


Abstract 

This report is a critical assessment of potential of one of the most renewed fast-food 

chains, Starbucks, to expand to a target market that is strategically selected based 

on macro-environmental, competitive and capability-based analysis. To evaluate the 

target market before expansion, this report will use existing strategic management 

models PESTEL, Porters Five Forces, SWOT, Ansoff Matrix, Porters Generic 

Strategies and VRIO. At the same time, these frameworks are helpful to determine 

the level of strategic fit for expanding in the Nigerian food and beverage market. 

Therefore, the longer-term sustainability of Starbucks is increasingly becoming 

reliant on the strategic growth into emerging markets that have not yet been highly 

penetrated. 
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Introduction  

To expand the business within the contemporary internal platform, it is essential for 

brands to conduct a thorough market research after the selection of target market. 

This will not only be able to find-out the opportunities, but also evaluate the coming 

threats and existing regulations in order to strengthen its entry method. In this report, 

Starbucks has chosen. This brand is recognized as the global organisation that aims 

to expand its business within the Nigerian market through accurate operations and 

comply with branding to local cultures and laws. Starbucks Corporation is the biggest 

specialty coffeehouse chain in the world with an approximate workforce of 361,000 

outsourced workers. Since it was established in 1971 in Seattle, Starbucks has 

operated over 40,000 stores in 87 markets worldwide. The international strategy of 

Starbucks is based on the idea of enhancing the in-store experience, increasing the 

pace of digital interaction, and expanding its presence worldwide, with the aim of 

having 55,000 stores across the world by 2030, as it is executed in a Triple-Shot 

Reinvention Plan (Starbucks Coffee Company, 2023). This aspiration is consistent 

with increased international demand for high-quality coffee experiences and digitally-

facilitated retail solutions. Nonetheless, the company experiences dynamic 

challenges, such as economic instability, labour, supply-chain resilience, and 

saturation of the mature markets, such as the United States and China (Peng, 2024).  

Section 1: Selection of Organisation and Target Market 

1.1 The chosen organisation: Starbucks 

Starbucks is a large coffee retailing company with high brand equity, extensive global 

presence, and a well-developed digital marketing strategy and global supply chain 

that operates more than 40,000 stores all over the world. As of September 29, 2024, 

Starbucks had an approximate workforce of 361,000 outsourced workers around the 

world to support the corporate development of the store, roasting, manufacturing, 

warehousing, and distribution (Starbucks, 2024). As shown in figure 1, Starbucks is 

at the top in terms of expansion and has become the “fastest-growing chain”, with a 

total of 589 new stores in the US last year (Venture Capitalist, 2025).  

Starbucks offers a vast range of exceptional products along with fresh-brewed coffee 

that customers enjoy in our stores, at home, and on-the-go. According to the positive 
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impact providing approach on the communities, Starbuck’s “one person, one cup and 

one neighbourhood strategy” is reducing its suitable and responsible vision to create 

positive change in the areas where it can make the biggest impact such as creation 

of future opportunities for the community and foster sustainability also (Starbucks 

Coffee Company, 2023). Through effective operations, the organisation is producing 

annual revenues of more than $36 billion, which is mainly supported by its North 

American business and a rapidly expanding global division (Statista, 2025). 

Moreover, the latest strategic plan of the company confirmed that its Triple-Shot 

Reinvention Plan proposed international expansion as a fundamental cornerstone. In 

this, Starbucks is recommended to develop international stores much faster than the 

U.S. market (Starbucks Coffee Company, 2023). This makes Starbucks an ideal 

target of market diversification in new geographies that have high potential. 

 

Figure 1: Starbucks is declared to be the fastest growing fast-food chain in 
2024 

(Source: Venture Capitalist, 2025) 

1.2 Target Market  

For the next wave of expansion in the new target market, Nigeria is recognized as 

the most promising emerging market for Starbucks. Nigeria is the largest consumer 

market in Africa with a population of more than 232.68 million people and also 

amongst the fastest-urbanising countries in the world (StatisticsTimes, 2024). The 
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business capital of the country, Lagos, has an emerging middle class, rising 

disposable income, and strong western brand loyalty, attracting both local and 

international business ventures. However, the research data has indicated that in 

Nigeria, Coffee consumption has been increasing, by an average of 33.3% to 8.00 kt 

in 2021 (as shown in figure 2). This is especially due to youth culture, adoption of 

cafes lifestyle, and impact of online middle-income consumers (Helgi Library, 2023). 

On the other hand, the presence of large international coffeehouse chains is still 

minimal in the Nigerian market, and the local boutique cafes and several regional 

brands are the only competitors (LinkedIn, 2025).  

 

Figure 2: Coffee Consumption (Total) rose 33.3% to 8.00 kt in Nigeria in 2021 

(Source: Helgi Library, 2023) 

1.3 Rationale for the Decision 

Due to the young population rapidly increasing in Nigeria with a median that presents 

long-term consumer trends to support the demand of cafe culture, online ordering 

and luxury lifestyle products, it is logical for Starbucks to expand its business in this 

targeted region. As defined by Kamil and Widodo (2023), the success of Starbucks is 

heavily dependent on the urban and aspirational millennials and Gen Z customers, 

while the targeted nation is growing at a rapid rate in Lagos and Abuja. Further 

research has also explored that Nigeria has a near-greenfield premium coffee retail 

market unlike the markets are saturated. This aspect helps the country to get the 

leading position in coffee export in 2022 (Patel, 2025).  
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Section 2: Comprehensive Strategic Analysis  

2.1 Macro-Environmental Analysis using PESTEL 

The extension of Starbucks to Nigeria must be carefully considered in terms of the 

macro-environmental forces influencing the activity of business, in which PESTLE 

analysis will be influential and can help the brand to understand the political, social, 

economic, technological, legal, and environmental factors affecting Nigeria's 

business climate. 

