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Summary. With deepening reforms and the rapid de-
velopment of the Chinese economy, the Chinese market has
attracted enterprises from abroad. Thanks to a new busi-
ness model, an improved business philosophy, excellent
service and excellent quality, Starbucks has gained a good
reputation among the Chinese consumers and gained a high
level of profitability, and became an example for many en-
terprises of this network. The article reviews the financial
performance of Starbucks over the past five years as the
main subject of research and analyzes the financial state-
ments of Starbucks in Chengdu using the basic method of
financial analysis. An analysis of the financial statements
of Starbucks Chengdu over the past five years showed that
although the company was profitable and built up a good
reputation in just a few years, there are still some problems
in the business process, namely problems in financial ma-
nagement. Therefore, given these problems, proposals and
prospects for the future are put forward.

Keywords: Starbucks, financial indicators, costs of ex-
pansion of production, diversification, methods of financial
analysis, profit, taxes.

Formulation of the problem. In the implementation of produc-
tion and financial activities of enterprises a large number of interre-
lated material, labor and financial resources are involved. The main
goal of any business is to get a positive financial result and find
ways to increase it.

In the market environment of conducting business activities, en-
terprises should ensure themselves sustainable economic develop-
ment, taking into account the peculiarities of the market environ-
ment and effectively conduct business process, increase the level of
self-financing and innovative improvement of their activity. In such
circumstances, the study of the dialectic of the category of financial
result, its relationship and interaction with other economic indica-
tors, and formation on this basis of stable prerequisites for increas-
ing profitability, competitiveness and ensuring stable development
of economic activity of the enterprise in the long-term perspective
are of considerable scientific and practical value.

Analysis of recent research and publications. Significant
contribution to the study of theoretical foundations of the category
of financial result was made by such leading foreign and domestic
scientists: .0. Blank, O.V. Budko, F.F. Butynets, A.G. Zagorodnii,
G.L. Voznyuk, S.L. Londar, O.V. Tymoshenko, R.V. Skaliuk and

other scientists. But despite the considerable scientific achieve-
ments of these scientists on the subject under study, some problem-
atic issues require more detailed study and resolution, since econo-
mists often consider the question of profit management rather than
the financial results of the enterprise [1; 5; 3; 9; 7].

Problem statement. Despite the interest of scientists in the
selected issues, the study of the category «financial resulty, as a
multifaceted indicator of the effectiveness of the enterprise, does
not lose relevance. Therefore, the study of the financial result on the
example of Starbucks deserves further attention.

The main material research. With the growth and develop-
ment of China’s economy, more and more excellent foreign enter-
prises come to China. Starbucks, a global household name, came to
China and was quickly accepted, loved and brought its own brand
fashion culture. Starbucks’ success in China has become a model
for many global chains and inspirational books. Since the reform
and opening up, China’s economy has been rapidly developed, lo-
cal enterprises are growing up day by day. With the development
of global integration, more and more Chinese enterprises have set
their sights on the international market, and at the same time, China
has gradually formed a huge market that makes the whole world
excited. Faced with such reality, many state-owned and private en-
terprises in China are eager to expand outward, and there are many
problems in their development process, not only the lack of profes-
sional management knowledge, especially the lack of attention to
finance [12; 16].

As aresult, the control ability of the enterprise is low, so that the
enterprise cannot continue to develop well. This paper will read the
secret language from the financial statements of Starbucks Cheng-
du company, and summarize the methods and means of financial
control by discussing the operation mode and applying the relevant
knowledge of financial statement analysis, in the hope that relevant
industries in China, especially the tertiary industry, can get some
enlightenment from it.

Chapter 1. Starbucks company profile.

1.The introduction of Starbucks

Starbucks coffee company, founded in 1971, is the world’s lead-
ing specialty coffee retailer, roaster and brand owner. Its retail pro-
ducts include some of the world’s best coffee beans.

There are more than 30 kinds, also it provides a variety of func-
tions and styles of coffee machines, coffee cups and other goods.
Starbucks was bought by its chairman, Howard Schultz, in 1987,
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and then the company has gone from bad to better. In June 1992,
Starbucks successfully listing as the first specialty coffee company.
As of 2013, it has more than 13000 stores worldwide with more
than 145000 employees [8; 11].

