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Abstract

Under the background of the current economic globalisation, multinational enterprises are facing
the problem of how to meet the unique needs of consumers in different regional markets as much
as possible on the basis of adhering to the core values of the brand. Based on the concept of “the
third space” of Starbucks Coffee, this article explores its localised marketing strategies implemented
globally. Through the practical analysis of Starbucks’ markets in different regions, this article re-
veals how Starbucks organically combines the concept of “third space” with the culture of different
regions and consumption habits of different consumers, so as to realise the reconstruction and dis-
semination of the brand value of Starbucks. In different countries and regions, Starbucks will refer
to local characteristics in storefront design and integrate its characteristic elements into the deco-
ration design. The research results show that Starbucks offline stores can accurately perceive the
uniqueness of local markets in the process of expansion, and put forward targeted localisation strat-
egies from multiple dimensions such as store location, storefront design, product research and de-
velopment and marketing strategies. On this basis, Starbucks has always adhered to the core value
of the concept of “third space” to ensure the unity of the brand concept, so as to achieve the sustain-
able development of the brand. This article provides a reference for multinational enterprises to
implement the effectiveness of localisation strategies in the global market, and has very important
theoretical and practical value.
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