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[bookmark: _Toc213260563]1. Introduction
This paper gives an in-depth international business consultancy analysis of Starbucks Corporation which is an American multinational coffeehouse and roasteries chain. The company is among the powerful brands in the food and beverage industry in the world. Starbucks has a wide presence across the globe, and it has operations in over 80 countries (Starbucks, 2025). The organisation started its journey in 1971 in Seattle’s Pike Place Market, and it started by selling coffee beans, teas, and spices (Starbucks, 2025). The purpose of this report is to examine the benefits and challenges associated with the international operations of Starbucks in Algeria. Algeria is a North African country, and the analysis can explore the position of Starbucks as a Multinational Corporation (MNC). This also finds the market entry strategies and the advantages gained from globalisation. The report will also examine the effect of the Ownership-Location-Internalisation (OLI) framework and the cross-cultural differences that influence the market entry strategy in Algeria.
[bookmark: _Toc213260564]2. Benefits and challenges of international operations
[bookmark: _Toc213260565]2.1 Starbucks as a Multinational Corporation
Starbucks can be declared as an MNC due to the scale, nature, and structure of its international operations. The company operates in over 80 countries and has 38000 stores reflects that it's a globally recognised brand. Apart from exporting coffee the company manages sourcing, roasting, distribution, marketing, and supply chain management. One of the important features that sets Starbucks as an MNC is its global presence of a strategically interconnected value chain. The company imports coffee beans from more than 30 countries across different continents such as Latin America, Asia, and Africa (Osmanova et al., 2023).
[bookmark: _Toc213260566]2.2 Global Value Chain of Starbucks
The global value chain of Starbucks is structured around an integrated value chain that ensures product quality, supply reliability, brand consistency, and customer experience. Starbucks invests in product and service innovation to gain its competitive advantage. The research and development centre of Starbucks is located in the United States and regional innovation hubs primarily work on beverage recipes, brewing technologies, and sustainable packaging solutions. Starbucks also organises consumer insight research to evaluate diverse cultural taste preferences and these insights assist in product localisation. Its Coffee and Farmer Equity (C.A.F.E) practices enable the organisation to have a developed worldwide sourcing network (Starbucks, 2024). This guarantees sustainable procurement and ethical procurement. The coffee beans are imported in 30 countries such as Latin America, Asia, and African countries. The company engages the farmers and local suppliers personally regarding the quality and decent wages in coffee farming. Another area that Starbucks invested in was Farmer Support Centres in Rwanda, Costa Rica, China, and Ethiopia (Starbucks, 2025). The sourcing of the coffee is processed and sent to the roasting plants of Starbucks. Roasting also is a crucial process that will compare the taste profiles and standardisation across the markets. Starbucks has an inflexible quality control system and exclusive roasting process in order to have beverages marketed all over the world. Starbucks manages a coordinated global logistics network supported by a central and regional distribution centre. The company partners with third-party logistics providers for transportation, cold storage, and inventory management. Starbucks operates through a combination of licensed stores, company-owned stores, joint ventures, and franchising arrangements. The format of stores can be standalone cafes to airport kiosks, university campus stores, and app-based digital stores. The company strongly focuses on the customer experience, and it is reflected in their store ambience, personalised beverage preparation, and trained baristas. Starbucks integrates a centralised financial management system with decentralised operational budgeting. International expansion is funded with the help of partnership capital, licensing fees, and joint venture agreements.
[bookmark: _Toc213260567]2.3 Entry Modes used by Starbucks for International Marketplaces
Starbucks has adopted multiple international market strategies as it expanded from its home in the United States into markets across Asia, Europe, the Middle East, Latin America, and Africa. Three primary entry modes have been utilised by Starbucks for its international business expansion which are joint ventures, wholly owned subsidiaries, and licensing or franchising agreements. These are the most effective ways to expand the business in a particular country considering their taste, culture and food habits. 
