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1. Introduction
Starbucks is among the best-known coffeehouse brands in the world, with more than 70 countries in its portfolio and high-quality coffee, consistent in-store design, and a well-established lifestyle-based brand (Chuang, 2019). Other than the sale of drinks, Starbucks sells a modernity, comfort, creativity, and social belonging experience. The company has a large global supply chain that procures coffee beans in an ethical way, guarantees quality provisions, and modifies the products provided in response to climatic and cultural variations of diverse markets (Padilla, Taulet and Puertas, 2020). This is a strength that can be considered a strategic asset in its internationalisation process.
[image: A chart showing the breakup of which countries have the most starbucks stores.]
Figure: Starbucks’ Major Markets (Lu, 2023)
This report looks into the expansion strategies used by Starbucks in emerging markets, and its competitive performance based on its brand equity, supply chain competencies, and localised stores strategies. This analysis utilises the OLI (Ownership-Location-Internalisation) Framework to assess the advantages Starbucks will have in the entry into Bangladesh and applies cultural and consumer behavior analysis to comprehend the fit and adaptation needs. The evaluation also examines the global value chain of Starbucks and strategic rationale of format diversification, mode of partnership, and new market pricing framework.
Bangladesh is a good expansion opportunity because of the fast-developing urban middle classes, increasing disposable income, and transition to the lifestyle consumption experiences. Cafe culture in Dhaka and Chattogram is gaining popularity among young consumers to have drinks, socialise, study, connect and work online. This shift from traditional tea stalls to modern café environments indicates evolving cultural aspirations. Combined with stable economic growth and increasing international brand presence, Bangladesh can support Starbucks’ premium-positioned experience-oriented retail model. Therefore, this report evaluates how Starbucks can strategically enter Bangladesh in a commercially viable, culturally aligned, and operationally scalable manner.  
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[bookmark: _Toc214551643]2.1 Starbucks as a Multinational Corporation 
[bookmark: _Toc214551644]2.1.1 Definition and Features of MNCs
A Multinational Corporation (MNC) refers to a business entity that has operations in more than one country but has one head corporate office (Lazarus, 2001). MNCs organise production, marketing and strategy in various international markets. Global supply chains, international labour patterns, and standardised brand identities are some of the major characteristics of MNCs. They enjoy the economies of scale and international learning, as well as diversified-revenue sources. MNCs are expanding to the foreign markets to reach more customers, minimise reliance on a single economy and acquisition of new resources (Luo, 2000). Simultaneously, MNCs experience issues like cultural variations, exchange rates, and different regulations. They will have to obviously be strategic to their local market adaptation even as they keep their global brands.
[bookmark: _Toc214551645]2.1.2 Starbucks’ Global Expansion Footprint and MNC Classification
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Starbucks’ Global Footprint (Andreas, 2021)
Starbucks is an MNC because it has a massive presence in different countries and its operations are globalised. The firm has a presence in over 70 countries and is running thousands of retail outlets in a combination of both company-owned and licensed format. Starbucks obtains raw coffee beans in numerous producing areas, roasts them in centralised roasting plants and distributes products to international markets (Macdonald, 2020). Its service model, brand identity and products are known globally. Nevertheless, Starbucks also localises some products, and the designs of their stores to the regional tastes and preferences. These transnational actions make it eminent that Starbucks is a multinational company in terms of scale and coordination.