Starbucks Corporation is among the giants that see great poten-
tial in China and hopes to make the country its largest international
market outside the U.S. in the near future. Starbucks opened its first
store in Taiwan in March 1998, and its first store in mainland Chi-
na in Beijing in January 1999. According to the statistics of 2013,
Starbucks has opened nearly 700 stores in China, including Hong
Kong, Macao and Taiwan, about 560 of which are in mainland Chi-
na. At the end of 2005, Starbucks established Starbucks Enterprise
Management (China) Co., Ltd. in Shanghai, which is mainly respon-
sible for the strategic development, market development and opera-
tion of Starbucks in greater China. Since its establishment at the end
of 2005, Starbucks in Chengdu has opened 41 stores in Chengdu and
Chongqing, and opened its first store in Wuhan in 2009 [13].

2. The background of Starbucks brand.

Firstly, the growth of Starbucks. Starbucks is the name of a
world-famous coffee chain. Gerald Baldwin, Zev Siegl and Gordon
Bowker opened their first specialty coffee and spice store, Starbucks,
at Seattle’s Pike Place Market in 1986. Howard Schultz joined Star-
bucks in 1982. He used his personal experience to change Starbucks’
business philosophy and achieve success. In 1986 Mr Schultz paid
to restructure Starbucks, transforming it into an Italian coffeehouse
and running it entirely on his own terms. Over the past two decades,
Starbucks has grown, first, in the United States and then globally.
Superficially, Starbucks’ star journey is to sell coffee, but in fact, it
provides people with an «experience» environment while selling
coffee. It is these elements that convey Starbucks’ corporate culture
and core values of the brand to consumers and bring them unforget-
table consumption experience [15].

Second, Core brand value of Starbucks

a. Experimental marketing

It is thought in Starbucks that its product is not just a cup of co-
ffee, but the whole experience in a coffee shop. Starbucks has made
full use of «experiencey as its winning marketing tool. That is, it is
an experience at all moments of contact between the enterprise and
the customer. So, experience is a lifestyle change. It is this desire
for lifestyle change that has created Starbucks’ core brand value.
One of Starbucks” main competitive strategies is to communicate
with customers in the coffee shop, and pay special attention to the
communication with customers [14].

b. One-to-one personalized service

In the stores of Starbucks, the communication and communica-
tion between customers and staff are ubiquitous, which can be felt
both in the store and in the after-sales service. With the experience
as the platform, the experience will be fully developed through spe-
cific details, so that the customers as the protagonist can fully show
their personality and experience a completely different experience.

3. The development of Starbucks in China

A. Development analysis of Chinese coffee market

It has been more than 100 years since the introduction of coffee
in China. Coffee production in China has experienced a tortuous
course of development. From the peak period of development in
the 1950s to the 1960s, the production was reduced, until the 1980s,
with the development of China’s economy, coffee production re-
covered rapidly. Since the beginning of the 21st century, with the
development of China’s economy and the continuous improvement
of people’s quality of life, coffee consumption has increased rapid-
ly, with the annual market growth rate reaching 10%-15%. Based

on the global consumption of 4 million tons, China’s coffee con-
sumption market still has much space and potential. By 2012, the
consumption will reach 120,000 tons, the retail sales of the market
will reach tens of billions CNY, which let us see a huge market, a
huge profit. Pablo Dubois, head of operations at the international
coffee organization (ICO), sees great potential in the Chinese mar-
ket. «The Chinese market is already showing signs of following this
trend, so China will become an important coffee consumer market
in the world.»

B. Analysis of the Chinese consumers

With the further recognition of coffee in China, more and more
consumers will believe in it. According to a survey of inland cities,
32 percent of urban residents drink coffee. There are also a lot of
potential consumers who are influenced by their friends or who like
the environment of the coffee shop. There are also a large number of
returnees who have brought new lifestyles and ideas with them. Un-
der their guidance, new people will also like coffee. With people’s
understanding of coffee and coffee culture, more and more consum-
ers will come into the store to consume. Young and middle-aged
people will become the mainstream consumer group. The young
people born in the 1980s are very quick to respond to and accept
new things. They are interested in and willing to try foreign food
culture [17].