[bookmark: _Toc213260568]2.3.1 Wholly Owned Subsidiaries
For the markets with low psychic distance and stable institutional frameworks, Starbucks follows the wholly owned subsidiaries approach. This strategy helps the company to completely control product quality, store operations, service delivery, and brand establishment. The early expansion into Canada was facilitated by geographic proximity and cultural similarity. Wholly owned subsidiaries were also used in luxury markets such as the United Kingdom and France. These areas are popular for the success of any premium brands.
[bookmark: _Toc213260569]2.3.2 Joint ventures
Starbucks also expanded its business through joint ventures in complex areas and is one of the prime examples of its partnership with the Tata Group in India. This helped the company get easy access to regulatory guidance, local supply chains, and cultural expertise (Starbucks, 2024). Starbucks initially entered China through joint ventures before acquiring majority control as market familiarity increased. Joint venture mode helps Starbucks to understand the local customer preference and tea consumption behaviour. Another example of a strategic joint venture is with Boyu Capital to strengthen its presence in China. Boyu Capital holds up to 60 per cent ownership of Starbucks for retail operations in China. Starbucks continued to own and license its brand and intellectual property to the joint venture. The deal values Starbucks’ China retail business at approximately 4 billion US dollars, and the company expects to achieve 13 billion US dollars (Starbucks, 2025).
[bookmark: _Toc213260570]2.3.3 Licensing Agreements
The regions where the joint ventures or direct ownership are less feasible companies try to choose licensing and franchising options. This is due to investment restrictions, market size, and political uncertainty. This model is heavily implemented in the Middle East, North Africa, Southeast Asia, and in several airport areas. Licensed partners are responsible for daily operations and business activities. The Starbucks help provides brand guidelines, product specifications, and supply chain access. This strategy allows the company to expand rapidly as per the local cultural choices.
Among the three entry modes the most acceptable entry mode is licensing. Licensing helps Starbucks to scale quickly and depends on partners who have strong market knowledge. This entry mode decreases financial risks and leverages local expertise and strengthens the global brand identity.
[bookmark: _Toc213260571]2.4 Benefits of International Operations
International operations prove to be of great value to Starbucks as they allow the diversification of the market and avoid overreliance on the U.S. market. Moving to other regions like Asia, Europe, and the Middle East will enable the company to access other customer bases, and continue to grow revenues, despite the fact that some of the markets are experiencing slow economies. This international look empowers the Starbucks brand image as a high-end coffeehouse and increases its awareness on an international level. Starbucks through its international operation enjoys economies of scale as it is able to source raw materials and equipment in large quantities and thus reduce operational costs. The experience of markets is also innovative because the business accommodates local preferences like drinking matcha-flavoured drinks in Japan or drinking masala chai in India and incorporates effective products around the world (Starbucks, 2023; Japantoday, 2025). Also, global operation exposes it to a wide range of talents and strategic alliances, which foster business efficiency and cultural flexibility. Additionally, the international presence of Starbucks reinforces its corporate social responsibilities, especially in the area of ethical sourcing and environmental sustainability enabling the company to have a wider social and ecological impact. All in all, the international expansion has played a critical role in ensuring Starbucks' growth, resiliency, and dominance in the coffee business across the world. Due to the international expansion, Starbucks has generated its global market position and one of the major advantages is the market diversification. As per the report of Voronoiapp (2023), Starbucks operates over approximately 52 per cent regions outside the United States. The global presence of the company decreases the dependency on the US customer. Another major benefit is the strong revenue contribution from the international markets especially in the Asia-Pacific region. China is the second largest market of Starbucks and it has over 7800 stores as of 2024 (Starbucks, 2024). The Asia Pacific region generated approximately 37.2 billion dollars in revenue in 2025 (Qsrmedia, 2025). Starbucks ranks consistently among the Top 100 global brands with a rank of 48 (Interbrand.com, 2023). This strong brand recognition assists Starbucks in charging premium prices to customers and increasing its profit margins. 