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[bookmark: _Toc214551647]2.2.1 Global Sourcing and Coffee Bean Procurement
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Figure: Starbucks’ Supply Chain (Sourcemap, 2025)
Starbucks obtains Arabica coffee beans in the regions of Latin America, Africa, and Asia. The firm collaborates with farmers and cooperatives of coffee to promote quality and sustainability (Elliott, 2001). Starbucks also helps farmers by conducting training programs, providing finances and ethical sourcing practices like Coffee and Farmer Equity (C.A.F.E.) Practices. The strategy enhances supply nutritional integrity and responsible farming. Starbucks has sustainable supplier relations to ensure quality beans are received. The company also minimises the supply risk concerning climate, crop diseases and geopolitics by diversification of sourcing regions. The cornerstone of the Starbucks value chain is global sourcing and helps the company deliver its signature flavor to its products across the globe.
[bookmark: _Toc214551648]2.2.2 Roasting, Manufacturing, and Quality Standardisation
Once procured, coffee beans are then shipped to the centralised roasting centers of Starbucks situated in countries like the United States, Europe and Asia (Nguyen, 2016). These plants are guided by standard methods of roasting to ensure that the products are similar in all markets. Starbucks takes advantage of modern processing technologies and quality controls checks at each roasting and packaging level. The company also applies conventional recipes and brewing processes in its stores. Such standardised production processes enable Starbucks to present one and the same flavor profile across countries (Sourcemap, 2025). Preservation of product uniformity enhances the brand image of the brand in the global market and guarantees customers the quality of products offered in Starbucks outlets.
[bookmark: _Toc214551649]2.2.3 Global Distribution and Supply Chain Logistics
Starbucks has an elaborate global supply chain which is used to organise transportation, warehousing, inventory management and last delivery to retail stores. The firm exploits regional distribution centers to oversee supply in geographical regions appropriately (Sourcemap, 2025). Starbucks engages logistics companies to deal with international transportation, temperature-controlled warehouses and domestic delivery systems. Supply chain ensures that packaged products, store merchandise and roasted beans arrive on time at the outlets. The digital supply chain monitoring is also included in the company to monitor shipments and demand trends. This system allows it to expand quickly worldwide without affecting the availability and quality of its products in different places.
[bookmark: _Toc214551650]2.2.4 Retail Operations and Store Design Standardisation
Starbucks promotes a lifestyle-oriented brand image centered on community, personalisation, and premium coffee culture (Koay and Low, 2025). Marketing emphasises emotional connection and shared social experiences. Loyalty programs and digital ordering platforms reinforce customer engagement. The consistent global brand identity supports Starbucks’ market strength across different countries.
[bookmark: _Toc214551651]2.2.5 Global Branding, Marketing, and Customer Experience
Starbucks maintains community-oriented lifestyle brand image based on individualisation and high-quality coffee culture (Koay and Low, 2025). Marketing is focused on emotional bonding and co-socialising. Customer engagement is strengthened using loyalty programs and electronic ordering platforms. Such a global brand image fosters the strength of Starbucks in the market in various countries.
[bookmark: _Toc214551652]2.3 International Market Entry Modes Used by Starbucks
	Entry Mode
	Example Countries
	Strategic Purpose
	Key Advantages