Political factor: Political factors are recognised as the critical and crucial 

environment and also have opportunities and threats especially while different 

political factors are hampering Nigeria’s economic growth. Regarding the political 

aspect, Nigeria is recognized as a federal republic due to its continuous reform to 

attract foreign direct investment (FDI). Contrarily, one of these reforms was the 

2023-2024 Presidential Ease of Doing Business reforms, which influences tax 

transparency along with a step forward for Nigeria’s fiscal transparency. On the other 

hand, the complexity of the operations may be enhanced by political factors like the 

unequal enforcement of policies, corruption and the issue of regional security. In 

addition, Nigeria has a history of political instability, with military coups and civil 

unrest which may increase issues in the business expansion aspect. However, the 

governmental diversification strategy of the country to stop oil dependence is 

consistent with the Starbuck’s expansion which can make significant contribution in 

the service sector of Nigeria. 

Economical: The business environment is indicative of a high potential market with 

volatility. The GDP of Nigeria was $477 billion in 2022 as the biggest economy in 

Africa has been reduced after the Naira devaluation and fluctuates against other 

currencies, such as the U.S. dollar and euro. However, there has been 3.9% GDP 

growth as in 2025 (IMF, 2025). The consumption expenditure of urban centres like 

Lagos is increasing as a large consumer income earns middle class consumers 

premium retail experiences. However, inflation remains a very persistent problem in 

Nigeria for many years, with rates often exceeding double digits. Thus, inflation and 

foreign exchange fluctuations can influence pricing and margin risks to Starbucks.  

Social: The social environment can be extremely favourable for international 

expansion, due to the population structure of the country with a large youthful 
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population, with over 60% of its population under 25 (UNGM, 2025). This aspect can 

enhance the profitability of Starbucks and can align with its business concept where 

consumer groups are open to Western brands. Although the consumption of coffee 

has been increasing with the rising growth of urban millennials and professionals 

who are using cafes as a place to work, socialise and to connect online, high 

diversity can affect the organisation to meet the needs of different groups. However, 

NKPURUKWE et al., (2024) defined that the increased rate of lifestyle achievements 

and social-media power can help Starbucks to position its brand. 

Technological: With the rise of startups and tech-driven companies, Nigeria's 

technology sector has grown significantly in recent years. These are congruent with 

the digital-first strategy of Starbucks, such as mobile order-and-pay, loyalty 

programmes, and cashless transactions. It has been found by Lawal et al. (2025) 

that AI-integrated blockchain technology has concurred the Nigerian food processing 

sector with features like “robust traceability, and seamless tracking of food products 

from the farm to consumer's table”. However, the lack of skilled technology 

professionals and regulations governance in technology use can be a challenging 

issue for the company in Nigeria.  

Legal: Despite having a structured legal system in Nigeria which governs 

franchising, labour, and food safety, the existence of common law and Islamic law 

can create confusion for businesses that operate in the country (Ufua et al., 2020). 

This aspect may enhance complexities regarding the navigation of legal procedures, 

contracts, and disputes. However, strong local alliances are required due to 

legislative complexity, import tariffs, and compliance requirements. 

Environmental: Due to the extreme weather condition, climate change is a 

significant environmental factor that affects businesses in Nigeria. Thus, the 

environmental setting puts stress on sustainability, as there is increased 

consciousness regarding the issues of waste management and climate effects. 

However, Shubham and Pallavi (2024) stated that the growing urban consumer 

values are best aligned with the global sustainability promises by Starbucks, 

including a reduction of carbon emission rate and ethical sourcing. 
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2.2 Industry/ Competitive Analysis  

 

Figure 3: Framework of Porter's five forces 

(Source: Inspired by the ideas of Mehta, 2025) 

The Nigerian coffee retail business is at the growth phase of the industry life cycle 

and it has a high potential of expansion, but it has fragmented competition which will 

be evaluated by Porter's five forces for the expansion of Starbucks. 

Moderate threats of new entrants: Entry barriers are also not very high because 

small cafes require moderate amounts of capital, which would enable local 

entrepreneurs to join readily. But high-end global chains demand huge investments 

in quality of supply chain, store design and brand development, where Starbucks has 

a robust strength. However, Noor et al. (2025) argued that global standards, digital 

ecosystem, and economies of scale employed by Starbucks can establish 

differentiation which will be hard to replicate by new entrants. 

Low to Moderate bargaining power of the suppliers:  Most of the high-quality 

Arabica coffee beans imported in Nigeria are of high quality, while the country also 

produces Robusta varieties that accounts for up to 94% of Nigerian coffee exports 

(Patel, 2025). In this aspect, the high procurement strengths of Starbucks can also 

reduce the level of supplier power where challenges will be minimized by global 

sourcing of Starbucks and the capacity to form local roasting alliances.  

 10



Moderate bargaining power of buyers: The existence of financial viability 

enhances the price-sensitive nature among the Nigerian population (Osunwehinmi, 

2023). However, the target population of Starbucks, the urban, wealthy millennials, is 

less price-sensitive and prioritizes brand experience, atmosphere, and high quality. 

These altogether can reduce the bargaining power of the consumers due to limited 

premium options. 

High threat of substitutes: As described by AHUNGWA et al. (2025), high 

presence of domestic brands, beverage sellers on the streets and quick-service 

restaurants (QSRs) can enhance the competition for Starbucks. Under such 

circumstance, the brand needs to differentiate through experience, digital 

convenience and product innovation. 

Moderate rivalry threat from the competitors:  The strong presence of local 

brands like Café Neo, boutique shops and hotel cafes are the most important 

competitors of the new beverage brands in Nigeria. The market is still under 

penetrated and there is no dominant market share. Mustopha et al. (2022) added 

that competition in Nigerian Food and Beverage market is not as high as in the 

mature markets, such as Europe or U.S. This can be a strong advantage to 

Starbucks, as it has the potential to build brand loyalty and strong operational 

potential. 

2.3 Performance analysis by using SWOT 

A SWOT analysis will assist in analysing the internal strengths and external 

opportunities of Starbucks in its bid to venture into the Nigerian market. 
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Strengths: 
● Globally established brand 

that is associated with quality 

coffee and managed store 

environment 

● A vast range of digital bases 

is the cause of customer 

loyalty in the existing markets 

of Starbucks and has the 

potential of distinguishing the 

brand (Ullagaddi, 2024) 

● Starbucks has been at the 2nd 

position in the category of 

“highest brand value of any 

global restaurant company” in 

2 0 2 5 , w i t h $ 3 9 b i l l i o n 

(Statista, 2025)  

● The company has a highly 

integrated global supply 

Weaknesses:  

● High operating cost structure may 

create issues in operating in a price 

sensitive market of Nigeria, where 

there is foreign exchange volatility 

● As defined by Li (2022), the labour 

relations issues have also affected 

the brand in the developed markets 

and caused reputational damage.  

