
 

 

LCMB7006 

 

---------------------------------------- 

International Marketing  

 

Presented to the 

Faculty of UWTSD 

---------------------------------------- 

 

Name: Akshay Suresh Kurhade (2005370) 

Lecturer: Tushara Balendran 

 

 



 

 

 

Table Contents 
Introduction ....................................................................................................................... 4 

History ............................................................................................................................... 4 

PESTLE Analysis .............................................................................................................. 4 

PESTLE Analysis of India and United Kingdom ...................................................................... 5 

Political ............................................................................................................................... 5 

Economical ......................................................................................................................... 6 

Social .................................................................................................................................. 6 

Hofstede Model ...................................................................................................................... 6 

Power Distance ................................................................................................................... 7 

Individualism ....................................................................................................................... 7 

Masculinity .......................................................................................................................... 8 

Uncertainty Avoidance ........................................................................................................ 8 

Long Term Orientation ........................................................................................................ 8 



Indulgence .......................................................................................................................... 9 

Technological ...................................................................................................................... 9 

Legal ................................................................................................................................... 9 

Environmental ..................................................................................................................... 9 

Porter’s Five Forces Analysis of United Kingdom and India ............................................ 10 

Threat of New Entrants: .........................................................................................................10 

Power of Buyers: ...................................................................................................................11 

Power of Suppliers: ...............................................................................................................11 

Threat of Substitutes: ............................................................................................................12 

Competitive Rivalry: ...............................................................................................................12 

Advantages and Disadvantages of PORTERS 5 Force Model ...............................................12 

Advantages ...........................................................................................................................12 

Disadvantages .......................................................................................................................13 

SWOT Analysis of India and United Kingdom ................................................................. 13 

Strengths: ..............................................................................................................................13 

Weaknesses: .........................................................................................................................14 

Opportunities: ........................................................................................................................14 

Threats: .................................................................................................................................15 

STP ................................................................................................................................. 15 

Segmentation ........................................................................................................................15 

Targeting ...............................................................................................................................15 

Positioning .............................................................................................................................15 

Marketing Mix of Starbucks UK and India ....................................................................... 18 

Product-Product Mix of Starbucks .........................................................................................18 

Price ......................................................................................................................................19 

Place .....................................................................................................................................19 

Channel of distribution .......................................................................................................19 

Market Entry Method ..........................................................................................................20 

Promotion ..............................................................................................................................21 

People ...................................................................................................................................21 

Process .................................................................................................................................21 

Physical Evidence .................................................................................................................22 

Directional Development Strategy ................................................................................... 22 



Ansoff Matrix .........................................................................................................................22 

Market Penetration ................................................................................................................23 

Market Development .............................................................................................................23 

Product Development ............................................................................................................23 

Diversification ........................................................................................................................24 

Advantages and Disadvantages Ansoff matrix .......................................................................24 

Advantages ........................................................................................................................24 

Disadvantages ...................................................................................................................24 

Conclusion ............................................................................................................................24 

Recommendation ..................................................................................................................25 

References ............................................................................................................................25 

 

Introduction 
 

The analysis hereunder begins with an overview of the India and UK Starbucks retail 

markets and continues further with an in-depth analysis of the company and its 

strategies with the help of PESTLE, Porter's Five and SWOT models, which are 

inclusive of market segmentation, positioning and targeting. After the STP task, the 

market mix of Starbucks and their directional development strategies have been 

discussed. The report finally proposes the most effective marketing strategy for the 

Starbucks brand to enter the UK and the Indian coffee industries and get a lion share of 

the thriving, prevailing and cash rich market. 

History 
 

Starbucks is an American Organization overall chain of coffee house and roastery. 

Starbucks countless customers reliably with unprecedented things and in excess of 

30,000 retail stores in 80 business areas. Starbucks had total revenue of $6.75 billion 

as of FY2020 (Starbucks , 2021).  

Mission- To move and backing the human spirit – one individual, one cup, and every 

region (Starbucks, 2021). 

PESTLE Analysis 
 



 

(Anon., 2021) 

PESTLE Analysis of India and United Kingdom 

Political 
❖ The economy in India is steadier regarding government and policy centered 

issues when contrasted with UK and that establishes a decent workspace for 

Starbucks (Tata Coffee, 2019). 

❖ In India Starbucks necessities to fluctuate about the conceivable resistance from 

existing contenders by political influence which is unfavourable for Starbucks 

(Joshi, 2001). 