	Joint Ventures
	India (with Tata Group), China (with local partners)
	Used in large, high-growth, or regulated markets where local knowledge is essential (Starbucks, 2024)
	Shares risk, provides access to local supply chains, cultural understanding, and government navigation.

	Licensing Agreements
	Middle East, Southeast Asia
	Used where direct ownership is less feasible or to accelerate expansion (Hawksworth, 2025)
	Low investment cost, quick market entry, leverages partner’s market knowledge, while Starbucks maintains brand and quality oversight.

	Wholly-Owned Subsidiaries
	United States, United Kingdom, Canada
	Used in stable and high-income markets with predictable regulatory environments.
	Full control over store operations, staffing, quality, profits, and brand execution. Higher investment required.

	Dominant Strategy: Licensing + Joint Venture Model
	Applied across most emerging and developing markets
	To balance global brand control with local responsiveness and operational efficiency.
	Supports rapid expansion, reduces risk, and aligns brand standards with local consumer expectations.



[bookmark: _Toc214551653]2.4 Strategic Benefits of Starbucks’ Internationalisation
Starbucks’ international expansion delivers several strategic benefits that strengthen its competitiveness.
Brand Strength and Market Share: Globalisation makes things more visible, as well as enhances the image of Starbucks as the high-quality coffee brand (Zhou, 2024). Availability in major cities across the world enhances culture and positioning of lifestyle.
Economies of Scale and Cost Efficiency: The high-volume sourcing and production lowers the unit costs and enhances efficiency in the supply chain (Chopra, Sodhi and Lucker, 2021). Starbucks enjoys centralised roasting, logistics and procurement synergies.
Global Learning, Knowledge Transfer, and Innovation Capability: Starbucks business in different markets enables it to acquire insights on local consumer behavior, product trends as well as retail practices. These lessons foster the development of the menu and marketing in different regions. The process of internationalisation also diminishes the dependence on the market of one country, and Starbucks becomes more resilient to the economic fluctuations.
[bookmark: _Toc214551654]2.5 Challenges of International Operations
The internationalisation of Starbucks has been characterised by a trail of high-profile scandals that reveal the underlying strategic flaws and reputational risks. The company has been subjected to harsh criticism over tax avoidance in the United Kingdom, cultural resistance when entering into Italy and operational miscalculations that saw the company make a significant withdrawal in Australia (BBC News, 2012). Other challenges have also been encountered due to labour issues in South Korea, adaptation and pricing problems in its Indian joint venture and trademark and cultural sensitivity in China. The international reputation has been worsened by political boycotts in different countries (Pointing, 2025). Taken together, these are examples of why proper market research, cultural fit, and inconsistent stakeholder management should be taken into account in international business dealings.
[bookmark: _Toc214551655]3. OLI Framework Analysis
[bookmark: _Toc214551656]3.1 Ownership Advantages (O)
Brand Reputation and Customer Loyalty: Starbucks enjoys a good brand image across the globe. It is linked with quality coffee, a new fashionable way of life, and regular shop experience. The brand is very common, and many customers tend to perceive Starbucks as a quality and social brand. Another key advantage of Starbucks is the high level of customer loyalty that can be ensured with the help of digital loyalty programs and personalised customer service (Nastasoiu and Vandenbosch, 2019). The high brand equity assists Starbucks in securing customers whenever new markets are being ventured. The brand image in Bangladesh can target the young consumers who desire aspirational experiences of lifestyle that is modern. The fame and credibility attached to the Starbucks brand gives Starbucks an undisputed ownership superiority.    
Store Operations, Training Systems & Quality Standards: Starbucks has standardised store operation, which promotes service delivery in all markets. The baristas in the company are trained under organised programs that touch on the preparation of the beverages, handling of the equipment, interaction with the customers and taking care of the store (Gulati, Huffman and Neilson, 2008). Through such training systems, there is the production of competent employees who offer the same service experiences in other parts of the world. At Starbucks, there are also strict requirements in terms of the quality of ingredients, recipes of drinks, and design of the store. These are uniform operating methods that are used to preserve brand identity on an international level. Entering Bangladesh, Starbucks can bring with it its proven training mechanisms and store operations which will guarantee customers with known services and quality products. 
