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Executive Summary
The report has shed light on the current operations of Starbucks, with an emphasis on how the firm may benefit from or experience challenges after engaging in an international expansion to the Philippines. Following this, Starbucks, as a multinational corporation, has been analysed, with an emphasis on its market entry modes in a wide range of nations and its value chain analysis. In addition, the OLI Framework has also been applied to Starbucks, representing how the brand may achieve success in the long run through internationalisation. The existing cultural differences between the US and the Philippines have also been illustrated.
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[bookmark: _Toc213064680]Introduction
The international practice has been interpreted as a pattern of activities and decisions concerned with speed, scope and scale, which often unfolds with international expansion (Kahiya, 2020). In this regard, the report will shed light on the benefits and limitations associated with global expansion, shedding light on the influence of OLI factors on the foreign operations of Starbucks. Across the food and beverage industry, Starbucks is headquartered in the United States and was established in the year 1971 by Orin Smith, Gordon Bowker, Zev Siegl and Jerry Baldwin (Crunchbase, 2025). It is an international chain of restaurants, retailing handcrafted coffee, fresh food items and tea. With around 23,132 stores across 65 nations, Starbucks has appealed to a wide range of customers with its seasonal variations (Crunchbase, 2025). The report will address the risks and benefits of expanding to an emerging country with an active presence, such as the Philippines.
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Starbucks as an MNC
Starbucks has primarily been determined to be a multinational corporation (MNC) instead of a transnational corporation (TNC), having diverse business interests across a wide range of sectors (Amtec, 2025). After setting up its first store in Seattle, Starbucks planned its expansion to Chicago, Vancouver, Canada, California, Washington and New York (Starbucks, 2025a). By the year 1996, Starbucks aimed to establish its stores across Japan, followed by Europe in 1998, and then China in the year 1999. In the following couple of decades, the brand expanded to welcome millions of customers every week and evolved as a fabric for a myriad of neighbourhoods across the globe. Starbucks has one dedicated mission to ensure that with each cup and all conversations, and with every community, the brand is able to nurture the limitless probabilities of human connection (Starbucks, 2025a).
Value Chain Analysis
	Primary Activities

	Inbound Logistics
	The ethical sourcing of Starbucks has made it possible to offer quality sustainable products and services, such as arabica coffee, and help communities thrive (Starbucks, 2025b). Starbucks has been committed to offering responsibly produced and ethically purchased sustainable coffee products of high quality. The cornerstone of the ethical sourcing approaches of Starbucks is its Coffee and Farmer Equity (C.A.F.E) Practices, launched in the year 2004, aimed at endorsing transparency, responsibility, leadership and quality (Starbucks, 2024a).

	Operations
	Starbucks aims to achieve carbon-neutral green coffee, as well as to conserve the usage of water in processing green coffee by 50% by the year 2030 (Starbucks, 2025c). Starbucks was engaged in hosting an investor forum across New York City, aimed at sharing details on its Triple Shot Reinvention, along with two pump plans, concerning its strategic long-term growth (Tan, 2023). The brand has further planned to expand its global operations by accelerating its store count to 55,000 on a global scale by the year 2030.

	Outbound Logistics
	Starbucks offers both offline and online distribution channels aimed at ensuring better customer experiences. For instance, the Classic Café is an iconic place to sit and stay, or at times order and get away (Starbucks, 2025d). Other than this, the brand also has its Drive Thru, which offers customers the convenience of driving up, checking the menu and ordering from the comfort of their cars. In addition, Starbucks also offers an ultimate convenience based on rapid online deliveries such as DoorDash, Uber Eats, and Grubhub (Starbucks, 2025d).

	Marketing & Sales
	The delivery services of Starbucks in the United States have continued to expand at a rapid pace, surging by nearly 30%, surpassing around $1 billion in sales for the entire financial year (Hoyt, 2025). Delivery orders have been nearly twice the size of crucial in-store transactions, and over 40% of them include food. In addition, its online deliveries have been a success in the digital-first world, offering care and convenience. Moving ahead, Starbucks plans to introduce even more personalised and seamless experiences (Hoyt, 2025).

	Service
	Starbucks UK failed to pay corporation tax as it dived to a loss of £35 million after experiencing a payment of £40 million in license fees and loyalty to its parent organisation (Butler, 2025). However, the brand claimed that it made payments despite sales declining by 4%, reaching £525.6 million in the year 2024, amidst a turbulent economic climate. Sales failed despite Starbucks opening around 100 new stores in Britain, while in the prior year, the brand made a pre-tax profit of £16.9 million (Butler, 2025).

