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Informasi Artikel ABSTRAK

Riwayat artikel: This study examines global marketing strategies and competitive advantages in
Diterima Mei 24™, 2026 supporting Starbucks’ international expansion performance. Globalization and the
Direvisi Juni 02, 2026 development of the coffee industry have driven multinational companies not only
Diterima Juni 28™, 2026 to expand their markets but also to adapt their business strategies to the

characteristics of consumers in various countries. This paper employs a literature

review approach by analyzing various relevant books, journals, and scientific
Kata kunci: articles on global marketing strategies, competitive advantages, digital marketing,
and Starbucks’ international expansion. The discussion reveals that Starbucks’
success in global expansion is influenced by the company’s ability to combine
standardization and local adaptation strategies. Starbucks maintains its global
brand identity through product quality, service, store ambiance, and customer
experience, while still adapting its menu, marketing communications, and digital
approaches to local culture and consumer preferences. Furthermore, Starbucks’
competitive advantage is reinforced by its premium brand image, product
innovation, loyalty programs, digital marketing, and a customer experience
concept that sets it apart from competitors. Nevertheless, Starbucks continues to
face challenges such as competition from local brands, shifting consumer behavior,
sustainability issues, and global social dynamics. Thus, an integrated, adaptive, and
customer-oriented global marketing strategy is essential.

Global marketing strategy,
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INTRODUCTION

Globalization has prompted companies to not only focus on domestic markets but also expand
their marketing activities to international markets. When entering the global market, companies need to
understand that every country has distinct characteristics, whether in terms of culture, economic
conditions, legal systems, politics, or consumer behavior. According to Karnadi (2022), international
marketing requires companies to understand the various environmental factors that influence cross-
border marketing activities. In addition, companies must also be able to develop global marketing
strategies through the management of products, pricing, promotions, and distribution channels that align
with international market conditions. Therefore, companies seeking to succeed in global competition
must be able to design marketing strategies that not only maintain brand consistency but also adapt to
the needs and characteristics of consumers in target countries. The advancement of digital technology
has further complicated global marketing strategies.

Companies no longer rely solely on physical expansion through the opening of stores or
branches, but also leverage digital technology to build communication, expand brand reach, and
enhance the customer experience. Manuel (2022) explains that in an increasingly technologically
advanced business world, digital marketing has become an essential component for companies seeking
to compete in the global market. This indicates that the success of global marketing strategies today is
determined not only by a company’s ability to enter international markets but also by its ability to
leverage technology in building relationships with consumers.

In practice, global marketing strategies must balance standardization and adaptation.
Standardization helps companies maintain brand consistency, product quality, and global identity, while
adaptation allows companies to tailor products, promotions, pricing, and customer experiences to local
market conditions. Mandler et al. (2021) explain that the relationship between marketing
standardization/adaptation and corporate performance must be viewed within the context of the market,
the company’s internal conditions, and environmental factors influencing the strategy. Thus, global
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companies must select the appropriate strategy to maintain brand identity while remaining accepted by
local consumers.

Changes in consumer behavior have also been a key factor in the growth of the coffee shop
industry. Today, coffee shops serve not only as places to buy drinks but also as social spaces,
workspaces, gathering spots, and an integral part of modern lifestyles. Sudarman (2023) explains that
coffee shops have become a symbol of the millennial generation’s lifestyle because they offer a
comfortable, visually appealing atmosphere and can be used as a place to socialize, work, and express
one’s identity. This shift indicates that consumers evaluate products not only based on the taste or
quality of the coffee but also on the experience, atmosphere, brand image, and social value provided by
the coffee shop.

Starbucks is a prime example of a global coffee shop company that has successfully built a
strong brand identity through a combination of products, service, store ambiance, and customer
experience. Kraft and Kraft (2024) explain that Starbucks was first established in Seattle in 1971 and
evolved from a store that initially sold coffee beans into a global company centered on the coffee shop
experience. Starbucks’ success stems not only from the coffee products it sells but also from its ability
to create differentiation through customer experience, service quality, and a premium brand image. This
makes Starbucks an intriguing subject for study within the context of global marketing strategies and
competitive advantage.