❖ Government mindset towards the business is another immense political factor 

influencing associations. Evaluation shock glanced by Starbucks in the UK can 

be referred to show the impact of such a factor. Whenever it was revealed that 

Starbucks paid no endeavor charge for a long time since its dispatch in the 

country until 2014, Transparently accessible reports Driving gathering of the UK 

Government dispatched an assessment and questions were raised in the 

Parliament hurting the brand picture. In any case, as shown by Starbucks the 

board, the alliance conflicted with no principles, the UK Government made the 

relationship to pay GBP 20 million, a responsibility that was finished by the 

relationship by December 2014. 

❖ Starbucks UK and India deals are influenced by a wide scope of political 

variables, directly and by suggestion. The cases of sourcing crude materials 

have shaped into an essential political factor that impacts the business in a quick 

manner which is unfavourable. 



Economical 
❖ The preeminent outer monetary driver for Starbucks is the persistent overall 

monetary slump, which as explained in the show has gouged the advantage of 

various associations. Regardless, mulls over have shown that clients instead of 

wiping out their coffee usage are dropping to cut down esteemed choices which 

is an opportunity for Starbucks (Roper, 2012). 

❖ Favourable climate for Starbuck's entrance is given by the large urban 

communities in the country. Mumbai is viewed as the country's monetary focus 

and obliges numerous unfamiliar monetary associations just as numerous IT 

organizations. Delhi and Bangalore, other significant urban areas with populace 

adding up to simply under 20 million, are focuses of call-focus centers and global 

IT organizations (Tata Coffee, 2019). 

❖ Starbucks coffeehouse in UK, the organization has influenced by the territorial 

monetary development, loan costs, money trade rates and the expansion rate. 

❖ unfavourable for Starbucks due to Covid19 pandemic it has affected the expense 

of capital and therefore the business develops and grows to a limited extent 

(Starbucks, 2020). 

 

Social  
❖ India’s young population always want to taste international brand which is 

favorable condition for Starbucks. 

❖ In India due to Covid19 situation social distancing rules, the business has 

endured a hotshot. These principles may drive the organization to decrease the 

seating limits in its eateries in years to come which is unfavourable for Starbucks 

(The Economic Times, 2020). 

❖ UK Starbucks focused on youngsters remembering individuals and the patterns 

around there. 

❖ Some other favourable factors like Demographics, Age distribution, working 

environment that may affect customer needs and the total size of a potential 

marketplace (Yüksel, 2012). 

 

Hofstede Model 



 

(Hofstede Insights , 2021) 

Power Distance 

India scores high on this assessment, 77, showing an appreciation for development and 
a various leveled plan in the public field and affiliations. If individually way or another 
wound up epitomizing the Indian disposition, one could utilize the going with words and 
explanations. (Hofstede Insights , 2021). Authentic Power is focused even though it may 
not radiate an impression of being, and bosses depend in the loyalty of their associates. 
Delegates desire to be composed unquestionably concerning their abilities and what is 
expected from them. (Geert Hofstede, 2010). 

At compared to India England sits in the lower rankings 35 of Power distance – for 
example, a public that sees that disorders among individuals ought to be confined. The 
PDI score from the beginning transmits an impression of being incongruent with the 
grounded and certifiable English class plan and its uncovered one of the characteristic 
strains in the English culture. (Dellner, 2014). 

Individualism 

India, with a middle score of 48, is a public with both collectivistic and Nonconformist 
credits. The collectivist side suggests that there is a high affinity for having a spot with a 
more fundamental social arrangement where individuals are depended upon to 
approach as exhibited by everybody's benefits of one's portrayed in-gatherings. In such 
conditions, the activities of the individual are impacted by various pieces of information 
like the examination of one's family, more dispensed with family, neighbors, and society 
(Geert Hofstede, 2010).  

The Maverick piece of Indian culture is seen considering its otherworldly 
religion/thinking – Hinduism. The Hindus believe in an illustration of death and 
reclamation, with the strategy for every restoration being down and out upon how the 
individual proceeded with the previous existence. (Hofstede Insights , 2021).  



At a score of 89 the UK is among the most raised of the Nonconformist scores which 
quite higher than India. The English are an extraordinarily Protester and private people. 
The course to charm is through close fulfillment. As the fortune of England has 
expanded all through the most recent decade, with abundance in like way 'spreading 
North', a much-researched wonder is the move of what has been seen as uncontrolled 
commercialization and an arrangement up of the 'ME' culture (Geert Hofstede, 2010). 

