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I acknowledge the use of ChatGPT (OpenAI) on 10 August 2026 to research background information to support my analysis, including international marketing context, market characteristics, competitor positioning, and publicly available information relating to Starbucks in the United States and China. I used the prompt(s):
1. Summarise the history and international business model of Starbucks, including its origins in the United States, global development, and international brand positioning. 
2. Explain and compare the market environments of United States and China, including relevant political, economic, social, technological, environmental, legal, and cultural factors affecting Starbucks. 
3. Outline Starbucks’ international marketing strategy in the United States and China, including segmentation, targeting and positioning (STP), the 7Ps marketing mix, market entry strategy, competitive positioning, and marketing ethics. 
I confirm that I have not presented any AI-generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before and after the use of AI tools, which I may be asked to provide as evidence.
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I acknowledge the use of ChatGPT (OpenAI) on 12 August 2026 to generate the illustrative diagrams and 3D AI-generated images used throughout this report, based on my own analysis and content for each framework. I used the prompt(s):
1. Generate a professional 3D-style visual comparing Starbucks’ international marketing environment in United States and China, including cultural and market differences relevant to the analysis. 
2. Generate professional visuals for the PESTEL analysis, STP strategy, 7Ps marketing mix, market entry strategy in China, and marketing ethics evaluation, using Starbucks as the central brand and maintaining a consistent academic and professional visual style. 
3. Generate supporting 3D images illustrating Starbucks’ consumers, distribution, promotion, sporting and lifestyle activities, brand positioning, and international presence in United States and China, without adding unsupported numerical data. 
I confirm that I have not presented any AI-generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before and after the use of AI tools, which I may be asked to provide as evidence.
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[bookmark: _Toc237519042]Section 1: International Marketing Report
[bookmark: _Toc237519043]1. Introduction
A good example of a service brand that has been useful in analyzing the significance of balancing standardisation and adaptation in the different markets with varied cultures and diversified economies is found in Starbucks. The United States is the domestic market of Starbucks that has been the core of its corporate being and China has become one of its most crucial outside market (Zhu, 2026). The global challenge faced by Starbucks thus does not only lie in aspirations similar to replicating the American coffeehouse abroad, but in balancing a familiar global offer at the same time as adjusting to the local competition, culture, digital behaviour and purchasing power (Pang, 2026). The latest data have shown that such a balance has been especially challenging in China, in which local rivals like Luckin Coffee provide such low prices, digital convenience and fast innovation (Jiang, 2024).
In this report, a critical comparison has been done between the US and the Chinese markets of Starbucks using PESTEL and Hofstede analysis after which, segmentation, targeting and positioning and the international marketing mix are examined. It then considers the evolving entry strategy of Starbucks into China, ethical considerations of its marketing strategies and advises the business on how it ought to build up its international strategy. Financial outcomes of fiscal 2025 show the magnitude and multidimensionality of this challenge: to illustrate the global net revenues of about US$37.2 billions, the corporation has been simultaneously creating its own program of “Back to Starbucks” transformation and restructuring the way its business in China has been run (Starbucks Corporation, 2025).






[bookmark: _Toc237519044]2. Starbucks and Country Overview
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Figure 1: Starbucks
(Source: Starbucks Corporation, 2024)
Starbucks built its business on the notion of the coffeehouse serving as a third place between home and work, personalised drinks and the high-quality coffee. This proposal developed in the set of the developed coffee culture in the United States and has been supported by the extensive store network, drive-through models, online ordering, Starbucks Rewards and packaged merchandise. Bell (2026) refers to customer experience, brand familiarity, product customisation as crucial factors that form the basis of the competitive position of Starbucks. Starbucks Corporation (2023; 2024; 2025), however, reveal that the domestic market has been under pressure due to less powerful transactions, shifting consumer expectations and heightening operating-costs. The company thus implemented its plan of Back to Starbucks to reinstate the coffeehouse experience, streamline operations and create better service. China is a considerably different scenario. Starbucks started off with local partnerships and over time, Starbucks absorbed more ownership and control as it vasted market experiences. Bisello (2021) illustrates consistency in partnership deals led to reduction of uncertainty and adaptation in the creation of Starbucks in China. This was now characterized by a much more competitive market with local brands growing on the basis of cheaper prices and mobile retail-based technologies. Jiang (2024) compares the premium and experience based brand position of Starbucks with the convenience and value based brand position of Luckin Coffee, whereas Gao et al. (2025) prove that the two companies adhere to their different location policy as well. Nonetheless, Starbucks kept on growing its brick-and-mortar network: as of 2025, the company had 8,009 stores in China as opposed to 10,047 stores in the United States (Starbucks Corporation, 2025).
[bookmark: _Toc237519045]3. Comparative Macro-Environmental and Socio-Cultural Analysis
[bookmark: _Toc237519046]3.1 PESTEL Comparison
	PESTEL factor
	United States
	China
	International marketing implication

	Political
	Starbucks operates in its home institutional environment, although tariffs, employment debates and wider policy changes affect costs.
	Government policy and the regulatory environment make local institutional knowledge especially valuable.
	Greater localisation and partnership capability are required in China.