Product Development and Innovation Capability: Starbucks periodically launches new drinks, seasonal products, and tailor-made drinks depending on the customer preferences. The research and development facilities are used to test new flavours and product concepts in the company. Starbucks also makes product menus to fit the local taste in various markets. As an example, it has provided matcha drinks in Japan and drinks inspired by masala tea in India (Gupta, Nagpal and Malik, 2018). This flexibility enables Starbucks to strike a balance between consistency in the retail of its brands across the world and cultural suitability. In Bangladesh, Starbucks can leverage this product innovation competence by launching drinks that capture the local taste profile and taste preferences without losing its core brand identity.
[bookmark: _Toc214551657]3.2 Location Advantages (L) in Bangladesh
Growing Urban Middle-Class Consumer Market: The city of Bangladesh is experiencing an emergence of urban middle classes, particularly in Dhaka and Chittagong (Roy, Sowgat and Mondal, 2019). The growing household income is enhancing expenditure in the way of lifestyle and recreational activities. Young businessmen and women, university students are in search of contemporary socialising lounge where they can relax, study and meet their friends. This demographic fact is in line with the position of Starbucks being a high-end but social brand of cafes. The rising middle class offers a good market to Starbucks in helping it build sustainable demand in Bangladesh.  
[image: Bangladesh to be 9th largest consumer market by 2030 | The Daily Star]
Figure: Consumer Market Growth in Bangladesh (Star Business Report, 2022)
Expansion of Café Culture and Social Consumption Norms: The cafes culture is gaining popularity in Bangladesh (Islam, 2025). The young consumers spend more time in coffee shops chatting, having informal meetings, and studying. Coffee shops are regarded as social places and not just beverage shops. These social consumption patterns are compatible with the Starbucks coffee house setting, which focuses on comfort and community. The cultural trends towards collective activities in the social places justify the Starbucks store design idea. This forms a good platform on which Starbucks can develop brand presence and customer loyalty.
Retail Infrastructure Growth in Dhaka and Chittagong: Infrastructure Retail infrastructure is getting better in big cities of Bangladesh (Star Business Report, 2022). Big shopping centers, commercial centers and city shopping areas are proliferating. Dhaka has high-foot trade areas like Gulshan, Banani, Dhanmondi, and Bashundhara which have been identified as being suitable to the Starbucks ideal store placement concept. The young consumers of the lifestyle spending and active in the culture of cafes are also attracted to these areas. The high level of retail infrastructure can help Starbucks to build visible, approachable, and appealing store locations.
Institutional Limitations and Operational Constraints: Bangladesh must struggle with the problem of duty on coffee products imported, delays in the supply chain, and a lack of steady regulation (Sarker, 2025). These limitations may add to operational expenses. Starbucks will have to collaborate with established local partners in order to pass through the system of regulations and ensure reliability of supplies.
[bookmark: _Toc214551658]3.3 Internalisation Advantages (I)
Internalisation is an advantage to Starbucks because it can control the quality of products, the ambiance of the stores, and the customer experience. Centralised control will enable Starbucks to defend its global brand image and service standards. Starbucks has internalised major processes like training, the way of preparing drinks, and the design standards of the stores thus guaranteeing the customers a uniform experience throughout the world (Gupta, Nagpal and Malik, 2018). Maintaining beverage quality and service style is essential for the Starbucks brand. Central oversight helps prevent quality variation. Starbucks’ brand identity depends on a predictable store atmosphere and customer service style. Internalisation allows Starbucks to ensure that brand values are communicated and maintained.
[bookmark: _Toc214551659]3.4 Justification of Licensing as the Optimal Entry Mode
Entry into Bangladesh can be effective as licensing will enable Starbucks grow at a reduced financial risk and keep the brand standards in Bangladesh. Local partners can offer vital marketing knowledge, experience in regulation and availability of appropriate retail outlets (Wood and Reynolds, 2012). Meanwhile, Starbucks can ensure its brand identity under the control of operation, training structure, and product standardisation.
Strategic Fit:
· Ownership advantages support brand control.
· Location advantages make market entry attractive.
· Internalisation advantages ensure Starbucks keeps product and service quality stable.
Together, these factors show that licensing aligns effectively with Starbucks’ strategic goals in Bangladesh.