C. The market positioning of Starbucks

Starbucks will own positioning independently of the family,
away from the office of the «third space», and its target market is
paying attention to enjoy, leisure rich small endowment emotional
appeal of urban white-collar workers, in the coffee shop, the music
in Starbucks is from already developed with independent intellectu-
al property rights, all of these meet the fashion, trendy, the pursuit of
fashionable white-collar class. Moreover, the provision of network
has promoted the growth of «third space». The wireless Internet
area set up in the coffee shop provides convenient services for mo-
bile office and tourists. Starbucks with its unique way of experience,
let the target customers focus on their own favorite, suitable for their
own taste, in line with their own personality of coffee [4]. In addi-
tion, excellent service, excellent quality, standard operation, on-site
preparation and continuous launch of new products are important
factors for its successful market positioning and rapid development
in a country where tea is a traditional beverage.

D. Starbucks’ competitors in the Chinese market

Coffee brand has a lot of the mainland market, such as earli-
er Taiwan island coffee, Japan’s pot of coffee, as well as the new
Pacific, Costa coffee Starbucks as the most powerful competitors,
comprehensive analysis, Starbucks is facing competitors can be
roughly divided into two forms: one kind is the same independent
local coffee shop with the brand identity in the coffee chain and into
the market in succession. The other is convenience stores, fast food
restaurants and vertical coffee machines. But there is still a long
way to go before the Chinese, who are accustomed to tea, can drink
coffee on a regular basis.

4.The prospect of Starbucks in the Chinese market

Due to the huge potential of the current Chinese market and
the gradual formation of its own coffee culture, the coffee market
is expanding at a rate of more than 30% per year, so there is a huge
room for value added in the Chinese coffee market.

With the rapid development of China’s economy, the improve-
ment of education and lifestyle, more and more people will go to
coffee shops. At that time, coffee will be closely connected with
our life, no longer just a drink, but gradually become the necessity
of life, but also closely linked with fashion, taste, reflect the high
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quality of modern life. Both friends and business meetings can be
held in the café [2].

China is Starbucks’ second-largest market now after the
U.S. Starbucks will continue to increase its investment in China.
Because of its popularity and business philosophy has been accept-
ed and recognized by the domestic people.

5. Problems in the development of Starbucks in China

Since its first store in Beijing in 1999, Starbucks has opened
700 stores in China, including Hong Kong, Macao and Taiwan.
The rapid expansion has made Starbucks popular and profitable in
China, but it has also created a series of unprecedented problems.

A. Rapid expansion leads to excessive capital occupation.

Taking the Chengdu company as an example, the first store
opened in the first floor of Wangfujing shopping mall. Due to its
good location, large crowds and being the first store in Chengdu
at that time, the opening made Starbucks the sales champion of
single store in mainland China. Shocked by the mainland’s spen-
ding power, the company accelerated the pace of opening stores in
Chengdu over the next two years. Throughout the Starbucks stores in
mainland China, they are all located in places with large crowd flow,
uniform decoration and equipment, high rent and large investment in
fixed assets. In order to achieve perfection, a lot of equipment and
decoration materials are shipped from the United States [6].

This makes each branch invests a lot of capital, make the cap-
ital of the company takes up too much, which are also a big risk in
management. Chengdu company is compared with XX yuan coffee
shop, another successful coffee retail chain in Chengdu.

It can be seen that the local coffee chain with good reputation
in Chengdu has opened 15 stores in 14 years, while Starbucks has
opened 24 stores in 7 years. The cost of the decoration and equip-
ment of the single store is also much higher, which is also related to
the different requirements and standards of the company.

Many of Starbucks’ equipment and ingredients are purchased
globally in order to ensure its first-class quality, which also increas-
es the cost and capital consumption. With the increase of stores,
rent, personnel management, the purchase of fixed assets and other
costs come with it, which is a heavy burden for the newly estab-
lished companies, greatly occupies the capital, and also increases
the operational risk. This is a more prominent problem of Chengdu
company at present [10].

