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Seminar paper from the year 2020 in the subject
Communications - Intercultural Communication,
grade: 1,0, Fresenius University of Applied Sciences
Idstein, course: Intercultural Competences,
language: English, abstract: The focus in this paper
shall lie on the business' website. When planning a
website, the development process includes the
research and analysis of the target group in order to
catch their attention. Colors and symbols for
instance are relevant for many cultures and need to
be taken into account when designing a website.
Due to the increasing globalization of markets,
websites have to be adapted to the customer's
needs. Therefore, an investigation on cultural
preferences is needed. Based on the study of the IT
University of Copenhagen of 2005, this paper aims
to answer the question of whether the company
Starbucks is adapting its websites to the cultures of
their international markets. Furthermore, it shall
examine what the main differences of the websites
are. Before that, the contexting theory by Edward T.
Hall will be explained, followed by an outline on
intercultural web design. The analyzed low context
country will be Germany, whereas the high context
country will be South Korea. As a conclusion, this
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paper will summarize the findings and give an
outlook on the future of Hall's theory.
Seminar paper from the year 2015 in the subject
Business economics - Marketing, Corporate
Communication, CRM, Market Research, Social
Media, grade: 1,3, University of King Juan Carlos,
language: English, abstract: The present paper
develops a marketing plan for Starbucks. The author
begins this task by performing a marketing analysis
including a Porters Five Forces-analysis of the retail
coffee and snacks industry. He then proceeds with
an external and internal analysis, examining
competitors and social, economic and environmental
trends as well as the companies own resources and
current position. Following a SWOT-Analysis,
different aspects of strategic and operational
marketing are highlighted, among them the product
itself, price, place, promotion, targeting and
segmentation. Finally, implementation and control of
the strategy are discussed and a conclusion is
drawn.
ABOUT THE BOOK Coffee without people is a
theoretical construct. People without coffee are
somewhat diminished as well.” Dave Olsen, as
quoted by Howard Schultz The Starbucks story is a
contemporary fairy tale beloved by investors and
latte-lovers alike . Once upon a time, it goes, there
was a charming little store near Seattle’s Pike Place
Market, with an old wooden counter and some coffee
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bins. A very few discriminating coffee drinkers
bought their beans there. Ten years later, it was . . .
well, five stores that sold high-quality bulk coffee
beans to a few more discriminating coffee drinkers.
Then Howard Schultz entered the picture. Today
Starbucks has over 16,000 stores: But more than
that, it’s the very seat of coffee magic. Starbucks
changed the way Americans talk about and
experience coffee. And Howard Schultz is the wizard
who made it happen. In Pour Your Heart into It,
Schultz tells the story of how a unique business
philosophy shaped Starbucks from the mid-’80s into
the mid-’90s, transforming not only the coffee
experience in America, but the business landscape
as well. It’s a philosophy built around a couple of
core ideas:every business should “stand for
something”—in this case, the uncompromising quality
of the coffee, anda business can treat its employees
with respect, and take care of its employees, and still
be highly successful; and in fact, it’s the only right
way to succeed, according to Schultz. It’s clear that
Schultz hopes to inspire other corporate leaders with
this book. It’s less a prescription for success than an
exhortation to corporate America: Hey, have a heart!
Stop treating employees purely as an expense that
detracts from the bottom line and start understanding
that they are the business in a very real sense. A
business that invests in its employees and treats
them well will see them become enthusiastic
Page 3/27

Read Book An Analysis Of Starbucks As A
Company And An International
“ambassadors.” If you take it a step further, as
Starbucks did, and give them an actual ownership
stake in the company, they will work as hard as they
can to make sure it succeeds. EXCERPT FROM
THE BOOK We gradually accepted the fact that we
had to adapt the store to our customers’ needs,” he
says, and learn how to balance customer requests
and desires with his vision—but at the same time, not
make too many compromises and wind up diluting
the integrity of either the coffee itself or the romance
of the coffee experience. In 1987, not long after
Schult opened his third Il Giornale store, Jerry
Baldwin and Gordon Bowker decided to sell
Starbucks. Bowker was ready to focus on other
things, and Baldwin felt he needed to focus on
running Peet’s. To Schultz it was fate: of course he
would buy Starbucks. But some of his investors
came up with their own plan to buy it and, he was
convinced, give him a much smaller role. Schult had
to go to his remaining investors with an alternate
plan. Most of them bought in, and soon he had the
money needed to purchase Starbucks. A mere five
years after moving to Seattle to work on marketing
for Starbucks, Howard Schultz had become its
owner, and there were no longer any barriers to his
vision of grand expansion. PART TWO:
REINVENTING THE COFFEE EXPERIENCE: The
private years, 1987-1992 Act Your Dreams with
Open Eyes When Schultz stepped back into
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Starbucks, this time in his new role as owner, one of
the biggest challenges facing him was poor morale.
