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[bookmark: _heading=h.jujm2j6nf1jb]1. Introduction 
[bookmark: _heading=h.j2ici5z6czxx]1.1 The first is International Marketing background.
In the present globalised business world, international marketing has emerged to be a very important strategic role that allows organisations to go beyond the scope of their domestic market and gain sustainable competitive advantage. International marketing entails organization, planning, and implementation of marketing activities beyond the domestic borders and in reaction to the varied political, economic, social, technological, legal, as well as, environmental situations (SCS Global Services, 2025). The increased merger of global economies, and the development of digital technologies and liberalisation of global trade have greatly increased international competition. 
[bookmark: _heading=h.yqvyxemr9v2j]1.2 Reason behind the choice of Starbucks.
Starbucks has been chosen as the object of this research because it is one of the most recognisable and successful brands of premium coffeehouses with an international presence, which functions in more than 80 countries worldwide. The brand is a good example of a cross-border strategy with a hybrid approach that involves standardization of the brand globally and localization in the local market (Starbucks, 2024). The availability of standardized experience of the customer at Starbucks and adjustment of products, pricing and promotions to suit various cultural and economic settings, renders it an appropriate subject of study in international marketing. 
[bookmark: _heading=h.mem7xh1g5xs8]1.3 The objective and purpose of the study are as follows.
The main objective of this report is to critically compare and analyse the Starbucks international marketing approaches in two opposite markets the United States and India. The main aims of the research are to analyse the macro-environmental factors that affect the activities of Starbucks in both countries in the framework of the PEST analysis, compare the segmentation, targeting, and positioning of Starbucks used in both markets, discuss the efficacies of Starbucks marketing mix through the 7Ps model, discuss the performance of Starbucks marketing strategies in terms of market and brand performance variables, and discuss the ethical considerations of the Starbucks marketing strategies adopted in the two countries.
[bookmark: _heading=h.nb8m4d1njdhg]1.4 Significance of USA vs India Comparison.
The comparison of the United States and India is important because of the great difference between the two countries in terms of their economical development, consumer behaviour, cultural value and market structure. The United States is the home and the most mature market of Starbucks that is characterised by high consumer purchasing power, brand recognition, and operational saturation (FoodNavigator, 2025). India on the other hand is a developing market where urbanisation is fast, middle class is growing, there are a good tradition of tea drinking and western way of living is on the rise. The analysis of these two markets can be used to gain a good idea of how Starbucks can adjust its strategies to ensure global brand consistency and adjust to the local market.
[image: ]
Figure: Global buzz starbucks
Source: (Megha Bahree, 2012)
[bookmark: _heading=h.iv15p7iqal5r]2. Brand Overview 
[bookmark: _heading=h.7c1tylm0wk9b]2.1 International History/Expansion of Starbucks 
Starbucks Corporation is a small specialty coffee beans retailer established in 1971 in Seattle, Washington. Howard Schultz was the person who undertook a significant change in the brand during the 1980s when he came to the company and introduced the third place between home and work, which was called Starbucks. This rebranding saw Starbucks being restructured as a global cafe experience brand instead of a coffee retailer (Singh, Chaturvedi and Mittal, 2024). A combination of company-owned stores and strategic licensing partnerships saw it experience rapid international expansion in the 1990s and 2000s.
Starbucks is the largest coffeehouse chain in the world today and it has over 38,000 stores in more than 80 countries (Starbucks, 2025). Global expansion has been supported by the company due to the consistent brand name, uniformity in service quality and high focus on customer experience. The strike between international standardisation and localisation has helped Starbucks to achieve long-run international performance and brand loyalty across the world.
[bookmark: _heading=h.xw9djwmdeo78]2.2 Mission, Vision and Core Values 
The mission of Starbucks is printed in the following: to inspire and nurture the human spirit, one person, one cup, one neighbourhood at a time. This mission indicates a well-defined customer-oriented philosophy of the company and its orientation towards providing emotional and experience value instead of merely selling coffee. The vision of the company focuses on being the leader in ethical sourcing, environmental accountability, and inclusive growth.
[bookmark: _heading=h.spf2qdy2h0zg]2.3 Starbucks Business in the USA (Home Market)
The United States is the biggest and most developed market of Starbucks, which generates the largest portion of the global revenue. Starbucks has thousands of company-owned stores in the centres of the cities, suburban neighbourhoods, along highways, in airports, and in university campuses. The market in the United States is characterized as being quite standardized, and much attention is paid to operational efficiency, stable quality of goods, and digital innovation.