B. The cost is too high.

In order to ensure the company’s high-quality service and good
corporate culture, the company conducts more training for employ-

ees, but the training input increases rapidly every year due to the
excessive turnover of personnel.

In addition, in order to ensure the quality of coffee, many main
ingredients are purchased and transported from the United States,
which makes the transportation cost of each branch account for a
large proportion of the total cost. It can be seen from the financial
statements of these years that the main business cost accounts for
the proportion of the revenue in the cost of transportation [18].

All of them are lower than the proportion of the period expenses in
the income, and the period expenses account for more than 50% of the
main business income, which makes the net profit drop significantly
and also leads to the decline of the net interest rate on sales. Take the in-
come and cost of Chengdu company from 2016 to 2018 as an example.

As can be seen from the above table, the period expenses of
Chengdu company account for a large proportion of the income.
Further analysis shows that transportation cost and management
cost account for a large proportion in the period.

This is because some raw materials are shipped directly from
the United States, which adds to the cost. In addition, with the in-
crease of stores, the training cost of employees has also been greatly
increased, which makes the cost of the period to remain high, and
now it has become a problem that needs to be improved immediately.

C. The slow development of new products will affect the sales
revenue.

Compared with the same industry, new product development of
Starbucks is performed not good enough, so more than ten years of
coming to China its varieties changed little and the pace is a little
slower than of the other coffee chains, so that influences the choice
of consumers. At present, the product is classic coffee, Starbucks
Frappuccino, coffee and tea, and setting up a little change, everyone
is familiar with its variety and taste. Compared with the local XX
yuan coffee shop, it is also a coffee chain. You can not only taste
the authentic coffee, but also eat a variety of drinks and the current
trend of the meal, product innovation, so that consumers have more
choices. At present, many competitors enter the market in succes-
sion, and there are some new drinks or various dairy products to
replace, these are potential threats for Starbucks. All these problems
occurred in the development process of China. Only Starbucks can
develop better and go further in China by timely adjustment and
improvement to make localization do better.

Chapter 2. Financial analysis of Starbucks in Chengdu company.

Financial analysis plays an important role in enterprise financial
management. It is an important basis for evaluating the business

Table 1

Store comparison between the two companies

Name Date Number Site scope Cost of decoration and equipment
Starbucks 2006 24 Third ring road 70-90
XX yuan 1998 15 Third ring road 50
Sources: own research
Table 2
Sales of Chengdu company in three years
Indicators 2016 2017 2018
Main business income 87260565 99914409 173851072
Main business cost 23753796 32552488 56641329
Proportion of main business revenue 27.21% 32.58% 32.58%
Period expense 5190852 60159178 98469354
Proportion of main business revenue 59.47% 60.21% 56.64%

Sources: own research
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performance and financial status of enterprises. By analyzing the
financial status of the enterprise, the operating ability, profitability,
solvency and growth ability of the enterprise can be understood,
which is conducive to the objective evaluation of the operating
performance and financial status of the managers and their related
personnel [19; 20].

1. Financial index system analysis

A. Historical comparative analysis

Starbucks in Chengdu company has been working hard since
its establishment and has gradually opened the Chengdu market
through years of hard work. This paper lists the following specific
financial indicators after sorting and calculating the financial state-
ments of Chengdu company in the past five years.

It shows the weak solvency. The financial security of a company
is mainly reflected by the solvency of the company, that is, whether
it can pay the debts due in full on time.

Therefore, paying attention to the effectively improve the com-
pany’s debt paying ability is not only a guarantee to safeguard the
rights and interests of the company’s creditors, but also an objective
requirement for the company to survive and continue to develop in
the market competition. The solvency of Starbucks corporation is
carried out from two aspects: short-term solvency and long-term
solvency [17].

