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1. [bookmark: _Toc217000194]Introduction
Starbucks, founded in 1971 in Seattle, Washington, is the world’s biggest coffeehouse chain with outlets in over 80 countries by 2025. It is known for its coffee, welcoming atmosphere, and global presence. The company adapts its products and marketing to fit the tastes, culture, and business environment of each country (Starbucks Corporation, 2024).
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This report explores Starbucks’ marketing strategies in the United Kingdom and India. The UK is a mature coffee market with established consumer habits, while India’s coffee market is still developing, with tea remaining the dominant beverage. The report includes PESTLE, STP, and 7Ps analyses and evaluates Starbucks’ strategies based on market performance and marketing ethics.
Finally, the study compares how Starbucks balances standardization and adaptation in both markets. It draws insights from academic sources, industry reports, and Starbucks’ own publications to understand global branding across different cultural and economic contexts (Kotler et al., 2022; Statista, 2024).
2. [bookmark: _Toc217000195]Brand Overview
Starbucks Corporation was founded in Seattle, USA in 1971 with the selling premium coffee beans and equipment by Jerry Baldwin, Zev Siegl, and Gordon Bowker (Britannica, 2024). 2 Starbucks Under the leadership of Howard Schultz, Starbucks transformed a chain of coffeehouses into an experience-based business offering a “third place,” after home and work, to drink coffee (Kotler et al., 2022). By the year 2022, Starbucks had more than 35,000 outlets found in over 80 countries and was still able to balance its brand strength with local market requirements (Starbucks Corporation, 2024). The brand is known for its premium coffee, responsible sourcing programme in partnership with the Coffee and Farmer Equity (C.A.F.E.) program, reward cards, and unique store formats developed to reflect the local community or culture (Starbucks Corporation, 2024; Accelingo, 2023). 
[bookmark: _Toc217000196]2.1 Starbucks in the United Kingdom 
By purchasing the Seattle Coffee Company and converting its 56 locations into Starbucks stores, Starbucks made its debut in the UK market in 1998 (Wikipedia, 2024). With its strong coffee culture, dense population, and substantial disposable income, the UK market is well-established. Starbucks markets itself as a high-end coffee company that caters to young people looking for lifestyle experiences as well as working professionals. In order to capitalize on global brand recognition while catering to local preferences, operations in the UK concentrate on improving store atmosphere (including Wi-Fi and comfortable seating), seasonal promotions, mobile ordering, and loyalty initiatives (Statista, 2024; Starbucks Corporation, 2024).
[bookmark: _Toc217000197]2.2 Starbucks in India
[bookmark: _Toc216999296][bookmark: _Toc217000198]Starbucks entered the Indian market in 2012 through a 50:50 joint venture with Tata Consumer Products, forming Tata Starbucks Private Limited (Young Urban Project, 2022). India’s market is unique — tea remains the preferred drink, and while café culture is growing, disposable income is still lower than in developed countries.
[bookmark: _Toc216999297][bookmark: _Toc217000199]To succeed, Starbucks has adapted its offerings to local tastes with chai lattes, masala-spiced drinks, and regional snacks. Its store designs reflect local style and culture, creating familiar and welcoming spaces. The company also focuses on pricing strategies that make products more affordable for Indian consumers while maintaining a premium image (Accelingo, 2023; Young Urban Project, 2022).

[bookmark: _Toc217000200]2.3 Brand Advantages & International Elements
Starbucks has a lot going for it - a global brand with serious clout, a logo that's instantly recognizable, and a pretty high-end positioning in the market. That gives them a really solid foundation when it comes to breaking into new markets (Kotler et al, 2022). With its global reach, they're able to source materials in a pretty efficient way, spend on digital infrastructure, and drive innovation in different markets. By tweaking their menu, store layout and marketing strategy for the local market, Starbucks can connect with customers in both the UK and India (Statista, 2024 ; Accelingo, 2023). The fact that they're able to standardize some things globally while adapting to local tastes is a big part of their success.





3. [bookmark: _Toc217000201]Macro Environmental Comparison (PESTLE - UK vs India)
Understanding the wider environment is key to working out how Starbucks needs to adjust its marketing approach. The PESTLE framework (Political, Economic, Social, Technological, Legal and Environmental) is a useful way to look at all the external factors in the UK and India - which really brings home the opportunities and challenges they face in each market.