In addition to upholding this concept, Starbucks can serve as a relevant case study for
examining the relationship between global marketing strategies, competitive advantage, and
international expansion performance. Starbucks faces the challenge of maintaining global brand
consistency while adapting to the cultures and consumer preferences of various countries. Therefore,
this paper discusses how Starbucks’ global marketing strategy plays a role in shaping competitive
advantage and supporting the company’s international expansion performance amid competition in the
global coffee shop industry.

In the context of international business, global marketing strategies are a key factor in
determining a company’s success in expanding its market and building a competitive advantage.
Companies must be able to balance global brand consistency with adaptation to local market needs to
gain acceptance among consumers in various countries. According to Wardhana (2024), global
marketing focuses not only on cross-border sales activities but also encompasses the management of
integrated marketing strategies that account for cultural, economic, technological, and consumer
behavioral differences in each market. This concept is relevant to Starbucks’ international expansion
strategy, which maintains a consistent brand identity through product quality, service, and customer
experience while adapting to local preferences in various countries. Through the implementation of an
effective global marketing strategy, Starbucks has been able to strengthen its brand position in
international markets, enhance the company’s competitiveness, and support the sustainable success of
its business expansion.

Competitive advantage is a company’s ability to create greater value than its competitors,
thereby enabling it to maintain its market position and achieve better performance in the long term.
Competitive advantage can be achieved through various factors, such as product quality, innovation,
brand strength, customer service, operational efficiency, and the company’s ability to understand
consumer needs. According to Kotler, Keller, and Chernev (2022), companies can gain a competitive
advantage by creating superior value for customers through effective marketing strategies and
differentiation that is difficult for competitors to imitate. In an increasingly competitive global business
environment, competitive advantage is a critical factor for companies to maintain customer loyalty,
increase market share, and strengthen their brand position internationally. Therefore, companies capable
of developing and sustaining a competitive advantage will have a greater chance of achieving success
in the global market.

Starbucks’ international expansion performance can be understood as the company’s ability to
expand into various countries, maintain its global brand strength, and adapt its business strategies to
local market conditions. In its international expansion efforts, Starbucks does not rely solely on brand
popularity but also implements adaptation strategies to ensure acceptance by consumers in the target
countries.
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In addition to China, Starbucks’ expansion strategy can also be seen in its marketing plans for
Vietnam. Ou (2024) explains that Starbucks’ strategy in Vietnam must take into account the local coffee
culture, market segmentation, competitor analysis, product localization, a premium pricing strategy,
and the use of digital marketing to attract consumers. This indicates that Starbucks must tailor its
marketing strategy to the characteristics of the target country to compete effectively against local brands
that already have a deeper understanding of the local culture and consumer preferences. Consequently,
Starbucks’ international expansion requires a balance between its global brand identity and local
adaptation to ensure the company remains relevant in international markets.

Zhang (2023) also emphasizes that Starbucks’ global journey has not always been smooth, as
the company has faced challenges in its internationalization process one of which was its failure in
Australia, which underscored the importance of understanding local culture. Nevertheless, Starbucks
has managed to establish itself as a global brand through transnational strategies, a premium image,
value creation, product quality, and social responsibility. In line with this, Manullang et al. (2023)
explain that global expansion can have positive impacts on a company, such as expanding sales,
increasing revenue, and adding business locations, but it still carries risks that need to be managed
through market studies and an understanding of local characteristics. Therefore, Starbucks’
international expansion performance can be considered successful when the company is able to expand
its market, maintain brand strength, adapt to local cultures, and sustain its competitive advantage amidst
global competition.

