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[bookmark: _Toc216698608]1. Introduction
Starbucks, the most recognised coffee chain company, has retained a powerful position in the international business domain to offer inclusive services to a vast range of consumers. The USA-based company is inclined to expand its business in the international competitive market. In the mature market based in the U.S, Starbucks has demonstrated the strongest market dominance by offering an immersive consumer experience (Starbucks, 2025). Supporting the “internationalisation aspects” in China, Starbucks needs to adopt contemporary strategies that are aligned with China’s market conditions. The inclusion of the STP analysis in the assessment process can increase the brand popularity in the foreign competitive market.  The incurred market expansion of Starbucks has showcased the brand's popularity and familiarity in the international market domain. The purpose of the report is to assess the marketing strategies adopted by Starbucks to enhance its impressive market position. 

[bookmark: _Toc216698609]2. Brand overview
Starbucks have kick-started its business with the adaptation of the single store selling coffee beans aspect, the coffee chain company has ensured its strong position in the international business domain. Starbucks started its journey in 1971 in Seattle to offer a dynamic taste of Coffee among the diverse range of cultural dynamics (Starbucks, 2025).  Becoming a powerful and renowned coffee seller under the leadership of Howard Schultz, Starbucks has tried to adopt the prestigious Italian coffee culture in the U.S context. Retaining its competitive position and brand familiarity in the foreign coffee market, Starbucks has adopted regional menus from a diverse range of continents to cater to the preferences of the regional continent (Li, 2024). The presence of an extensive range of beverages, including coffee, tea, and seasonal specials, along with food items such as pastries and sandwiches, has increased the consumer inclination to get engaged with Starbucks. Beyond products, Starbucks emphasises customer experience, digital engagement (through its mobile app and loyalty program), and sustainable sourcing through initiatives like C.A.F.E. Practices and partnerships with coffee farmers.
The trade war between the U.S. and China has hindered the business operation of Starbucks in managing its competitive position in the international business. Empowerment of the local coffee brands in the Chinese context has offered a notable challenge for Starbucks to preserve its competitive position in the international business domain. Partnership with the local venture Beijing Mai Da Coffee Co., Uni-President Group, and Mei-Xin International Ltd., Starbucks has strengthened its market position in China (Vimarsh, 2024). Extensive prices of the products and changes in the operational regulations have created notable issues for Starbucks to retain an exceptional consumer engagement in the Chinese context. 
[bookmark: _Toc216698610]3. Comparison of the socio-cultural context of the U.S and China
[bookmark: _heading=h.y5m8kgl81pzp][bookmark: _Toc216698611]3.1 PESTLE Analysis of Starbucks the U.S. A 
Analysis: Comparison between the two contexts in the U.S.A. and China 
Political: The disputes have created dilemmas and confusion among the business professionals in continuing their business in the specific market context. The relentless geopolitical conflicts in a diverse range of continents have led to a severe challenge for Starbucks to continue the long-term profitable and sustainable business in the U.S (Cafely,2025). The employee retention issues in the U.S have collapsed the possibilities of commercial expansion as the relentless churn out of employees has limited its operational harmony. Offering humanitarian aid to Israel during the war, Starbucks has faced severe negative consequences in managing exceptional consumer engagement (Cabera, 2023). The boycotts of a vast range of the U.S population have weakened the economic infrastructures of Starbucks, declining the sales rates. Labour regulations in the U.S have created distinctive issues to ensure the long-term retention of the labours. Henceforth, the productive political stability of the U.s is favourable for Starbucks to ensure its expansion.