	

PESTLE Factors


Source: (Kotler et al., 2022)



[bookmark: _Toc217000202]3.1 Political Factors
United Kingdom – Favorable (with minor challenges). 
The United Kingdom offers a mostly favorable political environment for Starbucks, with a stable, transparent system that supports long-term planning and responsible business practices (International Trade Council, 2024; GOV.UK, 2025). Strong intellectual property laws help protect global brands, which fits well with Starbucks’ focus on sustainability and ethics, even though post-Brexit changes have brought some supply chain and regulatory issues (GOV.UK, 2024; ProfitableVenture, 2024; BritWealth, 2024).
India – Mixed but Generally Favorable
[bookmark: _Toc216999301][bookmark: _Toc217000203]India’s political environment is more mixed but still generally favorable, as investment rules have been relaxed and fully foreign-owned single-brand stores are now allowed, making it easier for companies like Starbucks to grow (World Bank Blogs, 2024; SpringerLink, 2018; The Economic Times, 2024). However, complex bureaucracy, different state-level rules, and local sourcing requirements can slow expansion and increase costs, creating some uncertainty despite the overall pro-investment stance (International Bar Association, 2023; The Economic Times, 2024).

[bookmark: _Toc217000204]3.2 Economic Factors
United Kingdom – Steady Recovery and Market Stability
The UK’s high-income, service-led economy and mature coffee market suit premium brands like Starbucks, but 2024 inflation of about 3.7% has pushed up costs and made customers more cautious with extra spending (Office for National Statistics, 2024; OECD, 2024; Statita, 2024). Even with some uncertainty from prices and exchange rates, a tightly regulated financial system still gives Starbucks a broadly stable setting, as long as it manages prices and costs carefully (Institute for Fiscal Studies, 2024).
India – Rapid Growth and Opportunities
[bookmark: _Toc216999303][bookmark: _Toc217000205]India offers faster growth, with GDP expected to rise by around 6.5–7% in 2024–25, driven by strong domestic demand, a growing service sector, and higher foreign investment, which creates clear expansion opportunities for Starbucks (Press Information Bureau, 2024; World Bank, 2024). Inflation of about 4.6% remains moderate, and ongoing economic reforms have strengthened stability and investor confidence, supporting long-term potential for the brand as café culture continues to develop (ResearchGate, 2024; Kumar and Singh, 2024; World Bank, 2024).


[bookmark: _Toc217000206]3.3 Social Factors
In the UK, coffee culture is strong, and people often use cafés as social spaces to relax, work, or meet friends, with many expecting good-quality coffee and a comfortable environment (Café Society, 2000; Cowan, 2005; Morris, 2019). Many UK consumers also value ethical and responsibly sourced coffee, which aligns with Starbucks’ C.A.F.E. Practices and its commitment to responsible sourcing (Starbucks, 2024).​
In India, tea is still the main hot drink, but urban professionals and younger consumers are helping café culture grow, creating demand for international brands like Starbucks (Rajasekaran, 2015). Starbucks responds to local preferences by offering chai-based beverages and a variety of vegetarian and plant-based options, which helps it appeal to Indian tastes and dietary habits (Starbucks, 2024).

[image: ]

Source: (The Culture Factor Group, 2025)
[bookmark: _Toc217000207]3.4 Cultural Factors: Hofstede Model Comparison (United Kingdom vs India)
Culture plays a key role in how Starbucks operates in both the UK and India (The Culture Factor, 2025). In the UK, low Power Distance and high Individualism mean customers value equality, personal choice, and custom drinks in a relaxed, self-directed café setting (The Culture Factor, 2025). In India, higher Power Distance and lower Individualism mean people are more comfortable with hierarchy and community, so partnering with Tata helps Starbucks build trust and match expectations of strong local leadership (Fischer and Roy, 2019).
The UK’s higher Masculinity and Indulgence scores support Starbucks’ premium “third place” image, where people like to treat themselves and enjoy quality experiences (Shavitt et al., 2020). In contrast, India’s low Indulgence means many customers are more cautious with non-essential spending, so Starbucks focuses on Indian-inspired flavours like masala chai and more accessible pricing to reach more people (Mahobia, 2015).
Advantages and Disadvantages of the Hofstede Model
[bookmark: _Toc216999306][bookmark: _Toc217000208]Advantages:
· [bookmark: _Toc216999307][bookmark: _Toc217000209]It is easy to use because it breaks culture into clear dimensions for comparing countries (Hofstede, 2001).
· [bookmark: _Toc216999308][bookmark: _Toc217000210]It is widely applied in international business to adapt marketing, HR and customer strategies (Corporate Finance Institute, 2023).
· [bookmark: _Toc216999309][bookmark: _Toc217000211]It is backed by long-standing research and remains highly cited in cross cultural studies (Søndergaard, 1994; Minkov, 2021).