Masculinity 

India scores 56 on this assessment and is consequently seen as a Manly society. India 
is Manly to the degree visual display of progress and force. In any case, India is in like 
way a critical country with an epic number of divinities and unmistakable demanding 
viewpoints. It is besides an old country with one of the longest enduring social orders 
which gives it adequate exercises in the worth of quietude and limitation. At 66, England 
is a Manly society – essentially achievement formed and driven. A central issue of 
aggravation for the eliminated lies free clear abnormality between the English culture of 
subtlety and odd understanding of the cool, hard truth which is at chances with the key 
achievement driven worth framework in the way of life. Major for understanding the 
English is having the decision to ''leave to track down the affirmed story'' What is said is 
not by and large what is determined. (Geert Hofstede, 2010). 

Uncertainty Avoidance 

India scores 40 on this evaluation and consequently has a medium low inclination for 
avoiding inadequacy. In India, there is statement of imperfection; nothing ought to be 
great nor should go reasonably as worked with. India is for the most part a patient 
country where capacity to bear the disturbing is high; even invited as a break from 
bluntness Individuals everything considered do not feel driven and constrained to make 
a move and adequately fade away into set up rolls and plans without tending to. There 
is a proverb that "nothing is unfathomable" in India, since one no doubt knows how to 
"change" (Geert Hofstede, 2010). 

The UK has 35 score on Inadequacy Unpleasantness which recommends that as a 
country they are phenomenally happy to blend not course of action what the day brings 
and they are happy to 'make it up' truly plans as new data gets recognizable (Dellner, 
2014). 

Long Term Orientation 

A center score of 51 in this evaluation, an extraordinary penchant in Indian culture 
cannot be settled. In India, the possibility of "karma" overpowers requesting and 
philosophical thought. Countries like India have an exceptional ability to bear 
outrageous points of view from any spot the world. Hinduism is consistently seen as a 
perspective more than even a religion, a mix of examinations, points of view, practices, 
and astounding estimations. In India there is a demand that there are distinctive 



certifiable components and routinely depends on the searcher (Hofstede Insights , 
2021). 

With a transitional score of 51 in this measurement, a prevailing inclination in English 
culture cannot be determined. 

Indulgence 

India gets a low score of 26 as compared to UK which is 69 in this evaluation, 
suggesting that it is a culture of Restriction. Social orders with a low score in this 
evaluation keep an eye out for examination and wariness. The English culture is one 
that is named Liberal. People in very much arranged solicitations assembled by a high 
score in Indulgence generally show an energy to understand their inspirations and 
needs about getting a charge out of life and making some great memories event 
(Hofstede Insights , 2021). 

Technological 
❖ The factor of significant worth is fundamental at the Indian market as first-rate 

coffee beans are successfully open. With this fundamental and technical 

association with the Tata group helped to grow business. 

❖ Another unfavourable significant technological factor is the absence of foundation 

in India. Be that as it may, having a particularly experienced neighborhood 

accomplice, Starbucks does not deal with any issues with this issue  (Tata 

Coffee, 2019). 

❖ Starbucks UK could improve its versatile applications and associated 

organizations to secure livelihoods through convenient purchases. The 

association also has the chance improve its store network profitability subject to 

new headways coffee farmers use. (Starbucks, 2020). 

❖ The organization presented Wi-Fi abilities in its UK and India outlets as of now. 

Customer would now have the choice to ride the web and manage work while 

tasting Starbucks espresso. It improves the general buyer experience. 

 

Legal 
❖ The business opportunities stay appealing since India has shown basic 

improvement in changes towards worldwide business and adventure. In light of 

these improvements the countries have pulled in FDI's. Lower obligations and 

lower deterrents to enter have made the Indian market urging and willing to 

change (Tata Coffee, 2019). 

❖ Starbucks UK should guarantee that it does not abuse any laws and guidelines 

while purchasing crude materials. 

Environmental 
❖ Presently Covid19 pandemic is concern for Starbucks India and UK business. 



❖ The Starbucks espresso is for a goliath part subject to the possibility of coffee 

beans. Several organic factures should consider for making coffee  (Grant, 

2019). 

 

Porter’s Five Forces Analysis of United Kingdom and India 
 

 

(chapman, 2005) 

Threat of New Entrants: 

Starbucks' has strong presence in world market. This makes power by lessening client 
vulnerability to visiting contender stores in closeness to Starbucks, for new individuals is 
difficult to compete. The business visionaries will "fight to get the record they need to 
start up, work or create" their associations in spite of government intends to help little 
firms (Johnson, 2017). Taking everything into account, greater associations approach 
extra financing sources, for instance, joined forces crediting markets and can deal more 
extraordinary financing costs in view of diminished peril on the moneylender's part, 
helping with empowering Starbuck's turn of events. 