Aligning with the alliances of the Chinese Communist Party, Starbucks has established an exceptional investment environment in China. 6% sales of Starbucks have decreased in China following geopolitical issues like the trade war (Saba 2024). 
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Figure 5: Number of Boycotts in Starbucks 
(Source: Cabrera, 2023)
The relentless boycott of the labourers and backlashes related to the labour practices have created turmoil for the coffee chain industry to retain its glamorous position.  The boycott has synchronised the business operation of Starbucks, as the non-participation of the employees in the operation can decrease the operational harmony, exacerbating the turmoil in business. The higher prices of the Starbucks products in the Chinese context have wiped out the trade attractiveness. Following the trade war with the U.S has witnessed a significant downturn in its commercial activities of coffee industry (Sanjuan‐Marroquin and Rodrigo‐Alharilla,2024).  Hence, the relentless boycotts and aggressive marketing of the local brands have created a notable unfavourable situation for Starbucks to expand its business in the foreign competitive market. 
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Figure 6: Reductions in the U.S operations of Starbucks by limiting the new store opening 
(Source: Cafely, 2025)
Economic: The changes in tariff rates in the U.S context are responsible for the increment in the prices of goods, and the spectrum reduces the consumer spending process to meet the predefined business objectives. Increased costs of the products and labour charges have raised a question about retaining its premium position in the international market. Inflation caused by the tariff rates has created a significant issue for U.S consumers to balance between the prices and requirements.  The tariff rates imposed on a vast range of countries can pose a threat to managing transparency and accuracy in managing SCM operations. The increased inflation rates in 2025 and sudden changes in the tariff rates is the reason of establishing an unfavourable situation for the U.S. 
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Figure 1: Impact of inflation rates in the U.S
(Source: Richter, 2025)
Inflation rates in the international domain have imposed a significant threat to Starbucks to bolster its further expansion (Richter, 2025). The GDP rate of America stands at $30.6 trillion in 2025, which can create opportunities for Starbucks to expand its business (Forbes India, 2025). 3% inflation rates of the U.S have triggered the price increase of the product, declining the consumer’s purchasing ability (Sherman, 2025). The price hike of coffee giants like Starbucks has faced severe turmoil in retaining the economic infrastructure in the Chinese context.  The shrunken market share of Starbucks in the Chinese context has become a notable threat to managing its competitive position. A 14% downturn in the market share of Starbucks in the Chinese context has forced the business professionals to shut down the ventures (Chan, 2025).  
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Figure 7: The decreased market share of Starbucks in China
(Source: Chan, 2025)
The hike in the price of the products has reduced the purchasing ability among the Chinese consumers, stagnating the sales figures. The decrease of the inflation rates (-0.4%) can be considered as an opportunity for Starbucks to enhance business in China (Trading Economics, 2025). The GDP rate of China stands at $19.4 trillion, which can be considered as an opportunity for Starbucks to expand its business (Textor, 2025). Henceforth, the stable inflation rates and uplift in GDP rates is considered as the favourable situation for China. 