[bookmark: _Toc216999310][bookmark: _Toc217000212]Disadvantages:
· [bookmark: _Toc216999311][bookmark: _Toc217000213]It can oversimplify culture by treating whole nations as if everyone is the same, ignoring regional and individual differences (McSweeney, 2002; Nathan, 2015).
· [bookmark: _Toc216999312][bookmark: _Toc217000214]Some data is outdated and focuses on national averages, so it may miss subcultures, generational change and today’s globalised, digital context (Nathan, 2015; Simply Psychology, 2025).

[bookmark: _Toc217000215]3.5 Technological Factors
United Kingdom: The UK offers a favourable tech environment for Starbucks, with strong digital infrastructure, mobile ordering, delivery apps, and Starbucks Rewards supported by partners like UberEats and Deliveroo (Statista, 2024). High smartphone use and digital payments make it easy to deepen digital engagement and loyalty.
India: India is also generally favourable technologically, thanks to rapid adoption of UPI and digital wallets, which support Starbucks’ app and loyalty programme (IBISWorld, 2024). However, uneven internet and infrastructure in smaller cities make it a partly favourable but more challenging market that requires flexible digital solutions (IBISWorld, 2024).
[bookmark: _Toc217000216]3.6 Legal Factors
United Kingdom: The UK’s legal environment is strict but overall favourable. Clear health, safety, employment, advertising, and labelling rules create predictability, as long as Starbucks carefully manages compliance (Gov.uk, 2025).
India: India’s legal context is less favourable and more complex, with intricate labour, tax, and food safety laws that demand strong local expertise and joint ventures (Young Urban Project, 2022). Compliance with ASCI and cultural norms in advertising is essential but also helps build trust (Young Urban Project, 2022).


[bookmark: _Toc217000217]3.7 Environmental Factors
United Kingdom: Environmental expectations in the UK are favourable for a sustainability‑focused brand. Starbucks benefits from using recyclable cups, ethically sourced coffee, and carbon‑reduction programmes that match consumer values and government priorities (Starbucks Corporation, 2024).
India: In India, environmental conditions are mixed but improving. Starbucks gains goodwill from responsible sourcing, better waste management, and energy‑efficient stores, though weaker enforcement and resource challenges make sustainability efforts more demanding (MarketLine, 2024
Similarities
· Shared focus on sustainable sourcing: Both Starbucks UK and Starbucks India emphasise the responsible sourcing of coffee and other raw materials.
· Efforts to reduce waste: Each market has introduced initiatives aimed at cutting down waste, including promoting recycling and encouraging customers to use reusable cups.
· Investments in greener operations: Both countries have made changes to store design and equipment to improve energy efficiency and support more sustainable day-to-day operations.
Differences
· Consumer expectations: Sustainability is a major priority for UK consumers and strongly influences their purchasing decisions. In India, while awareness is rising, environmental concerns are not yet the primary factor for most customers.
· Regulatory environment: The UK has stricter and more consistently enforced sustainability regulations. India’s regulations are developing but tend to be less stringent and more variable across regions.
· Operational challenges: Starbucks UK focuses mainly on long-term carbon reduction and improving recycling systems. In India, the company must also deal with practical issues such as water shortages and inconsistent energy availability, which shape how stores are designed and operated.