	Economic
	Large mature coffee market with relatively high consumer purchasing power but significant labour and operating costs.
	Large consumption market, but consumers have recently become more value-conscious and economic confidence has weakened.
	Starbucks can defend premium pricing more easily in the US; China needs greater price architecture flexibility.

	Social
	Coffee consumption is embedded in everyday routines; convenience and personalisation are important.
	Coffee consumption has grown among younger urban consumers, but tea traditions, social consumption and local cultural symbolism remain significant.
	Chinese product and promotional adaptation should be stronger.

	Technological
	Starbucks app, mobile ordering and Rewards create an integrated digital ecosystem.
	Highly developed mobile commerce, delivery and social platforms such as Douyin create more intense digital competition.
	China requires faster integration with locally dominant digital behaviour.

	Environmental
	Increasing consumer and regulatory attention to cups, waste, emissions and responsible sourcing.
	Environmental expectations coexist with rapid retail expansion and diverse local institutional conditions.
	Sustainability claims must be measurable and locally credible in both markets.

	Legal
	Labour, food safety, consumer data and advertising requirements shape operations.
	Regulatory requirements and the structure of foreign investment increase the importance of local expertise.
	Governance and compliance need market-specific management rather than complete global standardisation.


Table 1: Macro-environmental Differences 
(Source: Self-created) 
(Data collected from Starbucks Corporation 2025; World Bank 2025; National Bureau of Statistics of China 2026; Meng 2025; Reuters 2025.)
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Figure 2: PESTEL Comparison – Starbucks USA vs. China 
(Source: Self-created based on multiple sources (2024–2025)) 
In particular, the economic difference is particularly notable. The World Bank (2025) outlined the Chinese consumption as a growing and significant driver of growth and found subdued household confidence and structural pressures as factors that influence consumer spending. There were official Chinese figures indicating that total retail sales, consumer goods, grew by 3.7% in 2025 and catering sales grew by 3.2, which points to growth, but not a climate of free-and-easy high-end purchases (National Bureau of Statistics of China, 2026). This assists in explaining why Starbucks will lower the prices of some of its Chinese drinks to an average of around RMB5 in the year 2025. The prices of some beverages would drop to RMB 23, and vigorous local market rivals might resort to lower levels of promotion (Reuters, 2025).
The implications are important. Historically, premium pricing was useful to Starbucks China as price itself was a tool that upheld status and Western cosmopolitanism. Liu (2022) attributes the success of Starbucks in China to pricing and marketing strategies, which promote perceptions of premium. Yet, the value of high prices is less justifiable when competing goods get better and at the same time, cost significantly less. According to Zhu (2026), strategic variations between Luckin and Starbucks have quantifiable financial implications however, Pang (2026) depicts how digitally centred-based marketing models can create competitive advantages in Luckin. This means that Starbucks should not forfeit high-end differentiation and convert high value into an implied low value.
The difference is further enhanced by technology. The company will enjoy significant control in customer relationship in the United States though its own application Starbucks and its repetition system (starbucks rewards). Digital interaction is made in a larger platform ecosystem in China. Gu (2024) shows the ways Starbucks lives through Douyin to create pictures of fashion, status, daily consumption and sustainability. This is one form of adapting, as opposed to blatant copying of the American promotion: Starbucks does not lose its visual identity but relays to the Chinese audience in terms of culturally and technologically appropriate mediums.
There is also a difference with the physical market. Gao et al. (2025) discover that Starbucks and Luckin react to demographic and economic location variables and competitive location variables differently. The newer, small-scale stores use fewer resources and have a simpler format, which is feasible even using a pick up only design as opposed to Starbucks with larger and more experience-focused stores that are more reliant on locations to facilitate a premium physical environment. This brings about a trade-off. The unique physical evidence at Starbucks creates competitive difference and at the same time increases the occupancy and labour costs and may decrease flexibility.
[bookmark: _Toc237519047]3.2 Hofstede Cultural Comparison
The Hofstede-based comparison demonstrates why identical marketing execution would be inappropriate.
	Cultural dimension
	United States
	China
	Likely Starbucks implication

	Power Distance
	40
	80
	Prestige and recognised status may carry comparatively greater symbolic value in China.

	Individualism
	60
	43
	US communication can emphasise personal choice; Chinese communication can place greater emphasis on social connection and belonging.

	Achievement orientation
	62
	66
	Quality, accomplishment and aspirational positioning can function in both markets.

	Uncertainty Avoidance
	46
	30
	Chinese consumers may show relatively strong openness to experimentation and rapidly changing formats.