● Extensive dependence on imported 

high-quality coffee beans can make 

the operations more complex in the 

politically unstable region

Opportunities: 
● Nigeria is a near green field 

premium coffee market that 

has a growing cafe culture 

(Patel, 2025). 

● Rapid increase of disposable 

income among urban workers 

can enhance the acceptance 

of premium quality coffee of 

the brand which can enhance 

further profitability. 

● Mobile penetration and the 

emerging digital payment 

e c o s y s t e m s w i l l b e 

complementary to the tech-

Threats:  
● Political and economic instability, 

inf lat ion, regulatory r isk, and 

currency risk are major threats for 

the company in its expansion in 

Nigeria. 

● According to Obasi and Amadi 

(2022), high competition can emerge 

from the local cafes, informal sellers, 

and alternative drinks in the Nigerian 

market where price-sensitive nature 

of the consumers can prevent the 

sales growth of Starbucks.  

● Rapid regulatory changes can be a 

common threat for the brand in the 
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2.4 Insights and Strategic Implications  

The in-depth market analysis indicates that Nigeria is an opportunistic but 

operationally challenging market that needs a fine-tuned strategy. In this aspect, 

through the PESTEL evaluation it has been considered; despite having the social 

and technological alignment to the Starbuck’s business model it will be essential for 

the brand to integrate a risk-diversified mode during expansion. Lack of strong 

international cafe chains presents strong first mover presence to Starbucks, as it can 

develop brand leadership before the market becomes saturated. Regarding this 

aspect, the positioning of Starbucks as a high-quality, reasonable and digitally 

reachable brand should then be based on the aspirational value and convenience as 

well as affordability (Wieck, 2021). Furthermore, the internal analysis of the brand 

has been influenced that, in market expansion, Starbucks should integrate local 

supply relationships with Nigerian importers. As opined by Kim and Park (2021), it 

will be important for Starbucks in incorporating the selected local flavours and 

cultural elements into the menu as well as aligning the store design and offering 

prices with the local tastes and rituals. 

Section 3: Strategy Development and Formulation 

3.1 Strategic Direction and Rationale  

The international expansion strategy is defined as the strong and detailed analysis of 

plans for an organisation which aims to enter and operate its businesses within a 

new targeted market. The strategic focus of Starbucks in the Nigerian market must 

be based on the international market expansion and digital-oriented experiences-

based retail expansion, both aligned with its global growth priorities under the three-

shot of reinvention. The rationale of the strategic direction is informed by the fact that 

the urban middle-income population in Nigeria is rapidly growing with the evolving 

coffee consumption culture while the market share of premium coffee retailing is also 

underrepresented (Oniku and Akintimehin, 2022). Thus, the effective expansion of 

Starbucks would be able to create a first-mover advantage, influence consumer 

expectations, and have strategic positioning in Lagos and Abuja.  
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3.2 Strategic Model: Ansoff Matrix 

The Ansoff Matrix can help Starbucks to expand and achieve the best growth 

strategy in the Nigerian market through the mapping of four major paths like Market 

Penetration, Product Development, Market Development, and Diversification. 

 

Figure 4: Ansoff Matrix model 

(Source: Peterdy, 2023) 

Market Development: in this aspect, Starbucks will offer its current core products to 

a new geographical market including premium coffee drinks, teas, food products, 

and branded merchandise. The Nigerian Cafe market is still facing low-penetration 

by the global brands, and Starbucks can repeat the successful models of other 

countries and adapt the items to the national preferences. Whereas, the brand will 

use the global brand equity and existing product lines to access a high growth 

emerging market with very weak direct competition (Peterdy, 2023). 

Product development: Market Development will be supplemented with Product 

Development that will involve introducing culturally sensitive products which are 

favored by the Nigerian taste. Some of these are locally-inspired flavour, such as 

spices, sweetened drinks, and locally-sourced beans where quality standards will 

remain, and sufficient food options by aligning with the food safety standard of the 

country guided by NAFDAC (Okorejior et al., 2021). Such adaptational innovations 
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can enhance customer relevancy and differentiate Starbucks with the local cafes that 

exist. 

Market Penetration: during the expansion, it needs to be implemented on the basis 

of loyalty-building programs, including aggressive Starbucks Rewards enrolment and 

digital convenience. In addition, the integration of promotional campaigns to target 

Gen-Z consumers and young professionals can attract new customers within the 

market segment (Peterdy, 2023). Thus, the strategies could help the brand in 

establishing market share in a short period of time within the urban coffee hubs of 

Nigeria.   

Diversification: As defined by Ndiomaluke et al. (2025), a diversification strategy is 

generally the highest risk endeavour, in which Starbucks should first establish core 

operations and brand acceptance in a developing and economically unstable country 

like Nigeria rather than focusing on high diversification. 

3.3 Market Entry Mode 

When expanding Starbucks to Nigeria, the most appropriate market entry strategy 

will be the Master Franchise Agreement with selective Joint Venture (JV) 

arrangements in the main flagship locations of high visibility. The Master Franchise 

model will reduce operational risks of Starbucks and offer a chance to grow fast with 

references to the expertise of the Nigerian retail groups having strong regulatory and 

real-estate contacts. This becomes particularly applicable in an environment where 

bureaucracy, unstable currency and ineffective infrastructures prevail in the market. 