Global marketing strategies are closely linked to competitive advantage because they help
companies understand consumer needs, define brand positioning, and create value that sets them apart
from competitors in international markets. Latief and Asniwati (2023) explain that the fundamental
concepts of marketing management help companies identify market opportunities, develop effective
marketing strategies, build relationships with consumers, and achieve competitive advantage and
sustainable growth. In the context of Starbucks, global marketing strategies play a crucial role because
the company not only sells coffee products but also builds customer experiences, a premium brand
image, and long-term relationships with consumers across various countries.

In addition, a good marketing strategy must also be supported by market analysis, goal setting,
positioning, and the right marketing mix. Sundari and Hanafi (2024) explain that marketing strategies
serve to sustainably win market competition, widely introduce the brand, reach customers, and increase
sales. The same source also explains that marketing strategies can help companies develop competitive
advantages through the markets they enter and the marketing programs they use. This is relevant to
Starbucks because the company maintains a global brand identity while still adapting its products,
promotions, and service experiences to local market characteristics.

The relationship between strategy and competitive advantage is also supported by Farida and
Setiawan (2022), who demonstrate that business strategy has a positive influence on competitive
advantage, while innovation and corporate performance can strengthen that relationship. In the case of
Starbucks, competitive advantage is evident in the company’s ability to maintain product quality,
strengthen its brand, introduce menu innovations, leverage digital technology, and deliver a consistent
customer experience across various countries. Thus, Starbucks’ global marketing strategy can serve as
a source of competitive advantage because it helps the company create value that is difficult for
competitors to replicate and supports the success of its international expansion.

RESEARCH METHODOLOGY

This study employs a qualitative approach using a literature review method. This approach is
used to analyze Starbucks’ global marketing strategies and competitive advantages in supporting the
company’s international expansion performance. The data used in this study consists of secondary data
obtained from various scientific sources, such as books, national journals, international journals,
academic articles, and official reports relevant to the topics of global marketing, competitive advantage,
international expansion strategies, digital marketing, and Starbucks. The literature used was selected
based on its relevance to the research topic, the credibility of the source, and the relatively recent
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publication year specifically between 2021 and 2025 to ensure the information remains relevant to
global business developments and the modern coffee shop industry.

Data collection was conducted using a literature review approach by examining various sources related
to Starbucks’ global marketing strategies. The keywords used in the literature search included global
marketing strategies, competitive advantage, Starbucks’ international expansion, Starbucks’
localization strategies, glocalization, Starbucks’ digital marketing, and the Starbucks customer
experience. The data obtained was then analyzed using content analysis by grouping information based
on main themes, namely global marketing strategy, competitive advantage, international expansion
performance, the role of digital marketing, and the challenges Starbucks faces in maintaining its position
in the global market. The results of this analysis were used to explain how Starbucks’ global marketing
strategy plays a role in shaping competitive advantage and supporting the company’s successful
international expansion.

RESULT AND DISCUSSION
Starbucks Global Marketing Strategy

A global marketing strategy refers to the approach used by multinational corporations to market
products and services across different countries while maintaining consistency in brand identity and
adapting to local market characteristics. In the global coffee industry, Starbucks is widely recognized
as one of the most successful companies in implementing this strategy through the integration of global
standardization and local adaptation, commonly referred to as glocalization.

Starbucks maintains strong global consistency in its branding elements. The company uses the
same iconic siren logo, premium store atmosphere, standardized customer service, and high-quality
coffee products across various international markets. This consistency helps strengthen global brand
recognition and creates customer trust because consumers can expect similar service quality and product
standards regardless of the country they visit. According to Kotler and Keller (2016), maintaining
consistent brand identity is important for multinational companies because it strengthens customer
confidence and enhances long-term brand equity.

At the same time, Starbucks recognizes that consumer preferences differ across regions and
cultures. Therefore, the company adjusts its products, marketing communication, and store concepts to
align with local traditions and consumption behaviors. In Indonesia, for example, Starbucks introduces
beverages and food products inspired by local tastes, such as drinks with palm sugar flavors or menu
variations adapted to local sweetness preferences. Similar adaptations can also be found in other
countries, where Starbucks incorporates regional ingredients and cultural symbols into its products and
promotions. This adaptive strategy allows the company to remain relevant in local markets while still
maintaining its global identity.