	Long-Term Orientation
	50
	77
	Relationship-building and sustained market commitment are particularly important in China.

	Indulgence
	68
	24
	US consumption communication can more easily foreground individual enjoyment; Chinese communication requires greater sensitivity to social meaning and value.


Table 2: Cultural Comparison 
(Source: Self-created)
(Data collected from The Culture Factor 2026 country comparison tool)
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Figure 3: Cultural Comparison of USA and China
(Source: The Culture Factor 2026 country comparison tool)
The most significant differences are in the power distance, individualism, long-term focus and indulgence. The Culture Factor (2026) indicates significantly great Chinese power distance and long-term orientation, and lower individualism and indulgence. Such variations contribute to the reason why Starbucks cannot rely only on the discourse of individual customisation, which is inherent to the American. Starbucks acts as a social space and symbolic consumption in China as well. Huang (2025) pinpoints localisation as the core element of Starbucks evolvement, with Zeng and Kim (2025) showing the perceived local iconness potential to boost consumer value and a desire to buy as the global and local cultural factors are plausibly combined. This is evident in intangible-cultural-heritage stores of Starbucks. The company has intertwined ancient crafts, exhibits, locally produced goods and shops into specific Chinese coffeehouses, connecting a worldwide coffeehouse distinction to heritage by Chinese community (Starbucks Coffee Company, 2025). Its programme has winged female-led cooperatives and heritage practitioners and made their stores into physical spaces on a specific cultural approach. Zhang and Han (2025) also demonstrate that perceived brand localness can affect purchase intention via authenticity, which indicates that localisation must be perceived as unobtrusive as opposed to ornamental.
Hofstede, however, is not supposed to be used deterministically. China and the United States are highly diverse with regard to regional, generational and socioeconomic diversity. How any consumer behaves cannot be laid down on national averages. These dimensions have thus to be approached as a relative interpretive model and amalgamated with real consumer, competitor and marketing data.
[bookmark: _Toc237519048]4. Comparative Segmentation, Targeting and Positioning
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Figure 4: STP Framework – Starbucks USA vs. China
(Source: Self-created based on Starbucks Corporation (2024, 2025), Gao et al. (2025) and Jiang (2024).)

[bookmark: _Toc237519049]4.1 Segmentation
Starbucks uses extensive segmentation both in the two markets but focuses on various consumer drives. Demographic and behavioural segmentation in the United States consists of students, professionals, commuters, and remote workers and digitally engaged regular customers. It is broad in its targeting since the consumption of coffeehouses is already mainstream. Mobile ordering and drive-through facilities can be used by convenience oriented customers and meeting, work and socialising can be done with the help of the store by experience orientated customers. 
[bookmark: _Toc237519050]4.2 Targeting
The target is thus widened into convenience seekers to premium experiential consumers. A more discriminating proposal is needed in China. According to Jiang (2024), Starbucks in particular is more inclined towards mid-to-high-income customers and Luckin aims at the youthful and convenient consumers with the help of the value and online. The same happens to Huang (2025), who focuses on the idea of localisation as the means to establish a Chinese position of Starbucks. The market segments of the importance are urban professionals, younger consumers, internationally oriented middle-class customers and consumers who appreciate the store experience. But this has been tightened by increased competition, which is making these boundaries less safe.
	Brand/market
	Relative price
	Experiential positioning
	Core proposition

	Starbucks US
	Premium-mainstream
	High
	Familiar premium coffeehouse plus convenience

	Starbucks China
	Premium
	Very high
	International quality, status and social coffeehouse experience

	Luckin China
	Value-oriented
	Lower physical emphasis
	Convenience, digital access and affordability


(Source: Self-created) 
(Data collected from Jiang 2024; Gao et al. 2025; Reuters 2025.)

[bookmark: _Toc237519051]4.3 Positioning
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Figure 5: Positioning Map – Starbucks (USA vs. China) and Luckin Coffee (China)
(Source: Self-created based on Starbucks Corporation (2024, 2025), Gao et al. (2025) and Jiang (2024).)
Starbucks has good international brand associations to its advantage globally. Through the examples of the post-Trevi acquisition and George Bush, the authors state that global consumer-culture positioning may have a positive impact on consumer attitudes provided it brings about pertinent emotional reactions (Cai et al., 2024). But the fixed dependence on international status makes it vulnerable because the Chinese consumers are becoming more aware of new local brands. Chen, Liang and Wei (2024) prove that purchase intention toward domestic global brands in the emerging markets could be fortified by innovativeness. Starbucks hence has competitors that no longer compete based on low prices or copying. A more Chinese stance would then be more premium that is locally relevant as opposed to merely being premium Western coffee. The analysis of Douyin provided by Gu (2024) indicates that Starbucks already incorporates the elements of globality, fashion, integration of daily life and sustainability. Zeng, Kim (2025) and Zhang, Han (2025) affirm the strategic rationale of enhancing localness with increased credibility of the culture without compromising global authenticity of the brand.
[bookmark: _Toc237519052]5. Comparative International Marketing Mix
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Figure 6: Starbucks 7Ps Marketing Mix – USA vs. China 
(Source: Self-created based on Starbucks Corporation (2024, 2025), Gao et al. (2025) and Jiang (2024).)