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Figure 1: Global Presence of Starbucks
(Source: Voronoiapp, 2023)
[bookmark: _Toc213260572]3. Impact of OLI Factors on Starbucks’ Market Entry for Algeria
The OLI framework or Dunning’s Eclectic Paradigm explains that a successful international expansion is possible if there are three key advantages such as Ownership, Location, and Internalisation. Ownership advantages (O) are defined as the unique assets of the company such as technology, brand reputation, managerial capabilities, or product differentiation. Location advantages (L) refer to the market size, resource availability, infrastructure support, and market size that support foreign direct investment. Internalisation advantages (I) tell why an organisation chooses to operate internationally through direct control (Darkwah et al., 2024). Algeria is a nation with a rising urban middle class, and an increasing cafe culture provides great location advantages that match with international market strategy. 
[bookmark: _Toc213260573]3.1 Ownership (O)
One of the main ownership strengths is the strong worldwide brand name of Starbucks. It is associated with the culture of modernity, quality, and the Western lifestyle. Global brands are usually attributed with high aspirational meaning in Algeria. Where social identity and image in the public are influencing factors in consumer behaviour. This is particularly important among the urban youths and middle-income earners. The total population of Algeria is 47.4 million and a significant part of the consumers is becoming more involved in global trends using social media, entertainment streams, and cultural influence (Worldpopulationreview., 2025). Starbucks is not so much about coffee, but a contemporary experience of life in the globalised cosmopolitan world. This renders the brand positioning of Starbucks quite suitable to the changing pattern of consumption by the urban population of Algeria.
Secondly, Starbucks has an established, upscale, third-place experiential idea, which distinguishes it from the conventional Algerian cafes. Cafes have been a custom of Algerian locals as venues dominated by men, where service is in only basic formats and their prices are focused on espresso and tea. Starbucks on the other hand is gender friendly and it is comfortable with ambient music, modern decor, safe and warm purpose. With further urbanisation of Algerian cities, more universities, coworking, and shopping malls, young consumers are in search of socially mixed and aesthetically attractive places. This literally fits the core value proposition of Starbucks, and it also offers it a competitive edge that cannot be matched by local cafes at the moment.
Thirdly, Starbucks has an international supply chain and quality management systems that offer major operational benefits. Starbucks can obtain coffee beans via its Coffee and Farmer Equity (C.A.F.E.) practices which are able to promote sustainability and uniform quality of products. Taste consistency is a major concern in Algeria where consumers appreciate high-quality coffee of good taste, yet local quality differs, as local sourcing and preparation methods are informal. The requirements of both import licensing and distribution in Algeria may present difficulties to supply chains. The global logistics experience and connections of Starbucks with other capital market investment partners in adjacent regions like Morocco, Tunisia, and the UAE would provide Starbucks with an advantage in its activities.
The digital ecosystem also empowers the ownership advantage of Starbucks. Customer retention and personalised marketing are implemented using the help of the Starbucks Rewards loyalty program which has more than 34.6 million active users only in the US (Starbucks, 2025). The popularity of social media networks presents opportunities that Starbucks can exploit through its digital nature of engagement. This can enable Starbucks to have an enhanced customer relationship, seasonal drinks, and repeat visitation as compared to traditional cafes.
[bookmark: _Toc213260574]3.2 Location (L)
In recent years, there is an increase in the growth of the middle-class economy in Algeria which can be an important factor to impact the market entry of Starbucks. As the middle class is trying to adapt to the culture of the rich people, it can be a valuable opportunity for a premium coffee company such as Starbucks to enter the market. In Algeria, the company can get a good number of investors who can join the venture, and this is due to the increase in urbanisation. This is because more number of people in the urban areas have adapted the culture of going to cafes, coffee houses and premium coffee stores and roasteries like Starbucks (Derghan, 2022). The emergence of this cafe culture is observed more among the younger generations who can be the potential target customers of Starbucks. The government of Algeria supports foreign investment, and this is also an opportunity for the company to enter into the market. The government takes initiatives to promote the foreign ventures, and the local investors also show immense support. If Starbucks enters the market of Algeria, it will get access to both African and the Mediterranean markets and will thus be able to gain a maximum amount of profit. Lastly there are plenty of raw materials such as milk, sugar and coffee available in Algeria and Starbucks will not need to import any materials and this can be beneficial for market entry. 