Technology is already at the center of US activities, and Starbucks Rewards mobile application makes up a considerable share of the overall revenue on mobile ordering and contactless payment. Convenience-oriented consumer behaviour is met in drive-through stores and pickup-only formats (Carter, Warren and Steinhoff, 2023). The innovativeness of the plant-based menu, the introduction of reusable cups, and energy-saving stores are also deeply ingrained in U.S. operations as environmental awareness among American consumers is turning into a growing concern.
[bookmark: _heading=h.taa0qb2gi560]2.4 Starbucks business in India (Emerging Market) 
Starbucks made its entry into the Indian market in 2012 as a 50:50 joint venture with Tata Consumer Products to form Tata Starbucks Private Limited. This venture allowed Starbucks to leverage its worldwide brand name with the expertise that Tata has with the Indian retail, real estate and supply chain networks. Starbucks in India is positioned as a high-end cafe unlike the U.S. market, where it targets urban and student professionals as well as aspirational consumer segments.
Indian stores are also widely located in Tier-1 and metropolitan cities with a slow increase in Tier-2 ones. Starbucks has gone a long way in adapting its menu to the tastes of India, with some of the items that it has offered include the Masala Chai, local savoury foodstuff and vegetarian foodstuff (coffeeboard, 2024). Starbucks has been steadily expanding in the Indian market with a price sensitivity despite the fact that the Indian market is mass-market because it has branded itself as a lifestyle and experience-driven cafe instead of a beverage supplier.
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Figure: The Evolution of Starbucks in the Global Landscape
SSource: (Wendy, 2024)
[bookmark: _heading=h.q7fblpt6emm9]3. Comparison of Macro Environment Using PESTLE 
[bookmark: _heading=h.mw5ntpshg2av]3.1 Political Factors 
The political environment in the United States and India is critical in defining the international business of Starbucks. Starbucks enjoys good political stability, intellectual property protection and favorable policies towards the foreign and domestic business in the USA (Nguyen, 2024). 
[bookmark: _heading=h.wpsok3hpb1ky]3.2 Economic Factors 
Economic environment is a significant factor in determining the prices, growth, and demand of Starbucks in the two markets. The US is a mature and high-income economy with a high consumer buying power. Despite the inflationary pressure and economic slowdowns that impact discretionary spending, Starbucks enjoys a strong customer base who is willing to spend high prices in its convenience, quality and experience. The currency value and the operating cost also remain fairly predictable in the U.S. market. India on the other hand is an emerging economy that has a growing and growing disposable income of the urban middle class. 
[bookmark: _heading=h.abpst370kwpc]3.3 Social and Cultural Factors 
The marketing and product strategies of Starbucks are greatly affected by the social and cultural differences between the USA and India. In the USA, coffee has become an inseparable part of everyday life; the demand is high in the case of takeaway coffee drinks, drive-up restaurants, and mobile ordering. Starbucks is seen as everyday lifestyle brand that is in line with fast-paced consumer behaviour and convenience culture (Polat and Çetinsöz, 2021). In India, the beverage penetration has always been tea and the cafe culture is still very modern and brought about by urbanisation, westernization and change in lifestyles of the young population.
[image: ]
The United States scores low on power distance, reflected in informal workplace relationships, egalitarian service interactions, and customer expectations of personal choice. India, by contrast, exhibits high power distance, where hierarchy, authority, and structured service roles are more accepted. The USA is one of the most individualistic cultures globally, prioritising personal preferences and convenience, whereas India shows stronger collectivist tendencies, valuing family, group belonging, and social interaction. Both countries lean towards masculinity, but in different ways: the USA emphasises performance and achievement, while India blends status aspiration with relationship orientation. The USA has relatively low uncertainty avoidance, encouraging innovation and experimentation, whereas India displays moderate levels, favouring gradual adoption of new products. Long-term orientation is stronger in India, supporting patience and relationship building, while the USA is more short-term focused. Finally, the USA is highly indulgent, whereas India remains comparatively restrained, shaping consumption frequency and premium positioning.