               [image: ]
Figure 2: The inflation rate of China
(Source: Trading Economics, 2025)[image: ]
                               Figure 3: GDP rates of China 
                                     (Source: Textor, 2025)
Social: The presence of “open night grants” and other community-based activities of Starbucks has helped in establishing an exceptional community engagement in the U.S context (Starbucks, 2025). Collaboration with “Conservation International and Feeding America” has helped Starbucks to manufacture quality-based products to meet consumer satisfaction and requirements. The labour law-related issues in Starbucks have forced the corporation to reduce 900 employees to align with the operational costs (Guardian, 2025). The incorporation of the “C.A.F.E” training programme has encouraged business professionals to incorporate ethical sourcing aspects to navigate operational hindrances (Starbucks, 2024). The transition in the lifestyles and behaviours of consumers has become a challenge for Starbucks to adopt a healthy menu. Application of social media for the marketing campaigns in Starbucks in the U.S has engendered controversies and heightened the possibilities of an unfavourable situation for future expansion. The 900 job cuts and closure of 200 retail stores in Starbucks can help boost the relentless loss in the business ( Guardian, 2025). The collaboration with the Chinese local entities, Starbucks has established a strong local engagement. The collaboration with the local communities is the main reason for establishing a favourable market scenario for Starbucks in China. 
Evaluation of the socio-cultural trends with the alignment of Hofstede’s 6-dimensional theory
Aligning with Hofstede’s 6-dimension theory, it can be asserted that the U.S has prioritised the decentralised decision-making process to rejuvenate the business operation while hierarchical decision-making process can restrict the decision-making process.  The Power Distance Index regarding the hierarchical structures is stronger in China than the U.S can boost the performance of Starbucks.  The individualistic cultures in the U.S can offer a notable market dynamics for Starbucks while the collectivist decision-making aspect can be considered as an advantage to offer holistic development in China. In both countries, the competitive business environment can boost business operations. The resilient socio-cultural indulgence in the workplace ambience of China can intensely affect the business operation by offering an exceptional socio-cultural experience rather than a quick purchase.  The U.S focuses on the quick results while China prioritises the long-term strategic approach with alignment of political, socio-economic and legal factors to escalate the long-term ROI. The self-achievement tendencies in the U.S m restrict the holistic development of Starbucks, while the high indulgence in China can boost the business operation of Starbucks.   
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Figure 4: Hofstede’s theory 
(Source: Greet Hofstede, 2025)
Technological: Adaptation of AI /ML technologies in business operations, Starbucks can ensure the acceptability and adaptability of the brand among the tech-savvy and sophisticated consumers. The customers are inclined to purchase food from a recognised food supplier that can utilise the digital innovations to get connected with the community. The adaptation of technological advancements in business operations can help amplify the procurement process in the North American context to meet consumer requirements. Incorporation of digital technologies like AI/ML in the market analysis process helps Starbucks to get accustomed to the competitive market of the U.S (Starbucks, 2025). The adaptation of the fast-delivery and 3D spatial intelligence can meet the expectations of the U.S consumers. The trading professionals of the U.S Starbucks can establish an affirmative opportunity for the consumers to meet the business expectations (Starbucks, 2025). Ensuring “a state-of-the-art integrated distribution centre (IDC)” in the Chinese business, Starbucks has elevated employee satisfaction and engagement (Starbucks, 2023). Both the U.S and China are the favourable countries for business expansion in Starbucks
Legal: legal factor has a great impact on the business operations of Starbucks and the factor as it offers appropriate guidance to the trading professionals to operate the business in an appropriate way. Non-adherence to anti-discrimination laws in Starbucks' business operations has heightened controversies in the U.S. market (Starbucks, 2025). Implementation of the labour laws in the trading operation of Starbucks can help in increasing employee engagement in the commercial activities and decreasing the adverse impact related to controversies. Protection of the intellectual property in Starbucks has emerged challenge for Starbucks in retaining merchandising activities in China (Starbucks, 2025). The presence of the Union in Starbucks has increased significant hindrances in the business operation as it restricts the bargaining power of the company in making a distinctive agreement (Starbucks, 2025).  Henceforth, both countries legal scenario is favourable for Starbucks. 
Environmental: Adoption of greener technologies in the commercial activities of Starbucks can intensify the brand's adaptability among environmentally conscious consumers. Increased rates of Carbon emissions in the U.S context have increased threats for Starbucks to operate a sustainable SCM operation (Starbucks,2024). With the presence of green technologies in the SCM operation and the opening of 10000 green stores in the international market domain, Starbucks can ensure its business expansion in the international market (Starbucks, 2024). Expansion of the green house stores and adaptation of the green SCM operations in the Chinese market have helped in amplifying the commercial activities (Starbucks, 2024). China and the U.S have prioritised adopting green technology to expand their business in the international market. 
Similarities or differences in the business cultures of Starbucks in U.S and China
Differences in the socio-cultural aspects in China and  the U.S context has changed the trading activities of Starbucks.  diversion in menus, ambience and other actors has created a notable difference in operational aspects. Inclusion of “Go -and Grab model” in the business operation of Starbucks has restricted the trading activities whereas the disciplined operational model in China has increased the possibilities of long-term resilience.  An increase in the takeout sales is witnessed in the business operation of Starbucks in the U.S so least numbers of seating witnessed in the store layouts. Moreover, the large number of seatings is witnessed in the Chinese Starbucks.  
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Figure 5: PESTLE Analysis
(Source: Marketing, 2024)
[bookmark: _Toc216698612]4. Comparison of Brand’s STP strategies in the U.S and China

