


Executive summary 
The focus for this research is the global strategy used by Starbucks and its entry into different counties. The vast majority of research on Starbucks and how they apply global strategies and the impact of different approaches has gained a lot of attention, mainly theory.  

This paper will consider Starbucks globalisation method (modes of entry) and their impact on international businesses and management. Within this research all relevant factors will be taken into account to compare and contrast strategies Starbucks have chosen to apply in each of the countries they trade goods and services in. This analysis will show a clear understanding of their appropriate strategies implemented by Starbucks. Reflecting upon Starbucks global strategies of market entry, relevant legal factors entering different markets and how they impact the strategies they already imply, the results they have after applying the strategies and the outcome and its effect on political, economic, social, legal, environmental and technological issues. 


Introduction 
 Globalisation 
‘Globalisation’ one of the most defined words of our time. (Wild, 2013) The term used to describe the variation of the economic, political, cultural, ideological, and environmental processes that are encouraging the current wave of our time. (Steger, 2013)

The Levin institute (2016) described globalisation as ‘a process of interaction and integration among the people, companies, and governments of differing nations, a process driven by international trade and investment and aided by information technology.’ The progression of globalisation takes effect on the environment, on culture, on political systems, on economic development and prosperity, and on human physical well-being in societies around the world. (The Levin Institute, 2016) 





Main Findings
Starbucks-overview 

Starbucks, A publicly traded Corporation within the coffee shop industry, (Statista, 2018)  founded by three aspiring San Francisco University students, (Success story, 2017) First opened its doors in Seattle March of 1971, located here from 1971-1976 before moving location; where it still remains today. (Brewer, 2010) From the United States to China and many in-between, Starbucks have enjoyed the image of omnipresence as in certain cities, reality is that the green mermaid logo can be recognised and you can quite literally walk across the street from one branch to another. (Marshall, 2015) Recognised for altering the way Americans and people around the world; view and consume coffee, Starbucks victory has attracted global attention. (Wong, 2003) Starbucks now have over 700 stores in the UK and China is one of its largest overseas markets with over 120 operating stores. (Khan, 2010) 
Number of Starbucks stores in the UK 2005 to 2017
[image: ]







	
									(Statista, 2018)
Starbucks has had a consistent fast growth in the United States. As of 2017, there were 13,930 Starbucks stores open in the United States and 27,339 worldwide. Meaning the United States is the country with the highest number of stores, holding around 1,000 more stores in the U.S. than in all other countries combined.  (Statista, 2018) Correlated results show that the growth of Starbucks has increased as the store locations have. Between the years of 2003-2017, store and revenues both increased year on year, with the exception of 2009. Despite this Starbucks revenue has had a continuous growth, in 2010-2017 revenue has more than doubled totalling 22.39 U.S. Billion Dollars. (Statistic Brain, 2017) Starbucks total sales have risen over 20% since 2016, when they made a large investment of 378.7 million U.S. dollars in marketing campaigns. (Statista, 2018) 
Definition of Entry Mode 

There is no one market entry strategy a company can use to enter a foreign market. “Direct exporting may be the most appropriate strategy in one market while in another you may need to set up a joint venture and in another you may well licence your manufacturing.” (Trade Start.CA, 2017) There are a number of influencing factors when it comes to strategies, that can increase your costs including, but not limited to tariff rates, adapting products for the market, marketing and transportation costs. (Trade Start.CA, 2017) When entering a foreign market they have to decide on the market entry mode, the market servicing or the coordination of foreign units for foreign across country activities, these choices, made in different behaviours  determine the firms overall performance in the international market. (Elsner, 2014) 
Starbucks Entry Mode

Starbucks Corporation, structured into two corresponding businesses, North America and Starbucks Coffee International. (helmikuuta, 2012) In its home country of the US the coffee houses are fundamentally company owned; however Starbucks Coffee International have taken a very different strategy, in which it forms joint ventures or licences with local companies to own and operates Starbucks stores. (Jung, 2003) Having local partners will give the company more of a home and community feel, a good strategy on Starbucks behalf, leaving partners the identify locations and sift through tax issues. (Jung, 2003) 
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 (Chen & Mujabata, 2007)