Potential for New People the segment checks in the coffee retail industry are decently 
low in India, particularly for the new players. This is possible because 51 % FDI is 
allowed in India around there. Any colossal or all-around financed connection having the 
thorough excitement for the market can enter retail a territory in India. Given how 
Starbucks is an all throughout the planet, it is having its own benefits concerning 
accomplishing the economies of scale. India, being the sixth greatest producer of coffee 
on earth is having the greatest neighborhood load of coffee beans and subsequently, 



sourcing espresso in this industry will not be an enormous piece of the issue. Client or 
Provider Dauntlessness - Indian market is at present being gotten by the since quite a 
while ago settled brands like Bistro espresso day, Barista, and Costa coffee. It is difficult 
to enter for new competitors in Indian Market (Starbucks, 2021).  

Power of Buyers: 

This is conceivably the best test for Starbucks because of UK purchasers' fundamental 
decision in bistros. Furthermore, with the trouble of guaranteeing espresso things, 
successful turns of events, for instance, the Frappuccino are reliant upon copycat things 
– as yielded by Costa to "give customers what they are mentioning". Despite of this, 
Starbucks has endeavored to attainably make a position customer region brand 
advocates through myStarbucksIdea.com, which takes thoughts and produces 
discussion about how the alliance should improve. Since dispatch in 2008, 98,000 
contemplations have been submitted and more than 100 got – going from neighborhood 
to bringing back Salted Caramel Hot cocoa. Different appraisals have included the 
connection between taking a gander at customers and customer determination, which is 
clearly principal in an industry with low trading cost (Johnson, 2017). 
 
Bargaining Power of purchaser previously, buyers in India were not having a colossal 
piece of the supervising power as there were unassumingly hardly any food retail 
goliaths which were open in the country. In any case, with the procedure of 18 overall 
food retail goliaths in India, like that of Mc Donald's, Barista Lavazza, Bistro Coffee Day 
and Costa Coffee, purchaser is faced with stores of choices. Hence, it will be hard for 
Starbucks to affect the Indian buyers to pay premium for their things. As moreover the 
per capita pay of Indian Clients is low, and their viewpoint is not so confirmed with 
espresso. 

Power of Suppliers: 

With 20,891 by and large stores, essentially twofold that of the second most basic bistro 
chain Dunkin' Doughnuts' 10,083 stores, suppliers will offer uncommon terms just to 
relate to Starbucks – to push underwriting of the world's most noticeable coffee brand. 
Regardless, the upside of this has somewhat subsided since 2000, following Starbucks' 
affirmation to simply serve Fairtrade coffee; the alliance before long tends to 23% above 
market cost for its beans (Starbucks, 2021). 

Bargaining Power Suppliers of Starbucks UK and India on account of espresso retail, 
the providers, providing the retailer with the coffee beans are not having an enormous 
piece of the overseeing power. This is especially since coffee retailers like that of 
Starbucks will generally be colossal purchasers for any of the provider to lose. This in 
addition gives the Starbucks to manage terms to the provider. Regardless, this sourcing 
would be done on moral guidelines of Starbucks Coffee. Furthermore, suppliers of 
various resources like that of paper things, etc., will not have an enormous piece of the 



bargaining power as there are various sources from which the association can source 
them. (Starbucks, 2021). 

Threat of Substitutes: 

Starbucks UK is identifying that that the typical English purchaser drinks 56 cups of 
espresso a month, yet just two of them from an espresso, sets out a chance to make 
pay from the home espresso market. As per (Michael Levy, 2012), a set up brand name 
can decrease costs of market development in light of customers' strong thought and 
existing propensity, as attested in Starbucks. 

Threat of Substitute Products India has fantastically tea-based culture; in this manner, 
care about coffee ought to be made progressively more tea-based drinks in relationship 
of coffee ought to be associated with its commitments. Other than tea, other thing 
substitutes, here, will join various beverages, for example, pop, characteristic item 
squeezes, water, ale, or other liquid or possibly carbonated rewards. Since Starbucks 
similarly sells fast food sources, other economical food drinks like burgers, etc. the 
lower end neighborhood bistros or other goody shops which are less rich will in like 
manner fill into Starbucks. (Porter, 2004). 