[bookmark: _Toc217000218]4. STP Strategies Comparison (UK vs India) 
Starbucks' ability to thrive in global markets is largely attributed to its proficient use of Segmentation, Targeting, and Positioning (STP) strategies. These strategies enable Starbucks to pinpoint specific consumer segments, craft pertinent marketing messages, and cultivate a robust brand presence within culturally diverse regions.
[bookmark: _Toc217000219]4.1 Segmentation (Including VALS Segmentation)
Starbucks goes beyond basic demographic and geographic segmentation by paying close attention to customers’ lifestyles, values, and motivations. This is where psychographic segmentation—and particularly the VALS framework—becomes useful. VALS (Values and Lifestyles), developed by SRI International, groups consumers into personality types based on how they think, what motivates them, and the kind of lifestyles they lead (SRI International, 2023).
Demographic Segmentation
United Kingdom: Starbucks targets professionals, students, and commuters aged 18 to 45 who have stable disposable incomes and are highly engaged with the UK’s coffee culture (British Coffee Association, 2024). This group frequently drinks coffee on the go and prefers premium global brands.
India: In India, Starbucks focuses on Millennials and Gen Z urban consumers from the affluent and emerging middle class. These individuals have increasing disposable incomes and seek global lifestyle experiences in cities like Mumbai, Delhi, and Bengaluru (Reuters, 2024).
Why VALS Helps Starbucks in the UK and India
United Kingdom: A mature market where Innovators, Thinkers, and Experiencers dominate. Starbucks uses premium experiences, sustainability commitments, and digital innovation to appeal to these psychology-driven groups.
India: A diverse and fast-growing market where Achievers, Strivers, and Experiencers are key. Starbucks’ strategy—local flavours, aspirational branding, store design, and affordability—helps connect with shifting lifestyles and motivations.
The VALS system divides consumers into eight groups based on core motivations (Ideals, Achievement, Self-expression) and resources such as income, education, and innovation (SRI International, 2023). It helps explain why different people are drawn to Starbucks in the UK and India.
In the UK, Starbucks mainly appeals to Achievers, who are career-focused, efficiency-driven, and attracted to convenient, premium brands; Experiencers, who enjoy trends, new flavors, and café culture; and some Thinkers, who value reliability and are reassured by ethical sourcing and sustainability messages like C.A.F.E. Practices (SRI International, 2023). These groups link Starbucks with convenience, personal success, and a lifestyle that fits their daily routines.
In India, Starbucks is especially attractive to urban Experiencers looking for novelty, international experiences, and social hangout spaces, and to Strivers, who see the brand as aspirational and status-enhancing in a modern, global lifestyle (SRI International, 2023). Achievers in India’s growing professional class are also drawn to Starbucks’ premium image, reliable service, and familiar global brand, connecting the café with both work and leisure. Overall, VALS shows that UK customers are more driven by convenience and lifestyle fit, while Indian customers are more motivated by aspiration and experience (SRI International, 2023).
Geographic Segmentation
United Kingdom: Starbucks has a broad presence in metropolitan areas, suburban streets, university towns, and transportation hubs. The developed café culture in the UK supports a dense network of stores (Starbucks Stories EMEA, 2024).
India: In India, Starbucks emphasizes Tier-1 and Tier-2 cities, placing stores in upscale retail malls, IT districts, and urban centers with greater purchasing power. Their goal is to reach 1,000 stores by 2028, showing deeper penetration into secondary cities (Tata Consumer, 2024; Reuters, 2024).
Psychographic Segmentation
United Kingdom: Psychographic ally, Starbucks targets consumers who prioritize convenience, quality, and consistency. These individuals lead fast-paced lives and see cafés as practical spaces for work, meetings, or relaxation.
India: In India, Starbucks attracts aspirational consumers who associate international café brands with modernity and social prestige. The atmosphere and experiences at Starbucks significantly influence customer preferences (World Coffee Portal, 2025).
Behavioral Segmentation
United Kingdom: Behavioral segmentation focuses on frequent coffee drinkers who value customization, digital ordering, and loyalty programs. Starbucks Rewards offers personalized deals to encourage frequent visits (Starbucks Investor Relations, 2024).
India: In India, consumers often experience cafés as occasional outings. Behavioral segmentation highlights the importance of infrequent but valuable social visits, prompting Starbucks to introduce local menu innovations and seasonal items to boost repeat engagement (Tata Consumer, 2024).