	Support Activities

	Firm Infrastructure
	Starbucks has been engaged in investing in long-term operations across China, and by this year 2025, the brand had expected to expand, having around 9,000 stores across the market (Starbucks, 2023a). Aimed at supporting its growth, the brand further planned to revamp its approach to digital innovation by investing in its infrastructure. For instance, Starbucks accelerated the digitisation of its omnichannel and retail businesses across China, while leveraging the power of modelling, decision-making and data analytics in terms of creating new experiences and operational excellence (Starbucks, 2023a).

	Human Resource Management
	Highly motivated and committed employees have been at the core of the success of Starbucks, with the brand showcasing an importance for recruitment and retention (HR Vision Event, 2025). The brand has also been engaged in offering exclusive training facilities for its employees, aimed at establishing a high-performance organisational environment. Starbucks takes into account the adaptability, ability and dependability of candidates to work as effective members across a team (HR Vision Event, 2025).

	Technology Development
	Innovations have been grounded in a simple goal, aimed at elevating the craft of producing coffee and deepening human connections (Lefevre, 2025). Technology, at Starbucks, has been designed in terms of working in the background, the reason being to empower its partners so that their focus does not shift from connection and craft. This philosophy has been updated with its latest technology, AI-powered automated counting, rolled out across coffeehouses in North America, transforming how inventory is counted (Lefevre, 2025).

	Procurement
	Starbucks partners with exclusive suppliers, concerning both non-retail and retail needs, sharing the commitment to enhance the Starbucks Experience for communities and customers the brand has been serving over the years (Starbucks, 2025e). In the long run, the effective procurement systems of Starbucks have been engaged with its responsible and ethical practices, laced with the support of effective partnerships all across the world.