	7P
	United States
	China
	Strategic assessment

	Product
	Core espresso beverages, seasonal drinks, cold beverages, food and extensive customisation
	Global core plus tea-related, fruit, seasonal and locally relevant products
	Selective adaptation strengthens local relevance without abandoning core coffee equity.

	Price
	Premium but embedded in a mature coffee market and supported by Rewards
	Historically premium; selected reductions used as consumer price sensitivity increased
	China requires a wider value ladder while avoiding destructive price competition.

	Place
	Coffeehouses, drive-throughs, mobile ordering, licensed outlets and retail products
	Large urban network, premium stores, mobile delivery and locally differentiated locations
	Chinese expansion should combine experience stores with more flexible formats.

	Promotion
	Starbucks app, Rewards, seasonal campaigns, social media and brand tradition
	Douyin and local digital channels, cultural storytelling and locally relevant campaigns
	Promotion demonstrates high adaptation.

	People
	Baristas central to the “Starbucks Experience”; current investment in labour/service
	Local employees required to translate global service into culturally appropriate hospitality
	Training should standardise quality while allowing local interaction styles.

	Process
	App ordering, customisation, Rewards, drive-through and Green Apron Service
	Digital ordering, platform integration and store service; pressure from faster local competitors
	Chinese processes must become faster without eliminating human experience.

	Physical Evidence
	Recognisable coffeehouse design renewed through “Back to Starbucks”
	Premium stores plus culturally themed and locally designed spaces
	Physical evidence is one of Starbucks’ strongest differentiators from pickup-led rivals.