[bookmark: _Toc217000220]4.2 Targeting
Starbucks tailors its targeting strategy to the unique traits of each market. In both the UK and India, the company mainly employs differentiated and undifferentiated targeting methods. They customize their offerings for different consumer groups while still promoting universal brand values like quality, ethical sourcing, and premium café experiences.
United Kingdom: The UK has a highly developed coffee market with diverse consumer needs. Therefore, Starbucks uses a differentiated targeting strategy, creating specific offerings and communication strategies for various segments.
Differentiated Targeting (Primary Strategy)
In the UK, Starbucks uses differentiated targeting to focus on three main groups: urban professionals who want convenient, high-quality coffee and a place to work; students and young adults who enjoy the social atmosphere, drink customization, and app-based rewards; and ethically minded consumers who value sustainable sourcing, reusable cups, and eco-focused messages in a mature, globally aware café market (Statista, 2024; Kotler et al., 2022).
Undifferentiated Targeting (Brand-Level Messaging)
Alongside its targeted campaigns, Starbucks also uses broad messaging in the UK that emphasises its global brand identity, consistent product quality, and strong ethical and sustainability commitments, helping the company appeal to the wider mass market and maintain a unified, premium brand image across all consumer groups (Statista, 2024; Kotler et al., 2022).
India: In India, Starbucks employs a differentiated targeting strategy, segmenting the market by lifestyle, income, cultural orientation, and urban exposure to global brands. Although India’s café market is still growing, Starbucks has moved beyond niche targeting and now reaches multiple consumer segments at once, especially in metropolitan areas.
Differentiated Targeting (Primary Strategy)
In India, Starbucks mainly targets urban millennials and young professionals who follow global trends, have rising incomes, and enjoy premium café culture, as well as students and young adults in big cities who like the social, aspirational vibe and seasonal drinks (Young Urban Project, 2022). It also appeals to experience-seeking customers who value ambience, digital engagement, and international brand status, while using local touches like masala chai, Indian snacks, and regionally inspired store designs to stay relevant to different cultural and lifestyle groups (Accelingo, 2023).


Undifferentiated Targeting (Brand-Level Messaging)
Starbucks also applies undifferentiated communication in India when promoting universal brand qualities such as:
· Global brand image
· Premium coffee expertise
· Ethical sourcing
· Customer experience and store ambience
Such mass-market messaging helps build broad brand awareness in a country where premium coffee culture is still emerging.















[bookmark: _Toc217000221]4.3 Positioning
United Kingdom: Brand promise: To offer premium coffee, ethical sourcing, and a welcoming “third place” environment between home and work. Perceived value: Convenience, technological integration (such as mobile apps and delivery services), and seasonal offerings (like the Pumpkin Spice Latte) enhance brand differentiation (Statista, 2024).
Positioning statement: “Starbucks stands as the premium café brand delivering a consistent, ethically-aware coffeehouse experience for professionals, students, and lifestyle-centric consumers in the UK” (Kotler et al., 2022).
India: Brand promise: To provide a premium international coffee experience tailored to Indian preferences. Perceived value: Offers an aspirational lifestyle, a social gathering space, high-quality coffee, and menu items that reflect local taste
Perceptual Map of UK:Premium Experience 
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Positioning statement: “Starbucks is the aspirational, globally recognized coffee brand that provides a premium café experience customized for Indian urban consumers seeking modern, social, and culturally relevant moments” (Young Urban Project, 2022; Accelingo, 2023).

	STP Component
	Similarities (UK & India)
	Differences: United Kingdom
	Differences: India

	Segmentation
	• Focus on urban, younger demographics (professionals, students). 
• Psychographic segmentation emphasises lifestyle-oriented consumers. 
• Behavioural segmentation includes café visitors who value ambience and loyalty programmes.
	• Targets middle-to-high income consumers in a mature coffee market. 
• Strong emphasis on eco-conscious and sustainability-driven consumers. 
• Behaviour highlights habitual coffee drinkers and routine café usage.
	• Targets affluent millennials and professionals in Tier-1 and select Tier-2 cities. 
• Psychographics focus on aspirational, brand-conscious individuals. 
• Behaviour includes social café goers seeking status and global brand association.

	Targeting
	• Both target young adults, urban professionals, and digital users. 
• Both use differentiated elements to appeal to multiple lifestyle segments.
	• Uses a differentiated targeting strategy, addressing professionals, students, and ethically minded consumers.
 • Consumer motivations include convenience, ethical sourcing, and quality.
	• Focuses more narrowly on urban millennials and young professionals in major metropolitan cities. 
• Motivations are driven by status, lifestyle aspirations, and global brand appeal.

	Positioning
	• Positioned as a premium, global brand. 
• Emphasises the “third-place” experience. 
• Highlights customisation and consistent global quality.
	• Positioned as an accessible premium brand with strong ethical and sustainability messaging. 
• Digital convenience (mobile ordering, Rewards App) is central to value proposition.
	• Positioned as an aspirational lifestyle brand symbolising modernity and global culture. 
• Incorporates local adaptations (e.g., Indian flavours, regional store designs). 
• Emphasis on experiential, social ambience over routine convenience.