[bookmark: _heading=h.v59vkwqw4y8p]3.4 Technological Factors
A significant source of the competitive advantage of Starbucks, especially in the USA, is the technological development. The use of digital technologies in Starbucks operations has been incorporated in the form of mobile application, loyalty program, AI-driven personalization, and data analytics. Mobile ordering and contactless payments make up a huge share of the transactions in the U.S. which has improved the convenience of the customers and operational efficiency.
[bookmark: _heading=h.uq3n842eiuie]3.5 Legal Factors 
Legal climate in the United States is very well-organised, as food safety, labour laws, data protection, and consumer rights are all rigid and strictly regulated. Starbucks has to follow the laws regarding product labelling, employee benefits, hours of work, and fair employment laws (Ahmad and Dirbawanto, 2024). Consumer privacy and cybersecurity laws also influence the digital platforms and the mobile applications of Starbucks.
[bookmark: _heading=h.kon0n9esx4vo]3.6 Environment 
Starbucks is increasingly affected by the issue of environmental sustainability which is affecting its operations around the world. In the United States, there is a high level of community consciousness regarding the issue of climate change, waste minimization, and ethical consumption, which has compelled Starbucks to launch reusable cups, alternatives to the use of plant-based products, and carbon reduction initiatives. The agenda on sustainability of Starbucks is still influenced by environmental activism and regulatory pressure. In India, the issue of environmental concern is increasing, but price and accessibility are still more important to the majority of consumers. 
[bookmark: _heading=h.5j3mdrc9s5ik]3.7 Comparative PESTLE (USA vs India) 
Political and legal stability in the USA are in favour of Starbucks, whereas in India, it is necessary to focus on effective partnerships and flexibility. Both markets are at an advanced stages of technological adoption but due to varying patterns of use. The pressure on sustainability is greater in the U.S. in terms of the environment, and India is still in the developmental transitional stage. These differences have an overwhelming impact on the international marketing at Starbucks.
3.8 Comparison of National Culture Using Hofstede’s Six Dimensions (USA vs India)
	Cultural Dimension
	United States
	India
	Implications for Starbucks’ Marketing Strategy

	Power Distance
	Low power distance; employees and customers expect equality, informality, and participative decision-making.
	High power distance; hierarchy and authority are accepted in organisations and service interactions.
	In the USA, Starbucks emphasises informal service and employee empowerment. In India, more structured service roles and visible professionalism enhance customer comfort.

	Individualism vs Collectivism
	Highly individualistic society; personal choice, convenience, and self-expression are valued.
	Collectivist tendencies; social belonging, family orientation, and group experiences are important.
	U.S. marketing highlights personalisation and “your drink, your way.” In India, Starbucks positions stores as social spaces for group interaction.

	Masculinity vs Femininity
	Moderately masculine; achievement, performance, and success are emphasised.
	Moderately masculine; success and status matter, but relationships also remain important.
	Starbucks in the USA focuses on productivity, efficiency, and performance. In India, aspirational branding linked to lifestyle and status is more effective.

	Uncertainty Avoidance
	Relatively low; consumers are open to innovation and new product experimentation.
	Moderate; consumers prefer familiarity but are gradually open to global brands.
	Frequent product innovation works well in the USA. In India, gradual introduction of new products with familiar flavours reduces perceived risk.

	Long-Term Orientation
	Short- to medium-term orientation; focus on quick results and immediate value.
	Strong long-term orientation; patience, persistence, and long-term relationships are valued.
	Starbucks in India benefits from long-term brand building and relationship-based loyalty, while U.S. strategies focus on immediate convenience and rewards.

	Indulgence vs Restraint
	Highly indulgent; consumption, enjoyment, and leisure are socially encouraged.
	More restrained; indulgence is increasing but remains moderated by price sensitivity and cultural norms.
	In the USA, Starbucks is positioned as an everyday indulgence. In India, it is positioned as an occasional premium lifestyle experience.


Advantages:
The cultural dimensions of Hofstede offer systematised platform of cross-country comparison that allows multinational companies such as Starbucks to predict consumer behaviour, service expectation, and communication styles differences. This model improves the predictability of cultures to help in the strategic decision-making of international marketing and localisation.
Limitations:
There are, however, significant restrictions of the model. It generalises national cultures, stereotypes culture, and it does not consider regional, generational, and socio-economic subcultures especially in multicultural markets like India. That is why, Hofstede as a framework must be regarded as the guideline but not as the explanation of consumer behaviour.
