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Challenges of Emerging Markets
The tremendous growth in the business sector has been noted in all parts of the world, which seems to be emanating from emerging markets. Investors have utilized the opportunity of the emerging marketing by coming up with several businesses which cater to consumers need and culture. The case study on coffee in chain showed that the emerging markets are fueled by the rising number of the middle class in terms of personal economic growth as well as countries changing retail patterns to accommodate more business adventures. For any business to thieve some considerations internationally on preexisting market challenges, the best way to tackle the challenges as well as seeking professional business recommendations on market approach should be acknowledged. 
Emerging Market Challenges
Several businesses are an attempt to fill the available gaps in the market, which emanate time to time due to an occasional emergence of new and reliable markets. In the effort to sort out the market need, investors face a lot of challenges, which may emanate from changing consumer culture, stiff competition from their competitors, price sensitivity which varies with location and Cost of maintenance of the company's Congress. The market challenges will be elaborated based to coffee culture in china.
Changing Consumer Culture
 In business sector comprehending consumer’s culture is considered as the first step toward company success, since consumers are the business target of any company (Cubeddu et al., 2014). Consumers culture various from place to place fostering a challenge to investors since they might assume similarities in culture thus, losing the first market point of view. In China, many companies came up to curb the gap brought by high coffee demands but some failed since they introduced western culture in chains marketing. The failed companies were unable to study the needs and lifestyle of the people in China; instead, they assumed cultural similarities in different locations. Starbucks and Costa, companies, which remained as majors coffee companies adopted the people's cultures from the partnership with local coffee companies thus getting a clear understanding of people’s culture.
Stiff Market competitions
To be successful in the business environment, healthy business competition should be acknowledged. For years Starbucks and Costa have been the significant coffee sellers and distributors in all over China and other western countries making billions of money from their coffee investments. Recently the market demand has favored the development of challengers in the coffee shops who through their partnership have opened coffee shops in every location in China taking into consideration people's cultures and demand. The introduction of specialty shops by the challengers has fostered a significant risk to the Starbucks and Costa economy since the challengers are taking over the coffee shops business.
Price Sensitivity and Cost of Maintenance
Most companies use the same pricing for commodities in different locations failing to acknowledge price sensitivity in different areas. For example, coffee consumption in China is high in urban areas as compared to rural areas, which is due to varying financial statements between urban people and rural people (Ferreira, & Ferreira, 2018). The local people are price sensitive. Thus, they can use alternative methods to subsidize their need by taking other related cheap beverages as reported in the China case study on coffee price. Starbucks and Costa coffee shops are mostly available in urban centers limiting themselves only to wealthy population. The cost of maintaining the coffee shop has been a challenge, with the recent report showing the significant number of shops for different companies in China be shut down since they cannot afford the house rent as well as wages for their workers.
Recommendations for Problem Solving
Culture Recognition
Series of consumer’s practices in terms of goods consumption and service perceptions should be considered by investors before introducing their business in the marketplace (Byerly, 2014). Any business willing to internationalize should in cooperate consumer’s culture within them. Companies should consider consumer demand rather than their target sales. In China, the Challengers introduced a visiting room in the coffee shops where several cultural activities were conducted increasing the coffee demands since people considered a coffee purchase from the shops as their lifestyle. Culture recognition made coffee companies thrive internationally.
Partnership Concept
There is power in partnership in a business organization, which helps the new investors in the market to understand the link between customer value and marketing exercise. The partnership aims at introducing the business to the consumers by first understanding their culture and their price sensitivity. Investors consider partnerships as vital at the earlier stage of business development but suggested that it should be terminated after a period to allow business expansion. Starbucks and Costa coffee companies in China were aware of the partnership concept; thus they started with partnerships with local coffee companies in Shanghai to gain cultural interest and demand of the people in China. Starbucks later left the partnership and expanded its business in all over China. 
Knowledge of segmentation
Segmentation implies coming up of different businesses aiming at serving consumers better than what the existing market is offering. In China, different brands emerged offering coffee at arguably price in the coffee shops. The Starbucks and Costa companies prices remained constant; thus they started losing customers to the developed segments. The challenger chains offered luxurious services at a comparatively low cost as compared to the major chains. Businesses focusing on internationalization should embrace regional variation, price difference as well as planned strategies in the target marketplace, which is the only way to persist in the market.
It has been noted that there are several challenges associated with addressing emerging market among the companies. The trials, which includes; changing consumer culture, stiff business competition as well price sensitivity and maintenance cost have been addressed. Recommendations based on the specific problem have been discussed, addressing culture recognition, partnership concept as well as knowledge of segmentation. Any business focusing on internationalizing should take in consideration the four recommendations
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