He knew that addressing it had to be his first task.
But he also needed to hire more experienced
management: both he and Dave Olsen (who had
been managing the Il Giornale stores) had limited
experience, and certainly wouldn’t be able to handle
the planned expansion to 125 new stores over the
next five years. Meanwhile, with the merging of Il
Giornale and Starbucks, there was also an
opportunity to revisit the logo. Buy the book to
continue reading!
The essential premise of this book is that theory and
practice are equally important in describing financial
modeling. In it the authors try to strike a balance in
their discussions between theories that provide
foundations for financial models and the institutional
details that provide the context for applications of the
models. The book presents the financial models of
stock and bond options, exotic options, investment
grade and high-yield bonds, convertible bonds,
mortgage-backed securities, liabilities of financial
institutions--the business model and the corporate
model. It also describes the applications of the
models to corporate finance. Furthermore, it relates
the models to financial statements, risk management
for an enterprise, and asset/liability management
with illiquid instruments. The financial models are
progressively presented from option pricing in the
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securities markets to firm valuation in corporate
finance, following a format to emphasize the three
aspects of a model: the set of assumptions, the
model specification, and the model applications.
Generally, financial modeling books segment the
world of finance as "investments," "financial
institutions," "corporate finance," and "securities
analysis," and in so doing they rarely emphasize the
relationships between the subjects. This unique book
successfully ties the thought processes and
applications of the financial models together and
describes them as one process that provides
business solutions. Created as a companion website
to the book readers can visit www.thomasho.com to
gain deeper understanding of the book's financial
models. Interested readers can build and test the
models described in the book using Excel, and they
can submit their models to the site. Readers can
also use the site's forum to discuss the models and
can browse server based models to gain insights
into the applications of the models. For those using
the book in meetings or class settings the site
provides Power Point descriptions of the chapters.
Students can use available question banks on the
chapters for studying.
The must-read summary of Howard Schultz and Dori
Yang's book: "Pour Your Heart into It: How
Starbucks Built a Company One Cup at a Time".
This complete summary of the ideas from Howard
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Schultz and Dori Yang's book "Pour Your Heart Into
It" shows the inside story of the rise of
Starbucks.This summary explains how the vision first
came to Howard Schultz and how from that sole
idea, he created his first store in Seattle with the aim
of introducing real fine coffee to Americans.
Starbucks progressively became a very successful
international company with stores opening
everywhere worldwide. According to Schultz, this
success is due to a set of core values he based his
company on that don’t just focus on profits and
growth. This summary points to the principles
illustrated in "Pour Your Heart Into It" and that have
made the company enduring constitute precious
guidelines for business people seeking to bring their
company to the top. This success story is a
motivational and inspiring tale, and a must-read for
fascinated "Starbucksaholics". Added-value of this
summary: • Save time • Understand the key
concepts • Increase your business knowledge To
learn more, read "Pour Your Heart Into It" and
discover the key to taking your company to the top.
An Analysis of Starbucks as a Company and an
International Business
Due to the high supply on the market, companies have to
investigate and understand customer needs in order to
adapt their products or services and to be competitive
within the highly rival market. It is also crucial to avoid
any unethical behaviour, as this may lead to
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retrogressive turnover. This book focuses on the
investigation of factors which determine consumer
behaviour within the catering industry. To concretise this
extensive area, this work will concentrate on Starbucks’
tax avoidance in the United Kingdom in December 2012.