	STP Analysis 
	Justification 

	Segmentation
	· The individuals from 22 to 60 years and having a middle-upper-level income in the U.S can avail the food services of Starbucks (Start.io, 2025). 
· The busy and self-reliant business professionals who prefer convenience and quality try to avail the Starbucks food. 
· Urban professionals in the Chinese market are inclined to avail the products.
· The premium prices of the products of Starbucks have created barriers for the Chinese consumers, who prefer convenience and taste. 

	Target
	· Presence of the in-store experiences in the U.S context, Starbucks has increase engagement with regular and occasional customers. 
· Targeting the health-conscious consumers from the U.S market and launching the Protein-based deinking option, Starbucks has helped in retaining its exceptional brand loyalty and popularity (Linckos, 2025). 
· Starbucks has limited the expansion of its business in the Chinese context (Hall and Wu, 2025). 
· The shopping malls, crowded areas like airports, can be considered as a target market for Starbucks to enhance its business operation. 

	Positioning 
	· Multi-prolonged strategy can be adopted by Starbucks to retain its sustainability in the Chinese market. 
· Offering occasional discounts for occasional customers and repetitive discounts for professional customers in the peak hours, Starbucks can rejuvenate its market position in the competitive Chinese market (Bloomberg, 2025). 
· Adaptation of the “Back to basics” Strategy in U.S. Starbucks can help in regaining the consumer trust and belief by reshaping the market (Starbucks, 2025). 


Table 2: STP analysis
(Source: Self-developed)
Analysis: 
[bookmark: _heading=h.yd01a624glum]Consumer changing behaviour and purchasing intention have created significant issues for Starbucks to navigate its current operational issues in the U.S and Chinese context. Working professionals, health-conscious consumers and the age group from 22-60 years are the notable consumers of Starbucks who have valued the diverse range of products. Adopting the triple shot reinvention, Starbucks can strengthen its market position in the U.S context (Starbucks, 2025). The increased cost of the products has created a notable issue for the budget-conscious Chinese customers, as the population has preferred the local coffee entities over the international ones to cherish an exceptional experience of food products in Starbucks. Launching the innovative and health-conscious products a budget-friendly prices, Starbucks can enhance consumer participation in both the U.S. and Chinese context.  The premium price range of the products in the Chinese context has become a significant challenge for Starbucks to retain its competitive position in the foreign market. Partnership with the localised market, Starbucks can improve the business prosperity and profitability to meet the needs of the Chinese consumers. Assessment of consumer spending plays a notable role in Starbucks ' reform of its pricing segment. By increasing the number of company-operated stores in the Chinese context, Starbucks can retain its trading prosperity and profitability. 
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Figure 6: STP Analysis
(Source: Allen, 2020)

Retention of the competitive brand positioning in the international context plays a significant role in retaining the harmonious operation of any organisation and bolstering its position in the international business domain.  Setting a goal of a four-minute wait time and offering parental leave, Starbucks U.S can enhance employee engagement in the operational aspects and retrieve its predefined sales figures and position (Starbucks, 2025). Thus, strengthening its market position by offering dynamic facilities to the employees and providing a vast range of discounts, Starbucks can regain its market position. 
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Figure 7:  Target Market Analysis of Starbucks
(Source: Start.io, 2025)









Conceptual framework for Business expansion in Starbucks 
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Figure 8: Conceptual framework 
(Source: Ge et al. 2021)