[bookmark: _Toc214551660]4. Cultural Differences and Market Success Potential
[bookmark: _Toc214551661]4.1 Cultural Comparison: USA vs Bangladesh Using Hofstede
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Figure: Cultural Comparison (The Culture Factor, 2023)
	Hofstede Dimension
	United States 
	Bangladesh 
	Implications for Market Entry

	Power Distance
	The United States has a low power distance culture. People value equality, open communication, and more informal interactions with authority. Employees expect managers to involve them in discussions and decision-making.
	Bangladesh has a high power distance culture. Hierarchy is respected, and authority figures are expected to lead firmly. Communication tends to be more formal, and employees usually wait for direct instructions.
	Starbucks must train staff to interact respectfully and use polite language when serving customers. Leadership in stores should be more directive and structured to match expectations. Store managers should provide clear guidance and formal supervisory practices. Understanding hierarchy will help create a comfortable and culturally aligned service environment.

	Individualism vs Collectivism
	The United States is highly individualistic. Personal choice, independence, and self-expression are valued. Consumers often enjoy dining or going to cafés alone and customising orders to personal taste.
	Bangladesh is a collectivist society, where community, family, and group belonging are more important. Socialising in cafés usually happens in groups rather than individually. Group norms influence spending and lifestyle choices.
	Starbucks should position itself as a shared social space rather than a personal or private retreat. Store seating should support groups, with larger tables, couches, and flexible layouts. Marketing messages should focus on friendship, community, and shared enjoyment rather than individual indulgence.

	Uncertainty Avoidance
	The United States shows low uncertainty avoidance, meaning consumers are comfortable trying new products and experimenting with unfamiliar flavors. Variety and innovation are welcomed.
	Bangladesh demonstrates higher uncertainty avoidance. Consumers prefer familiar tastes and predictable experiences. New or unfamiliar drinks may be adopted slowly unless they feel recognisable.
	Starbucks should introduce localised beverages that include familiar flavors such as tea, cardamom, chocolate, milk-based drinks, and seasonal fruit (e.g., mango). New drinks should be introduced gradually and tested regionally. Communicating ingredients clearly can reduce hesitation and encourage trial.

	Indulgence vs Restraint
	The United States scores high in indulgence. Consumers are comfortable spending on leisure, treats, and lifestyle enjoyment. Coffee purchases may be frequent and seen as everyday self-reward.
	Bangladesh leans toward restraint, where spending is more cautious and practical. A premium café drink may be viewed as a special occasion rather than a daily habit.
	Starbucks must design value-based pricing strategies to encourage repeat visits. This may include offering smaller cup sizes, student discounts, and combo deals. The brand should promote beverages as affordable social enjoyment, not luxury indulgence.

	Overall Cultural Implications
	Starbucks’ U.S. model assumes individual identity expression and habitual café spending.
	Starbucks must acknowledge social group-based consumption and careful spending behavior.
	Starbucks should adapt its operational procedures to support community-oriented seating, polite service norms, menu familiarity, and accessible pricing. Marketing must highlight shared experience and cultural connection to succeed long-term in Bangladesh.