As there are no relevant or current reports on Starbucks’
tax avoidance and customer behaviour, the primary
research on this issue will be done in this work.
However, the literature review provides a comprehensive
overview of relevant landmark studies of customer
satisfaction and previous research on customer
behaviour within the catering industry. By means of a selfprovided conceptual framework and an appropriate
methodology a quantitative online questionnaire was
created and implemented.
Foundations of Strategy, Second Edition is a concise text
aimed at both undergraduate and Masters students.
Written in an accessible style with the needs of these
students in mind, the latest edition has a clear,
comprehensive approach, underlined by sound
theoretical depth. The content has been fully revised and
updated to reflect recent developments in the business
environment and strategy research. Features of the text
include: 10 chapters covering all the topics in a typical
one-semester course. Concise and integrated treatment
of strategy implementation focusing on strategy in
practice. Integration of the not-for-profit sector. Opening
and closing chapter case studies covering a range of realworld, global examples. Featured Example and Case
Insight boxes throughout chapters to give an additional
dimension to the subject matter. An extensive range of
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learning and teaching materials accompany this text
including instructor manual, case teaching notes, test
bank and PowerPoint slides, for instructors. Resources
for students include self-test quizzes and glossary
flashcards to check understanding. Access the full
resources online at www.foundationsofstrategy.com.
Research paper from the year 2009 in the subject
Communications - Public Relations, Advertising,
Marketing, Social Media, grade: 1,7, University of
Southern Denmark, language: English, abstract: This
project assignment shall provide some insights into the
problems Starbucks has to face today, why they
occurred and how they might be solved. More
specifically this project focuses on the question: why
have customer difficulties perceiving values added by
Starbucks?
This book constitutes the proceedings of the 13th
International Conference on Transforming Digital Worlds,
iConference 2018, held in Sheffield, UK, in March 2018.
The 42 full papers and 40 short papers presented
together with the abstracts of 3 invited talks in this
volume were carefully reviewed and selected from 219
submissions. The papers address topics such as social
media; communication studies and online communities;
mobile information and cloud computing; data mining
and data analytics; information retrieval; information
behaviour and digital literacy; digital curation; and
information education and libraries.
The four-volume set LNCS 8012, 8013, 8014 and 8015
constitutes the proceedings of the Second International
Conference on Design, User Experience, and Usability,
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DUXU 2013, held as part of the 15th International
Conference on Human-Computer Interaction, HCII 2013,
held in Las Vegas, USA in July 2013, jointly with 12 other
thematically similar conferences. The total of 1666
papers and 303 posters presented at the HCII 2013
conferences was carefully reviewed and selected from
5210 submissions. These papers address the latest
research and development efforts and highlight the
human aspects of design and use of computing systems.
The papers accepted for presentation thoroughly cover
the entire field of Human-Computer Interaction,
addressing major advances in knowledge and effective
use of computers in a variety of application areas. The
total of 282 contributions included in the DUXU
proceedings were carefully reviewed and selected for
inclusion in this four-volume set. The 83 papers included
in this volume are organized in the following topical
sections: DUXU in business and the enterprise,
designing for the Web experience; product design;
information and knowledge design and visualisation; and
mobile applications and services.
FINANCIAL REPORTING, FINANCIAL STATEMENT
ANALYSIS, AND VALUATION, 8E is written with the
premise that students can learn financial statement
analysis most effectively by performing the analysis on
real-world companies. Wahlen/Baginski/Bradshaw's
textbook will teach students how to integrate the
concepts from economics, finance, business strategy,
accounting, and other business disciplines through a
unique six-step process. New to this edition, chapters
now include quick checks after each section so that
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students can be sure that they have obtained the key
insights after reading each section. Important Notice:
Media content referenced within the product description
or the product text may not be available in the ebook
version.