Competitive Rivalry: 

The Starbucks brand offers the association basically improved vicious rivalry through its 
obligation to the abatement of every one of the four threats. Costa Coffee is the UK's 
driving bistro chain. Various competitors of Starbucks are Energetic A Box Ltd and 
Caffe Nero Starbucks' solid brand impacts its external climate and the bistro business 
when in doubt – which assists us with starting to understand the benefits to Starbucks of 
its $4.4b brand respect  (Porter, 2004). When contrasted with UK Industry Conflict Huge 
competition for Starbucks in India comes from that of Bistro coffee day. The 
consolidating CCD is known to an enormous part of people in metropolitan bits of India. 
Various competitors fuse Barista Lavazza, Quickys, Barista and Costa Coffee, which 
are similarly the overall brands, and all things considered saw. Close to them, optional 
contenders intertwine the Georgia Espresso, served in unassuming food joints like that 
of Mc Donald's and KFC  (David, 2019).  

Advantages and Disadvantages of PORTERS 5 Force Model 

Advantages 

One of the benefits of the Five Powers Model is that it gives a framework to assisting 
a relationship with surveying its genuine condition subject to the five classes above. 



Doing so could be valuable in perceiving openings and threats from the external 
environment expected to make taught key decisions and plans. 

Another basic favored situation is that it need not mess with explicit, or aptitudes and 
it is also sensible as an association can on a very basic level pick individuals from its 
pool of workforce (Porter, 2004).  

Disadvantages 

An imperative drawback is that it basically gives an outline of parts that can be 
beneficial or disadvantageous to an alliance.  

 
These obstructions of the Five Force Model come from how it is a fundamental and 
one-dimensional construction that excuses intricacies. 
 
Another eminent restriction is that it is in every practical sense, hard to apply for the 
most part to relationship with a colossal course of action plan of things or those 
working in different associations and markets (Anon., 2020). 

 

SWOT Analysis of India and United Kingdom 
 

Starbucks is a universally perceived espresso and drinks brand that has quickly made 

progress into all significant business sectors of the world.  

 

  (Careeres, 2017) 

Strengths: 



1. Brand equity: For the individuals who don't have a clue what brand 
value is. Brand equity refers to the value of product of brand which has 
been swayed in the minds of the consumers and their customers. For 
e.g., smart phone of Micromax is more technically advanced than that of 
Samsung regardless referring or knowing the real services they are 
providing. 

2. Innovating marketing by strong venture and strategic alliance: years 
after years Starbucks have figured out how to do extremely solid 
situating with the assistance of key collusions with huge giants, which 
they must tried in India also. They are collaborating with TATA, which is 
also a big, big player in Indian market. It has and will assist them with 
making and build up a manageable production network of top caliber. 

The Starbucks has a solid moral worth and a solid moral mission statement 'Starbucks 
is centered around a piece of common organization in all highlights of our business' a 
positive methodology towards had made Starbucks one of the no1 forte retailer. The 
piece of the pie and capitalization Starbucks possessed £4596.6 million and deals 
development by 20.9% (Fine, 2009). 

Weaknesses: 

One and only weakness which I see is higher price of their product. India is an emerging 
country and per capita income of India is not higher as that of developed countries. So, 
there is higher possibility that Starbucks will face marketing challenge to middle class in 
India. 

In UK as serious pressing factor builds the lower value opponents, for example, Mc 
Donald or costa espresso can undermine the organization benefits as the Starbucks 
has premium brand with premium costs. 

It just relies upon espresso and espresso related items that give them a restricted 
development this condemns them from not utilizing streamlined commerce items and an 
awful standing from pressure bunch (Fine, 2009). 

Opportunities: 

1. India is one of the fastest emerging nations. A report of IMF predicted 
India economy to grow at the rate of 8.8% in post covid period. India is 
expected to have one of the world’s largest economy. This will increase 
the per capita income of middle-class section. Hence this will provide a 
great opportunity for Starbucks. 

2. Internet penetration: Jio revolution has made accessible of cheap 
internet to everyone. This has changed the way consumers are doing 
shopping. Online shopping is providing and continue to provide a great 
opportunity to brands like Starbucks. 



3. Business broadening and Items Particulars – Starbucks could also 
upgrade its business exercises all through UK to improve pay 
advancement openings. Moreover, making things as per the customer 
tendencies in the target market is similarly an advantageous open 
entryway (Starbucks, 2021). 

4. Associations or organizations with various firms in UK – Co-checking 
reliably benefits. Starbucks could make associations and agreements 
with huge firms. This would sustain its quality and piece of the general 
business. 