[bookmark: _heading=h.fcts90lo6wvy]4. Comparison of STP Strategies 
[bookmark: _heading=h.zihy92gd7l1a]4.1 USA and India Market Segmentation
Multi-dimensional approach to segmentation is applied by Starbucks in both United States and India and the segmentation is mainly done based on demographic, psychographic, geographic and behavioural variables. The brand segmentation in the USA mostly depends on the age, lifestyle, level of income, and consumption behaviour of consumers. The most important customer segments are the people in the urban and professional, student, commuter and digital consumer segments that appreciate convenience and quality of the premium segment. Status consciousness, sustainability awareness and brand loyalty are also psychographic attributes that have a powerful impact on segmentation.
Starbucks in India has a segmentation strategy that is more narrowly defined because of the consumption patterns and income distribution. The target customer of the brand is mainly urban, English-speaking, upper-middle and wealthy population aged 18 to 40. India, psychographic segmentation focuses on aspirational lifestyles, international exposure and social position. Indians consumer behaviour is such that Indian consumers come to Starbucks as a socialisation and leisure-oriented consumption rather than as a routine consumption (Singh, Chaturvedi and Mittal, 2024). Therefore, the segmentation of the U.S. is extensive and mass-premium-oriented whereas the segmentation of the Indians is selective and focused on niche.
[bookmark: _heading=h.qra9a7fje8qf]4.2 Selecting the Target Market 
Starbucks has a differentiated strategy of targeting many consumers in the United States at the same time. The retention is also enhanced through the loyalty program, which provides customized rewards and online convenience.
Starbucks in India is using a focused targeting approach. The brand will mostly appeal to young urban professionals, college students and those with high incomes and want to experience high-quality cafes (August and IJIRT, 2025). Starbucks in India does not directly compete with the cheap tea or coffee sellers as it does in the USA. Rather, it locates itself in high end shopping malls, airports and business areas to appeal to consumers with high disposable income. 
[bookmark: _heading=h.jhynea3s94i6]4.3 Positioning of the Brand in the two countries 
One of the most powerful differences in the strategies of Starbucks in the two markets is brand positioning. In the US, Starbucks has been established as a convenient, high-quality and customizable everyday premium beverage brand. It has become a daily affair of consumers who have made it a reliable, technology-driven coffee retailer. It is focused on speed, accessibility, and consistency as opposed to luxury.
[image: ]
The perceptual map shows how Starbucks can position itself in the Indian cafe market in comparison to the local competitors. Starbucks falls within the high end and high lifestyle experience segment, which indicates how the company has aspiration brands, experience store models and an international cafe culture strategy. On the other hand, Café Coffee Day is more functional and mid-end and aimed at mass urban consumers as opposed to Barista which is nearer to the experience premium segment but with less brand prestige as compared to Starbucks. This stance underscores how Starbucks has begun its strategic focus in India on symbolic and lifestyle-based differentiation as opposed to ordinary functional consumption.
Starbucks has a brand position of a lifestyle and aspirational brand in India. The cafe is perceived as a social place and not a daily place. Starbucks is a symbol of world culture, contemporary identity and high social status of young urban buyers (Aulakh, 2025). Thus, Starbucks uses a functional positioning strategy in the USA and symbolic positioning strategy, based on lifestyle, in India.

[bookmark: _heading=h.4tefeuu96wb5]4.4 Critical Compare the effectiveness of STP 
The performance of the STP strategies of Starbucks is differentiated according to the market maturity and consumer behaviour. The differentiated targeting and the broad segmentation of the brand are very effective in maintaining high volumes of transaction and customer loyalty in the USA. Having personalization based on data, digital, as well as a cohesive brand experience enhances Starbucks competitive edge in a market that is already saturated. 
Targeted and aspirational positioning of Starbucks in India has facilitated quick brand building and the constant store growth. The niche market orientation however curtails mass consumption and reduces scalability to metropolitan limits (Autio, Mudambi and Yoo, 2021). Middle-income consumers are barred by the entry barrier comprising of high prices and luxury positioning. Therefore, the effectiveness of STP is high in terms of brand building, but the expansion of Starbucks in the long run in India will rely on its capability to expand its segmentation gradually without casting a tinge on its premium image.