[bookmark: _Toc217000222] Analysis
Starbucks adapts well to local cultures. In India, it blends local flavors and traditions to attract customers new to café culture, while in the UK, it builds on an already strong coffee scene. The company uses a differentiated strategy in the UK to serve several consumer segments and a focused approach in India to target a smaller niche market. Across both countries, Starbucks maintains its global brand values — premium quality, ethical sourcing, and popular loyalty programs — while adjusting its products and messages to fit local preferences. These tailored strategies have strengthened its brand image, boosted social media engagement, and increased loyalty program participation (Starbucks Corporation, 2024; Statista, 2024).












5. [bookmark: _Toc217000223]Marketing mix Strategies (7Ps)
Starbucks uses all 7Ps of the marketing mix in both the UK and India, but adapts each element to local culture, income levels, and café habits while keeping a consistent global brand image (Starbucks Corporation, 2024; Statista, 2024; Research-Methodology, 2022).​
Product (depth and width): Starbucks offers a wide core range of espresso-based drinks, teas, cold beverages, and food in both markets, but expands depth locally with specific flavours. In India, this includes masala chai, filter coffee, turmeric latte, and street‑style snacks to match local taste and price expectations, while the UK menu focuses more on seasonal lattes, cold brews, and bakery items that suit a mature coffee culture (Starbucks Corporation, 2024; Economic Times, 2022).​
India: Masala Chai Tea Latte, South Indian filter coffee, chole paneer kulcha, smaller cup sizes.​
[image: ][image: ][image: ]

Source: (TIMESOFINDIA.COM, 2022), (Starbucks, 2023)