Assessing the viewpoints of the consumers from the Shanghai flagship, it can be asserted that the premium quality of coffee products in a reasonable price can be considered as a profitable option for Starbucks. establishing the Reserve Cafe in Shanghai, Starbucks has demonstrated the process of the expansion of the business. Aligning with empathy, reliability, assurance and tangibles can help increase the market expansion in the international market domain. In developing countries, especially the non-conventional coffee-drinking countries, it is necessary to pay attention to the adaptability of the existing dimensional framework and evaluation system of perceived service quality (Ge et al. 2021). In this study, the responsiveness and empathy of service quality do not significantly affect the functional perceived value and symbolic perceived value. Service-quality guarantee, service-quality responsiveness, and functional perceived value do not significantly determine customers’ satisfaction. Therefore, the existing service quality and perceived-value framework needs more adaptive discussions in developing countries and non-conventional coffee-drinking countries.
Similarities and dissimilarities in the marketing cultures of Starbucks 
As China has no record of hereditary coffee cultures so the adaptation of new coffee cultures can pose threats to escalate long-term profitability and productivity. offering an inclusive quality of services and offering dynamic values for purchasing the product can benefit the expansion in the international domain. The company offers Go-to quick coffee services in the U.S, while it has adopted the social perspectives for the premium branding in China. Application of both personalised digital platform is considered as the similarities of Starbucks for its expansion in both countries. 
[bookmark: _Toc216698613]5. Comparison of Marketing Mix Strategies between the USA and China 
Marketing Mix 7Ps Framework for Starbucks 
Product: The seasonal and speciality beverages in the USA include Pumpkin Spice Latte and Peppermint Mocha, while in China, these are Matcha Latte and Red Bean Frappuccino (Nguyen, 2020). A range of coffees, bakery items, and seasonal drink options are present in the U.S and it supports its extended coffee cultures. Starbucks in China has localised tea beverages like Matcha Latte and Red Bean Frappuccino. Introducing products like Matcha Frappuccino’s and Shaken Teas in the Chinese context, Starbucks can strengthen its expansion in the international market.
 
[image: ]Figure 9: Starbucks coffee in China 
(Source: Starbucks, 2018)
Price: Following the pricing model, the coffee chain employs a premium pricing, which sets the company higher than that of its competitors. Promotes loyalty discounts and offers for the U.S consumers to increase its consumer base and increase its popularity. Premium and value-based pricing is witnessed in the U.S. Following the failure in marketing in China, Starbucks has adopted ultra-low pricing and aggressive promotion to attract consumers. 
In both China and the USA, this strategy reflects Starbucks' use of high-quality ingredients and unique brand positioning, along with providing rewards and loyalty to consumers (Gao, Zhao and Chen, 2021). The coffee chain has 16,000 stores in the USA and over 6,800 stores in China. Premium pricing strategy and prices are higher than U.S has increased conflicts and dissatisfaction.

[image: ]
Figure 10: Cost differences of Starbucks in China 
(Source: Reuters, 2024)

Place: Starbucks is expanding its locations in both urban and suburban areas, shopping malls, office buildings and university campuses to cater large clientele in both nations. The coffee chain invests heavily in employee training and development programs in both the USA and China to ensure a consistent and high-quality consumer experience (Ge et al., 2021). Strong delivery networks through third-party food delivery apps. Starbucks has over 6,800 stores in China, with rapid expansion in smaller cities. The coffee chain has partnered with Alibaba for digital delivery. Licensing with the local coffee chain, Starbucks, has entered in the Chinese market. It is considered as an advantage for Starbucks to expand its business in the U.S, but it increases complexities in retaining its dominance. Selling products in the third place, the company can showcase its exceptional market entry.  
Promotion: Starbucks relies on Instagram, Twitter and TikTok. It also has a rewards app to promote loyalty and discounts. Seasonal offerings of the products have helped Starbucks triggers the promotional aspects. Starbucks in China has a digital-first approach by offering Wi-Fi enabled store programmes and strategic store locations. 
People: Employees are trained in service excellence and diversity and inclusion. Starbucks in China focuses on hospitality and provides "service with warmth. Employees are trained following Chinese social norms. Spending 20000 hours for the local communities, Starbucks has increased its local presence in China (Starbucks, 2025). Employing more than 60000 local partners, Starbucks can expand its business.  
Process: Customers could pre-order with the mobile app to leverage contactless payment. Seamless digital experience through Alibaba and WeChat Mini Programs. Collaborating with the third-party delivery apps, the coffee chain delivers food to consumers within 30 minutes.
Physical Evidence: In China, people's strategy focuses on "service with warmth" following Chinese norms of serving their guests. In process strategy, Starbucks in the USA leverages effective pre-ordering systems through mobile apps and in China, Alibaba and WeChat Mini Programs contribute to its customer satisfaction through delivery (Maulana, 2023). Starbucks stores are mainly designed to offer a comfortable and inviting atmosphere to encourage consumers with warm and soft colours. In China, the coffee chain has a luxurious Reserve Roastery in Shanghai to appeal to consumers seeking luxury coffee experiences. Starbucks has luxurious flagship stores in the country, like Shanghai Roastery. It has large seating areas and effective digital experiences for consumers to attract.
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Figure 11: Starbucks in the U.S and China 
(Source: Reuters, 2025)
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Figure 12: 7Ps Marketing Mix 
(Source: Hanlon, 2023)