In this age of social activism, pinpoint marketing, and
immediate information, consumers demand
everything from the coffee, computer, or toothpaste
they buy: an affordable, reliable product
manufactured by a company that doesn't pollute,
saves energy, treats its workers well, and doesn't
hurt animals—oh, and that makes them feel cool
when they use it. All companies would love to have
that kind of reputation, and a handful seem to have
achieved it. But do they deserve their haloes? What
does it take to become so admired? Can a company
make a profit doing so? And how can consumers
avoid being tricked by phony marketing? In Ethical
Chic, award-winning author Fran Hawthorne takes
her investigative-journalism skills--honed from more
than two decades as a business journalist—to
analyze six favorites: Apple, Starbucks, Trader Joe's,
American Apparel, Timberland, and Tom's of Maine.
While skeptics once saw the concept of business
ethics as an oxymoron, modern businesses are
proving them wrong. Success depends not only on
educating young professionals about ethical
practices, but on the implementation of these
practices in all aspects of a company. The Handbook
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of Research on Business Ethics and Corporate
Responsibilities explores the fundamental concepts
that keep companies successful in the era of
globalization and the internet. Investigating the
implementation of best practices and how ethics can
be taught to the next generation of business experts,
this handbook is an essential reference source for
students, academics, business managers, or anyone
interested in the increasingly interdisciplinary field of
business ethics and its applications in the world
today.
Black's latest outstanding pedagogy of Business
Statistics includes the use of extra problems called
"Demonstration Problems" to provide additional
insight and explanation to working problems, and
presents concepts, topics, formulas, and application
in a manner that is palatable to a vast audience and
minimizes the use of "scary" formulas. Every chapter
opens up with a vignette called a "Decision
Dilemma" about real companies, data, and business
issues. Solutions to these dilemmas are presented
as a feature called "Decision Dilemma Solved." In
this edition all cases and "Decision Dilemmas" are
updated and revised and 1/3 have been replaced for
currency. There is also a significant number of
additional problems and an extremely competitive
collection of databases (containing real data) on:
international stock markets, consumer food,
international labor, financial, energy, agribusiness,
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12-year gasoline, manufacturing, and hospital.
This general purpose of this qualitative study is to
investigate how businesses and consumers are cocreating brand value on social media by sharing
photos on Instagram. The main focus is two-fold,
one is to look at how corporations like Nike and
Starbucks are utilizing Instagram to engage
customers; another is to look at how customers
presenting brand images and identify with brand
personalities. This research analyzed 238 customercreated images and 62 corporate-created Instagram
images using a hybrid method of qualitative content
analysis and thematic analysis as an empirical way
to explore the big picture of this new and
understudied topic. The data was collected through
Keyhole and Statigram, two online social media
analytical tools. The analysis of the data shows
overall positive brand image sharing among
customers, implicit, indirect tactics in companies'
official image sharing, and customers' use of brand
as a way to promote and express themselves.
Overall, customers' brand value co-creation practice
on Instagram focus heavily on the individuals' self
expression rather than brand community building.
The study also discovered valuable themes of the
use of selfies and the self-directed sarcasm among
Instagramers who share brand images. The findings
showed an overall decentralizing brand value cocreation process and that marketers today will face
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more and more challenges in controlling and
managing a consistent brand image. The study
contributes to the understanding of visual
communication and the new marketing paradigm in a
visual centric digital culture.
Research Paper (undergraduate) from the year 2008
in the subject Business economics - Operations
Research, grade: 1,0, University of Applied Sciences
Berlin, course: International Entrepreneurship,
language: English, abstract: 1971, when the
‘Starbucks experience’ begun, Starbucks was just a
small coffee shop in Seattle, USA. Today, Starbucks,
named after the first mate in Herman Melville’s
Moby Dick, is the world’s leading retailer, roaster
and brand of specialty coffee with millions of
customer visits per week at stores in North America,
Europe, Middle East, Latin America and the Pacific
Rim. Thus,within not more than three decades,
Starbucks’ offering of distinctive blend of quality
coffee, neighbourly camaraderie and a unique
coffeehouse culture combined with an aggressive
growth strategy helped it to become the most
famous specialty coffee shop chain in the world and
a global company: In 2007, it run more than 15,000
stores worldwide by employing more than 172,000
people. But in the same year 2007 - despite
revenues of USD 9.4 billion - Starbucks had to report
a first-ever decline in same-store sales. As early as
the mid-1990s, analysts had been predicting that
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Starbucks could not sustain such strong growth,
especially in same-store sales. For more than 10
years, Starbucks had consistently beaten these
expectations. By 2007, however, Starbucks
unprecedented size, combined with the uncertainty
of the economy,had placed the company in a new
competitive game. As a result, in early 2008,
Starbucks announced a series of initiatives to cope
with the new challenges and to prepare for a
successful future – all of them based on renewing
the focus on customer experience and slowing down
expansion. But what constitutes the Starbucks
strategy that has been that successful in the past?