[bookmark: _Toc213260575]3.3 Internalisation (I)
The factors of internalisation which can impact the market entry of Starbucks in Algeria include “proper management of the supply chain, maintenance of the global brand reputation and enhancement of satisfaction of the various stakeholders”. Starbucks also needs to check the growth of business operations in Algeria in the long run, and it must also ensure that the business model remains unique with premium pricing strategy. The mission of Starbucks is to evolve the cafe culture with premium high-quality coffee and great ambience of the outlets. Thus, the company needs to properly manage and ensure the transparency of the supply chain and thus it can in turn maintain the integrity of the other business operations (Quadir et al., 2023). Starbucks has a strong global brand reputation and thus it is one of the most important factors for the internalisation since in this case of the market entry in Algeria, the new customers will be attracted to purchase coffee from Starbucks only for the brand name. Further, if the company maintains the quality of the coffee, then it will be able to enhance the satisfaction of the customers and gain a reputation in the Algerian market. On the other hand, when the local investors see that Starbucks has a good business in Algeria, then they will become more interested to invest in the ventures of the company. Thus, it is well understood that Starbucks can have an easy entry into the market of Algeria if the internalisation is done properly. 
[bookmark: _Toc213260576]4. Critical evaluation 
[bookmark: _Toc213260577]4.1 Cultural Preferences and Consumption Patterns
The consumer culture and the process of making and consuming coffee among Algerians are different, and they also have some significant differences with the United States' influence on the process of making. Starbucks developed a third-place brand style in the United States based on selling premium coffee beans and coffee equipment, premium-priced espresso drinks (Sherpa et al. 2021). Moreover, they are also popular for their extended opening hours, online ordering, as well as the social cafe atmosphere. On the other hand, the culture of Algerian coffee or tea is more domestic and street based. Apollinaire Bouchardat, a French hygienist, said, “Without coffee, our Algeria would be uninhabitable” (Studer et al. 2021). This statement expresses how deeply coffee is related to the Algerian people. In fact, most Algerians love to drink thick local coffee or tea at home, in neighbourhood cafes, or at small independent sellers. But the consumption behaviour of coffee among Algerian people is not as same as that of an average person in the United States. To get a grip on the Algerian marketplace, Starbucks needs to adjust its product size, flavour, serving style and outlet designs to suit local preferences instead of maintaining the same as U.S. Researchers state that coffee is a psychotropic product and it has become one of the most widely used beverages (Hamitri-Guerfi et al. 2024). Although the consumption can vary according to tradition and region. This is a reason that Starbucks must not rely on the typical cafe style or usual offering to the consumers of Algeria. They need to conduct extensive consumer research and pilot stores according to Algerian taste, traditional coffee, and include local snacks to generate more consumers. Pricing of the product is also a concern for Starbucks, as the premium products will only succeed when accompanied by a sense of value.
[bookmark: _Toc213260578]4.2 Social Dynamics and Religious Context
Religion has a great impact on various aspects of a nation's social mechanisms and on the development of world cultures (Dali Youcef et al. 2022). Algeria is a Muslim majority nation, and all aspects of life, such as food, drink, gender interactions and marketing, are affected by religious and social dynamics. For instance, halal specifications and ingredient sensitivity are vital facts to be considered in the context of Algeria. Cafes can be more conservative in certain locations than in the U.S. outlets. To cope with the Algerian coffee market, Starbucks needs to give their attention to every minor detail. Seating plans need to consider both privacy and gender orientations. The advertising strategy and advertising content need to be appropriate and familiar with the local culture. Moreover, the timing of opening and closing, especially during prayer hours, needs to be adjusted. Also, neutral symbols and messaging that value the local identity will be more effective than American origin. Mainly, Starbucks needs to be mindful of the product observance of halal requirements. These requirements can be fulfilled by providing staff training on local customs, appropriate labeling of the menu, and maintaining the traditional influence. Moreover, collaboration with local firms can help Starbucks grow fast. Although a lack of attention to these religious and social aspects can easily taint brand image and hamper expansion.