2. Prospect analysis

Through introduction to the Chengdu company and the com-
pany five years the results of tracking analysis, we know that Star-
bucks was founded in 2006 in Chengdu after management center.
After five years of operation profit, this short into make profits, this
is very rare in foreign fast away industry, suggesting a Starbucks
not only accepted by people in mainland China and fell in love
with it, the development of considerable scale and enter the benign
development. Firstly, it takes unique corporate culture and excel-
lent operation mode have conquered the inland areas where tea is
the main drink, and its advantages and potential are huge. During
the operation in Chengdu, the company has made many local ad-
justments in terms of operation, management and service, so as to
make Starbucks more regional and human. After having this good
foundation, Chengdu company opens a large number of new stores
according to the mode of headquarters, and has gone deep into the
second and third tier cities, rooted in the inland. From these years of
sales revenue can be seen, each year than the previous year growth
is: 36%, 42%, 14%, 74%, it is a high speed growth development.
Secondly, in recent years, the management of Chengdu company
has been replaced, from the original headquarters to the present
peer recommendation, competition, and the average age of about
30 years old, young people’s enthusiasm, vitality, professionals in

the industry, all these make the company management, professional
and other aspects of talent matching reasonable and perfect. How-
ever, in this development process, we found some points that are
worth noting:

Conclusions from the study. Through the analysis of the finan-
cial statements of Chengdu company in the past five years, we can
see that although the company has realized the overall profit and
created a good reputation in just a few years, there are still some
problems in the development process from both financial manage-
ment and operation. The following conclusions can be drawn:

1. Rapid expansion leads to excessive capital occupation and
excessive outflow of investment cash

Due to the rapid expansion of Chengdu company after entering
the Chengdu market, the rapid development of the company has
strained the company’s cash flow, and the overall development of
the company is not good. Although the indicators of debt paying
ability, operation ability and development ability have been increas-
ing year by year, it can be seen from the balance sheet that the com-
pany’s accounts receivable, inventory and short-term liabilities are
relatively low, and the investment of fixed assets is too significant
for the company, the outflow of investment cash flows is too large
and the inflow is too small.

2. High proportion of fixed assets leads to high cost

As the investment in fixed assets increases with the opening
of stores, the asset-liability ratio is also high, which is very dan-
gerous for the company to operate. It can be seen from the income
statement that the company’s main business costs and operating ex-
penses account for a high proportion and grow rapidly year by year,
which greatly reduces the net interest rate.

3.The main business cost is too high, the sales gross profit
growth is slow, resulting in slow sales revenue growth Chengdu
company from the beginning of its establishment to the product up-
date speed is too slow compared with the same industry, which is far
from meeting the needs of consumers. Since the establishment of
the company, it has provided consumers with the coffee and cakes,
which is far behind the local coffee chain in terms of product variety
and update speed. In this way, it will create management centers
for long-term training trainees to provide to new stores. These trai-
ning expenditure, personnel salary and so on all increased the ex-
pense. Suggest of the company change the marketing strategy, can
slow down the pace of store opening. Focus on the operation of
high-quality stores, improving the efficiency of a single store, so
as reducing expenses, increases the net cash flow of the investment
activities. Lower store rents, sign long-term rental contracts with
real estate developers, or buy prime real estate, which can be used
as long-term investment.

Table 3
Chengdu company of Starbucks in the last five years of specific financial indicators
Indicators Years

2014 2015 2016 2017 2018
Liquidity ratio 0.23 0.23 0.44 0.67 0.56
Quick ratio 0.15 0.13 0.33 0.58 0.46
Equity ratio 5.16 5.64 2.7 0.88 1.59
Net profit margin on sales 1.2 0.92 8.2 245 3.32
Operating profit ratio 0.33 0.48 8.63 1.44 5.01
Rate of return on total assets 1.17 1.38 20.06 6.63 11.01
Net assets income rate 2.05 6.18 85.2 2.14 23.52
Turnover of total capital 133 1.95 2.3 2.72 3.11

