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Starbucks Company
Starbucks company is a multinational coffee company that has its headquarters in the United States. Starbucks is a company that provides its services to the different geographical regions, and the primary reason for the company going global is to offer its services to potential markets in the different geographic locations. The primary purpose of the paper is to undertake a critical analysis of the various ways in which Starbucks company operates in the separate geographical area, that is Asian Geographical regions especially China and North America, United States.
Company’s Strategy in China and the United States
Globalised world has encouraged multiple international brands to expand their business into emerging markets. However, there are strategies that companies have to adopt in order to gain a competitive advantage successfully. The primary objective of the Multinational corporations is to appeal to the target market in the particular geographical regions (Tanusondjaja et al. 2015).   
American markets as compared to the Chinese markets have a wide range of disparities which makes the company adopt different strategies in providing services to consumers. In Chinese markets, customers values quality and they do not tend to believe the variety of products easily. For instance, according to previous research, it is believed that 30% of Chinese consumers would ask where the origin of coffee is and they do not believe what the coffee store might tell them (Johan, 2012). This motivated the company to market its products through goodwill where customers would share their experience with potential customers. Therefore having sufficient knowledge of the kind of market structure, the company had to engage in marketing its products through the use of goodwill. In the United States the media outlets have very credible information, and thus consumers in the United States tend to believe that they have the right products. This means that the company in the United States engaged in a general strategy, that is overall differentiation and ensuring customer value. In the United States, the company through differentiation has built its brand reputation, and thus consumers perceive as being the third place. Which makes customers feel a sense of community when they walk into Starbucks stores.
In China, consumers have adopted the fact of conformity and brand loyalty. The implication here is that Chinese attach more importance to past experiences and tradition and thus it is improbable of them to switch brands being used unless the brands become very unsatisfactory. As earlier stated Chinese markets have a high likelihood of making references to the way things are done especially with regards to purchasing products that involve new brands and behaviors (Spears et al., 2001). Therefore, this relates to tea in China which had gained conformity in the Chinese market and thus would not readily welcome the idea of coffee. Starbucks, therefore, avoided aggressive advertising as the Chinese would have perceived it as a threat to their tea drinking culture and thus the company embarked on utilizing the tea drinking culture in order, mainly using local ingredients in making their beverages like the green tea. The company went ahead to develop products and tailor them to meet the existing needs of Chinese consumers (Starbucks 2016). In the American market, consumers develop brand loyalty based on the services that are provided by the company, and thus through enhancing differentiation in the American markets, the company has been able to build brand image in the American market.
There are also different ways in which the company offers its products in the various markets. First and foremost, in the United States, the company has embarked on market segmentation. Starbucks target market concerning the age range between 13-40. This age group is broken down into adults, young adults, and kids. Adults offer the primary market for Starbucks goods, and they account for almost half of the target market.
On the other hand in China the products and services are not offered regarding the segmenting of the market but rather the company aims at providing an environment of peace and tranquility. In Chinese markets, Starbucks coffee outlets with an environment that is quiet and peaceful. Furthermore, in a bid to recognize the Chinese culture, the company also provides festival foods unlike in American markets. This made the Starbuck company to provide products like the Mooncakes and Starbucks zongzi. These festival foods were meant to integrate many of the products used for festivals to capture the interests and consumers. The company has been able to introduce the mid-autumn theme in its festival foods to gain traction. This, therefore, implies that in the provision of services in Chinese markets the company aims at providing the products that consumers can identify while in American market the company offers its services based on quality, that is the value that consumers perceive the products offer. Chinese people also value Status which means that they would like an environment which has a social appeal (Maguire, 2013).
Conclusion
Starbucks is American cooperation that has operations in different geographical locations like in Chin. From the essay, it is evident that the two geographic locations between the Chinese and the Asian markets especially China which has prompted the company to take different marketing strategies. For instance, in China, the company undertook a localization market strategy and adopted the local culture. In the United States service, the company offers its products based on the market segmentation while in China the company provides its products generally without incorporating market segmentation.
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