Similarities and dissimilarities in Starbucks in marketing and sales 
From China`s perspective, strategic partnerships with the local community, Starbucks can establish a strong market position in the foreign market. Implementation of the digital-based training programmes in the Chinese context and adopting the regional menu, Starbucks can explore the possibilities of having a supportive ecosystem for the agricultural individuals, offering an eco-friendly and harmonious SCM operation. In China’s context, Starbucks is properly committed to developing safe and fair conditions for the workers throughout its entire supply chain system. Collaboration with “China’s Innovation Park” for the procurement of the raw materials helps in exacerbating the supply chain resilience and profitability (Starbucks, 2024).  As the U.S is the origin for Starbucks for starting their business, it has not adopted any new strategy for sustainability. Price discrimination among Chinese consumers has disheartened the purchase decision-making process of consumers and established operational efficiencies in the international business domain. The photos related to strikes in the Chinese context that have been broadcast in Chinese media have shown that the vulgar images during Starbucks strikes are responsible for the degradation of the company's reputation (He, 2024). 


[bookmark: _Toc216698614]6. Evaluation of the performance of marketing strategies
Sales Figures
In the financial year 2024, Starbuck’s total revenue was 36.18 billion USD, and this company`s growth percentage is more or less 6%. This company also experienced 11.55% growth in the market trends has been witnessed in the business operation of Starbucks in 2022 (Macro Trends, 2025). Presence of the new store opening activities of Starbucks in the profitable market like China can help in accelerating its expansion in the foreign market. Adaptation of the competitive pricing strategy in the trading activities of Starbucks can help in flourishing its sales figures in the domestic as well as the international market.  16% downturn in the market shares of China has demonstrated the immense loss of Starbucks in managing its competitive position in the foreign market (Charles, 2024).    
Market Share
Starbucks' market share is approximately 30.9% among the entire coffee industry in the USA during the 2023-2025 time (IBISWorld, 2023). The extensive brand popularity and dominance of Starbucks is witnessed in the U.S as 90 % of the consumers are familiar with the brand name (Cafely, 2025). The key investors are “Vanguard Group”, “BlackRock” and the “State Street Corporation” the well-known and reliable investors who are responsible in tackling the company’s financial infrastructures (Fintel.io, 2025), From another perspective, the Chinese coffee market has witnessed a holistic decline in the recent years as the downturn in the sales figures following the trade war has created an immense turbulence for Starbucks to manage business resilience and profitability. 