[bookmark: _heading=h.h3rwgifzs4b2]5. Comparison of Marketing Mix Strategies – 7Ps
[image: ]
Figure: 7ps of marketing mix
Source: (Zahra, 2019)
The marketing mix (7Ps) refers to a strategic framework that organisations use to deliver value to customers by effectively combining Product, Price, Place, Promotion, People, Process, and Physical Evidence. It is particularly relevant in service industries, where customer experience and service delivery play a critical role.
[bookmark: _heading=h.n1n2hk74iwlq]5.1 Product Strategy 
The product strategy of Starbucks has been formed by its high quality of drinks, food products and highly customized products. Starbucks is a coffee-based drink producer in the United States which includes a wide variety of coffee-based drinks, cold brew drinks, seasonal drinks, bakery, and ready-to-drink beverages. Innovation is a core part of developing a product, and limited-edition items like Pumpkin Spice Latte and holiday drinks comprise the main force behind repeat purchases. The value proposition of customisation is also high since the U.S. consumers can customize the level of sweetness, milk options, and flavours to their preference (Bellis, 2024). The trend of healthy living has also affected the launching of the plant-based milk, beverages with low sugar, and protein-based snacks.
In India, Starbucks uses product strategy to fit local tastes, preferences, and dieting. Although the basic coffee products will be uniform, the menu will comprise India specific products like Masala Chai, filter coffee, paneer sandwiches, and vegetarian bakery products. 
[bookmark: _heading=h.qvl4wxpdofyb]5.2 Pricing Strategy 
Starbucks adheres to the premium pricing strategy in the USA and in India; though it has a different influence in the two markets. The premium pricing is highly acceptable in the United States because the disposable income levels and brand loyalty in the country are very high. Customers view Starbucks as providing quality, convenience, customization, and loyalty rewards to them (afaqs news bureau, 2023). Economic depressions are price-sensitive, but Starbucks counteracts it by offering packages, loyalty deals, and promotions via mobile apps.
The high cost pricing strategy is more effective in influencing the consumer behaviour in India compared to Starbucks. The Starbucks single drink costs much more than the competitors in the local cafes and on the roadside tea stands. Consequently, Starbucks focuses more on well-off consumers in the urban settings as opposed to mass-market buyers. 
[bookmark: _heading=h.ucdie1z4eaud]5.3 Place (Distribution) Strategy 
The place strategy of Starbucks in the United States is oriented on the greatest convenience and access. The locations of the stores are strategically positioned in busy urban centre, highways, airports, office areas, and residential areas. There are also a high number of drive-through outlets and mobile pickup stores in the U.S. market, which serves hectic lifestyles. Digital ordering also makes distribution of Starbucks to be more than just the physical location.
Market entry methods define how firms establish and control operations in foreign markets, commonly through wholly owned subsidiaries, joint ventures, or licensing. In the United States, Starbucks operates primarily through a company-owned model, allowing full control over brand standards, service quality, and supply chains in its home and mature market. In contrast, Starbucks entered India through a 50:50 joint venture with Tata Consumer Products, leveraging Tata’s local market knowledge, regulatory expertise, and distribution networks. The joint venture offers advantages such as reduced market risk and faster market penetration; however, it limits strategic autonomy and requires profit sharing, potentially constraining decision-making flexibility.
[bookmark: _heading=h.yles8n311aib]5.4 Promotional Strategy 
Digital marketing, loyalty programs, and personalised communication are the key components of the promotional strategy in the United States, which is created by Starbucks. Starbucks Rewards application is the foundation of promotional activities that provide personalised offers, rewarding in the form of points, mobile-only discounts. Brand engagement is enhanced by social media campaigns, influence marketing efforts, and cause related marketing campaigns (afaqs news bureau, 2023). US promotions are based on convenience, innovation, sustainability, and seasonal excitement.
Brand awareness, aspirational branding and experiential communication are more emphasized in the Indian context in terms of promotional strategies. Starbucks uses social media, influencer marketing, celeb promotion and high brand collaboration to the fullest. The advertising communication focuses on global lifestyle, café culture, and social experiences, not on price incentives. 