 

Threats: 

Home grown brands like Coffee Cafe Day, followed by Qwiky’s and Barista coffee. 
These homemade brands have more experience, data, and trends as that of Starbucks. 
Also, these companies provide similar products and services. These leaders provide 
products from very cheap to very exclusive rates. Brands like CCD have not left any 
single platform from where they cannot do marketing for their products such as 
television, movies, social media, traditional marketing, TV shows etc. They have well 
established infrastructure and connectivity (David, 2019). Also, there are some 
unregistered players as well who have good brand awareness at their region. 

In UK Autonomous café developments – There are different sociocultural dangers for 

Starbucks. These sociocultural headways support negligible free and nearby bistro and 

conflict with the expansion of tremendous worldwide chains  (Fine, 2009). 

Global Downturn – Specialists are foreseeing the propelling decay would be more 

terrible than past monetary hangs. Starbucks' UK pay has suitably dropped enormously 

when wandered from India. Veered from a year earlier, the compensation of the money 

related year 2020 in quarter 2 is some place close to 5%, and quarter 3 is some place 

close to 38% due to pandemic. 

 

STP 

Segmentation 

Starbucks India utilizes segment division (markets by age, sex, pay, ethnic foundation, 
and everyday life cycle) just as geographic division. 

Demographic Segmentation – Starbucks major target market is individuals between the 
ages of 25-44, which addresses for all intents and purposes half (49%) of its total 



business. Energetic adults, developed 18-24, are the accompanying colossal get-
together that Starbucks targets. They accomplish in 40% of Starbucks' arrangements.  

Geographic Segmentation - Starbucks moreover uses geographic division. Starbucks is 
found all things considered, unequivocally in upscale zones, near work environments, 
and near various school grounds. 

Psychographic segmentation- The fundamental division standards utilized by Starbucks 
UK is psychographic division they are focusing on clients dependent on their way of life 
and perspectives about 'Fairtrade' food (Michael Solomon, 2006).  In India, the middle 
customer for Starbucks is the 'authentic espresso buyer', which it tries to reach with 
adverts and other confined time material that mirror the possibility of the espresso that it 
serves, likewise as showing its commitment to equipping its clients with the best coffee. 

Starbucks makes a huge commitment to the UK economy. Starbucks is assessed to 
help an all-out net worth added commitment to UK Gross domestic product of £338 
million. To give a feeling of scale, this is about the size of the commitment delivered in 
Teasdale. Starbucks moreover had distributed his market by geographic and 
demographically (Sally Dibb, 1996) . 

Targeting  

Target Marketing for young adults (aged 18-24) – In India Starbucks center around this 

social occasion through the advancement of development and imaginative 

considerations.  

In India and UK target Showcasing for People (matured 25-44) - Starbucks centers 

around this social occasion by offering certain drinks that appeal to them. Starbucks 

centers around this social affair making the "third spot" to go to among home and work 

by making this excellent and loosening up "experience" and "air" as customers inside 

this arrive freely overall have big time pay and expert professions. 

After an affiliation has depicted market pieces, it can enter one or different portions of a 

given market and should settle on choice about the amount of and which client parties 

to target (Sally Dibb, 1996). Target Exhibiting is a collaboration of looking over each 

market territory's appeal and picking at any rate one sections to enter (Philip Kotler, 

2006). Target publicizing is a sensible ramification of the critical point of view of 

progressing. Starbucks expected to build up a solid association with the clients, by a 

long shot the dominant part of affiliations enter in another market y serving a single 

piece, and if this shows beneficial than they add more segments, from the start 

Starbucks did in like way focused in on the watchmen with the little children and it was 

hit thought and it has added more parts by including Young people and developed its 

thing range as well (Philip Kotler, 2006). 

 



Positioning  

Starbucks has situated themselves as an especially respected brand. The Starbucks 

association has arranged itself to such an extent that it can perceive their things from 

competition, which gives them an advantage. 