Table 1: Value Chain Analysis for Starbucks
(Source: Created by the learner)
Market Entry Modes of Starbucks
Understanding the current international progress of Starbucks, it can be identified that the brand has been engaged in wholly-owned subsidiaries, partnerships, joint ventures and licensing as effective market entry modes. Starbucks has partnered with over 160,000 entities, with leaders of around 84% of coffeehouses and baristas (Starbucks, 2025f). Other than this, Starbucks also has subsidiaries such as Coffee Concepts in Hong Kong, Alki Limited in the UK, AmRest Coffee in Poland, Koffee Sirena in Russia, and many more (Sec.gov, 2025). In addition, there is also a 50:50 joint venture between Tata Consumer Products Limited and Starbucks Coffee Company, launched in the year 2012 (Starbucks, 2024b). It currently has more than 390 stores across 54 cities in India, with about 4,300 proud employees. 
Aimed at achieving a target of 1,000 stores by the year 2,800, the brand is expected to double its workforce to around 8,600 partners (Starbucks, 2024b). Starbucks also refrains from offering traditional franchise agreements, with the majority of its outlets being firm-operated or licensed. Licensing, for Starbucks, has been more common across specific international markets and unique locations, such as retail chains, airports or universities (Start Franchise, 2025). Between licensing and joint ventures, licensing may be one of the most dominant market entry modes for Starbucks. A licensing agreement between two parties, the licensee and the licensor, is a contract in which the licensor has the power to grant the right to use the brand to the licensee (CFI, 2025).
Benefits of International Operations
Starbucks has created an entire global empire for coffee, established as the largest coffee chain across the globe (Roper, 2021). In 2019, there were more than 30,000 stores spanning about 80 nations, revolutionising coffee over the years. Following this journey, in the year 1982, Starbucks opened its fifth store on University Way, while buying the New York marketer in the same year. He had convinced the brand to add its popular espresso bars, which made Starbucks so iconic in the year 1983. In the year 1987, the original members engaged in selling their shares to a group of investors. After this purchase, rapid growth was witnessed, and by the year 1990, Starbucks opened around 30 new stores, and by 1992, it expanded to 53. Starbucks also opened stores across San Francisco and engaged in a crucial acquisition of Peet’s Coffee, inspiring its success. From this point onwards, growth had been exponential for Starbucks, and finally emerged as a public firm in the year 1992, starting at $17 per share, continuing its expansion. The first international store across North America was introduced in the year 1996 in Japan, dominating much of the US ever since (Roper, 2021).
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Starbucks has expanded its unique operations to the Philippines, taking into account the foundation for its external ideas and practices. It has been recognised to acquire the #1 spot across the Food Service Industry, ranking 14th overall, out of 645 firms (Starbucks, 2023b). The #1 industry ranking of Starbucks has been based on independent analyses and evaluations of firms across nine criteria, ranging from social responsibility to investment value. This has been the foundation for maintaining the quality of products and management, and attracting talent (Starbucks, 2023b). This may be underpinned by the OLI Framework of international expansion, which can help determine the current operations of Starbucks. The OLI Framework highlights Ownership (O), Location (L) and Internalisation (I), also known as the Eclectic Paradigm (Batschauer da Cruz, Eliete Floriani and Amal, 2022). It considers the sustainable and unique ownership of specific advantages in comparison to other firms. There is also the perception concerning the extent to which a firm perceives it may be useful to add to its O advantages rather than simply selling to other firms. In addition, internalisation focuses on the extent to which brands are interested in creating, utilising or accessing their O advantages across foreign locations.
Ownership
Starbucks has been responsible for the creation of the concept of a third place between work and home, where individuals can enjoy, relax, and experience the inviting ambience (MartinRoll, 2021). It has often been framed that Starbucks has taught America how to drink coffee, and has now been constantly teaching the world. Other than this, the global expansion of Starbucks has been strategic and rapid, with its first international store established in Tokyo in the year 1996, entering the UK in the year 1998, and opening its first Latin American store in Mexico City in the year 2002. Following this journey, the footprint of the brand expanded further to cover Russia in the year 2007. In the year 2015, Starbucks opened new stores in Panama, reaching a milestone for accomplishing around 99% of ethically sourced coffee. The brand has over 30,000 stores across 80 nations all across the world as of the year 2019, and is expected to establish a strong growth momentum. The experiential asset of Starbucks has been effectively and consistently implemented across all its stores around the globe. Starbucks has also created its brand on the foundation, which tends to be out of the box, while consistently defying conventional wisdom (MartinRoll, 2021).
Location 
Starbucks entered into a partnership with Grab, the Philippine FoodBank Foundation and Gawad Kalinga, which can help the brand expand its part of commitment to combat hunger (Starbucks, 2022). Marking its 25th year in the Philippines, the brand announced that it is going to award a $25,000 grant to Gawad Kalinga and the FoodBank Foundation each. Starbucks now has around 400 stores in the Philippines, utilising its scale for good by emphasising meaningful impacts on customers, communities and partners. Despite such benefits for Starbucks in the Philippines, the economic conditions of the nation have been creating problems for the establishment of businesses. 
