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Challenges and Opportunities in Global Marketing, Starbucks Case Study
Introduction
Founded in 1971, Starbucks Corporation is a retailer, marketer and a premier roaster of coffee around the world. The company has stores across 62 countries having originated from Seattle, US. Apart from dealing with coffee, the corporation also offers beverages, tea, and fresh food in the market. Marketing channels for the corporation include grocery, licensed stores and national foodservice accounts. the company’s portfolio of trading brands includes Tazo, Teavana, Starbucks VIA, Starbuck’s Best Coffee, Evolution Fresh, Starbucks Refreshers, Verismo and La Boulanga (“Company- Overview”, 2016). 
Primarily, Starbucks trades in retail snacks and coffee industry, a very competitive environment. The industry suffered a downturn due to economic crisis experienced in 2008 which changed the consumer tastes. However, before the economic crisis, the company recorded a consistent growth. The crisis made consumers to shift their consumption from luxury foods and drinks to cheap and affordable products. Having a lead in the market share, the corporation has close competitors such as Dunkin Brands, McDonalds, Tim Horton’s, Costa coffee among others (“Dunkin Donuts Vs. Starbucks”, 2004). Generally, the demand for products in the industry that the company operates in depends on the disposable income, per capita, regulation of coffee price, attitudes towards health and demographics. 
Being a multinational corporation, Starbucks faces both internal and external forces in executing its operations. However, this paper will focus on the opportunities and challenges faced by the company in international market. Further, the paper will discuss concluding remarks. 
Opportunities in Foreign Markets 
Centralization of business operations attracts more risk as compared to decentralization (Hill 56). Major big corporations such as Starbucks take the advantage of globalization and explore more markets to diversify the risks. Foreign markets generate more revenue if executed in the right manner. However, the returns come with cost associated with differences in economic, political and socio-cultural factors. Thus, a corporation requires conducting viability study of the foreign market before making investment decisions (Hill 71). Foreign markets offers more opportunities to corporations and lead to an increase in the market share as well as adding value to shareholders wealth. The following section addresses some of the opportunities that Starbucks Corporation derive from foreign market. 
Expansion into Emerging Markets
Increasing the current markets globally is a critical factor in success by the company. Initially, the corporation was only operating in U.S. However, the company established new markets and it currently operating in various countries in the world (“Company-Factsheet”, 2015). Developing and emerging markets are potential markets for further diversification of the market. New opportunities in expansion ensure higher sales and a larger market share internationally. The corporation has also formed joint agreements with other corporations in different countries to offset some of challenges encountered by foreign markets such as cultural differences, language barrier among others. Expansion to new markets also gives the corporation an option to avoid saturated markets with stiff competition such as the U.S market. 
Expansion of Product Mix Portfolio
To succeed in international markets, Starbucks Corporation has brought new products in the market (“Company-Factsheet”, 2015). Rather than concentrating on one product (coffee), the company has ventured into fresh juice and tea business. The new venture gives the corporation a significant opportunity to service in international markets. Some cultures in some countries prefer tea to coffee, thus, the company is able to meet different needs and preferences among consumers. Further, the company has the opportunity of trading in other products globally as product diversification gives synergy to the overall performance of the corporation. Changes in consumer attitude towards a product are offset by another product offered by the company in the market. 
Retail Operations Expansion
In international trading, retail operations contribute significant benefits to foreign firms as well as to domestic markets (Hill 33). Currently, the company sells packed coffee products, merchandises and iced beverages by use of large box retailers. The use of large box retailers is not common in the current market. Therefore, Starbucks has a competitive edge in monetizing their brand currently and in the future. 

New Distribution Channels
The introduction of beta version of the delivery system referred to as Mobile Pour gives the company a great opportunity in the distribution process (“Introducing-Starbucks-Mobile-Pour”, 2016). This development will generate more revenue if successful implementation will be done. 
Technological Advances
In the modern business world, technology is critical for success of businesses. It gives room for change in the ways things are done and promotes efficiency and effectiveness in business processes. Starbucks has embraced modern technologies such as use of mobile applications in developing customers’ relationship and loyalty. The corporation entered into a partnership with a mobile payments app called Square. Use of mobile applications is a developing technology and gives the company a better chance to drive more business both in domestic and foreign markets. 
Products Diversification
Diversification plays a major role in the performance of a given product within the competitive environment (Hollensen 39). This is a strategic development that makes a product more appealing and influence the consumption among consumers. To remain competitive, Starbucks have the opportunity to diversify its products further. A powerful brand image such as Starbucks requires sustaining to prevent brand dilution in the market. 


Challenges Encountered in the Foreign Markets
International corporations face a number of challenges when carrying on business in foreign markets. The challenges take different dimensions such as political, economic, social, environment, and cultural challenges (Hollensen 52). Depending on the country that organisation establishes a foreign market, the variables changes from nation to nation. Starbucks being an international corporation faces the following challenges. 
Economic Challenges
Economic challenges are external force that influences the operations of organizations (Hill 63). More importantly, economic challenges are uncontrollable variables, and they restore themselves naturally or by government influence. Starbucks faces a number of economic challenges including economic depression, sustained low oil prices, price volatility, foreign currency fluctuation, interest rate disparity, tax complexity among others. The following section gives a deeper insight into each challenge. 
Economic Depression
Like any other business, economic crisis affects the general performance of the business. In 2008, the economic crisis affected many businesses including Starbucks. In fact, it led to closure of many retailing outlets. Economic crisis changes the consumption pattern among consumers by reducing consumption and purchasing power due to a reduction in disposable income. 