According to Sholeha et al. (2024), Starbucks’ success in international markets is not solely
driven by the strength of its global brand image but also by its ability to understand local consumer
behavior and integrate cultural values into its business operations. This demonstrates that successful
global marketing requires flexibility and responsiveness toward local market conditions.

In addition, Starbucks continuously strengthens its digital presence through websites, mobile
applications, and social media platforms. The company integrates digital technology into its marketing
strategy to create direct interaction with consumers. Through digital platforms, Starbucks can promote
products, collect customer feedback, personalize promotions, and strengthen emotional relationships
with customers. This digital integration supports Starbucks’ ability to compete in an increasingly
technology-driven business environment.

Furthermore, Starbucks applies market segmentation strategies effectively by targeting urban
consumers, professionals, students, and middle-to-upper-class customers who value premium
experiences and modern lifestyles. This segmentation strategy enables the company to position itself
not merely as a coffee seller but as a lifestyle-oriented global brand associated with comfort, prestige,
and social interaction.

Starbucks Marketing Communication Strategy
Marketing communication plays a crucial role in shaping consumer perceptions and
strengthening brand positioning. Starbucks implements an Integrated Marketing Communication (IMC)
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strategy that combines advertising, social media, public relations, sales promotions, digital
communication, and in-store experiences into a unified communication system.

One of Starbucks’ main communication strengths lies in its ability to build emotional branding.
Rather than focusing solely on product features, Starbucks emphasizes experiences, emotions, and
lifestyles in its promotional messages. The company creates the perception that visiting Starbucks is
part of a modern and productive lifestyle. This strategy is highly effective among urban consumers who
seek social identity and emotional satisfaction from the brands they consume.

According to Panito and Sukendro (2023), Starbucks successfully develops lifestyle branding
by positioning its stores as comfortable social spaces for working, studying, meetings, and relaxation.
This concept is often referred to as the “third place,” meaning a place outside home and workplace
where individuals can interact socially and feel comfortable. This strategy creates strong emotional
attachment between customers and the brand, contributing significantly to customer loyalty.

Social media platforms such as Instagram, Facebook, TikTok, and X also play a major role in
Starbucks’ communication strategy. Starbucks consistently publishes visually appealing and interactive
content to increase customer engagement. Promotional campaigns often involve seasonal products,
limited-edition beverages, sustainability initiatives, and customer-generated content. Through social
media, Starbucks encourages two-way communication that strengthens relationships between the brand
and consumers.

Moreover, Starbucks frequently uses storytelling marketing strategies by emphasizing the
origin of coffee beans, ethical sourcing, farmer partnerships, and sustainability initiatives. This
storytelling approach helps create authenticity and enhances consumers’ emotional connection to the
brand. Consumers increasingly prefer brands that demonstrate social responsibility and environmental
awareness, making this communication strategy highly relevant in today’s market.

The company also utilizes loyalty programs such as Starbucks Rewards to strengthen customer
retention. Through this program, customers receive points, personalized offers, birthday rewards, and
exclusive promotions. This strategy not only increases repeat purchases but also helps Starbucks collect
customer data for more personalized marketing communication

Starbucks Competitive Advantages

Competitive advantage refers to a company’s ability to generate greater value compared to
competitors in a sustainable manner. Starbucks has successfully developed several competitive
advantages that contribute to its dominance in the global coffee industry. One of Starbucks’ strongest
competitive advantages is its customer experience strategy. Starbucks offers more than just beverages;
it creates a unique environment that combines comfort, premium service, music, interior design, and
social interaction. The “third place” concept differentiates Starbucks from many competitors because
customers experience emotional and psychological value beyond the functional value of coffee
products.