For instance, international firms across the Philippines experience a wide range of challenges, especially as a result of legal constraints in the market concerning foreign investments (Asia Society, 2025). The constitution of the Philippines has limited foreign investments to non-majority ownership. Restrictions existing on foreign employment, high power costs, political instabilities, complex regulations and weak infrastructures have also resulted in the Philippines being less attractive to potential investors. However, there have been amendments and acts which aimed at attracting the attention of more investments and maintaining fiscal stability and prudence. As a result, in recent years, the top foreign sources of investment across the Philippines have been Japan, the Netherlands, Singapore and the United States (Asia Society, 2025).
Internalisation
Starbucks has been the premier retailer and roaster of speciality coffee around the world. Across the Philippines, Starbucks has been recognised as the leading coffeehouse, with more than 460 stores established nationwide (LS Retail, 2025). Rustan Coffee has been an authorised licensee of Starbucks across the Philippines for the past 20 years. Despite the surging competition among coffeehouses, Starbucks ranked the strongest as a result of the professional yet personal attention that the baristas of the chain offered to every customer. Starbucks also used conversational ordering to build familiarity and warmth, with its baristas engaging customers in conversation while taking orders. The staff members even put in the effort to memorise the names of their customers, their favoured drink and even their usual time of arrival at the café. LS Retail, a software firm associated with Rustan Coffee, helped update customisation to its latest version. Starbucks, in the Philippines, migrated around 300 stores to this new version of the software in only 5 weeks (LS Retail, 2025). This focuses on how the internalisation of its operations helped Starbucks gain momentum and progress in the Philippines after its international expansion.
International Market Entry Mode
As derived from the above analysis, Starbucks entered the Philippines based on a licensing agreement with Rustan Coffee, and advanced towards new technological changes (LS Retail, 2025). Starbucks distinguishes itself based on its capacity for innovation (Bean, 2025). Following its internationalisation, data analytics and artificial intelligence have been strategic enablers of differentiation, operational excellence and growth for Starbucks. At Starbucks, AI, analytics, and data have been playing a pivotal role in advancing towards its mission to deliver a connection between partners and customers, along with moments of joy. This belief has been deeply embedded across the leadership team of Starbucks, with senior leaders actively championing new initiatives that are capable of unlocking value for customers, the business and employees. Starbucks has a record of delivering value with the help of analytics and data over the years, through DeepBrew, its proprietary AI platform. The brand has prioritised efforts based on complexity and value, undertaking a portfolio approach capable of tracking value and guiding how and where the business may invest (Bean, 2025).
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Hofstede’s Cultural Dimensions
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Figure 1: Cultural Differences Between the Philippines and the US
(Source: The Culture Factor, 2025)
Power Distance
The power distance index of the Philippines scored 94, which is much higher than 40 points for the US (The Culture Factor, 2025). This indicates that the Philippines is a highly hierarchical society, in which every individual has their societally selected places without further justification. It simply reflects inherent inequalities, with centralisation being popular, and subordinates being expected to be told what to do, and the ideal boss being a benevolent autocrat. Contradictorily, the US believes in the establishment of equal liberty and rights for all. With American firms, hierarchy is only established for convenience, with managers relying on teams and employees for their expertise, and superiors being accessible. Both employees and managers expect to be consulted, with information being shared on a frequent basis. At the same time, communication also needs to be participative, informal and direct. In comparison to the expansion of Starbucks, from the US to the Philippines, this is one of the most negative factors that can influence cultural grounds for the brand. No employees of the US have ever experienced hierarchy or inequality as such, which they may come across at high levels after the international expansion to the Philippines.
Individualism
Despite being power distant, the Philippines scores only 17 in individualism, while the US beats the nation to a score of 60 (The Culture Factor, 2025). The Philippines is thereby a collective society that believes in celebrating success across teams, instead of keeping it to just one individual. Organisations or workplaces are recognised as the extended family across the country, manifesting paramount loyalty, which can overrule societal regulations and rules. This society fosters strong relationships with individuals taking responsibility for fellow members in all groups. Across collectivist societies, such as the Philippines, offence may lead to loss of face and shame. 
The relationship between employees and their employers is perceived on moral terms, with recruiting and promotional decisions taking into account in-group management. On the other hand, the US is a highly individualistic culture, with the society being loosely knit, in which expectations do not rely on authorities for support. With a high degree of geographical mobility across the US, building in-depth friendships is often difficult. Americans have been accustomed to carrying out business while interacting with individuals they do not know well. Based on this, the employees of Starbucks across the Philippines may come across a challenge of being on their own, not being able to rely on the authority for support.
Motivation Towards Success
The scores for motivation towards success and achievement are almost the same across the two nations, with the Philippines scoring 64 points and the US scoring 62 points (The Culture Factor, 2025). Herein, the Philippines has been regarded as a decisive society, where individuals live to work, and managers are expected to be assertive. Emphasis is likely to be on performance, equity and competition, with conflicts being resolved by fighting them out. On the contrary, being successful in the US is not much of a motivation as it is when success is shown off. Americans also live to work, reflecting a similar culture to the Philippines, while attaining a higher societal status depending on how good one can stand out. Herein, Starbucks, after expanding its operations to the Philippines, may not have come across challenges regarding the motivation of employees and managers towards the achievement of success.