What were the main drives of the considerably
growth of the Starbucks business? And is the
Starbucks strategy flexible enough to adapt to the
current challenging market conditions? After the
introduction of the Starbucks business in terms of
vision, mission and history, this assignment focuses
on answering these questions by analysing
Starbucks’ strategy and its key drivers of success in
chapter 2. This analysis is done with the model of
the ‘strategic diamond’ that is introduced in the
beginning of chapter 2 as working basis. The
assignment ends a comprehensive analysis of the
challenges Starbucks is facing today and how it
prepares to successful handle them.
Many corporate brands tend to be built on a strong
foundation of culture, but very minimal research
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seems to indicate a thorough analysis of the role of
an organizational's culture in its entirety pertaining to
large corporations. This study analyzed various
facets of Starbucks Coffee Company through use of
the cultural approach to organizations theory in order
to determine if the founding principles of Starbucks
are evident in their organizational culture. Howard
Schultz' book "Onward" was analyzed and
documented as the key textual artifact in which these
principles originated. Along with these principles,
Starbucks' Website, Facebook, Twitter and YouTube
page were analyzed to determine how Starbucks'
culture was portrayed on these sites. The rhetorical
analysis of Schultz' book "Onward" conveyed that
Starbucks' culture is broken up into a professional
portion and a personal portion, each overlapping one
another in its principles. After sifting through various
tweets, posts and videos, this study found that
Starbucks has created a perfect balance of culture,
which is fundamentally driven by their values and
initiatives in coffee, ethics, relationships and
storytelling. This study ultimately found that
Starbucks' organizational culture is not only carrying
out their initiatives that they principally set out to
perform, but they are also doing so across all
platforms while engaging others to do the same.
Based on these findings, this thesis aims to test the
permeation of culture in corporate brands while
posing a challenge for future research to classify
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social media sites as a part of culture. Also, the
findings of this study propose a re-examination of
Kennedy and Deal's culture types in order to adapt
to Web 2.0 and 3.0 technologies.
How to apply micro and macro-economic analysis
methods solve Starbucks coffee shop faces marketing
change challenges.?This Starbucks case indicates how
Starbucks coffee drinking business applies micro and
macro-economic analysis methods to predict consumer
behavior. Today, Starbucks has become world famous
and brings high quality coffee and beverages to its
clients over the world daily. Their well-known mission
statements is: to inspire and nurture the human spirit,
one person, one cup and one neighborhood at a time.
How does it apply macro and micro economic analysis
methods to predict consumers' coffee taste is influenced
to change by economic environment more accurate?
According to the following statistics, coffee market is
large market potential in the world for this particular
coffee service and production. Starbucks along with
many competitors, such as Costa coffee and Mc-cafe
have seized this opportunity and continue to indicate
within this coffee market. It is no doubt that this coffee
market can be profitable in 2012 year, the CEO of
Starbucks was classified as the 8th best -paid CEO in
the United States of America making $ 103 million
dollars of profit ( Rushe, 2013). Hence, the question
concerns that how Starbucks can predict its coffee
customer taste changes fast accurate.Micro and macroeconomic marketing environment analysis: It is crucial to
be aware and understand environment in which a
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company is operating in order to implement their
strategies successfully. The micro environment
strategies can be analyzed using in SWOT analysis and
further completed with a macro environment study by
doing a PEST analysis.As Starbucks background, it can
apply micro environment " a SWOT analysis" method, it
must focus on the external factors since internal factors
are rather analyzed in the core marketing strategy and
extended marketing strategy and extended marketing
mix. However, macro environment refers to everything
external to the organization. So, it seems Starbucks can't
necessarily fully control, only influence. Such as PEST
analysis indicates political, economic, social and
technological external environment factors. Such as
certain political issues can raise since coffee beans are
grown in developing countries and this could raise
questions about the working conditions and child labor.