Another important advantage is Starbucks’ strong global brand equity. The brand is widely
associated with premium quality, consistency, prestige, and modern lifestyle. Strong brand equity
enables Starbucks to maintain premium pricing strategies despite intense competition in the coffee
market. Consumers are often willing to pay higher prices because they perceive Starbucks products and
experiences as superior. According to Arthasa and Saefurahman (2024), Starbucks’ holistic marketing
strategy contributes significantly to strengthening customer loyalty and long-term relationships. This
holistic approach includes product quality, customer service, social responsibility, store atmosphere,
and digital innovation.

Innovation also plays a significant role in maintaining Starbucks’ competitiveness. The
company continuously introduces new menu items, seasonal beverages, healthier product options, and
plant-based alternatives to meet changing consumer preferences. For example, Starbucks has expanded
its offerings of non-dairy milk alternatives and low-calorie beverages to respond to increasing health
consciousness among consumers. Operational efficiency is another important factor supporting
Starbucks’ competitive position. The company has developed a strong global supply chain system to
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maintain consistent product quality and ensure reliable distribution across international markets.
Starbucks also invests heavily in employee training programs to maintain standardized customer service
quality worldwide. Additionally, Starbucks demonstrates strong commitment toward sustainability and
ethical business practices. The company actively promotes environmentally friendly initiatives such as
reusable cups, waste reduction, ethical coffee sourcing, and carbon emission reduction programs. These
initiatives strengthen Starbucks’ corporate image among environmentally conscious consumers.

The Role of Digital Marketing in Supporting Competitive Advantage

Digital marketing has become a major component of Starbucks’ global business strategy.
Technological advancements have significantly changed consumer behavior, making digital
engagement increasingly important for business success. Starbucks uses digital platforms to improve
communication efficiency and enhance customer experiences. The Starbucks mobile application allows
customers to place orders, make digital payments, collect reward points, and receive personalized
promotions. This system improves convenience while reducing waiting times in stores.

The integration of artificial intelligence and data analytics enables Starbucks to analyze
customer purchasing behavior and provide personalized recommendations. This data-driven marketing
approach increases promotional effectiveness because customers receive offers that align with their
preferences and purchasing habits. According to Aulia and Rahyadi (2024), Starbucks Indonesia’s
digital marketing strategy has positively influenced brand awareness, customer engagement, and
customer loyalty. Social media campaigns, influencer collaborations, and interactive online promotions
contribute significantly to strengthening Starbucks’ relationship with consumers. Furthermore, digital
marketing allows Starbucks to maintain direct communication with customers during changing market
conditions. During the COVID-19 pandemic, for example, Starbucks increased its focus on mobile
ordering, delivery services, and contactless transactions to adapt to consumer safety concerns. This
demonstrates the company’s ability to utilize technology as a strategic tool for business resilience.

Digital transformation also supports Starbucks’ expansion strategy because online platforms
enable the company to reach broader audiences efficiently. Through digital channels, Starbucks can
quickly introduce new products, respond to market trends, and maintain strong customer engagement
across different countries.

Starbucks International Expansion Performance

Starbucks’ international expansion reflects the successful implementation of globalization
strategies in the retail and food service industry. The company has expanded into numerous countries
while maintaining strong global brand recognition. One of the key factors behind Starbucks’
international success is its ability to balance standardization and localization. The company ensures that
its core brand identity remains consistent while adapting operational practices and products to local
market conditions. This balance enables Starbucks to attract diverse customer segments without losing
its global character.

The company also conducts extensive market research before entering new countries. Starbucks

analyzes cultural preferences, consumer purchasing power, competition intensity, and lifestyle trends
to develop suitable market entry strategies. In many markets, Starbucks partners with local companies
to gain better understanding of local business environments and consumer behaviors.
In addition, Starbucks strategically selects store locations in high-traffic urban areas, shopping centers,
airports, and business districts to maximize visibility and accessibility. The company focuses on
creating premium store experiences that reflect local culture while maintaining Starbucks’ signature
atmosphere.