[bookmark: _heading=h.tw5gk6x19avu]5.5 People Strategy
The human beings are one of the core components of Starbucks service delivery and brand promise. The workers of the United States are called partners and undergo serious training in the preparation of beverages, customer service, and online order management. Starbucks focuses on the culture of inclusiveness at the workplace, employee engagement and career development. Nonetheless, the recent years witnessed the emergence of challenges concerning wages, pressure at work, and employee rights as a result of the labour unionisation movements (ConnectPOS, 2024). Starbucks employs approximately 250,000 employees in the United States, reflecting its large store network, high transaction volumes, and demand for speed-driven, standardised service. In India, around 4,000–5,000 employees support a smaller footprint, where higher staff-to-customer interaction meets premium, experience-oriented service expectations.
Starbucks employees in India are also trained over the Tata Starbucks service excellence model. Indian baristas are also trained in more than just technical capabilities, they are also trained on hospitality and cultural sensitivity and the personalised customer care. Human interaction is more deeply emotional in Indian customer experience because of the expectations of the high service in the premium dining segment. 
[bookmark: _heading=h.e2l5cndu9fcr]5.6 Process Strategy
The United States process strategy of Starbucks is technological in nature in terms of operational efficiency. Online ordering, pay through mobile, self-service kiosks and automated production processes assist in minimizing time lost in waiting and enhance service delivery. Its standard operating procedures are extremely systemised and optimised to handle high volume of transactions (De Prins, Stuer and Gielens, 2020). Additional accuracy and throughput is also enhanced through lean operations and data-driven demand forecasting.
India, in its turn, is characterized by a high use of digital payments, whereas the human-centric approach to in-store services is still prevalent. Integration and hybrid service models of delivery are growing, although full automation is not achieved (Katikala and Maddi, 2021). Therefore, Starbucks process strategy in the USA is speed, standardisation and automation, and Starbucks process strategy in India is flexibility, customer service, and personal interaction that is based on customer service.
[bookmark: _heading=h.7cunufsmi5ru]5.7 Physical Evidence Strategy 
In both markets, physical evidence would be relevant in supporting the brand image of Starbucks. Store designs in the United States are minimalist, functional and modern, which are efficient and accessible to daily use. Interiors also facilitate fast services and casual offices with Wi-Fi and charge stations. Recyclable furniture, reusable cups and eco-friendly signage are all elements of sustainability that are being incorporated more and more.
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Figure 5.7.1: Starbucks store interior in the United States
Source: Starbucks Coffee Company (USA official website)
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Figure 5.7.2: Starbucks store interior in India
Source: Starbucks Coffee Company (India official website)
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Figure 5.7.3: Starbucks barista uniform and in-store service presentation
 Source: Starbucks Coffee Company
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Figure 5.7.4: Starbucks official website – United States homepage
 Source: Starbucks Coffee Company (USA)
[image: ]
Figure 5.7.5: Starbucks official website – India homepage
 Source: Starbucks Coffee Company (India)
Physical evidence in India is much more premium and experiential (Al-Abdulrazak, 2021). The interiors of the stores have a mix of global Starbucks and local Indian art, wood surfaces, local design features. Comfortable seating, ambient lighting, and lounge style design promote lengthy sojourn, and socializing. Hence, the U.S. stores focus on convenience and efficiency whereas the Indian stores focus on ambience, luxury and lifestyle experience.
[bookmark: _heading=h.bp86079mudvd]5.8 Summative Comparison of the 7Ps
The comparative study of the 7Ps proves that Starbucks has a global consistency and localization-based strategy. The marketing mix in the United States is designed in an efficient, convenient, mass-available, and digitally integrated manner. Strategic decisions are dominated by product innovation, processes that are fuelled by speed, and promotions that are made on the basis of loyalty (Dolbec, Arsel and Aboelenien, 2022). The Indian marketing mix is characterised by selective distribution, promotions based on lifestyle and service that is hospitality oriented. The U.S. approach is based on the operational leadership approach in a saturated market whereas the Indian approach is based on brand building and long-term development of the market. This two-pronged marketing mix strategy enables Starbucks to be competitive both in the mature and emerging markets.
[bookmark: _heading=h.st3k4fvt3c2h]6. Evaluation of Performance
[bookmark: _heading=h.rmbwcslvmts9]6.1 Performance appraisal in the USA 
The United States is Starbucks’ core market, generating approximately 74% of global revenue, with FY2024 revenues of about USD 36 billion, largely driven by North America. In contrast, India contributes a marginal share and has reported operating losses. This strong profitability base in the USA enables Starbucks to focus on marketing performance through digital loyalty ecosystems, store-format optimisation, and product innovation.