Customer Loyalty 
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Figure 13: Starbucks` declining popularity in China
(Source: FBIF Food and Beverage Innovation, 2025)
Starbucks’ renowned consumer loyalty programme “Starbucks Rewards” has helped in elevating an exceptional consumer engagement and management operation to retain its glorious market position (Masternak, 2024). The free-point-based programmes attract a vast range of U.S customers to purchase the food products, utilising the digital platforms. The presence of the Personalisation process in the consumer loyalty programmes offers a few discounts or free food items to the customers by assessing their purchase history. Similarly, Starbucks also operates the “Starbucks Rewards” customer loyalty program in the Chinese context.  Offering the discounted prices to the Chinese population has faced a severe backlash. In China, 4%  of a total decline in the sales rates of China has demonstrated the uplifting consumer dissatisfaction and distrust of the Brand (FBIF Food and Beverage Innovation, 2025). It can be said that customer loyalty is poor in China, rather than the U.S. ready-to-drink coffee markets. 
Number of Stores 
Starbucks operates more than 18000 physical stores in versatile locations in the U.S and the spectrum demonstrates its popularity of the business in the international domain (Starbucks, 2025). These physical stores commonly provide various offers at low-cost initiatives to elevate consumer engagement and operations. Approximately 346000 employees are involved in the entire operations of Starbucks to offer dynamic services to the vast range of consumers (Starbucks, 2025). On the other hand, in China, more than 7828 have been attached to Starbucks  (FBIF Food and Beverage Innovation, 2025). Starbucks has declined its planning related to the store opening in China as the sales margins are affected adversely. Offering relentless operations in the crowded areas, airport locations, and shopping mall areas will be the main targeted areas for Starbucks.    
Digital Engagement 
Adoption of high-quality “digital engagement” has helped Starbucks to combat the uncertain geopolitical aspects. Assessing the opinions of the Chinese and U. S context, Starbucks has felt that the adaptation of digital technologies is not enough to encourage consumer purchase intention. Competitive pricing and timely delivery of the product can help in creating a strong consumer base in the competitive foreign market. Integration of a “multi-faced” digital marketing approach through the social media apps and its customer loyalty program has helped Starbucks to retain its trading prosperity and profitability. In the U.S, Starbucks has witnessed exceptional operational efficiencies and adaptability as 80% of in-cafe orders can be completed in 4 minutes with the integration of digital innovation (Zack Equity research, 2025). Hence, increased digital engagement of the U. S and Chinese consumers can increase the online purchasing aspects of Starbucks.
Customer reviews  
Differences between the success of the two markets (the U.S and China) 
The exceptional presence of Starbucks in the U.S has represented its strong brand familiarity and popularity in the U.S context. Increased digital engagement. The consumers are the backbone of Starbucks as it helps in evaluating the exceptional consumer experiences. The business professionals in Starbucks can employ an exceptional digital engagement to incur the purchase experience and enhance the profitability and productivity.  In Q3 of 2025, Starbucks witnessed 34 million members of the U.S related to the “reward programmes” to avail the food products (Trading view, 2025). The decrease in working hours at physical stores and the decline in waiting times for deliveries can intensify consumer satisfaction and expectations in the international business domain. 
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Figure 14:  The digital engagement in Starbucks
(Source: Trading view, 2025)

In the above-mentioned picture, it has been witnessed that, the digital integration has supported operational efficiencies and increased Starbucks' shares by 7.7%. The increased market share of Starbucks in both the growing and the mature markets can enhance the company's popularity and profitability in the foreign market. International competitors like McDonald's and KFC have established a strong market position in China as its market shares of 6% and 22% respectively (HRone, 2025). The increased market share of KFC in the Chinese market has demonstrated the exceptional popularity of the fast-food products. Starbucks has witnessed 2.2% gain in the market share of China, and the spectrum has demonstrated the shrinking growth of China’s market (Trading view, 2025).  [image: ]
Figure 15: The performance of Starbucks in China
(Source: Trading view, 2025)

[bookmark: _Toc216698615]7. Evaluation of marketing ethics practice
Adoption of C.A.F.E practices in the SCM operation of Starbucks has boosted the ethical sourcing process and improved the trading activities to evaluate the exceptional sustainability and profitability (Starbucks, 2025). This is a set of proper standards which is developed by Conservation International. Adherence to the U.S integrated legislative standards in the business operation of Starbucks can offer fair prices to the agricultural labours, like farmers by offering online payment policies to impose a fair transaction process to meet the business objectives.  Adherence to the human rights law and ensuring the operational safety among the workers is considered most beneficial for Starbucks to retain its ethical integrity and operational efficiencies (Starbucks, 2024). Increased issues related to human rights and safety-related issues have raised questions related to the CSR policies of Starbucks in establishing a synchronised and transparent relationship among the vast range of stakeholders. Engaging the farmers with “100 million Trees initiatives”, Starbucks has ensured the most sustainable coffee chains for the future (Starbucks, 2024). Strengthening the operations of the farmers in farming and reducing the carbon emissions in managing SCM operations the business professionals can develop resilient and profitable trading activities in Starbucks. 
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Figure 1: Revenue rates of Starbucks
(Source: Statista, 2025)