Tariffs and import taxes could also influence the prices in
stores as well as the country's economic recession or
exchange rates change could threaten Starbuck's
profits.However, Starbucks internal strengths include that
the development of new technologies and user friendly
machines, such as home coffee machines, quality of
beverages in other restaurants served are increasing
and Starbucks should create Starbucks experience at
home by manufacturing their own capsules machine with
their coffee and tea. The emergence of social media is
already used by Starbucks especially via Twitter where
gift cards can be purchased and sent to friends (
Starbucks, 2014). There are Starbucks internal strengths
to win its competitors, although, it can not control
Page 18/27

Read Book An Analysis Of Starbucks As A
Company And An International
external environment factors to threaten its
business.Coffee drinking sale industry is a service
marketing, positioning has received little attention from
marketers, but is very useful in defining and modifying
the tangible characteristics of the different kind of taste
coffee product and its intangible perceptions. As
Starbucks, customers are buying an expensive product
high quality (tangible ) every cup of different kind of taste
coffee, but they also have the personalized in-store
drinking experience enhanced by the trained employees,
for example, the customer's name is written on the
plastic cup their beverage will be served in ( tangible ),
this helps Starbucks obtains the premium brand status
and win competition.
The study at hand investigates customer experiences at
the American coffee company Starbucks and develops a
new scale to measure customer experience quality on
the basis of four dimensions: Service quality,
atmosphere quality, flow quality and learning quality. The
study reveals that product quality itself is a separate, but
related construct to customer experience quality which
alone is not sufficient to create customer loyalty. The
effect of customer experience quality and product quality
on customer loyalty intentions is found to be fully
mediated by perceived value. Moreover, perceived
wealth of the customer acts as a moderator and
increases the positive effect of customer experience
quality on perceived value whereas it weakens the effect
of product quality on perceived value. Collectively, the
results extend and clarify concepts in the evolving, but
inconsistent customer experience management
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literature. The findings enable managers to stage
customer experiences more effectively and more
efficiently.
The researcher examines a detailed synopsis of the
specialty coffee industry and the role that Starbucks
plays in it. Starbucks is in a growth market, and it has a
good relative overall position. The researcher will
examine the business structure of Starbucks and the
future implications of its current business strategies. By
examining the strategic imperatives such as how to
expand abroad and understanding the international
context, the researcher will determine strong and weak
business strategies of the company. Starbucks has
overcome organizational and managerial implications
that will serve as a strong model for international
businesses. The researcher will then give strategy and
implementation recommendations on how Starbucks can
grow as an international business.
Cross-sector partnerships are widely hailed as a critical
means for addressing a wide array of social challenges
such as climate change, poverty, education, corruption,
and health. Amid all the positive rhetoric of cross-sector
partnerships though, critical voices point to the limited
success of various initiatives in delivering genuine social
change and in providing for real citizen participation. This
collection critically examines the motivations for,
processes within, and expected and actual outcomes of
cross-sector partnerships. In opening up new theoretical,
methodological, and practical perspectives on crosssector social interactions, this book reimagines
partnerships in order to explore the potential to
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contribute to the social good. A multi-disciplinary
perspective on partnerships adds serious value to the
debate in a range of fields including management,
politics, public management, sociology, development
studies, and international relations. Contributors to the
volume reflect many of these diverse perspectives,
enabling the book to provide an account of partnerships
that is theoretically rich and methodologically varied.
With critical contributions from leading academics such
as Barbara Gray, Ans Kolk, John Selsky, and Sandra
Waddock, this book is a comprehensive resource which
will increase understanding of this vital issue.
Full-color, completely current, and packed with practical
applications, the Eighth Edition of RETAILING puts
students on the inside track to success in the fastmoving retail industry. RETAILING is written by a
seasoned author team whose expertise informs every
page and whose innovative approach has earned this
market-leading text endorsement by the National
Retailing Federation. While others may focus on
lackluster descriptions of retailers and their most
mundane tasks, Dunne, Lusch, and Carver bring retailing
to life, covering the latest developments in the field and
detailing behind-the-scenes stories in a conversational
style enlivened by full-color pictures and illustrations.