Starbuck initially expanded into the UK market with a ‘buyout’ of the Seattle coffee company, using its capital to make an impact  by obtaining prime locations within the UK market, however some of these were operation on a financial loss. (Khan, 2010) Strategically in the 2000’s Starbucks made a dramatic increase in its “licensed store” franchise system, this system permits Starbucks franchises only is they contribute to less than 20% of the gross income of the franchises. (Khan, 2010) They currently run inside other stores or in limited or restricted access spaces, to not dilute ‘brand image’. 
In 1999, Starbucks invested and entered China’s market via a franchising and joint-venture, an arrangement with three big local partners. (Consulting, 2015) Joint venture, an entry mode used worldwide, meaning two or more individual or independent firms join in alliance, in order to gain an improved market position. “Strategic alliances developed and propagated as formalized inter-organisational relationships. These cooperative arrangements represent new organizational formation that seeks to achieve organizational objectives better through collaboration than through competition.” (Emanuela, 2005)  In 2001, China joined the World Trade Organisation (WTO) (Yuka, 2006) because of this the Chinese government has loosened regulations on foreign investment, and removed restrictions on foreign investment. (Beatriz, 2008) This implies that the need for foreign investment and the share for local partners was no longer and viable to Starbucks. Further to that, China Briefing (2017) reported that in July 2017, Starbucks bought out its east China joint-partnership- formed with Uni-President Enterprises Corp and President Chain Store Corp to enable them to take over its market operations, something they were already doing in their own country. (China-Breifing, 2017) 
A market study carried out in China found Starbucks ranked at 91st overall thanks to its $3 billion brand value. (Consulting, 2015) While profits were increasing in the Chinese market, Starbucks realised it could gain control over its Chinese partners. (Consulting, 2015) Therefore, its business model in china began to change.
Starbucks strategies in UK
After Starbucks achievement in Seattle US they entered the UK market in 1996 (Khan, 2010) the first European country which Starbucks entered. (NEWS, 1998) This new expansion was something they hoped would bring future growth into other economies and making the business international, thus a fast way for them to enter the foreign market. It appears Starbucks joined this market via franchise and joining in stores, at first there was very low competitiveness, which enabled them to expand strategically. (Starbucks, 2018) The US and European market share quite common culture, they are committed to “customised coffee, similar company values and a mutual respect for people and the environment”. (Starbucks, 2018)A document published by Starbucks Coffee Holdings (UK), Ltd; states their tax strategy, tax laws and all other jurisdiction, over they have been held over tax scrutiny in recent years. Starbucks have implemented “Latte Levy” in a bid to reduce waste in the UK, “An estimated 2.5bn disposable cups are thrown away each year in the UK.” (NEWS, 2018) They hope that by charging for a plastic cup it will make consumers rethink single use cups. 
Starbucks strategies had to change in the UK people much prefer a ‘café’ type feel, they have even put massive investment in to changing their stores to stand by this culture as well as adjusting the beverages and blends to suit different pallets, this is a big challenge for Starbucks (Alderman, 2012) Europe’s “debt crisis and sluggish economy” (Alderman, 2012) are partly to blame that in parts they have operated with no profit, especially with the high rents and labour costs. 
Starbucks research has found unlike the US where people like to come and enjoy the culture of Starbucks “home away from home” and natural meeting place for people, Starbucks hoped to recuperate this by benefitting from the pub culture in the UK; most brits prefer to “grab and go” so to meet the needs of this more store are closing and Starbucks drive through locations are opening. (Alderman, 2012)  Starbucks defiantly have room for bigger impact in the UK, but will it be difficult to sustain if the UK economy goes into recession 
Starbucks strategies in China 

The main consideration made when entering the Chinese market is “to be aware of and respect culture and cultural sentiments.” (Flanigan, 2014)  Unlike their home country, Starbucks faced many challenges in china in which they needed to overcome and meet the needs of the culture; traditionally Chinese prefer to drink tea (Khan, 2010) “they are challenged to win them over, rather than fending off local rivals”. (Jordan & Baertlein, 2017)  Thus, Starbucks realised tea drinking was part of the Chinese culture, rather than look at as competition they used it as an opportunity to expand by opening tea stores. “With a reputation as a coffee brand, Starbuck’s faced a serious crisis. Thus, the company decided to open some tea shops in addition to its regular coffee shops”. To fit the culture Starbucks rebranded the way they serve and roast coffee, compared to the US, in China in is boiled and served in a glass cup.
Starbucks based there strategy on “offering a third place experience” a place for people to come, relax, socialise and work from, accommodating single drinkers or two-person groups, the culture of it was all wrong for the Chinese. (Flanigan, 2014) Market research this meant the design of their stores needed to change in order to accommodate groups of up to 10 people. 