 

(Anon., 2015) 

For India Positioning Strategy - Their arranging framework is customer based, which 

grants them to give the best customer help. Starbucks grip their affordable high ground 

viewing their shopper dedication similarly as their agent satisfaction. 

at the point when the affiliation has picked which market zones to enter it should pick 

what assemble it needs to have in those pieces. Market Figuring everything out is 

orchestrating a thing to have clear and attracting spot close with battling things in the 

characters of target clients  (Hooley, 2020). A things position is the perceive that the 

thing incorporates relative with rivals to buyers. Here for the current condition the 

Starbucks has built up a novel market position for their things since, in such a case that 

a thing is to be throughout same as the others available than clients would not be 

enlivened to get it. (Philip T. Kotler, 2018) .For this situation Starbucks has organized 

his arranging with the goal that it perceives their things from battling brands and give 

them the best fundamental advantage in their target business areas. Starbucks has an 

especially essential attestation to move and support the human soul "one individual, one 

cup, and each locale consequently". Starbucks masterminding method was client base 

with the target that it can give the best assistance more than what the clients with 

expecting. Starbucks has gained a high ground over client dependability and master 

satisfaction as Starbucks had built up its organizing system dependent upon the client 

and gave as far as possible office to the degree plan, furniture to the music, and as to 

assign fulfillment (Strategy, 1998). 

 



Marketing Mix of Starbucks UK and India 
 

“Marketing mix is the set of controllable, tactical marketing tools (product, price, place, 

and promotion) that the firm blends to produce the response it wants in the target 

market” (Philip T. Kotler, 2018). Starbucks used marketing mix tools in their decision 

process. 

Product-Product Mix of Starbucks 

It is not only the espresso that they charge you for, but also the standout espresso 

experience. Espresso, Tea, Cakes, Smoothies and so on is not exactly what Starbucks 

UK offers to its clients, it is the better espresso experience that Starbucks sells than its 

clients. Starbucks has tried to keep the experiential piece of the brand unsurprising in 

the aggregate of their stores across the world. Starbucks should have an undeniable 

thing strategy for Indian market given that Indians have very surprising taste tendencies 

when appeared differently in relation to the west (Starbucks coffee Company, 2021). 

 

 

(Starbucks coffee Company, 2021) 

Tea products:89% people drink tea as often as possible in India. Since Indians like to 

drink tea and TATA Tea is the second greatest tea brand on the planet. 

Seasonal offerings: Since India has hot summers as compared to UK, they offered 

product like iced tea, Iced coffee, Iced Cappuccino and Frappuccino and Cappuccino 

flavored ice creams (Team, 2020), something they have already come up with in UK. 



During chilling winters, the consumption of coffee in India increases from 2.39 cups to 

2.75 cups a day. 

 

Price 

Starbucks utilizes the top-notch evaluating system to sell their espresso, or possibly 

25% higher than esteem brands. The top-notch evaluating system is upheld by the 

exceptional quality items which targets premium fragment predominantly. Starbucks 

gives extraordinary item quality just as brilliant client support thus its clients wouldn't fret 

addressing somewhat higher price (Frijda, 2006).  

Starbucks India is positioning itself as a “Premium Quality Coffee Provider”, however, 

according to our primary research, Starbucks outlet in New Delhi was “strongly 

associated” with “long queues”, and we believe this is huge de-positioning factor, given 

coffee purchases are generally light touch, and such mis-events, could prevent 

customers from coming to Starbucks. To avoid this rush at peak hours, they are 

proposing a differential pricing strategy, wherein we will incentivize “morning/afternoon” 

visits via limited menu. This will help off-load purchasers to off-top hours. 

Place 

In UK Starbucks likely notice the possibility of "the third spot." Their undertakings to 
make a space where people need to come and hang out and loosen up. They do this by 
building up a tantamount environment at each Starbucks territory. 

Starbucks being a premier coffee brand, our targeting is focused more on is centered 
more around those portions who have a higher extra cash and bound to wander out and 
evaluate Starbucks espresso. In India Bangalore as an outline city for our examination 
to compose target supported territories for opening the fundamental few Starbucks 
outlets (Mclaughlin, 2011).  

Starbucks’ alliance with the Tata Group might. Benefit them to a certain extent. It can 
leverage on Tata’s all -India reach, extra-ordinary network, and goodwill in gaining 
quicker access and leeway to these areas and help haggling on the rent costs or 
settling on great arrangements, without significantly affecting the underlying venture 
needed for the business. 

Channel of distribution 

Starbucks UK typically use Instagram, YouTube, Facebook conveyance channels. 
These are the mediums where showcasing messages stream and merchandise are 
offered to a partaking crowd so if Starbucks needs to sell more Coffee. Starbucks made 
another circulation framework for espresso, including its own stores and coffeehouses, 



albeit the financial matters may have been exceptional if Starbucks had basically sold 
its espresso in supermarkets and general stores.  