RETAILING emphasizes the impact of technology and
the Internet, as well as giving solid coverage to
international topics and issues unique to service
providers. The text also includes a thorough, integrated
study guide with review questions, writing and speaking
exercises, cases covering diverse retail operations, a
Page 21/27

Read Book An Analysis Of Starbucks As A
Company And An International
computer spreadsheet case, and more. In addition,
Planning Your Own Retail Business exercises focus on
problems small business managers and owners face in
day-to-day operations, helping students appreciate the
financial impact of retail decisions. This engaging, readerfriendly text vividly illustrates how fun, exciting,
challenging, and rewarding a career in retailing can be,
even while helping students hone their skills and
creativity to stay ahead of the competition and navigate
an ever-changing economic environment. Available with
InfoTrac Student Collections
http://gocengage.com/infotrac. Important Notice: Media
content referenced within the product description or the
product text may not be available in the ebook version.
Winner of the Management and Leadership Textbook
category at the CMI Management Book of the Year
Awards 2013/14, International Management explores
management opportunities in encounters across the
world between national, organizational, political,
professional and social cultures. It is soundly based
theoretically and supported with real-life international
examples from contemporary events and situations,
exploring contemporary and historical material to provide
insights for today's managers who find themselves
dealing with diversity and difference. From a historical
perspective and a uniquely cross-disciplinary approach,
Elizabeth Christopher identifies the major leadership
styles that continue to characterise people across
regions, nations, communities and organisations, within
groups and as individuals. International Management is a
practical and comprehensive textbook for successful
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negotiation in a world rich not only in cultural diversity but
also in convergence. It also covers the ethical, moral and
environmental ramifications of business today and the
corporate leaders who are learning to manage their
businesses across nations and continents, not only
profitably but in ways that contribute to societies overall
through economic, environmental and social action.
International Management is an indispensable guide for
students and practitioners to key issues of cross-cultural
management, suitable to accompany online or private
studies, or a teaching unit within professional and
university graduate studies of international management.
Scholarly Research Paper from the year 2008 in the subject
Business economics - Marketing, Corporate Communication,
CRM, Market Research, Social Media, grade: 1,0, University
of applied sciences, Munich, language: English, abstract:
Starbucks is the world leader in the premium coffee market
and has an amazing success story. In this study the key
factors for the successes of Starbucks are analyzed. The
distribution strategy of Starbucks, e.g. through coffee stores,
grocery markets, and new retail channels, is investigated.
Additionally, problems of the rapid expansion of Starbucks in
national and international markets and their solutions are
discussed. Starbucks sells not only its coffee; it sells the
"Starbucks' experience." The company is successful to
convey its vision to the customers. It can convince customers
paying more for high-quality products and a new life style.
Starbucks reached its goal to establish and leverage its
powerhouse premium brand through rapid expansion of retail
operations, introduction of new products and store concepts,
as well as development of new distribution channels.
Starbucks has revolutionized the coffee business. The main
marketing strategy is to represent Starbucks' store as a "third
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place" between work and home. The company could increase
the market share in existing markets and open stores in new
markets rapidly. Additionally, Starbucks always tries to
expand its products portfolio. The company cooperates and
takes alliances with other companies to develop and
distribute new products. As the result, Starbucks has
developed from a local coffee bean roaster and retailer in the
US to a multinational coffee and coffeehouse chain with more
than 14,000 stores in 42 countries. The rapid expansion of
Starbucks leads unfortunately to some serious problems. The
company has to fight with the commoditization of Starbucks'
brand because of a series of decisions which are necessary
for the rapid business growth. Getting back to the score,
Scholarly Research Paper from the year 2009 in the subject
Communications - Public Relations, Advertising, Marketing,
Social Media, grade: 1,7, University of Southern Denmark,
language: English, abstract: This project assignment shall
provide some insights into the problems Starbucks has to
face today, why they occurred and how they might be solved.
More specifically this project focuses on the question: why
have customer difficulties perceiving values added by
Starbucks?