When entering the Chinese market careful consideration has had to be made by Starbucks, due to food scandals China are more trusting of foreign food and drink brands, i.e. “localising” the brand image within china could have effected there growth within the country. (Flanigan, 2014)  

Currently for the Chinese market, Starbucks import coffee bean from its suppliers all around the world. (Reuters, 2007) The company has a great control over suppliers so it can insure the quality of products in china, however in China they still pay import duty. (Friedinet, 2003) Starbuck carry out a significant amount of work with Chinese coffee farmers, trying to get them to the standard they require. President of Starbucks in china stated, “China does produce some quality and sourcing from china will start very soon.” (Groom, 2007) Following this, Starbucks have built a China roasting plant, and have gained huge competitive advantage. (Starbucks, 2016)
China’s position as an emerging economy has created somewhat of an aspirational class. In China, Starbucks retail there Coffee at around £4 a cup compared to £2.30 in the UK. “The Chinese bourgeoisie seek out consumables of status- which works in Starbucks favour as an aspiration brand”. (Flanigan, 2014)  


Organisational structure and resource allocation 

Starbucks leadership in the industry is somewhat accredited to the relevance of its organisational structure. (Mayher, 2017) “Organisational culture includes as organisations expectations, experiences, philosophy, and values that hold it together, and is expressed in its self-image, inner workings, interactions with outside world, and future expectations. Based on shared attitudes, beliefs, customs, and written and unwritten rules that have developed over time and are considered valid.” (Dictionary, 2018) Starbucks business needs are covered by these influences, there organisational culture really is exclusive to them and is continually growing with them, allowing constant evaluation of their products and services. “Starbucks has a matrix organizational structure, which is a hybrid mixture of different features from the basic types of organizational structure.” (Mayher, 2017) Here are some of the main features of Starbucks organisational structure 
· Functional structure
Starbucks Human resources implement policies throughout the company. There Finance and marketing departments monitor and control everything going on throughout the company. 
· Geographic 
Starbucks follow all ethical and environmental decisions, each union strategy is particular to each specific market conditions. 
· Products 
Starbucks products are divided and categorised coffee, food and merchandise, devising in this manner enables them to work on specific product line development, allowing innovation with support of its organisational structure.  
· Teams
Starbucks credit themselves on the standard and behaviour of their teams, from the bottom right up to the top. Starbucks team structure, where each person has their own job has allowed them to offer efficient service to customers. 

· Customer experience 
The structure of the experience Starbucks offer meets the needs of the organisational culture. 
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Appendix 
Starbucks Strategy Analysis 
Pestle
Political factors 
· Government 
· Tax 
· Legislation
· Foreign influences 

Starbucks must keep up with government policies, law and regulations in all cohering countries. The main political factor is the sourcing of raw materials; they must do this to keep up with the social and environmental standards.
Impacts of Economic factors 
· Different economic environments 
· Tax 
· Local currency 
Labour costs are rising and wages are getting lower, consumers may choose to cut back on luxuries or make cheaper alternatives. We have seen Starbucks through the global economic recession, this could return again, last time Starbucks had to make cut backs and even lower their prices to subsist it.
Impacts of social factors 
· Consumer preference
· Change in lifestyle 
· Influences of trends
· Value changes
Committed to staying up to date with ‘green’ and ‘ethical’ trends of today, while offering product differentiation they need to ensure not to over-charge. Offering cheaper cannot mean offering less quality. 
Impacts of Technological impacts 
· Technology 
· Innovation 
· Agriculture 
Starbucks have a partnership with Apple, they have their own Wi-Fi. Accepting mobile payments and encouraging a high reach on social media with promotions thus enhancing customer experience. 
Impacts of environmental factors 
· Rules 
· Regulations 
· Global warming 
· Disasters in countries of suppliers and farmers 
Starbucks are continuously recuperating there plantations around the world. 
Impacts of legal factors
· Strict trade regulations
· Licensing regulations 
Starbucks must abide by laws in all different counties, and follow all regulations of health authorities.  


2.3 Swot Analysis
	Strengths		
· Ethical trading 	
· Profitability
· Quality 
· Efficient and reinvestment strategy 
· WIFI offering (Starbucks experience)
· Internationally well known

	Weaknesses 
· High prices 
· Lack of uniqueness 
· Health conscious people (Unhealthy products)
· Natural disasters effect supply 
· Quality doesn’t meet reputation

	Opportunities 
· Continuous expansion 
· New product innovation 
· Co-Branding with other manufacturers 
· New markets 
· Extend supplier range
· Increase in tourism 
	Threats 
· Fierce competition from other brands, coffee houses, restaurants, supermarkets 
· Specific market 
· Economic conditions 
· McDonalds, Café Nero, Dunkin Doughnuts
· Missing market segmentation 
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