Table 4: Starbucks’ principal 7Ps differences 
(Source: Self-created)
(Data collected from Starbucks Corporation 2025; Gao et al. 2025; Gu 2024; Rancati et al. 2024; Huang 2025; Reuters 2025.)
[bookmark: _Toc237519053]5.1 Product and Price
Starbucks to a large extent will standardize its core coffee competence, brand name, logo, espresso-based product structure and quality offer. As could be seen in its 2025 reporting, beverages contributed about 73% of all retail sales run by the company, indicating that the innovation of beverages has maintained its commercial focus (Starbucks Corporation, 2025). Adaptation of products is, however, crucial in China. According to Huang (2025) cultural localisation proves to be one of the key factors that influence the penetration of Starbucks into the market, and local tastes, items with tea flavour, seasonal offers and culturally appropriate products can help Starbucks minimize the symbolic gap between an American coffee chain and Chinese consumers. This archirapt has a better grip than either end. Full standardisation would lead to loss of relevance and massive localisation would diminish uniqueness. According to Zeng and Kim (2025), the perceived local iconness can contribute to culturally mixed products, which promotes the usage of the global core, local expression strategy. Pricing is more of a challenge. In the US, Starbucks is able to sustain a premium given that convenience, customisation, familiarity and the coffeehouse atmosphere are additional to the tangible beverage. As evidenced by Rancati et al. (2024), experience in coffee stores is multidimensional in that the value is being created by sensory and environmental qualities as opposed to the drink. In China, however, Liu (2022) demonstrates that premium pricing has a history of supporting positioning but in the face of current competition, it has limited strategic freedom. The price cuts by Starbucks 2025 are also an example of market adaptation to the fact that consumers have become cautious and are challenged by local competitors (Reuters, 2025). Differentiated pricing: affordable entry products and premium experiences are best, in response.
[bookmark: _Toc237519054]5.2 Place and Promotion
Starbucks in the United States enjoys the advantages of thick distribution, drive throughs, classic coffeehouses, licensed and digital order placement. Physical location in China has a higher strategic value since the coffeehouse is regarded as premium differentiation. Gao et al. (2025) discover that the locations pattern of Starbucks varies fundamentally to the new-retail format of Luckin, where Starbucks focuses on the greater experiential format whereas Luckin favors the convenience pick up format. But Starbucks should not make it to turn into physical experience operational rigidity. Pang (2026) emphasizes the importance of conversion of the marketing-model in the financial model of Luckin, whereas Zhu (2026) connects strategic deviation to the revenue performance. This is why Starbucks can employ a portfolio strategy: flagship and cultural stores to experience, normal coffeehouses to use every day socially, and smaller stores that can be digitally integrated and have convenience in their first place. One of the best adaptation of Starbucks is in the area of promotion. Starbucks enjoys the brand rituals, the long-established Rewards and seasonal campaigns, in America. Gu (2024) in China identifies that Douyin communication creates an image and perception of Starbucks as trendy, socially responsible and eco-conscience. The Chinese prominence implementation is thus an adaptation of media and cultural meaning that does not affect the visual identity of Starbucks. The intangible-cultural-heritage programme builds on this method of promotion to material record and participation of the community (Starbucks Coffee Company, 2025).
[bookmark: _Toc237519055]5.3 People, Process and Physical Evidence
The people are vital, especially since the workers of the Starbucks brand are the ones who operationalise the brand. According to Starbucks Corporation (2025), the number of its employees worldwide amounted to approximately 381,000 people, and the customer experience is provided by the company based on the values of service, convenience, online communication, and friendly shops. Back to Starbucks strategy by the US thus pours more staff and empowers the Green Apron Service model. This is in recognition of the fact that too much focus on the speed of transaction may compromise upon the interpersonal experience which once made the brand unique. This can be applied in China but local norms of service should be taken. Training must be used to align the product quality, cleanliness and service philosophy, whereas the interpersonal delivery and interaction with the community should be developed by the local teams. According to Rancati et al. (2024), sensual and experience factors impact coffee-store reactions, and employees and ambiance are economical, not topical. Another tension of competition is depicted by process. Starbucks is well-established in mobile and loyalty, whereas Chinese competitors have made it a matter of course to have highly responsive mobile apps, coupons and pickup that are aggressive. Starbucks is thus forced to reduce wait times, make digital personalisation and delivery and not turn into a strictly transactional brand. There is physical evidence that shows the most vivid explanation why not to emulate Luckin wholesomely. The large stores, ambiance and neighborhood coffeehouse image at Starbucks make it differentiated and difficult to replicate this with the help of price cuts.
[bookmark: _Toc237519056]6. Evaluation of Starbucks’ Market Entry Strategy in China
An evolutional approach toward an entry mode can be seen in Starbucks Chinese expansion. The previous growth was mostly based on local affiliations, which allowed the company to gain market insights, connections and sites as well as minimized risks linked to the ranges of cultural and institutional distance (Bisello, 2021). Starbucks became more experience and confidence driven taking it toward higher ownership and control. This was rational since coffeehouse experience relies a lot on uniformity of individuals, processes, product quality and physical manifestations. Nevertheless, there was a change of competitive environment. An increase in the number of stores failed to negate the strain posed by local competitors, becoming more competitive. The documents published by Starbucks Corporation (2023; 2024) record the unmodified significance of China and indicate variations in operating conditions, and following competitive study reveals the increasing influence of Luckin digital and convenience and price model (Jiang, 2024; Pang, 2026).
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Figure 7: Starbucks Market Share in China
(Source: Saba, 2024)
In November 2025, Starbucks announced that it plans a joint venture with Boyu Capital which brought about a major strategic reversal. In the deal, Boyu would get up to 60% ownership of the Chinese retail outlets of Starbucks with Starbucks retaining 40%, where the venture retained ownership of the brand and intellectual property which was licensed to Nation (Starbucks Coffee Company and Boyu Capital, 2025). Enterprise value that was used in the transaction was around US$4 billion. This can not be merely viewed as retreating. More local ownership will be able to offer institutional information, access to networks and market sensitivity and enable Starbucks to maintain ownership of global brands. The arrangement thus consists of localisation and intellectual-property protection. It also covers up the direct capital exposure of Starbucks. Shared ownership, on the other hand, implies one will have less control of its operation and may lead to strategic conflict.
[bookmark: _Toc237519057]7. Ethical Marketing Evaluation
Starbucks exhibits a number of good ethical practices. Its sourcing narrative is based on C.A.F.E. Practices. According to Starbucks Coffee Company (2024), the programme rates the economic transparency, worker welfare, environmental practices and product quality based on over 200 indicators as well as third-party verification. According to the fiscal 2025 Global Impact Report, over 99% of coffee has been sourced by farms and supply chains complying with C.A.F.E. Practices, and by the year 2025, it will also report its investments in farmer finance, its climate-resilient trees, the community and waste reduction (Starbucks Coffee Company, 2026). The second positive dimension in China is the community localisation. The ICH project assists local artisans and female farmers and links local businesses, and communal narratives (Starbucks Coffee Company, 2025). This activity can be generating shared value when the benefit to the community being generated by this activity is substantive and not merely promotional.
However, corporate claims should not be taken to the ethical appraisal at face value. Meng (2025) is of the opinion that multinational green strategies can be practiced under diversified institutional settings and therefore, the local implementation of environmental performance and communication should be measured under the perspective of the local goal instead of global goal. Even the fiscal 2025 sustainability report published by Starbucks, e.g., says that its purported application of such renewable-energy mechanisms to 100% company-operated coffeehouse electricity requirements does not cover China (Starbucks Coffee Company, 2026). This does not render the sustainability strategy unethical but it shows why the general environmental messages need to show a clear disclosure of geographic constraints. Another conflict is with regard to affordability and responsible value creation. The concept of premium pricing is justifiable in situations where consumers are differentiated on quality and experience, but the progressive discontinuity was an issue in creating a risk to position the brand around status and not on the basis of pigmented customer value as opposed to the local competitors. According to Reuters (2025) Starbucks lowered the prices on several of its products as the consumer caution grew. Upright marketing would then involve clear pricing and true worth as opposed to taking advantage of status insecurity. This consideration is especially pertinent given that the study by Gu (2024) shows that communication of Starbucks is linked to status and fashion.
[bookmark: _Toc237519058]8. Recommendations and Conclusion
Starbucks ought to embark initially on selective localisation in China further. The product development must consist of the familiar coffee core and the local salient flavours, cultural partnerships and seasonal creativity. The study of brand localness as well as culturally mixed products has demonstrated that localisation is capable of adding value in the case of authenticity maintenance (Zeng and Kim, 2025; Zhang and Han, 2025).
Second, Starbucks ought to involve a more explicit tiered pricing structure as opposed to simply fighting head-on with Luckin on pricing. Airway drinks, downsized and focused loyalty incentives can expand the accessibility, whereas Reserve goods and experience-based stores can be at the premium level of the margin. This is directly in line with the economic and competitive pressures realized by World Bank (2025), Liu (2022) and Reuters (2025).
Third, the Boyu venture needs to be leveraged to hasten the decisions that are informed locally instead of merely cutting investment. Local management must have enough independence in the management of the media, menu creation, formats of the location and partnerships at the same time Starbucks can maintain global standard of coffee quality, sourcing and brand identity.
Fourth, both physical and digital channels must be used to enhance each other, and not to replace each other. Starbucks needs to keep flagship and community coffeehouses, as differentiated physical evidence but should increase smaller and efficient formats and enhance digital ordering. The article by Gao et al. (2025) illustrates that the experiential footprint provides Starbucks an advantage over the new-retail competitors, whereas the article by Pang (2026) indicates the relevance of digital performance.
Lastly, sustainability communication is to be market-specific and measurable. Meng (2025) and Starbucks Coffee Company (2026) show that the environmental performance varies in institutional settings. Targets that would be China-specific, reusable packaging, waste and sourcing would also enhance credibility.