There is no doubt that being market-driven, a passive
approach that responds to current customer demands
through adapting to their needs, has been a key to success in
practice. Conversely, market-driving, a proactive approach
that attempts to provide customers with new values and
shopping habits and change the market structure as well as
the market behaviour, plays an ever more important part in
modern global business strategies. Recently, with the
emergence of market-driving firms, the market-driving
strategy has attracted rising attention in academic literature.
However, empirical research into the market-driving study has
been underdeveloped, whilst there have been a series of
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contributions from conceptual perspectives in this area.
Consequently, an exploratory case study of Starbucks Coffee
Japan (SO) in the Japanese market was chosen for this study
to generate insights into the nature of market-driving from the
perspective of the people implementing the business
strategies. The 15-year period of SCJ in the Japanese market
will be divided into three distinct periods, which discloses
some steps of driving a market. This study reveals that some
market-driving companies employ both market-driving and
market-driven approaches at the same time, depending on
the general situation. SCJ employed more market-driving in
the early stage entering the Japanese market, then SCJ
seemed to gradually become more market-driven over time,
as the brand and their business culture attained a more
hegemonic status in the market. In this case, the marketdriving approach constituted more of an effective market entry
strategy. In addition, there can be a correlation between
market-driving firm's brand identity and how much they shape
market behaviour. The findings of this study then make both
theoretical and practical contributions to the field of study.
Managerial implications of this study are discussed in the
conclusion.
Seminar paper from the year 2020 in the subject
Communications - Intercultural Communication, grade: 1,0,
Fresenius University of Applied Sciences Idstein, course:
Intercultural Competences, language: English, abstract: The
focus in this paper shall lie on the business’ website. When
planning a website, the development process includes the
research and analysis of the target group in order to catch
their attention. Colors and symbols for instance are relevant
for many cultures and need to be taken into account when
designing a website. Due to the increasing globalization of
markets, websites have to be adapted to the customer’s
needs. Therefore, an investigation on cultural preferences is
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needed. Based on the study of the IT University of
Copenhagen of 2005, this paper aims to answer the question
of whether the company Starbucks is adapting its websites to
the cultures of their international markets. Furthermore, it
shall examine what the main differences of the websites are.
Before that, the contexting theory by Edward T. Hall will be
explained, followed by an outline on intercultural web design.
The analyzed low context country will be Germany, whereas
the high context country will be South Korea. As a conclusion,
this paper will summarize the findings and give an outlook on
the future of Hall’s theory.
Seminar paper from the year 2010 in the subject Business
economics - Marketing, Corporate Communication, CRM,
Market Research, Social Media, , course: Marketing,
language: English, abstract: Starbucks is known for the
qualitative variety of its products, the exclusive and friendly
environment, the helpful and very polite personnel, the
information and training on the products and the participation
of management in building relationships with customers.
Starbucks offers more than 16 blends and types of coffee
made of coffee beans Arabica, a large variety of beverages
prepared instantly, teas, freshly baked pastries, chocolates,
savoury delicacies, sandwiches, salads, etc. Also, at
Starbucks a customer can buy coffee specialty products such
as coffee machines espresso, coffee grinding machines,
mugs and other items related to coffee and tea and CDs,
which are original proposal gifts. Despite this wide array of
products, Starbucks founder Howard Schultz, in February
2007, decided to close 600 Starbucks stores. This paper
examines several reasons that may be advanced for the
company's decline, concluding that it would not have
happened if Starbucks had stayed in their original form of
combining the exclusive cafe with the friendly atmosphere
and staff, and above all, good quality coffee. The paper then
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goes on to explore the changes that the company has made
in its marketing strategy since the decline in 2007 as well as
the risks and potential benefits from competition, such as best
practice examples of marketing in other countries, specifically
in Greece.
The second edition of the Oxford Encyclopedia of Food and
Drink in America, originally published in September 2004,
covers the significant events, inventions, and social
movements that have shaped the way Americans view,
prepare, and consume food and drink. Entries range across
historical periods and the trends that characterize them. The
thoroughly updated new edition captures the shifting
American perspective on food and is the most authoritative
and the most current reference work on American cuisine.
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