Uncertainty Avoidance
On a similar note, the Philippines scored 44 in uncertainty avoidance, while the US scored 46 (The Culture Factor, 2025). This indicates that the Philippines has a low profile for avoiding uncertainties and maintaining a more relaxed attitude in which practice counts much more than principles. Deviance forms the norm and is more easily tolerated across societies, exhibiting a low uncertainty index. Individuals believe that there need not be more regulations than deemed necessary, and in case they stand out to be ambiguous or refrain from working, they can be changed or abandoned. Schedules are often flexible, and hard work is undertaken when deemed necessary. 
Innovation is not highlighted as threatening, and punctuality and precision do not come naturally in the Philippines. On the contrary, the US also perceives itself in the context which impacts the behaviour of individuals more than the score of American culture. There exists a fair degree of acceptance for innovative products, new ideas, and the willingness to try something new or even different. Such ideas may pertain to technological advancements, food or business practices, with Americans tending to be more tolerant of opinions or ideas from others, allowing the freedom of expression. Starbucks, after its expansion to the Philippines, may have benefited from the aspect of standardising its uncertainty avoidance culture across the country.
Long-Term Orientation
With a score of 46 in the Philippines and a score of 50 in the US, both nations have a relatively long-term orientation (The Culture Factor, 2025). The Philippines has a relatively normative culture, with individuals having a strong concern for establishing the absolute truth. They often exhibit a great respect for traditions, with a relatively smaller propensity to save for the long run, endorsing focus on the achievement of rapid results. On the other hand, the US are prone to analysing information to check the truth, measuring performance on a short-term basis, while driving individuals to aim at rapid results across the workplace. Integrating both cultures, Starbucks can achieve short-term goals and thereby focus on the future as well.
Indulgence
The Philippines scored 42 in indulgence, with its culture being that of Restraint, while the US scored as high as 68 points in this dimension (The Culture Factor, 2025). However, the Philippines has a tendency towards pessimism and cynicism, although the country does not put much emphasis on leisure time. On the other hand, the US is a prudish society, and both these dimensions can adversely influence the operations of Starbucks.
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Training and Onboarding
In terms of adding to its Standard Operating Procedures (SOPs), Starbucks and introduce training and onboarding programmes, aimed at recruiting and retaining more talent across the Philippines. A successful onboarding programme can help reveal the organisational culture, relationship networks and information networks (Largy, 2024). For individuals to feel included, able to progress and valued across Starbucks in the Philippines, the employees need to understand the organisational culture. Organisations often make the mistake of spending resources and time on attracting, appointing and assessing new individuals, paradoxically, paying less attention to the investment in their onboarding once the contract has been signed. Starbucks needs to engage in entirely embracing the onboarding practice, with the relationships and knowledge gained, offering strong foundations for the future success of employees. Keeping employees motivated and satisfied across the workplace can help the brand bridge the cultural gap existing between the US and the Philippines. 
Onboarding is more than just an induction checklist aimed at orienting new starters across the building, setting up their workspace and introducing them to core stakeholders. Instead, the practice at Starbucks needs to reveal its organisational culture, relationship networks and information networks. Compliance, in onboarding, includes introducing employees to basic policy-related regulations and legal constraints. In addition, clarification offered at Starbucks can ensure that workers understand all expectations and endorse transparency in their new job. Culture has further been regarded as a broader category which takes into account offering employees a sense of organisational norms, both informal and formal. Lastly, connection can interpret the vital interpersonal affiliations and information networks that new employees need to establish. Without an effective onboarding programme, relationship and information networks may appear impenetrable or hidden across Starbucks. 
Around 50% of employees in a survey revealed that they can be more productive if a firm is capable of being organised enough (Largy, 2024). Herein, an efficient onboarding process can help overcome such challenges across Starbucks and its expansion to the Philippines. Self-efficacy, social integration, knowledge of culture and role clarity characterise the successful onboarding practices across Starbucks. Taking responsibility for one's own onboarding is likely to entail a significant influence on the effectiveness and speed of the career advancement of employees. The optimal timing concerning a specific onboarding practice depends on the needs of workers, their roles and seniority. However, this perception can create further cultural gaps, since it adds to the notion that one has to have a higher degree in an organisation to have flexible and tailored programmes.
Operational Efficiency
Operational efficiency is likely to improve employee output, create superior customer experiences and streamline growth (Gibbons, 2024). Efficiency needs to be the core focus of Starbucks, applied to the organisation-wide operations. In terms of tapping into this competitive advantage, the brand needs to collaborate with the right components. This can help Starbucks optimise workflows, build cross-functional teams and drive sustainable growth, creating a record of offering top-tier products and solutions. One of the most crucial actions that Starbucks can undertake concerning its international experience in the Philippines is to engage in structured problem-solving. Innovation and creativity are the top skills in the year 2024, although they are not complete without structure; unbridled brainstorming is an example of which (Gibbons, 2024). For instance, the roadmap of products constantly changes as a result of stakeholder disagreements, followed by a lack of strategic clarity. 