UK: Pumpkin Spice Latte, Frappuccino range, breakfast sandwiches, pastries in a “third place” café setting.​
Price: Starbucks generally uses a premium pricing strategy to signal high quality and global brand status in both countries (Research-Methodology, 2022). In India, prices are tiered with more affordable local items and smaller sizes to attract middle‑class and younger consumers, while in the UK prices are aligned with other premium chains and adjusted by location, size, and customization (Economic Times, 2022; Starbucks Corporation, 2024).​
Place (distribution channels): In both India and the UK, Starbucks relies mainly on company‑owned or joint‑venture stores in high‑traffic urban locations such as malls, high streets, business districts, and transport hubs (Starbucks Corporation, 2024). Starbucks also uses digital channels like its mobile app, delivery partners, and drive‑thru formats, which are more developed in the UK but growing quickly in India as online ordering increases.​
Market entry methods: In the UK, Starbucks initially entered through directly operated stores and acquisitions, building a large company‑owned network in a mature coffee market (Research-Methodology, 2022). In India, Starbucks uses a 50:50 joint venture with Tata Group (Tata Starbucks) to access local supply, real estate, and regulatory knowledge, which supports faster and culturally sensitive expansion in a still‑developing café culture (Tata Starbucks, 2024).​
Promotion: Starbucks uses integrated marketing communications in both markets, combining social media, digital campaigns, in‑store promotions, and seasonal product launches to keep the brand “premium but accessible” (Research-Methodology, 2022). In the UK, campaigns emphasise convenience, rewards, and lifestyle (for example mobile app use and limited‑time drinks), whereas in India promotion often highlights local flavours, affordability, and the Starbucks café experience as a modern yet welcoming social space (Economic Times, 2022; RepublicWorld, 2022).​
People: Baristas and store staff are central to the Starbucks service, trained to provide friendly, personalised service (such as writing names on cups) in both countries (Desklib, 2023; TeacherToday, 2025). In India, staff often explain new beverages and localised options to first‑time café visitors, while in the UK employees focus more on speed, customisation, and handling high commuter traffic.​
Process: Starbucks uses standardised service processes worldwide, including queueing, ordering at the counter or on the app, customising drinks, and quick pickup, which keeps operations efficient and predictable (Desklib, 2023). The UK has more advanced mobile ordering and drive‑thru processes, while India increasingly blends digital ordering with sit‑down experiences, reflecting different levels of digital adoption and café usage patterns.​
Physical evidence: In both markets, Starbucks creates a consistent “third place” atmosphere with similar store design, comfortable seating, ambient music, and visible branding like the green logo, branded cups, and merchandise (MBA Skool, 2016; Marketing91, 2024). Some Indian stores include local design touches, such as regional art or colours, while UK outlets may emphasise workspace features like power outlets and bar seating for commuters and remote workers (TeacherToday, 2025)
[bookmark: _Toc217000224]5.1 Similarities and Differences 
Starbucks in both the UK and India applies all 7Ps, keeps a premium global brand, and offers a wide coffee‑based menu with ethical sourcing, trained staff, urban locations, and strong use of its app and loyalty programme (Starbucks Corporation, 2024; Statista, 2024; Marketing91, 2024). In both markets, it follows premium pricing, maintains a similar “third place” atmosphere, runs social‑media and seasonal campaigns, and uses standardized service processes so the experience feels consistent (Research-Methodology, 2022; MBA Skool, 2016).
The key differences lie in local adaptation. In India, Starbucks grows through a 50:50 joint venture with Tata, adds local drinks and snacks like masala chai and filter coffee, uses more tiered and affordable pricing, and positions stores as aspirational social spaces in a younger café culture (Economic Times, 2022; Agarwal, 2012; Ink Case Study, 2013). In the UK, it relies mainly on company‑owned stores in a mature coffee market, highlights seasonal lattes, cold brews and bakery items, prices in line with other premium chains, and puts more focus on commuter convenience through advanced mobile ordering and drive‑thrus (Marketing91, 2024; Emory Economics Review, 2021).
[bookmark: _Toc217000225]5.2 Evaluation of Marketing Strategy Success in the UK and India
In the UK, Starbucks shows strong performance, with 2023 revenue of £547.7 million, gross profit of £149 million and pre-tax profit of £16.9 million (Starbucks Coffee Company (UK) Ltd, 2023). The brand is still growing, adding over 100 new stores in one year to reach 1,168 outlets, and later expanding to 1,421 stores across the country (World Coffee Portal, 2025; ScrapeHero, 2025).
In India, Starbucks operates through a 50:50 joint venture with Tata Consumer Products and is growing its presence, with FY25 revenue reaching Rs1,277 crore, a 5% increase year on year (Outlook Business, 2025; Business Standard, 2025). However, the joint venture reported a larger net loss of Rs.135.7 crore compared with the previous year, so long-term success will depend on improving store profitability, boosting same-store sales, or cutting operating costs as the chain expands (Business Standard, 2025).
Social media engagement: Starbucks in the UK and India uses social media to build community, tell brand stories, and promote new and seasonal drinks, especially on Instagram and Facebook for young, urban audiences (Starbucks Coffee Company, 2018; EnrichLabs, 2025; Sprinklr, 2025; Desklib, 2023; Statista, 2024).
Customer reviews: Customer reviews in both markets are mixed: many people like the consistent coffee, friendly staff, and cozy spaces, but others complain about high prices, waiting times, inconsistent drinks, and occasional cleanliness or service issues (Trustpilot, 2025; Reviews.io, 2018; TripAdvisor, 2025).
Similarities and differences: Overall, Starbucks in both countries relies on social media and user‑generated content to drive visits and reinforce its brand image, while facing similar concerns about value and consistency, with local differences in focus such as customised drinks and hangout culture in India versus convenience and speed in the UK (Starbucks Coffee Company, 2018; Sprinklr, 2025; Desklib, 2023; Young Urban Project, 2025; TripAdvisor, 2025; Trustpilot, 2025).
[bookmark: _Toc217000226]5.3 Ethical Issues Related to Starbucks’ Marketing Mix 
Starbucks links ethics closely to how it markets its products, especially around sourcing and responsibility. In the UK, it has promoted Fairtrade and ethically sourced coffee through campaigns that highlight Fairtrade espresso and its C.A.F.E. Practices programme, aiming to support farmers and improve social and environmental standards (BBC, 2002; Marketing Week, 2010; Starbucks Coffee Company, 2021).​
At the same time, Starbucks has been criticised in the UK for paying very low corporation tax through legal tax‑avoidance structures, which many see as clashing with its socially responsible image (ScienceDirect, 2016; Tax Journal, 2012; Business & Human Rights Resource Centre, 2012). It has also faced lawsuits and campaigns questioning its “100% ethically sourced” claims where labour and human‑rights issues were found at some suppliers, raising concerns about potentially misleading ethical messages in its marketing (CNN, 2024; Medaille Trust, 2024).