[bookmark: _Toc214551662]4.2 Impact on Starbucks’ Market Entry Strategy
[bookmark: _Toc214551663]4.2.1 Brand Message and Identity Positioning
In Western markets such as the United States, Starbucks emphasises individuality, personal identity, and customisation as core elements of the brand experience (Shiau, 2014). The café becomes a “third place” that enables self-expression and private leisure. However, in Bangladesh, consumer social behavior is more communal than individualistic. Cafés are typically visited in groups, and social bonding is a primary motivation for spending time outside the home. Therefore, Starbucks should position itself not as a self-oriented lifestyle space, but as a social gathering hub that symbolises togetherness, friendship, and shared relaxation. Store interiors must prioritise large communal seating clusters, warm lighting, and informal seating arrangements that encourage conversation. The brand voice should be aspirational, but also inclusive and culturally grounded — emphasising belonging rather than exclusivity. Positioning Starbucks as a modern, welcoming, and culturally familiar social café will resonate strongly with young urban consumers who seek contemporary experiences but still value group identity and shared enjoyment.
[bookmark: _Toc214551664]4.2.2 Menu and Taste Preference Adaptation
Local taste patterns in Bangladesh lean toward tea-based beverages, sweetened drinks, and mild flavor profiles. Therefore, Starbucks must strategically localise its menu to decrease psychological distance and reduce hesitation among first-time customers. This includes offering premium Bengali-style tea lattes, jaggery or condensed-milk sweetened beverages, and light snacks that reflect familiar regional tastes. Bakery and savory items should also include recognisable textures and flavors to encourage comfort and repeat trial. Seasonal and limited-edition offerings should be aligned with cultural festivals such as Pohela Boishakh or Ramadan, reinforcing relevance and emotional connection. Such menu adaptation does not dilute the global brand but strategically translates Starbucks’ café experience into the rhythms of local taste culture.
[bookmark: _Toc214551665]4.2.3 Advertising, Communication & Social Media Style
Marketing communication in the U.S. is centered around the issues of self-expression and individuality, as well as personal identity. In Bangladesh, advertising has to emphasise a sense of belonging, togetherness, and mutual enjoyment instead (Md. Abdul Momen et al., 2024). The campaigns must show friends meeting, studying in groups, and families spending free time in pleasant and familiar environments. The influencer relationship must focus on local youths who are aspirational yet culturally rooted lives. The communication must be courteous, amiable and respectful, and the integration of the Bengali language in signage, packaging and online materials must be encouraged to provide greater accessibility and emotional intimacy. It is not just being noticed but being a part of the culture of the city - cultural inclusion of Starbucks.
[bookmark: _Toc214551666]4.3 Impact on Success Potential
[bookmark: _Toc214551667]4.3.1 Customer Service Expectations
In Bangladesh, the experience of positive services is strongly connected with the respectful, warm, and courteous interpersonal communication. The customers appreciate being treated with courtesy and sincere interest. Thus, the customer service training programs of Starbucks must focus on the culturally appropriate greetings, active listening, and helpfulness (The Culture Factor, 2023). Employees are to be taught to foresee customer needs, provide advice concerning menu choices, and be friendly in the process of interaction. Incorporating hospitality-oriented practices into performance indicators will contribute to the establishment of the level of trust as one of the primary causes of revisiting and word of mouth commitment in the cafe culture in Bangladesh. The quality of service will also be maintained to help Starbucks build a premium and reliable brand.
[bookmark: _Toc214551668]4.3.2 Social Seating and Store Layout Preferences
The socialising, studying together or the meeting casually is the influence behind cafe-going in Bangladesh, which is done in groups. The store layouts must be used to reinforce this behavioral pattern by placing more emphasis on the larger shared tables, comfortable seating groups, and flexible seating patterns that can accommodate groups of different sizes. Customers will also be encouraged to stay longer as a result of soft lighting, warm decor, and consideration of acoustic (The Culture Factor, 2023). By establishing a setting that is easy going and socially friendly, Starbucks strengthens its value of being a third-space that is between home and social life. This spatial plan assists customers retention and higher average value of transaction through extended visitation.
[bookmark: _Toc214551669]4.3.3 Importance of Local Language Interaction
Language plays a strong role in emotional connection and comfort. Incorporating Bengali into store greetings, menu boards, signage, and promotional materials will make the environment feel familiar rather than foreign (The Culture Factor, 2023). Training staff to use Bengali phrases naturally strengthens rapport and reduces perceived social distance. This localised communication signals cultural respect, increases approachability, and enhances overall customer experience. It also reinforces the message that Starbucks is not simply an international import, but a brand willing to integrate into local lifestyle and identity.
[bookmark: _Toc214551670]5. SOP Recommendations for Starbucks in Bangladesh
[bookmark: _Toc214551671]5.1 SOP Adjustment 1: Menu Localisation Strategy
Bangladesh is primarily a tea-drinking culture, and many consumers prefer sweet, creamy beverages rather than strong coffee (Sumi, 2019). Localising the menu will help reduce the perception that Starbucks is foreign and unfamiliar. It will also build cultural connection and increase customer comfort, which is essential in a collectivist society where café visits are social activities.
	Sub-Section
	Strategic Focus
	Detailed Description
	Examples / Actions

	Inclusion of Tea-Based and Local Flavor Beverages
	Introduce beverage options that reflect local taste habits
	Tea is widely consumed in Bangladesh and is often milk-based and sweet (Statista, 2025). Introducing tea-based beverages makes the menu more relatable. Adding drinks inspired by traditional flavors helps customers feel comfortable trying Starbucks products for the first time. Promoting locally inspired beverages reduces hesitation and increases brand familiarity.
	Milk tea, masala tea, cardamom tea, iced tea variations, coconut-milk beverages, date-molasses latte, rose-flavored drinks, seasonal mango drinks. Label these as “Local Favorites” in-store and online.