This often leads to surging costs and products misaligned with the expectations of consumers. Aimed at overcoming such challenges in the Philippines, Starbucks needs to establish operational efficiency in its SOP throughout the internationalisation process. Other than structured problem-solving, data-driven decision-making can also help Starbucks determine the right metrics in terms of measuring its performance and progress across the Philippines. This forms an expectation and cadence that makes it easier to estimate issues and engage in more informed decision-making. Throughout the product development stage, Starbucks can contrivance bug resolution, resource utilisation and cycle time as common metrics, offering insights into the constant flow of enduring work. Starbucks may be able to gain momentum in the long run and establish better opportunities.
In addition to such strategic decisions for the international expansion of Starbucks to the Philippines, cross-functional collaboration has been highlighted as the cornerstone for endorsing operational efficiency. Despite clear benefits, around 75% of cross-functional teams have reportedly been dysfunctional, often failing to meet core performance criteria (Gibbons, 2024). Starbucks can engage in a thorough analysis of its current operational activities associated with its international expansion to the Philippines. The brand needs to identify gaps in its structure, communication or data in terms of overcoming possible risks in the long run. The brand can also mitigate the cultural challenges that it has been going through over the years, concerning the different dimensions between the US and the Philippines. Investing in efficiency, aimed at sustainable growth, can help Starbucks endorse hyper-efficient operations across the Philippines. 
Maintaining Regulatory Compliance
Additional to keeping businesses out of legal trouble, an effective compliance programme can help establish consistency across business operations, while also defining practices and purposes (Vitasek, 2024). Starbucks, when building, as well as maintaining, strategic business partnerships, may place much of its focus on partnering and trusting entities that share similar values and goals. A core building block in this regard is to ensure compliance, emphasising diverse external legal requirements when expanding to an extraneous country, especially emerging nations such as the Philippines. Legal constraints, as discussed above, have been stringent across the Philippines for foreign firms, which have now been softened for better operations. Starbucks also needs to establish its internal compliance measures in terms of ensuring that its workforces achieve the right outcomes while also behaving morally. 
Erstwhile to engaging in a partnership, Starbucks needs to delve into a deeper analysis of whether its partner follows legal compliance or not. Carrying this out can help the brand prevent barriers downstream throughout its international expansion process to the Philippines and other countries where it plans to expand in the long term. Ongoing compliance monitoring has also been regarded as equally significant, which indicates that having strong compliance systems, laced with training, may be beneficial during internationalisation. Failure to comply with legal regulations can often lead to the complete disruption of business operations. Partners who fail to comply with legal constraints can be disastrous to the reputation and existence of a business. The operations of Starbucks may be disrupted as its non-compliant partner deals with legal challenges. 
Choosing the right partners and carrying out a background check is one of the most significant practices that Starbucks needs to establish during its internationalisation approaches. Legal issues are capable of causing significant damage to the reputation of the other business partner, suffering by simple association. One commonly overlooked legal compliance is how the organisation adheres to internal controls and policies. Starbucks needs to revolutionise its operations based on the constant policy changes by the government of the Philippines. Budgets need to be adhered to, accurate reports need to be generated for leadership, and capital shortfalls need to be identified. Effective internal compliance measures for Starbucks can offer guidelines for the firm concerning how it may operate, what its team can or cannot carry out. When selecting a partner, organisations need to flexibly share internal compliance policies (Vitasek, 2024).

[bookmark: _Toc213064685]Conclusion
In conclusion, it can be derived that Starbucks has been flourishing in its long journey towards the empowerment of coffee and human connections. The brand has transformed the world of coffee and the perception of individuals towards its consumption. In a few decades, Starbucks evolved as a leader across the coffee sector and dominated the food and beverage industry across a wide range of nations. The brand planned its internationalisation strategies with crucial attention and strategic thinking. This ensured most of the success for Starbucks, and the firm rarely failed in any of its international expansions. With the help of the OLI Framework, the unique selling propositions of Starbucks have been evaluated with an analysis of its advantages over other businesses. 
This considers the ethical and responsible sourcing practices of Starbucks, which is not an imitable asset. However, concerning cultural differences between the Philippines and the US, individualism across the Philippines is much lower than that of the US, which has often made it difficult for workers to adjust to the lack of a collectivist mindset across the workplace. This has been one of the most crucial issues to be taken into account by Starbucks during its internationalisation in the Philippines. From a diverse perspective, motivation towards success and achievement is higher across the Philippines than in the US, which can benefit workers in the field of career progression. In addition, Starbucks can contrivance training and onboarding practices while upholding regulatory acquiescence in terms of guaranteeing better internationalisation involvements.
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