The United States is the most developed and the financially relevant market of Starbucks, as it brings the greatest portion of its worldwide income. The intensiveness of marketing performances in the USA is dictated by the density of stores, powerful brand loyalty, and the high level of digitalization. Starbucks has attained a penetrating market presence with the most varieties of store formatting, such as a drive-through store, mobile pickup store, and a conventional cafe (Empower, 2025). This large network of distribution allows maintaining constant customer contact and large turnover.
The Starbucks Rewards loyalty program closely helps to retain customers in the U.S. as it provides opportunities to get individual offers and rewards and return to the store. Limited-time and seasonal beverage rollouts keep driving sales booms in the short term, and strengthens brand relevance. 
[bookmark: _heading=h.uc3i716vpzgd]6.2 Performance appraisal in India 
The performance of Starbucks in India is not an indication of instant high volume profitability, but rather stable growth. Since its entry into the Indian market with the Tata joint venture, Starbucks has grown in major cities of Tier-1 and few Tier-2 cities. The growth of the stores has been reserved and well and carefully designed to ensure that premium brands are maintained. India is a developing coffee drinking market, unlike the U.S. whereby the growth is more based on brand building rather than collection of revenues through the mass market (Digital Scholar, 2022).
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Figure: Starbucks in India: A Entry Strategy
Source: (Jonwal, 2025)
[bookmark: _heading=h.w19blfio9nxj]6.3 Digital and Social Media Performance 
Online activity is extremely important to the marketing performance of Starbucks in both the countries, albeit with a marked difference in usage. The Starbucks mobile application allows the company to generate sales in the United States through mobile ordering, cashless payment, loyalty rewards, and personalised promotions (ET Online, 2024). The number of transactions in the USA is digitally motivated by a large percentage, which has improved operational efficiency and allowed the use of data to make marketing decisions.
In India, the digital performance of Starbucks is more related to brand awareness, online presence, and the ability to deliver. Instagram and Facebook are social media tools that are actively being used to advertise lifestyle branding, new menu launches, and festival themed campaigns. The online food delivery relationship widens the boundaries of Starbucks through the physical stores. 
[bookmark: _heading=h.3zgko38sb1j0]6.4 Comparative Performance Review 
The success models are actually very different based on the comparison of marketing performance. Starbucks shows leadership in terms of performance in the United States, in which the company has saturated the market, is efficient, and its customers have been maintained through digital ecosystems. Expansion is gradual and mostly innovation-oriented. The situation is the opposite in India, as a long-term growth market, where brand recognition, market penetration and progressive expansion of stores are considered more significant performance measures than short-term profitability (FoodNavigator, 2025).
The U.S market provides a stable environment and predictable income, but there is a high competition and low growth room. India, in its turn, has a high potential of future growth, but needs long-term investments, localisation and price flexibility. Starbucks is capable of balancing both short-term U.S. performance and long-term strategy in India, which is indicative of the success of international marketing strategy.
[bookmark: _heading=h.nkpnj3i961rt]7. Evaluation of Marketing Ethics Practice 
[bookmark: _heading=h.ygb8q1aqmgcb]7.1 Fair Trade Practices and Ethical Sourcing
Starbucks is an organization that has global marketing ethics based on ethical sourcing. The responsible sourcing policies of the company are implemented in the form of the programs which encourage the transparency of relationships and reasonable prices given to farmers and long-term relations with suppliers (Hecht et al., 2020). Coffee is procured in various developing areas which are subjected to ethical procurement systems that are in place to protect the livelihood of farmers and quality of the products. Starbucks in the United States and India also focuses on the brand image of ethical sourcing.
The Indian context presents an opportunity to Starbucks to source and market Indian Arabica coffee in collaboration with Tata, and this will lead to agricultural development in the local market. The critics however claim that global sourcing systems still give excessive power to multinational companies and that prices may become uncontrollable and that the farmers may be overly reliant.
[bookmark: _heading=h.bik3xwrkw7qd]7.2 Environmental sustainability and CSR
Starbucks corporate social responsibility practices are primarily constituted by environmental responsibility. Starbucks advocates the use of reusable cups, plant-based options, waste minimization efforts, as well as energy-efficient retail locations in the United States (Holland, 2025). 
Starbucks in India has implemented the use of paper straw, recyclable packaging and energy efficient store designs. 