Sources: own research
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Through the above overall analysis, we can see that the de-

velopment of Chengdu company is good. From the company’s five-
year financial report, we can see that the company’s revenue and
profit are both on the rise. According to the theory, the develop-
ment of a company should go through a period of establishment,
maturity, decline and exit. The reality is so inconsistent with the
ideal. On the whole, the main problems of the company are that the
rapid expansion leads to excessive capital occupation, unreasonable
asset structure, excessive cost and expense, and slow new product
development affects the revenue growth. As for Starbucks with a
good market foundation, only facing the deficiencies in its operation
and taking appropriate measures can better maintain and extend its
glorious maturity period and create more enterprise value.
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AnHoramus. C yriyonenueM pedopM U OBICTPBIM Pa3BUTHEM SKOHOMHKH KuTas, KUTalCKHHA PBHIHOK MPHBICKACT
NpenpuAThs U3-3a pybexa. braronaps HOBoit OM3Hec-MoIeIH, YCOBEPLICHCTBOBAaHHON (ritocodhun Gr3HEca, OTIIMYHOMY
CEepBHCY U ITPEBOCXOAHOMY KadecTBy, Starbucks 3aBoeBa XOpOIIyIO penyTaIiio Cpear KHTACKIX MOTpeOuTeNei 1 momy-
YT BBICOKMH YPOBEHb MPUOBUIBHOCTH, M CTAJ IPUMEPOM IS MHOTHX IPEANIPUATHI JaHHOH ceTH. B cTtarbe paccMoTpeHa
(uHaHCOBAs AEATENILHOCTH KOMIIAHUM Starbucks 3a moceHue ATk JIeT B KauecTBe OCHOBHOTO 00BEKTa UCCIENOBAHUS U
NPOBE/IEH aHaIu3 PUHAHCOBOM oTyeTHOCTH KoMnanuu Starbucks B . Chengdu ¢ momonipro 6a30Boro Metona GuHaHCOBOTO
aHanm3a. AHanu3 (PUHAHCOBOI OTYETHOCTH Kommanuu Starbucks r. UsHIy 3a mocneHUE MATh JIET OKa3al, YTO XOTs KOM-
naHus ObUIa IPUOBUTLHON U CO3/1aJ1a XOPOLIYEO Py TalUI0 BCETO 38 HECKOJIBKO JIET, BCE SILE €CTh HEKOTOPBIE TPOOJIeMBI B
nporecce AeATENbHOCTH, @ UMEHHO IPOOIeMbl B GUHAHCOBOM MeHEIDKMeHTe. [103ToMy yuuTBIBast 3TH IPOOIEMBI BHLIBH-
TaroTCs MPEAJIOKEHUS U TIEPCTICKTUBHI Ha Oymy1iee.

KaroueBrbie ciioBa: Starbucks, ¢puHaHCOBBIE MMOKa3aTeny, pacxo/bl Ha pacIiUpeHre IPOU3BOACTRA, AUBepcuduKanys,
MeTobl (PUHAHCOBOTO aHAJIM3a, IPHOBLTb, HATIOTH.