	Adoption of Local Snacks and Dessert Offerings
	Offer culturally familiar snacks to complement beverages
	Café culture in Bangladesh includes sharing snacks during conversation. Customers often pair food with tea or coffee during social gatherings. Introducing familiar snacks encourages group visits and longer stay durations. Offering festive or seasonal items strengthens cultural integration and enhances emotional connection with customers.
	Samosas, chicken patties, soft buns, mini sandwiches, honey cake, coconut-based sweets, mishti-inspired bakery items. Offer special items during Eid, Pohela Boishakh, and winter celebrations.

	Sourcing and Supply Chain Considerations
	Use local ingredients where feasible while maintaining global quality standards
	Local sourcing reduces import costs, improves freshness, and creates positive relationships with the local economy. However, Starbucks must ensure suppliers meet its global quality requirements. This requires structured supplier assessment, training, and continuous quality monitoring (Gupta, Nagpal and Malik, 2018). Building relationships with reputable local vendors will support supply stability and brand credibility.
	Partner with certified local dairy suppliers, bakery vendors, and snack producers. Conduct quality audits and provide training workshops for local partners to meet Starbucks’ operational and hygiene standards.



[bookmark: _Toc214551672]5.2 SOP Adjustment 2: Pricing & Value Proposition
Bangladesh has a growing middle class, but purchasing power varies across consumer groups. If pricing is positioned too high, Starbucks may be viewed as a luxury brand only for the elite. A balanced pricing strategy can attract diverse customers and support repeat visits (Tran, 2024). Value should be communicated through experience, environment, product quality, and social engagement rather than only price.
	Sub-Section
	Strategic Focus
	Explanation
	Examples / Recommended Actions

	Tiered Pricing Model for Different Income Groups
	Offer choice across price levels
	Introducing a tiered pricing system allows Starbucks to appeal to customers with different budgets. Smaller cup sizes and simplified drink versions can act as affordable entry-level options (Gupta, Nagpal and Malik, 2018). Higher-priced signature beverages should remain available for consumers willing to pay more. This structure supports inclusivity without weakening Starbucks’ premium identity. Customers choose based on preference and ability rather than feeling excluded.
	- Offer three drink sizes (Small, Medium, Large) with meaningful price differences. 
- Introduce entry-price beverages such as basic iced tea or classic latte at lower cost. 
- Keep seasonal and handcrafted beverages at premium pricing to maintain brand value.

	Student & Youth Promotions / Loyalty Programs
	Strengthen engagement with young, frequent café users
	Students and early-career professionals are a key customer group in Bangladesh’s café culture (ITA, 2025). These consumers value shared social spaces but are price-sensitive. Introducing targeted promotions will encourage frequent visits and long-term loyalty. A digital loyalty program can reinforce brand connection and reward repeated purchases. Social media campaigns and campus partnerships can support awareness.
	- Student discount hours during off-peak times. 
- Combo offers pairing beverages with snacks at reduced rates. 
- Group-sharing discounts where 3–4 beverages receive a price advantage. 
- Launch Starbucks Rewards App with points for each purchase.

	Price Fairness and Perceived Value Alignment
	Ensure customers feel pricing is justified
	Customers must feel that the price matches what they receive. Starbucks should highlight product quality, store ambience, cleanliness, and hospitality as part of the value. This reduces price resistance and enhances brand acceptance. Communicating value strengthens customer trust and supports repeat purchases, even when prices remain above average café levels (Gupta, Nagpal and Malik, 2018).
	- Use menu boards and staff training to emphasise quality ingredients and fresh preparation. 
- Highlight comfortable seating, Wi-Fi, and social space as part of the café value. 
- Train staff to explain new drinks and ingredients to reduce perceived risk.