6. [bookmark: _Toc217000227]Conclusion 
Starbucks has built a strong, premium global brand in both the UK and India by using all 7Ps of the marketing mix while adapting to local culture, income levels, and café habits (Starbucks Corporation, 2024; Statista, 2024). In both markets it keeps a familiar core: a broad coffee‑led menu, trained baristas, premium pricing, urban locations, an app‑based loyalty programme, and a “third place” atmosphere supported by social‑media‑driven promotion and standardised service processes (Research-Methodology, 2022; MBA Skool, 2016).​
At the same time, the details of the mix differ. In India, Starbucks uses a joint venture with Tata, more localised products like masala chai and Indian snacks, tiered pricing, and marketing that presents stores as modern, aspirational social spaces in a growing café culture (Economic Times, 2022; Ink Case Study, 2013). In the UK, it relies more on company‑owned stores, seasonal lattes and cold brews, prices aligned with other premium chains, and strong emphasis on speed and convenience through advanced mobile ordering and drive‑thrus in a mature market (Marketing91, 2024; Emory Economics Review, 2021).​
Across both countries, Starbucks’ social media activity and customer reviews show high brand awareness and engagement but also repeated concerns about high prices and occasional inconsistency in service, reflecting the challenges of managing a global yet locally responsive brand (Trustpilot, 2025; Tripadvisor, 2025). Ethically, the company promotes responsible sourcing and Fairtrade or C.A.F.E. Practices, but faces criticism over tax practices in the UK and over claims of “100% ethically sourced” coffee, which means its marketing mix must balance strong ethical messages with genuine, transparent behaviour to maintain trust (Starbucks Coffee Company, 2021; ScienceDirect, 2016; CNN, 2024).​











7. [bookmark: _Toc217000228]References List 

· Accelingo (2023) Starbucks international marketing strategy. Available at: https://accelingo.com (Accessed: 10 December 2025).
· BBC News (2002) Starbucks launches Fairtrade espresso. Available at: https://www.bbc.co.uk (Accessed: 10 December 2025).
· Britannica (2024) Starbucks Corporation. Available at: https://www.britannica.com (Accessed: 10 December 2025).
· Business Standard (2025) Tata Starbucks financial performance FY25. Available at: https://www.business-standard.com (Accessed: 12 December 2025).
· Corporate Finance Institute (2023) Hofstede’s cultural dimensions. Available at: shttps://corporatefinanceinstitute.com  (Accessed: 8 December 2025).
· Cowan, B. (2005) The social life of coffee. New Haven: Yale University Press.
· Hofstede, G. (2001) Culture’s consequences: Comparing values, behaviors, institutions and organizations across nations. 2nd edn. Thousand Oaks: Sage.
· Kotler, P., Keller, K.L., Chernev, A. and Armstrong, G. (2022) Marketing management. 16th edn. Harlow: Pearson Education.
· Marketing91 (2024) Starbucks marketing mix (7Ps). Available at: https://www.marketing91.com (Accessed: 11 December 2025).
· MBA Skool (2016) Starbucks marketing strategy. Available at: https://www.mbaskool.com (Accessed: 11 December 2025).
· McSweeney, B. (2002) ‘Hofstede’s model of national cultural differences and their consequences’, Human Relations, 55(1), pp. 89–118.
· OECD (2024) United Kingdom economic outlook. Paris: OECD Publishing.
· Reuters (2024) Starbucks expansion strategy in India. Available at: https://www.reuters.com (Accessed: 12 December 2025).
· SRI International (2023) VALS™ framework. Available at: https://www.strategicbusinessinsights.com (Accessed: 9 December 2025).
· Starbucks Corporation (2024) Annual report and global responsibility. Available at: https://www.starbucks.com (Accessed: 12 December 2025).
· Statista (2024) Coffee market data: United Kingdom and India. Available at: https://www.statista.com (Accessed: 12 December 2025).
· The Economic Times (2022) Starbucks localisation strategy in India. Available at: https://economictimes.indiatimes.com (Accessed: 10 December 2025).
· Trustpilot (2025) Starbucks customer reviews. Available at: https://www.trustpilot.com (Accessed: 12 December 2025).
· World Bank (2024) India economic update. Washington DC: World Bank.
· Young Urban Project (2022) Starbucks India case study. Available at: https://www.youngurbanproject.com (Accessed: 9 December 2025).

Political Factors


Technological Factors



Environmental Factors


Legal Factors


Social Factors


Economic Factors










20

image3.png
77

35

Power
Distance

76
66
56
24
Motivation
. . towards
Individualism

Achievement and
Success

40
35

Uncertainty
Avoidance

60
51 I
Long Term
Orientation

69

26

Indulgence




image4.png




image5.jpeg




image6.png




image1.png
Trinity Saint David
LONDON

\‘ University of Wales




image2.png