The U.S.-based Corporation has witnessed a steady and skyrocketing revenue rate in its business in the following years, which has helped to meet the pre-defined business objectives. Starbucks has witnessed $36.689 billion in revenue in 2025, a 0.59% increase in the past fiscal year (Statista, 2025). The heritage coffee culture of the U.S has triggered the commercial activities of Starbucks and helped in establishing a strong market position in the international market. The compassion between the two different cultures can help the coffee chain retailer to access the profitable market for ensuring future market expansion.  The report reflects the commercial effectiveness of Starbucks in the different countries by inspecting their market challenges, ethical considerations and offers relatable recommendations to improve its ongoing performance.   
Local controversies 
Relentless conflicts related to the cultural adaptation and pricing differences in Starbucks have restricted its operational efficiencies and transparencies in Starbucks, restricting consumer trust and engagement. The price hikes in the growing market can create dynamic issues that can trigger operational disruptions. The consistent harassment of the local consumers has tarnished the brand image of Starbucks. Implementation of Starbucks` “Race Together campaign” has created awareness among the employees to maintain a non-discriminative workplace cultures (Tarin et al. 2021). The adaptation has helped in navigating the adverse impact of racism on the commercial activities of Starbucks. Environmental sustainability issues in Starbucks have created a notable challenge for the company to maintain the business's reputation and profitability.

[bookmark: _Toc216698616]8. Recommendation & Conclusion

8.1 Recommendation 1: Partnerships with the Local corporation for China	
Though Starbucks has positioned itself for massive growth in the growing market of China, the economic turmoil in the business operation has raised notable issues for future aspects. The aspects have enhanced barriers in further trading expansion in the future business domain and declined its sales rates. The fluctuating sales rates of Starbucks have created concern among the vast range of consumers in the Chinese population to retain consumer engagement and satisfaction (Kim and Park, 2021). Preserving the company’s position in the competitive market, the business professionals of Starbucks can help in regaining its position in the growing market. The collaboration with the local communities, a reputed coffee company like Starbucks can evaluate its market position in the international business domain.  





8.2 Recommendation 2: Adoption of more digital innovation in business operations in the U.S
Integration of digital technologies in the trading operations of Starbucks can increase the operational efficiencies of the physical stores to offer dynamic deliveries in the business to meet the expectations and Requirements of the consumers. Through collaboration with the local payment methods of the Chinese domain, the business professionals can evaluate the trading efficiencies and transparencies in the foreign market (Swink et al. 2022).  Licensing the vast range of physical outlets in the growing market, Starbucks can improve consumer engagement to meet its predefined business objectives.  Operational discrepancies and price hikes of similar products have led to dissatisfaction among the local Chinese customers. 


8.3 Conclusion 
In brief, it can be concluded that the exceptional profitability rates of Starbucks rely on the adaptation of suitable strategies in the business operation to manage its competitive position in the international business domain. The increased price of similar products in the Chinese market has restricted the expansion of the business in the international context, as it enhances consumer conflict and distrust regarding the purchasing process of the products. Alignment of PESTLE, STP, and 7PS Market analysis in Starbucks has helped in assessing the possible threats and opportunities in the contemporary market environment. Adoption of digital technologies in the operations of Starbucks has elevated its operational efficiencies and transparency. Sustainable resourcing and procurement process of Starbucks can enhance the transparency and accuracy in the business operations and enhance the trust of investors to make an appropriate investment for the future. 
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