Franchise partners have something in common with capital and operation risk that 

allows Starbucks to focus in managing brands, training and quality control of supply 

chains (Ullagaddi, 2024). Franchising, however, is another aspect that might limit the 

taming of the customer experience of Starbucks. In such a way, the launch of the JV-

owned flagship stores in Lagos and Abuja will ensure that Starbucks has a direct 

influence on its brand image, in-store experience and digital ecosystem. These JV 

locations can become a training centre of franchise partners throughout the country 

and ensure that the centres meet the international standards of services.  
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3.4 Competitive positioning   

Starbucks needs to pursue Differentiation Strategy in Nigeria and support it with the 

aspects of Focused Differentiation to appeal to urban millennials and Gen Z 

consumers and professionals (Ufua et al., 2020). Nigerian market lacks premium 

international coffee chains, which gives an opening to Starbucks to establish itself as 

the Dream lifestyle brand that delivers high quality drinks, modern cafe experience, 

and an online-delivered customer experience. 

The differentiation will be attained by: 
• Excellent customer experience: fashionable shop atmosphere, free Wi-Fi, 

work friendly seating and stable quality of service 
• Localisation of the menu: Nigerian-inspired flavours and food services to 

appeal to the local tastes (Shubham and Pallavi, 2024) 
• Brand storytelling: positioning social encounter as a social hub: creativity, 

entrepreneurship, and community  

3.5 Strategic Fit and Capability Assessment 

The VRIO analysis indicates that Starbucks has a number of organisational 

resources which bring sustainable competitive advantages: 
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Brand Equity: The reputation worldwide of Starbucks is both valuable, rare and 

expensive to copy. Effective organisational frameworks facilitate the use of the brand 

which leads to the attainment of sustainable competitive advantage (Patel, 2025). 

Digital Infrastructure: Mobile ordering, Starbucks Rewards, and customised digital 

experience is a costly and uncommon service in the cafe industry of Nigeria. These 

R e s o u r c e / 
Capability

Valuable
?

Rare? C o s t l y 
t o 
Imitate?

Organise
d t o 
C a p t u r e 

Competit ive 
Implication

G l o b a l B r a n d 

E q u i t y & 

Reputation

Yes Yes Yes Yes S u s t a i n e d 

C o m p e t i t i v e 

Advantage

Digital Ecosystem 

( S t a r b u c k s 

Rewards, Mobile 

Yes Y e s ( i n 

N ige r i an 

market)

Moderat

e

Yes T e m p o r a r y 

C o m p e t i t i v e 

Advantage

G l o b a l S u p p l y 

Chain & Quality 

Control

Yes Yes Yes Yes S u s t a i n e d 

C o m p e t i t i v e 

Advantage

Store Ambience & 

C u s t o m e r 

Experience Design

Yes Moderatel

y

Moderat

e

Yes C o m p e t i t i v e 

Advantage / 

Parity

Menu Innovation & 

P r o d u c t 

Customisation

Yes No No Yes C o m p e t i t i v e 

Parity

Local Adaptation 

Capability (cultural 

a l i g n m e n t , 

localisation)

Yes No No Partially Temporary / 

D e v e l o p i n g 

Advantage

Financial Strength 

& I n v e s t m e n t 

Yes Yes Moderat

e

Yes S u s t a i n e d 

Advantage

Human Resource 

Development & 

Training Systems

Yes Moderate Moderat

e

Yes C o m p e t i t i v e 

Advantage
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systems may come to be copied in due course, but it will offer Starbucks temporary, 

yet impactful competitive advantage due to its scale and data-driven customer 

ecosystem (Peng, 2024). 

Supply Chain Excellence: The international supply-chain competency at Starbucks 

is hard to imitate by the competitors. The long-term benefit is provided by consistent 

sourcing, quality control systems and ethical sourcing policies which are strongly 

embedded organisational capabilities (Oniku and Akintimehin, 2022). 

Customer Experience Design: The legendary Starbucks experience store design, 

service culture and beverage customisation are useful and moderately unique within 

the country. Although the copying of elements is possible, the capability of elements 

is enhanced by the global processes that are inbuilt in Starbucks (Peng, 2024). 

Local Adaptation Capability: This is a good capability but not exceptional in Nigeria 

as most international brands that are successful have to localise. Oniku and 

Akintimehin (2022) stated that the capacity to incorporate local flavours and cultural 

signals at Starbucks has to be reinforced based on local collaborations and talent 

management. 

3.6 Strategy Implementation Components 

Its successful implementation will involve a chronic, step-by-step plan that makes its 

operations ready, market-advocating and financially robust enough. 

1. Store Development and Operation 
• Safeguard Master franchise deals and joint venture with trusted Nigerian retail 

players. 
• Set up a centralized distribution centre with cold-chain equipment and more 

than one import partners to minimize bottlenecks in the supply-chain (Obasi 

and Amadi, 2022). 

2. Human Resource Development 
• Establish a Starbucks Barista Training Facility and a Store Manager Training 

Facility. 
• Introduce performance-based incentive systems to minimize turnover and 

increase the quality of customer-service (NKPURUKWE et al., 2024). 

3. Marketing and Customer Interaction 
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• Introduce Starbucks Rewards using all local incentives to stimulate early 

adoption. 
• Invest in influencer collaboration, online campaigns and events. 
• Target Starbucks as a place of culture among remote employees, students of 

universities, and artists (Ndiomaluke et al., 2025).  

4. Financial and Control Measures 
• Implement a dynamic pricing model to overcome price inflation and exchange 

rate volatility. 
• Enter into a local sourcing programme of pastries, snacks, and sampled 

beverages inputs in order to minimise imports (Mustopha et al., 2022). 
• Introduce real-time store performance, customer and supply-chain stability 

dashboards. 
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3.7 Risk analysis and mitigation 

 20



R i s k 
Category

Description of Risk Potential Impact 
o n S t a r b u c k s 

Mitigation Strategies

Political & 
Regulatory 
Risk

U n p r e d i c t a b l e 

regulatory changes, 

bureaucratic delays, 

i n c o n s i s t e n t 

e n f o r c e m e n t o f 

laws, and regional 

security concerns.

Delays in store 

a p p r o v a l s , 

licensing issues, 

o p e r a t i o n a l 

d i s r u p t i o n s , 

i n c r e a s e d 

compliance costs.

• P a r t n e r w i t h 

experienced Nigerian 

franchise/JV operators. 

• Maintain continuous 

regulatory monitoring 

and legal compliance 

support. 

C u r r e n c y 
Volatility & 
Inflation

Fluctuations in the 

N a i r a a n d h i g h 

inflation affecting 

pricing, wages, and 

import costs.