[bookmark: _Toc213260579]4.3 Political sentiment, brand perception, and social risk
A report in 2018 shows that Starbucks has grown into one of the biggest coffee companies, expanding and operating at 28,218 locations worldwide (Musonera et al. 2021). In addition to the common culture and religion, political background, and regional mood can have a significant impact on the acceptance of foreign brands. The past few years have demonstrated that the Western brands in North Africa and the Middle East may become the target of consumer boycotts or political retaliation in case of a crisis in the region (Alqatan et al. 2025). As an illustration, the trading of the Middle East franchise operation of Starbucks faced severe challenges and layoffs due to boycotts in the area. Individually, foreign brands entering Algeria have occasionally had operational problems with supply lines, protests, or political sensitivities. Moreover, spreading rumors and misinformation can become a challenge to secure brand perceptions. Despite the obstacles, the success heavily depends on the perception of the people in politics and reputation.
[bookmark: _Toc213260580]4.4 Combined impact on market entry mode and operational design 
The first and foremost important part to expand in Algeria is to deal with the local partners or joint ventures. A local partner offers cultural expertise, regulatory management, and reputational insulation. Next, the phase is to adapt the product and services that align with Algerian tradition and culture, such as including traditional beverages and halal-certified items, modifying the portion and the price, and adjusting store design that match the social norms.
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Figure 2: Basic model of Starbucks’s innovation
(Source: Oe et al. 2024)
[bookmark: _Toc213260581]5. Discussion and recommendations 
[bookmark: _Toc213260582]5.1 Discussion
Starbucks, an American international coffeehouse, is appreciated globally for its premium coffee and other beverages. A strategic report on Starbucks mentioned that over 74 per cent of its products are mainly beverages, such as coffee, smoothies, teas, and lattes, and the company nearly doubled its growth over the past years (Musonera et al. 2021). Starbucks' potential growth and expansion in Algeria is discussed in this study, combining the OLI framework with the knowledge of cultural dynamics. As a global leader in the coffee chain, Starbucks can expand in Algeria by its ownership strengths, global branding, product innovation, quality products, and good control system. However, these merits are not adequate in a culturally differentiated market like Algeria, where rich traditions, religion, and social behaviour show consumer preferences. Making coffee is a fad among the youth celebrities worldwide, and the Algerians are not an exception. This growth has created a prospective market to increase its services by Starbucks. However, the identical factors are an obstacle to the business, because the local customers are used to smaller cafes and more traditional beverages at low prices. Thus, it is considered among the drawbacks that Starbucks will not be able to simply imitate American Coffee culture and thus Starbucks must implement Standard Operating Procedures (SOPs) which is based on cultural and social dynamics in Algeria. The main focus will be on the product offering, human resources management and legal framework. The menu of Starbucks should be in compliance with the halal requirements and should offer alternatives that represent the local preferences. Although Starbucks may face difficulties adapting to a new origin, it has successfully implemented its outlets and currently operates in over 80 countries (Singh et al. 2024). In addition, the company has an experienced management team with vast expertise, with a strong identity ensuring quality, consistency, and a premium coffee experience.
Partnership and governance are another crucial dimension. The regulatory and social environment is an important factor in Algeria. So, Starbucks needs to leverage local collaborations to overcome bureaucracy and gain the trust of the communities. Social and political risks like misinformation or boycotts can be reduced by adjusting partnership SOPs. The OLI and cultural insights show that the success of Starbucks in capturing Algeria’s market requires the proper implementation of global uniformity and regional sensitivity. This culturally aware framework guarantees that the benefits of ownership are maintained without violation, forming a sustainable foundation of success in the market in the long term.
[bookmark: _Toc213260583]5.2 Recommendations
Based on the previous analysis of the Ownership, Location, and Internalisation (OLI) framework, Starbucks should focus on adapting its products and services to diverse cultural preferences to expand in Algeria’s emerging market. There are 3 important recommendations that the company should consider, which are given below. 