Competition
Competition is also a common challenge in foreign markets. International organization faces both domestic and foreign competition in the market. Thus, it is the efforts of an organization to present itself uniquely from other competitors. Starbucks faces stiff competition in foreign markets as various domestic firms competes for the market share (Burrit, 2007). However, the Starbucks brand name together with product differentiation ensures the survival of the company. Further, the company carries on social responsibilities in foreign markets as a measure of strengthening relationship among foreign consumers (“Community- Involvement”, 2009). Besides, the company offers employment opportunities to foreigners and they feel recognized as a measure of maintain the brand image. Thus, the corporation invests a lot in placing competitive products in the market as well as strengthening relationship among foreign consumers.  Further, coffee brewing can be done by consumers thus creating competition to Starbucks. 
Price Volatility
Foreign trade is also characterized by price fluctuations given the differences in economic factors in foreign countries (Hill 42). The volatility of prices in different economies poses a challenge to international organizations especially during the preparation of the final statements. Further, a currency may fluctuate in favor or disfavor of a business. Starbucks faces this challenge as it performs its cross-border operations. However, hedging strategies enable the company to overcome some of these challenges. 


Change in Consumer Lifestyle and Taste
Food and beverage industry have been faced with the challenge of changes in lifestyle among consumers (“Food and Beverage Trends”, 2016). Health concerns have become of major concern among consumers who may view intake of coffee as a risk. Thus Starbucks faces the challenge of demand for coffee products. However, to survive in the industry, the corporation introduced production and sale of fresh juice. 
Market Saturation
In competitive markets, entry and exit into the industry is free. Therefore, both foreign and domestic markets reach a point where they become saturated (Hollensen 72). A saturated market is characterized by many competitors offering close substitute products to consumers and organisations survive on low profits or losses. Before, venturing into foreign markets, Starbucks operated exclusively in the U.S until the market became saturated. Later, the corporation entered the Japan market where it made profit more than the domestic market. Thus, market saturation is one of the challenges faced in foreign markets.
Tax Complexity
Tax is one of the sources of revenue to governments. Therefore, countries have different tax laws within different jurisdictions. Most importantly, some tax laws are hard to understand as well as the existence of loopholes in the tax system. In most cases, foreign firms are taxed higher on income than the domestic firms (Thompson, Strickland and Gamble 37). Thus, foreign traders such as Starbuck face this challenge when conducting business in foreign soil. 

Organizational Challenges
International markets are characterized by organizational challenges due to differences in individual culture and corporate cultural differences in various nations (Hollensen 57). Corporate culture is an important factor in maintaining a company’s image and brand name. However, companies have different organizational cultures. As a measure to reach more customers, Starbucks enters into various foreign joint ventures with different organizational cultures. Thus, the company faces challenges in integrating these differences for the smooth running of operations. 
Cultural Differences
Upholding of cultural norms and practices among some people is perceived important. Thus, embracing change becomes a challenge even in consumer goods. These different perceptions about a product are a challenge in a foreign market. For instance, Starbucks coffee consumption in Italy is lesser than the domestic intake due to the Italian customs and tradition in food (Sola 2016). Thus, the consumers prefer domestic coffee than the foreign coffee. This cultural belief has made Starbuck to experience stiff competition from the domestic firms such as Lavazza that dominates the coffee market in Italy. However, Starbucks has entered into a partnership with an Italian firm to boost the demand for its products. 
Conclusion
In the last few years, Starbucks has expanded to a greater extent into international markets. However, many of the company’s sales outlets are located in the U.S. The saturation of the U.S market has made the corporation to venture into various foreign markets especially the emerging markets. The company faces useful opportunities that it can utilize in maximizing revenue and acquire a larger market share globally. The raw material and the process of producing coffee make the company price higher its coffee to consumers. High pricing causes the consumption of closer substitutes among customers offered by competitors. Most of the challenges that the corporation faces are contained by the corporation, a reason why it has remained competitive over the years. The challenges such as fluctuating currency of trade can be mitigated by the use of relevant hedging strategies to reduce the chances of making losses in such events. The challenge in the complexity of tax framework can be minimized by use of relevant tax shields. Cultural differences can be minimized by entering into a partnership with domestic firms to overcome this challenge. 
The company diversifies its products as well as the products portfolio in meeting different needs of consumers as well as maintaining its competitive edge among competitors.  With an increase on the health awareness campaign globally, the corporation introduced fresh juice in the market as a mitigation measure. This a measure aimed at maintaining the company into the market as well as strengthen the brand name among consumers. 
Starbucks success has been mainly attributed to bringing services closer to customers by opening more retail outlets in various countries and strengthening the relationship with the consumers. Also, the use of technology such as mobile apps has increased the sales volume as the platform reach out for more customers, increase efficiency and reduce the wait time. 
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