Reduced prof i t 

m a r g i n s , 

c h a l l e n g e s i n 

pricing stability, 

h igher cos t o f 

g o o d s a n d 

• Use flexible pricing 

strategies. 

• Increase local sourcing 

for bakery and food 

items to reduce import 

dependency. 

S u p p l y 
C h a i n & 
L o g i s t i c s 
Disruptions

Port congest ion, 

import restrictions, 

t r a n s p o r t a t i o n 

inefficiencies, and 

unreliable supply 

networks.

Stock shortages, 

i n c o n s i s t e n t 

product quality, 

longer lead times, 

a n d c u s t o m e r 

dissatisfaction.

• Diversify suppliers and 

logistics partners. 

• Maintain safety stock in 

regional hubs. 

Competitive 
Pressure

L o c a l b o u t i q u e 

c a f é s , i n f o r m a l 

coffee sellers, and 

QSR chains offering 

l o w e r - p r i c e d 

alternatives.

Loss of market 

share, reduced 

pricing flexibility, 

slower customer 

adoption.

• Imp lemen t s t rong 

differentiation through 

premium ambience and 

digital convenience. 

• Starbucks Rewards 

l o y a l t y p r o g r a m m e 

launch. 

• Targeted marketing to 
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Section 4: Performance Evaluation Framework  

4.1 The Balanced Scorecard Framework 

Balanced Scorecard provides a comprehensive approach that Starbucks can use to 

measure its performance based on four interrelated areas, including Financial, 

Customer, Internal Processes and Learning and Growth. This will make sure that 

Starbucks Nigeria is not just a company that is concerned with profit measures but 

also service quality, innovation, and organisational capability. 

Operational 
& L a b o u r 
Challenges

S k i l l g a p s , 

inconsistent service 

s t a n d a r d s , h i g h 

employee turnover, 

a n d l a b o u r l a w 

complexity.

Reduced service 

quality, training 

costs, operational 

inefficiencies.

• Establish Starbucks 

Training Academy in 

Nigeria. 

• Implement certification-

based barista training. 

• Ensure HR compliance 

Technologic
al & Digital 
Risks

Va r y i n g d i g i t a l 

l i t e r a c y l e v e l s , 

unreliable internet 

c o n n e c t i v i t y , 

c y b e r s e c u r i t y 

threats.

P rob lems w i t h 

mobile ordering, 

d e l a y e d 

t r a n s a c t i o n s , 

c u s t o m e r 

d issat is fact ion, 

data breaches.

• S t r e n g t h e n I T 

i n f r a s t r u c t u r e a n d 

cybersecurity protocols. 

• Partner with Nigerian 

f i n t e c h f i r m s f o r 

s e a m l e s s p a y m e n t 

solutions.
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Figure 5: Balanced Scorecard 

(Source: The Strategy Institute, 2024) 

Financial Perspective: Starbucks needs to monitor financial performance and 

stability in an economy that has inflationary pressure and volatile currency. The 

important goals involve continuing to grow its revenues, operating costs, and 

safeguard the margins and yet remain affordable to its target market (Ufua et al., 

2020). 
KPIs include: 

• Revenue per store per month 
• Average transaction value 
• Cost of goods sold (COGS) stability 
• Store profitability and break-even periods 
• Currency-adjusted margin analysis 

Customer Perspective: The customer experience leads to the global differentiation 

strategy used by Starbucks and is needed in a price-sensitive but aspirational 

Nigerian market. As per the findings of Katsikeas et al. (2020), it is essential for 

Starbucks to establish loyal, trust and brand desirability by delivering custom 

experiences and digital touch. 
KPIs include: 

• Starbucks Rewards membership expansion and activity level. 
• Customer satisfaction index (through survey and online feedback) 
• Footfall store and frequency of repeat visit. 
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• Net Promoter Score (NPS) 
• Mean order waiting time 

Internal Process Perspective: Effective internal operations have ensured that the 

products are of good quality, the operations are efficient, and that the food safety and 

labour laws in Nigeria have been adhered to (Kamil and Widodo, 2023). 

KPIs include: 
• Speed of order fulfilment 
• Turnover rate and level of wastage of inventory. 
• Supply-chain dependability and lead time. 
• Audit scores in compliance (NAFDAC, labour laws, hygiene inspection) 
• Uptime rates of technology and ordering success of mobile. 

Learning & Growth Perspective: The long-term success of Starbucks is 

determined by its organisational learning and workforce capabilities. The essential 

factors in a market where skill gaps and large staff turnover are widespread are 

training, employee engagement, and digital preparedness (David-West et al., 2020). 

KPIs include: 
• Hours of the training of each employee and barista certification. 
• Retention and rate of employee satisfaction. 
• Outcomes of a performance management. 
• Managerial preparedness and pipeline leadership strength. 
• Innovation metrics  

4.2 Triple Bottom Line (TBL) Integration 

The Triple Bottom Line extends the performance assessment past profit to the 

People, Planet, and Profit, to make sure that Starbucks develops a sustainable and 

socially responsible image in Nigeria. This is in line with the Starbucks global 

sustainability commitments as well as brand authenticity. 
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Figure 5: Triple Bottom Line 

(Source: Environment & Energy Leader, 2023) 

People (Social Impact) 
There is a chance that Starbucks can play a positive role in the socio-economic 

development of Nigeria. 

Key focus areas include: 
• Creation of employment opportunities to the youth and women. 
• Fair wages, safe working conditions and ethical labour practices. 
• Training and career development by means of a Starbucks Nigeria Training 

Academy. 
• Community engagement activities, such as local arts promotions, literacy 

programmes, or support of youth entrepreneurship (Kamil and Widodo, 2023). 

Planet (Environmental Responsibility) 
In Nigeria, there is an increasing trend towards environmental sustainability because 

of the increasing worries concerning urban waste, climate, and energy usage. 

