave Starbucks market knowledge and retail location, while Starbucks gave the licensees products and procedures, training and brand control. There was a 50-50 partnership with Tata in India, while Alshaya was the source of growth in the Middle East and partners were later divested in established markets where the control was more important. This route looks like a true possibilities sequence: companion to learn and grow, then tweak ownership as uncertainty and capacity evolves (Starbucks Corporation, 2024; Tata Customer Merchandise, 2025).
The evidence cut-off showed a continuation of the pattern. In April 2026, Starbucks finalised the handover of 60 per cent of its retail business in China to Boyu Capital, which it will continue to own 40 per cent of, while also licensing the brand and intellectual property. This was a reaction to the fact that there is very strong competition in the region and a desire to localise. It shows that partner ownership is not just a stepping stone tactic, but can be used as a solution even when a company has been fully owned for decades (Reuters, 2026).
[bookmark: _Toc234634958]4.2 Strategic fit and mode comparison
A company owned greenfield subsidiary provides the highest level of control, but is low on capital exposure and local knowledge and reversibility. Avoiding the integration risk, no Bangladeshi specialty chain is clearly in the right direction of scale, systems and clean strategic fit to make the investment worthwhile. Food-safety, perception-political and service risks, while contractual control is too floppy, are all features of a pure master licence, which is fast and capital-light. In a minority-equity licensed joint venture, the best balance is achieved as incentives are aligned and Starbucks is not responsible for the full cost base locally (Meyer et al., 2009).
Table 3. Entry-mode decision matrix
	Mode
	Principal advantage
	Decisive limitation in Bangladesh
	Weighted result

	Wholly owned
	Maximum experience, data and brand control
	High capital, FX and institutional exposure
	2.55 / 5

	Acquisition
	Faster access to sites and staff
	No obvious target; integration and legacy risk
	2.90 / 5

	Master licence
	Fast, flexible and capital-light
	Weakest direct control over service and reputation
	3.65 / 5

	Minority JV + licence
	Local execution with equity alignment and reserved controls
	Partner selection and governance complexity
	4.25 / 5


Source: Evidence-weighted assessment. Weights: local access 20%, control 20%, capital and risk 20%, speed 10%, quality and IP 15%, long-term flexibility 15%. Framework informed by Agarwal and Ramaswami (1992), Brouthers (2002) and Hill, Hwang and Kim (1990).
[bookmark: _Toc234634959]4.3 Recommendation and implementation
The recommended strategy for Starbucks is to set up a Starbucks Corporation in Bangladesh that is 60% owned by a local partner while the remaining 40% is owned by Starbucks itself, and to be accompanied by an exclusive Starbucks retail licence based on performance. The structure is similar to Starbucks' proven ability to operate under minority ownership, while maintaining the brand and intellectual property. Starbucks should name the quality and brand director and maintain control over trademarks, store design, coffee supply, core recipes, standards for digital, senior operating leadership, related party transactions and expansion. Most of the store capital and property, employment, distribution and regulatory execution should be done by the local partner (Reuters, 2026).
Appointments of partners should be done in a competitive manner and not for convenience. Transcom Foods should be shortlisted as it has international restaurant franchises and has adjacent beverage and distribution capabilities but must be subject to beneficial-ownership, financial, litigation, labour, tax, cyber, property and integrity due diligence. This should involve audit and step-in rights, deadlock escalation, minimum development obligations, anti-bribery termination, brand-damage remedy and performance-related call and put options (Transcom Group, 2025).
Two distinct Dhaka stores should be considered for the commercial launch: a large store (flagship) in a high-income mixed-use catchment and a smaller store for students and professionals. Coffee is the core product, which needs to be consistent worldwide, and the local milk, bakery, tea and packaging minimise currency exposure. Prices to maintain a premium level, with smaller entry sizes and bundles. Coffee, hospitality and local jobs and community should be the first thing marketing focuses on, not foreign celebrity. Bangladesh loyalty proposition should start with local payments that can be interoperable and then move towards the global app (International Finance Corporation, 2025).
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Figure 3. Phased Bangladesh entry roadmap
Source: Strategic synthesis based on the host-country and entry-mode analysis.
Gates should be implemented for expansion. The first review will be a test for all legal readiness and partner execution, as well as price acceptance, prior to opening. The second must meet criteria of clean food-safety audits, repeat buying, positive store contribution, controlled staff turnover and acceptable foreign-exchange variance. The network should only expand to 5-8 Dhaka locations and then to an airport, mall or Chattogram location if there is evidence to support this. This is in line with incremental internationalisation under uncertainty (Johanson and Vahlne, 1977) as it allows for protection of the downside while maintaining learning and growth opportunities.
[bookmark: _Toc234634960]4.4 Conclusion
While not a market that can be scaled up immediately, Bangladesh is a market that is appealing for a controlled experiment for Starbucks. Starbucks' transnational abilities and partner system of internationalisation bring about real ownership and internalisation advantages. Dhaka has adequate demand in the urban areas, and “coffeehouse behaviour” renders any accrual of foreign exchange and inflation coupled with regulatory coordination and political brand sensitivity, inappropriate for 100% ownership. A 40:60 licensed joint venture along with a pilot (two store) and evidence-gated expansion fit the situation best. The recommendation is to maintain Starbucks quality and PV along with a "Best of Breed" execution partner with most of the capital moving to the partner, which can be substituted or bought out as performance and institutions change.
 