[bookmark: _Toc237519059]Section 2: Reflective Account Using Kolb’s Reflective Cycle
This reflective writing assesses the research, analysis and preparation process I used to conduct in making a comparison of the Starbucks chain of coffee shops in the United States and China internationally. The following Reflective Cycle guides the reflection: Concrete Experience, Reflective Observation, Abstract Conceptualisation and Active Experimentation. The model allows me to reflect on the process of the research, but also on what I learned as a result of facing difficulties and how this can make a positive difference in my academic and professional lives in the future. The selection of sources, comparison of sources, use of marketing theory and the development of evidence-based judgement are given special consideration.
[image: ]
Figure 8: Kolb’s Experiential Learning Cycle
(Source: Kolb (1984); adapted by the author.)
[bookmark: _Toc237519060]Concrete Experience
The research involved a comparison of a company in two markets instead of utilising Starbucks as a global organisation. First, I could more readily find data on Starbucks in China due to a number of recent studies focusing particularly on the comparison of Starbucks and Luckin Coffee. The useful evidence related to positioning, location and localisation was provided by such articles like Jiang, Gao et al. and Huang (2024, 2025). Comparatively, the news of the United States was more centralized in the corporate reports of Starbucks. I thus needed to use a mix of scholarly information, company reports, government data and third world information as opposed to using a single source. The second issue was at a very high rate of information change. The article authored by Starbucks Corporation (2023), Starbucks Corporation (2024) and Starbucks Corporation (2025) demonstrated the way in which the performance and priorities of the company were altered during fairly short period of time. This line of the Boyu declaration however altered my perception of the China strategy as Starbucks was not under direct control anymore but instead a majority local ownership by joint venture. This turned out to be more dynamic as compared to how I was initially planning the research.
[bookmark: _Toc237519061]Reflective Observation
My first strategy had the greatest weakness in the aspect of tendency towards obtaining descriptive information. As an example, the number of Chinese stores could be easily found, instances of localised products or the presence of Douyin promotion. Nevertheless, such facts could not directly tell whether the strategy of Starbucks was effective. I have developed my analysis by comparing each of the findings with a competitor, another country or a theoretical issue. An example of such as Gao et al. (2025) was more helpful when I contextualised the physical locations of Starbucks in relation to pickup-led model by Luckin. Likewise, Reuters (2025) was not evidence in itself that prices have changed; it only contributed to showing strain between a high-end positioning and the development of price sensitivity. Another aspect that made me more careful about corporate evidence was that I am now more cautious. The information on ethical sourcing and sustainability is rather detailed by Starbucks Coffee Company (2024; 2026), nevertheless, they are written by Starbucks itself. I thus used them as convenient primary evidence of corporate promises instead of pure evidence that all the objectives were met.
[bookmark: _Toc237519062]Abstract Conceptualisation
The study transformed the concept of international marketing in me. My original perceptions of standardisation and adaptation were that these are anti-strategic alternatives. Having compared the US to China, I realised that both are used at the same time at Starbucks. The logo, essence coffee offer, service values and fine identity identity are familiar, with goods, marketing mediums, cultural affiliations and more government schemes evolving to suit China. I also got to know that the marketing-mix elements are very intertwined. The Chinese pricing cannot be considered outside of positioning as lowering prices may enhance accessibility but will also undermine the premium associations. Place has also been attributed to physical evidence since bigger stores of Starbucks generate experience and also get costly. Promotion, customer relationships and distribution are affected by the process decisions in digital fashion. The inter-cultural comparison also helped to make me not form fictitious assumptions. The Hofstede-like dimensions assist in determining broad disparities, however in combination with cultural theory and actual Starbucks behaviour the Starbucks behaviour proved to be more potent. Local digital communication and locally relevant products: the cultural-heritage stores demonstrated how well-known cultural concepts are converted into practice as far as marketing choices are concerned.
[bookmark: _Toc237519063]Active Experimentation
In the event I recreated this project, I would start by developing a comparative evidence matrix and then move on to the written analysis part. It would be divided into a marketing issue, shall be found on each row and would be followed by US evidence, China evidence, theory, competitor evidence and a conclusive evaluation. This would eliminate over description and make the comparison more structured. I would further categorize sources based on credibility and use. Theoretical and analytical statements would largely be supported with peer-reviewed research; the company would be provided with annual reports; the government and World Bank publications would be used as sources of environmental evidence; and Reuters would be used as the independent organization the developments of which are reported regularly. This would allow one to spot contradictions a lot easier instead of relying on what it was the first explanation you could find. And lastly, I would be more alert of rapidly evolving strategic developments. The Boyu transaction showed that the international entry strategy is not a history decision that can only be made once in a lifetime but that it can be re-configured every time the competitive conditions vary. The key learning that I can carry with me to my future employment is thus the concept of international marketing being a dynamic system where culture, competition, ownership, consumer behaviour and marketing mix are on a constant interaction with each other.
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[bookmark: _Toc237519066]Appendix A: Research Source Evaluation Matrix
	Source
	Type
	Main Evidence Used
	Reliability
	Limitation