[bookmark: _heading=h.hwm72j4dn1rv]7.3 Labour and Employment Ethics 
The ethics of labour has been one of the most controversial ethical issues that Starbucks faces especially in the United States. The employee unionisation drives have brought up the concerns regarding wages, work pressure, job security and working conditions. These changes have impacted negatively on the ethical brand image of Starbucks in the U.S. against its long-term reputation as employee-friendly organisation.
In India, Tata Starbucks is guided by well-organized HR practices which are backed by a good tradition of corporate governance at Tata (Hyperight, 2021). There is relatively high employee training and job stability, as well as the prospects of career advancement, which are compared to the local hospitality levels. 
[bookmark: _heading=h.xx8wijkum993]7.4 USA vs India Ethical Issue.
The two markets have wide-ranging ethical issues. The most urgent issues in USA are labour rights, unionisation conflicts and data privacy. The ethical concept in India changes to emphasize the concept of fair sourcing, sustainability, and access to prices (FoodNavigator, 2025). Also, pricing in a developing economy would be of a high quality, which questions the ethics of being a social outcast and inequality.
[bookmark: _heading=h.320zvf8c9pmc]7.5 Critical Ethical Evaluation 
Comprehensively, Starbucks has a solid ethical intent on a global branding level, though there are still some loopholes between the ethical communication and the actual performance. Although the environmental and sourcing practices enhance consumer trust, labour conflicts and sustainability restrictions undermine ethical credibility (Dubey, 2024). The ethical performance of Starbucks, in its turn, is highly uneven in terms of the markets in which it operates, and there is a need to align its policies more closely, improve control mechanisms, and become more responsive to the local environment.
[bookmark: _heading=h.8sudx5l4jycy]8. Strategic Advisory (Recommendation) & Conclusion
Recommended Strategic Advice to the United States
The Starbucks coffee business is saturated, mature, and competitive in the United States. Thus, the strategy should no longer be oriented on aggressive growth, but operational optimisation and value maximisation. Starbucks ought to consider the further expansion of the smaller format stores, such as mobile pick-up stores and drive-through stores, especially in the suburban regions as well as in transit locations to enhance convenience and manage operational expenses. This would be in line with the evolving consumer tastes toward speed and accessibility.

Innovation of products must focus on health, functional and sustainable products, including low sugar drinks, plant based products and reusable containers to address growing wellness and environmental awareness among consumers in the U.S. More so, Starbucks ought to enhance its employee engagement and labour relations strategy especially in reaction to unionisation pressure, by enhancing transparency, workload management, and employee benefits. To maintain the quality of services and safeguard the brand image over time, it is important to address the workforce issues.
Strategic Recommendations India 
Starbucks must employ a moderate expansion strategy in India aimed at developing the long-term market base and not profitability in the short-term. It should explore more aggressively the expansion into Tier-2 cities with the help of more detailed location analytics and ongoing partnership with Tata Consumer Products to address cultural, operational, and regulatory challenges. This would enable Starbucks to access the emerging urban middle class as well as risk management.
Starbucks needs to further localise product and pricing strategies in the perspective of marketing mix. Smaller portion sizes, limited time value offers and India-inspired flavours could enhance the affordability without eroding the premium pricing position of the brand. Furthermore, Starbucks needs to focus on more intensive experiential and community-based advertising where the stores are promoted as social and lifestyle destinations, not as stores where people buy the coffee. More visible investments should also be made on sustainability initiatives, including waste reduction, water conservation, and sourcing locally, to keep up with increasing ethical consciousness with Indian consumers and enhance brand legitimacy in the long run.
[bookmark: _heading=h.rtbkbu5s3iko]8.2 Conclusion 
The report has critically analyzed the international marketing strategies of Starbucks in the United States and India through PESTEL framework, STP model and the 7Ps marketing mix. As noted in the analysis, Starbucks has two market environments, which are fundamentally different. The United States is one of the highly competitive, digitally innovated, and mature coffee markets, in which Starbucks pays emphasis on operational effectiveness, innovation, and retention of customers. India, in contrast, is a new potential market and an aspirational one, in which Starbucks focuses on brand building, premium positioning, and cultural alignment.
The results prove that Starbucks is well in the balance between the global standardisation and local responsiveness. Its localisation of products, experience store formats and its high-end cafe positioning have helped it grow steadily in India and its technologised service model and loyalty ecosystem make it remain dominant in the U.S. market. 
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