Starbucks can be a model in terms of: 
• Waste division, recyclable packaging, incentives of reusable cups. 
• Reducing carbon emissions by sourcing locally and purchasing energy 

efficient stores. 
• Partners with local environmental NGOs. 
• Well managed water and waste management (Li, 2022). 
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Profit (Economic Contribution) 
Where profitability is vital, Starbucks needs to have responsible economic 

participation through: 
• Developing value to franchise associates and JV stakeholders. 
• Enhancing local suppliers and small business. 
• Enhancement of tax payments and employments in formal sector. 
• Strengthening the ecosystem of the retail and cafe industry in Nigeria (Liu, 

2022). 

4.3 Monitoring and Mechanisms of Governance 

Good governance will mean that Starbucks Nigeria will have strong quality control, 

ethical behaviour and operational discipline in all the stores that are either franchise-

owned or those under JV. Another area in which governance minimizes risks is 

exposure to regulatory, financial, and reputational risks. 

Governance Structure 
It is suggested to use a multi-level governance model: 

• International-Local Steering Committee: Adapts Starbucks global strategy to 

Nigeria realities. 
• Operational Excellence: Manages the performance of stores, supply chain, 

compliance and customer experience (Okorejior et al., 2021). 
• Ethics & Sustainability Committee: Makes sure that environmental standards, 

CSR commitments and labour laws are followed. 

Monitoring Mechanisms 
The tracking should be ongoing, quantitative, and be in line with the Balanced 

Scorecard and TBL measurements. Key mechanisms include: 
• Quality, hygiene, safety, and compliance monthly operational audit. 
• BSC scorecard strategic reviews quarterly (Osunwehinmi, 2023). 
• Digital sales, footfall, reward redemption and customer feedback analytics in 

real time. 
• Mystery shopper evaluations. 
• Sustainability and impact annual reporting. 

These tools enable Starbucks to detect risks in time, optimise performance and 

remain consistent. 
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Risk-Governance Integration 
The governance should have risk dashboards to monitor political, financial, supply-

chain and operational risks. Resilience is needed in uncertain situations and this is 

achieved through scenario planning and proactive interventions (Shubham and 

Pallavi, 2024).  

Transparency and Reporting 
Starbucks must release annual performance and sustainability reports in Nigeria, 

which will show that the company is responsible to the customers, investors, 

regulators, and the community at large. 

Conclusion  

The decision to expand Starbucks into Nigeria is a strategically important endeavour 

that will enable the company to differentiate beyond its saturated markets in the 

West, reinforce its presence in the international market, and tap into an emerging 

consumer market in Africa. All of the analyses based on PESTEL, Porters Five 

Forces, SWOT, Ansoff Matrix and VRIO frameworks demonstrate that Nigeria has a 

great potential due to the high pace of urbanisation, the young population, the rising 

levels of digital use, and the young cafe culture. Despite the challenges that are 

confronting the market, including the regulatory ambiguity, currency fluctuation, and 

infrastructure barriers, a hybrid market entry mode, powerful local collaborations, and 

effective governance systems are the solutions that will help mitigate the risks.  

To guarantee successful performance, it has become indispensable for Starbucks to 

exploit its international assets brand equity, digital innovation and supply-chain 

excellence-manipulating to local cultural, economic and consumer realities. The 

performance appraisal system incorporating the Balanced Scorecard, Triple Bottom 

Line, and the governance schema is an important holistic system to track down the 

progress, improve accountability and facilitate sustainable development. Starbucks 

can become the top-quality coffee brand in Nigeria by using a mix of the world best 

practices and country strategic adaptation to emerge as the most profitable 

enterprise in the long term with stable operations and significant social and 

environmental contribution. 

 27



References 

David-West, O., Iheanachor, N. and Umukoro, I., 2020. Sustainable business models 

for the creation of mobile financial services in Nigeria. Journal of Innovation & 

Knowledge, 5(2), pp.105-116. 

Environment & Energy Leader (2023). Corporate Responsibility in 2023: Triple 

Bottom Line Sustainability, environmental & energy leader, Available at: https://

www.environmentenergyleader.com/stories/corporate-responsibility-in-2023-triple-

bottom-line-sustainability,3669- [Accessed on 06.12.2025] 

Helgi Library, (2023) Coffee consumption (total) rose 33.3% to 8.00 kt in Nigeria in 

2021. Available at: https://www.helgilibrary.com/charts/coffee-consumption-total-

rose-333-to-800-kt-in-nigeria-in-2021/ [Accessed on 01.12.2025] 

IMF. (2025). Nigeria. Available at: https://www.imf.org/external/datamapper/profile/

NGA [Accessed on 03.12.2025] 

Kamil, M.L.F. and Widodo, T., (2023). The Influence of Brand Equity Towards 

Consumer Purchase Decision of Starbucks (Case Study: Gen Z Starbucks Customer 

In Bandung). Quantitative Economics and Management Studies, 4(5), pp.936-945. 

Katsikeas, C., Leonidou, L. and Zeriti, A., (2020). Revisiting international marketing 

strategy in a digital era: Opportunities, challenges, and research directions. 

International marketing review, 37(3), pp.405-424. 

Kim, J.E. and Park, E.S., (2021). The spatial design marketing strategy of global 

franchises that take into consideration the characteristics of modern consumers—a 

study involving the global coffee companies of starbucks and blue bottle. Land, 

10(7), p.716. 

Lawal, O.M., Isaac-Bamgboye, F.J. and Enujiugha, V.N., (2025). Artificial Intelligence 

in Food Processing: The Nigerian Experience.  Journal of Agriculture, Food 

Technology and Sustainability, 2(1), pp.88-94. 

Li, X., (2022). The discursive construction of corporate identity in the corporate social 

responsibility reports: A case study of Starbucks. Frontiers in psychology, 13, 

p.940541. 