	Gao et al. 2025
	Peer-reviewed journal
	Starbucks and Luckin location strategies
	High
	China-focused

	Gu 2024
	Peer-reviewed journal
	Starbucks’ Douyin communication
	High
	Digital promotion focus

	Starbucks Corporation 2025
	Annual report
	Stores, performance and strategy
	High primary evidence
	Corporate perspective

	World Bank 2025
	Institutional report
	Chinese economic environment
	High
	Not Starbucks-specific

	Reuters 2025
	Business news
	China pricing changes
	High
	Limited theoretical depth





[bookmark: _Toc237519067]Appendix B: Starbucks China Strategic Development Timeline
	Period
	Strategic Development
	Strategic Implication
	Main Source

	Initial entry
	Partnerships with local organisations
	Reduced cultural and institutional risk
	Bisello 2021

	Expansion period
	Increased ownership and store expansion
	Greater control over brand experience
	Starbucks Corporation 2023

	2024–2025
	Increasing competition from domestic brands
	Stronger need for localisation and value
	Jiang 2024; Gao et al. 2025

	2025
	Price adjustments in China
	Response to consumer price sensitivity
	Reuters 2025

	2025
	Joint venture with Boyu Capital
	Greater local involvement and market responsiveness
	Starbucks Coffee Company and Boyu Capital 2025





[bookmark: _Toc237519068]Appendix C: Evidence of Starbucks Localisation in China
	Marketing Area
	Evidence of Localisation
	Strategic Purpose
	Source

	Product
	Locally relevant flavours, tea-related products and seasonal offerings
	Match Chinese preferences
	Huang 2025; Zeng and Kim 2025

	Promotion
	Use of Douyin and culturally relevant communication
	Increase digital engagement
	Gu 2024

	Physical evidence
	Cultural heritage-themed stores
	Strengthen local authenticity
	Starbucks Coffee Company 2025

	Pricing
	Selected beverage price reductions
	Respond to value-conscious consumers
	Reuters 2025

	Positioning
	Combination of global prestige and local relevance
	Protect premium differentiation
	Jiang 2024; Zhang and Han 2025