[bookmark: _Toc234634961]5. Reflective Account Using Gibbs' Reflective Cycle
[bookmark: _Toc234634962]5.1 Description
This was achieved starting with the screening of potential combinations of companies and countries with two criteria: there could be no significant company operations in the target countries on 1 June 2026, and there could be evidence of international entry efforts of the company. Starbucks and Bangladesh passed both the tests; I didn't consider a lack of a store to be sufficient. I verified that the corporate filing, the official locator, and the international market information and local reporting indicated that there were no announcements of entry, subsidiaries and/or indirect product sales. Then I came up with a hierarchy of sources that has corporate filings and government and multilateral information as the top tier sources, followed by promotional or general web content. The process of separating what I did from how I judged and improved it, was helped by Gibbs' sequence. (Gibbs, 1988).
[bookmark: _Toc234634963]5.2 Feelings
Initially it was a simple matter; well-known brand Starbucks and Bangladesh has a huge population. As their evidence grew, my simplicity of an opportunity concept waned. Due to inflation, motivation in foreign-exchange pressure, the narrowing gap between the size of the premium segment, it was not possible to use population as a proxy for demand. I also felt wary about talking about culture as I didn't want to paint with too broad a brush, and risk creating stereotypes for the country. That discomfort was good – it meant that I had to adopt the way of the local cafes to using a regulatory framework to argue and reporting in conditional language rather than assuming what was as fact.
[bookmark: _Toc234634964]5.3 Evaluation
Triangulation was by far the best component of the process. Starbucks' filing provided the lens of the economics/gov' of the licensed stores, formal processes of investment and franchising were outlined by BIDA, and the World Bank questioned the rosy market picture while local reportage revealed the reality of local behaviours of the coffeehouse. The one main disadvantage was that the data quality wasn't even. The premium cafe segment is not measured from any authoritative public data sources and corporate disclosure is the reason behind the aggregation of a number of smaller countries. The only way I could fill that void was to put in some poor market suppositions, and that gave me the opportunity to make consumer testing part of the entry design and cut back to a pilot program.
The other weakness I had was my initial proclivity to make the case more certain than it ever was based on my familiarity with a brand. I did a preliminary search to see if there was any confirmation that Bangladesh presented a big opportunity and then a search to see adverse evidence. This anchoring effect was revealed, when the work was reordered. I applied the analysis that I had made on host-country constraints and then sought to identify the capabilities of Starbucks that can overcome the constraints. This shifted the advice towards a conventional franchise system to a reversible joint venture system with clear cut clauses for termination. Another drawback of the decision matrix was that the numerical scores seemed to suggest a level of precision when, in fact, the weights were judgements. The matrix was only kept as a transparent comparison and I made sure in the narrative that all scores were explained for. In the future, I also would have a second reviewer challenge the weights - come up with a sensitivity range where with slight modifications, the ranking would change. I would also make a note before finding out if evidence was being used to get in, of why or why it wasn't. Only structured tools that have their assumptions clearly displayed and challenged can be used to enhance judgements.
[bookmark: _Toc234634965]5.4 Analysis
The descriptions of the conceptual models were more productive if I thought of them as being linked rather than as distinct descriptions. Bartlett and Ghoshal discussed the need for Starbucks to have a protected core in the world and at the same time be responsive to the local needs. The political, economic, legal and cultural analysis identified where there was a need for responsiveness. OLI then interpreted those findings as governance in the form of strong ownership advantages facilitating entry, mixed location advantages acting as a constraint on commitment and incomplete internalisation advantages suggesting a hybrid partnership. This series avoided the typical pitfall of suggesting a joint venture simply because Bangladesh is culturally and/or institutionally different.
I had an unfavorable view of the situation, but contradictory evidence came through and adjusted my judgement. Both BIDA's consumer and demographic indicators indicated growth whereas the World Bank indicated weak near-term growth, high inflation and financial stress. The right answer was not to select one source as each had a different time horizon and was used for a different purpose. Realized that structural potentials and current affordability are different and that source incentives need to be considered. The thinking was the same as Starbucks: The fact that there are brand scale issues in India and China despite its immense global footprint highlighted that brand scale does not solve local price and competition issues.
I also learned that entry mode does not only include the percentage of the ownership, but also a bundle of control rights. Firstly, I set up wholly owned, joint venture and licensing as separate labels. What the evidence demonstrated was that Starbucks does not have to own a majority of any entity, to control what goes on in training, to decide what reserves are used, to control the intellectual property and reserve sales, and to license the intellectual property. Putting the choice in the context of capital, control, knowledge and reversibility led to a more realistic suggestion and indicated the significance of the design of the contract in addition to the importance of headline mode.
[bookmark: _Toc234634966]5.5 Conclusion
The research helped me to make a decision without fooling myself into thinking that there wasn't uncertainty. I started to get disciplined and make sure that I had an evidence cut-off, I had a company absence test, I made sure that what I was saying was a promotional statement and I made sure that I had an independent assessment statement and that there was a link to a risk that I had identified earlier. I was the biggest problem I had was that I didn't have any primary consumer or partner data. The final judgement is thus purposely conditional with learning gates to support the judgement in the face of missing information.
[bookmark: _Toc234634967]5.6 Action plan
To design this evidence matrix would certainly be a technique to use for a future market entry analysis before I would draft, then record the publication dates and the purpose of the source and give a level of confidence to the major claims. I would add the primary work that consists of interviews with regulators, landlords, operators and consumers, and then the experiments with the prices and menus in two catchments. I would also try out the suggestion for the downside risks of inflation, exchange rates, import delays and political disturbances. Final check is to go through the argument in flip-flop fashion looking at each control and making sure it dealt with a known risk and that no recommendation relied on information presented only at the end of the argument.
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