LinkedIn, (2025). ‘Coffee Culture in Nigeria: A Growing Trend or Just a Fad?’, 

LinkedIn, post by Café One. Available at: https://www.linkedin.com/pulse/coffee-

culture-nigeria-growing-trend-just-fad-cafeonenig-k0v8e [Accessed on 04.12.2025] 

 28

https://www.environmentenergyleader.com/stories/corporate-responsibility-in-2023-triple-bottom-line-sustainability,3669-
https://www.environmentenergyleader.com/stories/corporate-responsibility-in-2023-triple-bottom-line-sustainability,3669-
https://www.environmentenergyleader.com/stories/corporate-responsibility-in-2023-triple-bottom-line-sustainability,3669-
https://www.helgilibrary.com/charts/coffee-consumption-total-rose-333-to-800-kt-in-nigeria-in-2021/?utm_source=chatgpt.com
https://www.helgilibrary.com/charts/coffee-consumption-total-rose-333-to-800-kt-in-nigeria-in-2021/
https://www.helgilibrary.com/charts/coffee-consumption-total-rose-333-to-800-kt-in-nigeria-in-2021/
https://www.helgilibrary.com/charts/coffee-consumption-total-rose-333-to-800-kt-in-nigeria-in-2021/
https://www.helgilibrary.com/charts/coffee-consumption-total-rose-333-to-800-kt-in-nigeria-in-2021/?utm_source=chatgpt.com
https://www.imf.org/external/datamapper/profile/NGA
https://www.imf.org/external/datamapper/profile/NGA
https://www.linkedin.com/pulse/coffee-culture-nigeria-growing-trend-just-fad-cafeonenig-k0v8e?utm_source=chatgpt.com
https://www.linkedin.com/pulse/coffee-culture-nigeria-growing-trend-just-fad-cafeonenig-k0v8e
https://www.linkedin.com/pulse/coffee-culture-nigeria-growing-trend-just-fad-cafeonenig-k0v8e
https://www.linkedin.com/pulse/coffee-culture-nigeria-growing-trend-just-fad-cafeonenig-k0v8e


Liu, X., (2022, July). Exploring the Future Value of Starbucks. In 2022 2nd 

International Conference on Enterprise Management and Economic Development 

(ICEMED 2022) (pp. 793-800). Atlantis Press. 

Mehta, K. (2025). 'Porter’s Five Forces,' Definition, Explained, Example, Model, 5 

March. Available at: https://www.wallstreetmojo.com/porters-five-forces/. [Accessed 

on 03.12.2025] 

Mustopha, F.B., Adesanya, K.A. and Aremu-Dele, O., (2022). Production trend of 

coffee in Nigeria: A review. World Journal of Advanced Research and Reviews, 

13(03), pp.137-146. 

Ndiomaluke, C., Obi, C., Orajaka, U., Ejefobihi, U. and Percy, N., (2025). Economic 

diversification strategies for sustainable development in Nigeria. Journal of Policy 

and Development Studies, 18(3), pp.1-23. 

NKPURUKWE, O., RIMAMNDE, R. and ENYIA, B., (2024). SOCIAL MEDIA 

MARKETING AND BUSINESS SUCCESS OF BEVERAGE INDUSTRY: A STUDY 

OF CWAY FOOD AND BEVERAGES COMPANY LIMITED, LAGOS, NIGERIA. 

ABUJA JOURNAL OF BUSINESS AND MANAGEMENT, 2(4). 

Obasi, R. and Amadi, L., (2022). Brand Price Positioning Strategy and Sales 

Turnover of Food and Beverage Manufacturing Companies In Rivers State Nigeria. 

Int. J. Social Science Humanities Research, 5(01), pp.36-49. 

Okorejior, F.A., Shaibu, A.H. and Ononuju, V.I., (2021). The impact of fast food 

industry on Nigeria food culture. Applied Sciences & Technology, 122. 

Oniku, A.C. and Akintimehin, O., (2022). Coffee culture: Will Nigerians drink coffee 

like others?. Journal of Humanities and Applied Social Sciences, 4(3), pp.236-250. 

Osunwehinmi, F.M., (2023). Business Opportunities for International Organizations in 

The Nigerian Market: Case Study: Arbonaut Ltd. 

Patel, B. (2025) 'For roasters looking for differentiation, Nigerian coffee could be the 

answer,' Perfect Daily Grind, 3 June. Available at: .https://perfectdailygrind.com/

2 0 2 5 / 0 4 / n i g e r i a - s p e c i a l t y - c o f f e e - h i d d e n - g e m - o r i g i n /

#:~:text=But%20key%20challenges%20persist,often%20struggle%20with%20market

%20access. [Accessed on 05.12.2025] 

Peng, Y., (2024). Research on Cross-International Business Operation and 

Management Strategies of Enterprises. In International Conference on Finance and 

Economics (Vol. 6, No. 1). 

 29

https://www.wallstreetmojo.com/porters-five-forces/
https://perfectdailygrind.com/2025/04/nigeria-specialty-coffee-hidden-gem-origin/%23:~:text=But%2520key%2520challenges%2520persist,often%2520struggle%2520with%2520market%2520access
https://perfectdailygrind.com/2025/04/nigeria-specialty-coffee-hidden-gem-origin/%23:~:text=But%2520key%2520challenges%2520persist,often%2520struggle%2520with%2520market%2520access
https://perfectdailygrind.com/2025/04/nigeria-specialty-coffee-hidden-gem-origin/%23:~:text=But%2520key%2520challenges%2520persist,often%2520struggle%2520with%2520market%2520access


Peterdy, K. (2023) Ansoff Matrix. https://corporatefinanceinstitute.com/resources/

management/ansoff-matrix/. 

Shubham, S. and Pallavi, P., (2024). UNRAVELLING THE CSR OUTLOOK OF 

STARBUCKS: A CASE-BASED APPROACH. Responsibility, p.58. 

Singh, P., Chaturvedi, M. and Mittal, S., (2024). Starbucks: Brewing a Successful 

Global Strategy. LEADERSHIP ETHICS, p.161. 

Starbucks Coffee Company, (2023) About Us – Company Profile. Available at: 

https://about.starbucks.com/uploads/2023/02/AboutUs-Company-Profile-2.6.23.pdf 

[Accessed on 01.12.2025] 

Starbucks Coffee Company, (2023). Starbucks announces Triple Shot Reinvention 

Strategy with multiple paths for long-term growth. 2 November. Available at: https://

about.starbucks.com/press/2023/starbucks-announces-triple-shot-reinvention-

strategy-with-multiple-paths-for-long-term-growth/ [Accessed on 02.12.2025]  

Starbucks, (2024). Starbucks Fiscal 2024 Annual Report. https://s203.q4cdn.com/

326826266/files/doc_financials/2024/ar/Starbucks-Fiscal-2024-Annual-Report.pdf. 