[bookmark: _Toc213260584]5.2.1. Localised Product and Service Adaptation SOPs
The OLI model focuses on the fact that location-specific considerations need to influence the way a corporation organises its operations (Batschauer da Cruz et al. 2022). The local culture, familial aspects of social activity, and Islamic tendencies of the Algerian diet determine patterns of coffee and tea consumption. Coffee is usually served in small cafes where there is a low price, and social interaction is close, and drinks are consumed according to local taste. Algerian people mainly prefer much stronger and less sweet coffee than that of Starbucks. Moreover, the religious background also dictates the composition of food and beverages. To be more specific, everything in it should be certified as being hala, and alcohol-based flavourings cannot be used at all. It should make a compulsory SOP that will make sure that all ingredients are compliant with halal. Additionally, cultural layout requirements should be defined by SOPs, which include more personal sitting, gender-oriented places, and the traditional background music or art changes. In the Ownership perspective, the brand equity of Starbucks relies on the regular quality and atmosphere. However, it will have to integrate cultural and religious realities into its process in order to expand in Algeria.
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Figure 3: Components of the element in Starbucks’s unique customer experience innovation
(Source: Oe et al. 2024)

[bookmark: _Toc213260585]5.2.2. Human Resource and Cultural Competence SOPs
Starbucks depends on human capital as the key to global success, and it uses three major techniques to foster talent (Wang et al. 2024). Its employees have the training to render friendly and individualised service that is characterised by American informality. The norms of social interaction are, however, different in Algeria. The work schedules and arrangement of staff are also affected by religious practices such as regular prayers. Lack of cultural correspondence to HR processes will present Starbucks with the threat of internal discontent or miscommunications. Thus, the HR-related SOPs should be redesigned so that the management in the Algerian stores is respectful, inclusive, and efficient. Implementing a compulsory SOP to culture orientation before employee deployment can enhance the process. Training modules are to be co-designed with Algerian cultural consultants. In addition, the common SOPs of Starbucks in terms of employee shifts, breaks, and opening hours might require modification. To take an example, the staff timetables should be made to allow the prayer hours and the fasting hours during Ramadan. 

[image: ]
Figure 4: Starbucks’ basic unique customer experience elements
(Source: Oe et al. 2024)

[bookmark: _Toc213260586]5.2.3. Local Partnership and Governance SOPs
The approach of franchising using robust local partners can be effective and enhance productivity and overall operation. The SOPs of the Starbucks company can be improved by adjusting the standard work strategy. As an example, local managers are to work with daily adjustment, whereas regional headquarters are to control the brand compliance.  The reputational risks that Western brands fall under are illustrated by recent consumer boycotts in North Africa. Starbucks needs to provide crisis communication processes in its SOPs. This will entail checking the local social mood, reacting to misinformation in a timely manner and aligning communications with its local franchisee partners. The guidelines to engage the community should be streamlined, like financing youth job schemes or cultural activities so as to establish goodwill.
[bookmark: _Toc213260587]6. Conclusion 
The study using the OLI framework indicates that Starbucks has good ownership strengths, which are a strong brand image, quality of the products, and effective management systems. Nevertheless, in order to reap the location benefits in Algeria, Starbucks has to tailor its business model to local tastes, religion, and social standards. The Algerian market has its own coffee culture and community involvement, but it is not the same as the American model of coffee consumption. In addition, critical analysis identified that the Starbucks company needs to reform its standard operating procedures (SOPs) in three key spheres. Starbucks can improve its chances of building a successful coffeehouse by following a standardised and customised procedure. The company needs to namely a localized design of its products and services, culturally aligned human resources, and strategic governance partnerships. The changes will enable the company to provide halal-compliant and culturally relevant products in addition to providing respectful and inclusive services. The collaboration with local partners and empowerment of local workers will allow Starbucks to create trust and credibility among Algerian communities, as well.
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