	Governance
	Boyu Capital joint venture
	Increase local responsiveness
	Starbucks Coffee Company and Boyu Capital 2025




[bookmark: _Toc237519069]Appendix D: Recommendation Implementation Matrix
	Recommendation
	Priority
	Suggested Timeframe
	Expected Outcome
	Evidence Base

	Increase selective product localisation
	High
	Short–medium term
	Stronger cultural relevance
	Huang 2025; Zeng and Kim 2025

	Develop tiered pricing
	High
	Short term
	Greater accessibility without abandoning premium positioning
	Liu 2022; Reuters 2025

	Strengthen local decision-making through Boyu
	High
	Medium term
	Faster responses to Chinese competition
	Starbucks Coffee Company and Boyu Capital 2025

	Integrate experiential stores with digital convenience
	High
	Medium term
	Better balance between differentiation and efficiency
	Gao et al. 2025; Pang 2026

	Develop China-specific sustainability measures
	Medium
	Medium–long term
	Greater environmental credibility
	Meng 2025; Starbucks Coffee Company 2026
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	Item
	Acknowledgement 

	AI Tool Used
	ChatGPT

	AI Tool URL
	https://chatgpt.com/

	Date Used
	13 August 2026

	Purpose of Use
	ChatGPT was used to support the structure, organisation and presentation of the International Marketing report. It was also used to assist with improving clarity, academic wording, comparison of Starbucks in the United States and China, and proofreading of drafted content.

	Prompt 1
	“Help me structure an international marketing report comparing Starbucks in the United States and China.”

	Prompt 2
	“Help me organise the PESTEL, Hofstede, STP and international marketing mix analysis into appropriate sections and headings.”

	Prompt 3
	“Improve the clarity, grammar and academic presentation of my drafted analysis without changing its main meaning.”

	Prompt 4
	“Help me structure the reflective account using Kolb’s Reflective Cycle.”

	Prompt 5
	“Help me organising and supporting tables for the report.”

	Declaration
	I confirm that I checked and edited the content created with AI support. I have not submitted AI-generated work without reviewing it myself. I have also kept my drafts, notes and other materials used before and after using AI, and I can provide them if required.
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Figure 2: PESTEL Comparison
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Figure 4: STP Framework - Starbucks USA vs. China

A comparative overview of Segmentation, Targeting and Positioning

P 1. SEGMENTATION 2. TARGETING @ 3. POSITIONING

Identifying key customer groups

in the United States and China

Focusing on priority segments

Creating a distinct value proposition

=

Students

Professionals

Commuters

UNITED
STATES

Remote workers

Experience seekers

« Broad targeting strategy

« Focus on lifestyle and
convenience

+ Rewards loyalty and
personalisation

« Strong digital engagement

™

Premium coffeehouse
experience;

third place between
home and work;

high quality, consistency
and personal connection.

Urban professionals

Younger consumers (18-35)

Middle class
CHINA
Experience & status
oriented consumers

0000 606000

« Focus on young, urban and
aspirational consumers
« Target via digital platforms
and social media
‘ « Leverage local partnerships
and community engagement
+ Emphasise premium yet
culturally relevant experience

5

-

»

STARBUCKS"

A modern, premium
lifestyle brand that
blends global excellence
with local culture;
innovative, trendy and
socially connected.

Strategic Implication: Starbucks adapts its segmentation focus and targeting approach to local market needs,
while positioning remains anchored in premium experience with local relevance.

Source: Self-created based on Starbucks Corporation (2024, 2025); Gao et al. (2025); Jiang (2024).




image7.png
High

Relative
Price

(Higher price
at the top)

Low

Figure 5: Positioning Map - Starbucks (USA vs. China)

%.

HIGH PRICE - LOW EXPERIENCE

and Luckin Coffee (China)

Relative Price vs. Experiential Positioning

HIGH PRICE - HIGH EXPERIENCE

Premium price but limited ; Premium pricing with

experiential differentiation. b strong experience, ambience
1 and brand connection. SEAGRISKS
! (USA)

i

[ @
Premium price with
stronger local relevance;
growing experiential

STARBUCKS differentiation.

| (CHINA)
OW PRICE - LOW EXPERIENCE %‘ 1 W PRICI IGH EXPERIENCE
Low price with minimal g ! Affordable pricing but
experiential differentiation. LUCKIN COFFEE strong experience and
(CHINA) brand connection.

Low

Experiential Positioning
(Focus on experience, ambience, brand connection)

Source: Self-created based on market data from Starbucks Corporation (2024, 2025);
Luckin Coffee Inc. (2024) and industry reports (2024-2025).

High




image8.png
Figure 6: Starbucks 7Ps Marketing Mix - USA vs. China
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Figure 11: Kolb’s Experiential Learning Cycle Applied
to the Assessment
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