According to Nguyen and Nguyen (2023), multinational companies that successfully combine
localization strategies with strong global branding are more likely to achieve sustainable international
growth. Starbucks exemplifies this approach by consistently adapting to local markets without
compromising its global image. Technology integration also contributes significantly to Starbucks’
international expansion performance. Digital ordering systems, loyalty programs, and online marketing

378



Sheila Fairuz Nissa, Nabila Dwi Amalia, Novelia Muzallifah (2026).
Journal of Economic Studies Vol. 1 No. 4 Mei 2026
E-ISSN: 3123-4321

campaigns strengthen customer engagement across different regions and improve operational
efficiency.

The Challenges of Maintaining a Competitive Edge

Despite its strong global position, Starbucks continues to face various challenges in maintaining
its competitive advantage. One major challenge is the increasing intensity of competition in the coffee
industry. Many local coffee shops and international brands now offer products with competitive pricing,
unique concepts, and localized experiences that appeal to younger consumers. In addition, changing
consumer preferences create pressure for continuous innovation. Modern consumers increasingly
prioritize health, sustainability, ethical sourcing, and transparency in business practices. As a result,
Starbucks must consistently develop healthier products, environmentally friendly packaging, and
socially responsible initiatives to meet evolving expectations.

Economic uncertainty and inflation also pose significant challenges because rising operational
costs may affect product pricing and consumer purchasing power. Maintaining premium positioning
while remaining affordable to consumers requires careful strategic management. According to Permana
et al. (2024), Starbucks has also encountered reputational challenges related to social and political issues
that influence public perception and consumer behavior. In the digital era, information spreads rapidly
through social media, making corporate reputation highly vulnerable to public criticism and boycott
movements. Labor-related issues also present operational challenges. Starbucks has faced criticism
regarding employee welfare, labor unions, and workplace conditions in several countries. These issues
may impact brand image and customer trust if not managed properly.

Environmental concerns further pressure Starbucks to improve sustainability practices.
Consumers increasingly expect companies to reduce plastic waste, support ethical sourcing, and
minimize environmental impacts. Consequently, Starbucks must continue investing in sustainable
innovations and transparent corporate responsibility programs. In the long term, Starbucks’ ability to
maintain its competitive advantage will depend on its capacity to adapt to technological developments,
changing consumer expectations, global economic conditions, and social dynamics. Continuous
innovation, strong customer relationships, and strategic flexibility will remain essential factors in
sustaining Starbucks’ leadership in the global coffee industry

CONCLUSION

Based on the discussion of Starbucks’ global marketing strategy, it can be concluded that
Starbucks’ success as a multinational corporation is inextricably linked to the implementation of a
global marketing strategy that systematically integrates global standardization with local adaptation
(glocalization). This approach allows Starbucks to maintain the consistency of its brand identity at the
global level, while simultaneously enhancing the relevance of its products and services to the cultural
characteristics, preferences, and consumer behavior in each international market. Thus, Starbucks is
able to achieve a balance between global efficiency and local sensitivity in its marketing activities. In
terms of marketing communication, Starbucks implements an Integrated Marketing Communication
(IMC) strategy that emphasizes the consistency of brand messaging across various communication
channels, both conventional and digital. This strategy focuses not only on promotional activities but
also on building brand image through experiential branding and lifestyle branding. This approach helps
foster an emotional connection between consumers and the brand, thereby strengthening customer
loyalty and expanding brand equity in the global market.

Furthermore, Starbucks’ competitive advantage is built on a combination of product
differentiation, continuous innovation, strong brand equity, and the development of the customer
experience through the “third place” concept. This concept creates intangible added value that is
difficult for competitors to replicate, as it focuses not only on the core product—coffee—but also on
the social experience and the comfort of the space offered to consumers. This reinforces Starbucks’
position as a premium brand in the global coffee industry. In the context of digital transformation, the
use of digital marketing has become a strategic element that supports the company’s increased
competitiveness. The use of digital platforms such as the Starbucks Rewards app, social media, and
technology-based ordering services enables the company to implement a data-driven marketing
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approach and personalized services. This results in improved marketing communication effectiveness,
customer engagement, and sustained customer loyalty.
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