[Accessed on 02.12.2025]  

Statista, (2025). Starbucks — statistics & facts. Available at: https://

www.statista.com/topics/1246/starbucks/ [Accessed on 03.12.2025]  

StatisticsTimes, (2024). Nigeria demographics 2024 – Demographics of Nigeria. 

Available at: https://statist icstimes.com/demographics/country/nigeria-

demographics.php [Accessed on 01.12.2025] 

T AHUNGWA, G., Gama, E.N., Teran, D.A. and Muhammad, M., (2022). Does the 

westernisation of diet affect food security in Nigeria? evidence from fast food and 

street food consumption in the Dutse metropolis, Jigawa State. Ife Journal of 

Agriculture, 34(3), pp.35-48. 

The Strategy Institute (2024). “A Comprehensive Guide to Implementing the 

Balanced Scorecard Framework” , 22 March. Avai lab le at : h t tps: / /

www.thestrategyinstitute.org/insights/a-comprehensive-guide-to-implementing-the-

balanced-scorecard-framework [Accessed on 01.12.2025] 

U.S. Department of State, (2025). 2025 Investment Climate Statement: Nigeria. 

Available at: https://www.state.gov/reports/2025-investment-climate-statements/

nigeria [Accessed on 03.12.2025] 

 30

https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/
https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/
https://about.starbucks.com/uploads/2023/02/AboutUs-Company-Profile-2.6.23.pdf
https://about.starbucks.com/uploads/2023/02/AboutUs-Company-Profile-2.6.23.pdf
https://about.starbucks.com/press/2023/starbucks-announces-triple-shot-reinvention-strategy-with-multiple-paths-for-long-term-growth/?utm_source=chatgpt.com
https://about.starbucks.com/press/2023/starbucks-announces-triple-shot-reinvention-strategy-with-multiple-paths-for-long-term-growth/
https://about.starbucks.com/press/2023/starbucks-announces-triple-shot-reinvention-strategy-with-multiple-paths-for-long-term-growth/
https://about.starbucks.com/press/2023/starbucks-announces-triple-shot-reinvention-strategy-with-multiple-paths-for-long-term-growth/
https://s203.q4cdn.com/326826266/files/doc_financials/2024/ar/Starbucks-Fiscal-2024-Annual-Report.pdf
https://s203.q4cdn.com/326826266/files/doc_financials/2024/ar/Starbucks-Fiscal-2024-Annual-Report.pdf
https://s203.q4cdn.com/326826266/files/doc_financials/2024/ar/Starbucks-Fiscal-2024-Annual-Report.pdf
https://www.statista.com/topics/1246/starbucks/
https://www.statista.com/topics/1246/starbucks/
https://www.statista.com/topics/1246/starbucks/
https://statisticstimes.com/demographics/country/nigeria-demographics.php?utm_source=chatgpt.com
https://statisticstimes.com/demographics/country/nigeria-demographics.php
https://statisticstimes.com/demographics/country/nigeria-demographics.php
https://statisticstimes.com/demographics/country/nigeria-demographics.php
https://www.thestrategyinstitute.org/insights/a-comprehensive-guide-to-implementing-the-balanced-scorecard-framework?utm_source=chatgpt.com
https://www.thestrategyinstitute.org/insights/a-comprehensive-guide-to-implementing-the-balanced-scorecard-framework?utm_source=chatgpt.com
https://www.thestrategyinstitute.org/insights/a-comprehensive-guide-to-implementing-the-balanced-scorecard-framework?utm_source=chatgpt.com
https://www.state.gov/reports/2025-investment-climate-statements/nigeria
https://www.state.gov/reports/2025-investment-climate-statements/nigeria
https://www.state.gov/reports/2025-investment-climate-statements/nigeria


Ufua, D.E., Olujobi, O.J., Ogbari, M.E., Dada, J.A. and Edafe, O.D., (2020). 

Operations of small and medium enterprises and the legal system in Nigeria. 

Humanities and Social Sciences Communications, 7(1), pp.1-7. 

Ullagaddi, P., (2024). From Barista to bytes: How Starbucks brewed a digital 

revolution. Journal of Economics, Management and Trade, 30(9), pp.78-89. 

UNGM (2025). Consultancy Firm to Undertake Mid Term Evaluation of YAI 

Programme in Nigeria. Available at: https://www.ungm.org/Public/Notice/

285525#:~:text=Nigeria%2C%20a%20nation%20with%20a,development%20objectiv

es%20exist%20across%20localities. [Accessed on 01.12.2025] 

Venture Capitalist. (2025). Starbucks was America’s fastest growing fast food chain 

last year. Available at: https://www.voronoiapp.com/business/Starbucks-was-

Americas-fastest-growing-fast-food-chain-last-year-6109 [Accessed on 01.12.2025] 

Wieck, T., 2021. Designing a product-brand strategy for a coffee bean service.

 31

https://www.helgilibrary.com/charts/coffee-consumption-total-rose-333-to-800-kt-in-nigeria-in-2021/?utm_source=chatgpt.com
https://www.ungm.org/Public/Notice/285525%23:~:text=Nigeria,%2520a%2520nation%2520with%2520a,development%2520objectives%2520exist%2520across%2520localities
https://www.ungm.org/Public/Notice/285525%23:~:text=Nigeria,%2520a%2520nation%2520with%2520a,development%2520objectives%2520exist%2520across%2520localities
https://www.ungm.org/Public/Notice/285525%23:~:text=Nigeria,%2520a%2520nation%2520with%2520a,development%2520objectives%2520exist%2520across%2520localities
https://www.helgilibrary.com/charts/coffee-consumption-total-rose-333-to-800-kt-in-nigeria-in-2021/?utm_source=chatgpt.com
https://www.voronoiapp.com/business/Starbucks-was-Americas-fastest-growing-fast-food-chain-last-year-6109
https://www.voronoiapp.com/business/Starbucks-was-Americas-fastest-growing-fast-food-chain-last-year-6109
https://www.voronoiapp.com/business/Starbucks-was-Americas-fastest-growing-fast-food-chain-last-year-6109