[bookmark: _Toc214551673]5.3 SOP Adjustment 3: Store Experience & Service Culture
Store experience is a key part of Starbucks’ global identity (Alaali and Pitaski, 2019). In Bangladesh, the store environment must support group interaction and feel welcoming to diverse customer groups. Service culture must reflect politeness, warmth, and cultural familiarity. These elements help Starbucks build emotional connection and long-term customer loyalty.
	Sub-Section
	Strategic Focus
	Explanation
	Implementation Examples

	Community-Oriented Seating Layout
	Encourage group visits and longer in-store time
	Bangladeshi consumers typically visit cafés in groups rather than alone (The Financial Express, 2021). Seating arrangements should therefore include larger tables, flexible seating clusters, and lounge-style areas. Providing designated areas for studying or informal meetings can attract students and professionals. Outdoor seating or balcony spaces can appeal to urban customers seeking relaxation.
	- Large communal tables for group conversations. 
- Couches and soft seating zones for casual gatherings. 
- Quiet study/work zones with charging ports and Wi-Fi. 
- Outdoor seating where space permits.

	Local Language Customer Service Training
	Strengthen comfort, trust, and approachability
	Communication is essential in delivering a positive café experience (Meeprom and Kokkhangplu, 2025). Training staff to greet and interact in Bengali reduces social distance and builds a welcoming atmosphere. Emphasising politeness, patience, and attentiveness aligns with Bangladeshi hospitality expectations. This approach supports repeat visits and strengthens customer loyalty.
	- Train staff to use Bengali greetings and polite expressions.
- Provide cultural sensitivity and communication workshops. 
- Encourage supportive and respectful tone during service.

	Cultural Ambience, Music & Store Identity
	Blend global Starbucks identity with local cultural elements
	Ambience influences how customers feel in the café. Incorporating subtle cultural elements helps create a sense of local identity without altering Starbucks’ global brand. Soft background music featuring Bengali acoustic or modern tracks can enhance familiarity. Artwork and décor reflecting local themes provide cultural representation.
	- Background music playlists including Bangla acoustic/indie.
- Wall décor inspired by local art or architecture.
- Earth-tone color accents reflecting Bangladeshi aesthetics.





[bookmark: _Toc214551674]6. Conclusion 
Starbucks also enjoys excellent Ownership advantages that offer the company international expansion opportunity, such as world-known brand, uniform service concept, ethical sourcing network, and fined operational playbook. The capabilities offer credibility, consistency in the product and a differentiated cafe experience which can be exported into new markets. Bangladesh on the other hand has significant Location benefits. The growing urban middle-income population, the increasing number of two-earner households, and the increased consumer desire to have branded lifestyle experiences are some of the indications that there is the emergence of cafe culture in the country, which is centred at cities like Dhaka and Chattogram. Third-space spaces such as venues that are not home or work are becoming more popular among young professionals and students who look to them as places to socialise, study, and relax, which is much in line with the essence of the Starbucks experience value proposition. But successful entry does not come automatically. Two existential risks need to be handled; cultural fit and sensitivity to affordability. Starbucks needs to implement localised Standard Operating Procedure (SOP) in order to guarantee a sustainable market penetration. These involve menu localisation, e.g. adding flavours that are familiar in the region (e.g. Bengali tea blends, jaggery sweetened drinks, snacks designed to fit in with the local taste profiles). The flexibility of pricing is needed in order to ensure the perceived accessibility; the tiered pricing ladder, the entry-level beverage options, and the regional sourcing of specific ingredients can cushion affordability without damaging brand positioning. The culture of store experience adaptation must be based on the cultural expectations towards group sitting, privacy areas to study and the norms of hospitality which pay more attention to sociality and comfort. The strategic adjustments enhance cultural grip, customer relevancy, and frequent visits, which are essential in cultivating loyalty in the long run. In the long run, the continuous success of Starbucks in Bangladesh will be based on its ability to sustain the high quality of its products and constantly adapt to the changes in the urban lifestyle. Incorporating the community involvement, youth-focused marketing, and cooperation with the local artists and symbols will contribute to the stronger emotional attachment to the brand and aid its market legitimacy in the long run.
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