AHoTauis. 3 TonmoIeHAIM pedopM Ta MIBHIKAM PO3BHTKOM eKOHOMIKH KuTaro, KHTalChKAN PHHOK 3aTydae MiApH-
€MCTBa 3-32 KOpPJIOHY. 3aBASKH HOBill 6i3HEC-MOZETi, BIOCKOHAJNEHIH (imocodii 6i3HeCy, BiAMIHHOMY CepBiCy Ta IyHOBil
skocTi, Starbucks 3aBOIOBaB XOPOIIy pEMyTallio cepell KUTaChKUX CIIOKUBAYiB Ta OTPHMAB BUCOKHUI PiBEHb IPHOYTKOBO-
CTi, Ta CTaB MPUKIJIAZOM JJIst 6araTbox MiANPUEMCTB AaHoi Mepexi. ¥ sxoBTHI 2013 poky LleHnrpanbhe Tenedauenns Kuraro
MOBiZIOMMJIO PO HECIIOAIBaHy MPUOYTKOBICTh KUTAHCHKUX pecTopaniB Starbucks. 3rifHo 3 J0NOBiAII0, peNOpTEpH MOPiB-
Hsur 1iHy narte Starbucks (354 mu) B Ilekini, Yukaro, Jlonmoni i bom6ei. Lina B [ekini Oyna Haiibinbmoro, a B bomoei
HaliMeHIII010. 3TiHO 3 JOIOBIAAMH, JaTTe KOoITyBao Tineku 2 roans (0,67 qomapa), aje mpogakHa IiHa cKiiana 27 10aHiB
(4,5 nomapa) Tomy npuOyTKoBicTs B KuTai BUSBMIIACS BHIIOIO, HIXK B IHIINX KpaiHax. Y CTAaTTi BU3HAUYEHO, 0 (piHAHCOBHI
Pe3yNIbTarT MisSIBHOCTI OKPEMOT0 Cy0'eKTa roCIoapioBaHHs BUCTYIIA€ K (PaKTHUHA, CKJIaJHA Ta OaraTOBUMIpHA KaTeropis.
[To3utuBHUIT piHAHCOBUI PE3yNIBTAT € OCHOBHOIO METOIO MiSUIBHOCTI KOMIIaHIT HA PUHKY Ta OJHHUM i3 KJIFOYOBUX ITOKA3HH-
KiB, 1110 BU3HaYa€ e()eKTUBHICTH ii POOOTH, CIy>KHTh JPKEPEJIOM IIaTeKiB 10 OIOJDKETIB YCiX PIBHIB, a TAKOX 3a0e3reuye
pO3IIMpEeHe BiATBOPEHHS BUPOOHUITBA. Y CTAaTTi pO3NISIHYTO (hiHAHCOBY JisUIbHICTH KoMNaHii Starbucks 3a octaHHi I'sITh
POKIB SIK OCHOBHHI1 00'€KT MOCTIKCHHS Ta MPOBENEHO aHami3 ¢iHaHcoBOi 3BiTHOCTI KoMmaHii Starbucks y M. Chengdu
3a JOITOMOTOI0 0a30BOT0 METOMy (DIHAHCOBOTO aHaJi3y. Y CTaTTi TAKOX MPEACTABICHO BiAIOBIIHI METOAN aHaNi3y (iHaH-
COBHX 3BITIB Ta 3arajipHy cuTyalito kommanii Starbucks, a Takox nerajgpHO NpoaHai3oBaHo (HiHAHCOBHUI 3BIT KOMIMAaHIT
Starbucks micta Chengdu 3a ocTanHi 1’1k pOKiB. AHaJi3 (iHAHCOBOI 3BITHOCTI KommaHii Starbucks M. UeHay 3a ocranHi
II’ATh POKIB MOKAa3aB, 1110 X04a KOMIaHist Oysia mpruOyTKOBOIO i CTBOpMIIA XOPOLIY PEeIyTallio JIMIIE 32 KijbKa POKiB, BCE
IIe € JesKi MpoOieMH B TIPOIIECi AisTIbHOCTI, a came IpodaeMu B GpiHaHCOBOMY MeHEKMEHTi. DiHaHCOBHH aHAINI3 TaKOX
MOKa3aB HU3bKUH PiBEHB IDIATOCIIPOMOKHOCTI KoMmaHii B M. UeHay. [l BupimeHHs nuX mpo0ieM MoTpiOHO BIPOBAIUTH
Ha MIIIPUEMCTBI CHCTEMY 3 KOPUTYBaHHS IIEBHUX HAIPsAMIB OisSUTBHOCTI, SIKi iCHYIOTH 3apa3 y kommadii Starbucks y micti
Yenny, HapUKIIaa Pi3HOMAHITHICTh Ta CTPYKTYpa MPOAYKIIii HOHOBIIOIOTHCS OBLIFHO, TOMY HEOOXi1HO 3BEPHYTH yBary
Ha BUpINIeHHs AaHoi pobiaeMu. Tomy 3 omisity Ha Li MPoOIeMH BUCYBaIOThCS IPOIIO3HUIIT Ta IEPCIEKTUBH Ha MaiiOyTHE.

Karouosi ciioBa: Starbucks, pinaHCOBI MOKa3HUKH, BUTPATH Ha PO3IIMPEHHS BUPOOHHUIITBA, TUBEpCcHU(IKallis, METOI!
(biHaHCOBOTO aHali3y, MPUOYTOK, TIOIATKH.
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