New channel of distribution, or growing dissemination into new geographic regions, can 
give new gatherings or new sorts of customers admittance to an organization's items or 
administrations. For instance, an espresso maker selling its espressos in general stores 
may choose to purchase its own trucks and start an office espresso business to convey 
its espressos to work environments. Or on the other hand, the espresso producer may 
choose to open its own bistros, or it could choose to circulate its espressos new 
geographic region. 

Distributing a product or administration even more rapidly is now and again enough of a 
benefit to legitimize another appropriation system. Amazon consolidated speed-of-
conveyance with a direct-to-customer plan of action to fashion its appropriation 
methodology. Uber joined speed of conveyance with cell phone application comfort. 

In India Starbucks aggressively expand its own direct-to-consumer channel of 
distribution and in popular cities they are using online distribution channel. 

Market Entry Method 

In Tata Starbucks India case, it is the first occasion when that the venture runs an outlet 
dependent on an accomplice claimed cooking office outside its plants. Starbucks offers 
the ordinary assets of an organization entering developing business sectors, like 
specialized abilities, immaterial assets, and readiness to share mastery, what is shown 
unmistakably through a solid brand. Starbucks Indian market entry has ownership, 
location, and internalization advantages which is also advantages of Starbucks UK 
(Dominik Fischer, 2019). 

Ownership advantages- These are benefits that an organization has dependent on its 
substantial and theoretical resources. Huge global partnerships have a benefit over 
other more modest contenders owing to their sizes. (Dominik Fischer, 2019) Starbucks 
principal competitive advantage has around the world because of their brand name. The 
brand is related with premium quality western items and culture and in this way pull in 
more clients customers even overseas.  

Location advantages- They incorporate financial, political, and institutional components 
that pull in organizations to work together in the nations. (Dominik Fischer, 2019) note 
that the more these advantages supplement the possession benefits, the higher the 
probability of the accomplishment of the business. Starbucks discovered the chance to 
put resources into a reasonable arising Indian market that anticipates a 20% 
development from the expanding expendable wages of a westernized population. 

Internalization advantages- These principally center around the exchange expenses of 
the business hoping to contribute abroad. Organizations ought to pick whether to 
reevaluate from outer project workers or to disguise the interaction. (Dominik Fischer, 



2019) The Starbucks model of business centers around administration; consequently, 
its center abilities are moved towards capacities, for example, the information on 
baristas. Collaborating becomes fundamental while wandering into new convoluted 
business sectors, and accordingly Starbucks brought some disguise benefits as added 
market information (Hooley, 2020). 

As compared to Starbucks India Starbucks UK has Opportunities in the UK Room for 
expansion. Starbucks needs to add to its 100 possessed and authorized stores the UK., 
furthermore, has effectively started foundation in London. Along with an organization 
with uber eats, the organization hopes to cut a specialty in the web-based business in 
the UK (Globalmarkting, 2012). 

Promotion 

The UK Starbucks utilizes every one of the conventional channels just as computerized 
channels for its advancement. The Starbucks Prizes program offers propelling powers 
for buying things with free in-store finishes off, free things and extra offers and cutoff 
points in the store. 

Customers Engagement and maintain good relationship with their customers is the main 
part of promotion strategy of Starbucks India. Customers can be urged to think of 
customized messages for the others in their gathering visiting the power source, which 
can be conveyed by keeping in touch with them on the cups that are utilized to serve 
coffee (Katherine E. Loveland, 2010). 

Starbucks organize various events targeting specific communities. For example, 
devoting Saturday evenings as “Entrepreneur Saturdays”, an initiative that aims at 
bringing together the busy “Stylists” and “Coffee Experts”. 

 

People 

Starbucks workers of the organization that assume a significant part in the achievement 
of an assistance association since they are the quintessence of the association. 
Starbucks association guarantees in setting up their accessories in both "Hard" and 
"Sensitive" capacities, which help them in keeping the consistent misfortune rate low 
and customers cheerful.  

The sophisticated ambience and course of action kept up all through its stores wherever 
in the world assists the bistro with staying above various competitors. Starbucks India 
furthermore makes the names out of everybody contrastingly on the coffee cups, which 
are deliberately spelled wrong several outlets  (Philip T. Kotler, 2018).. 

Process 



Starbucks UK follows an effective order line to the convey espresso and different items 
in any of their stores by utilizing the most elevated innovation to keep up the exceptional 
guidelines. Starbucks India gives unwaveringness cards to its delegates which are 
overhauled every so often, and it helps in attracting the customers to a steadily 
expanding degree. 

Physical Evidence 

For Starbucks UK, it is their stores, temperament, espresso cups/glasses with the logo 
printed, paper napkins, and so on totally go under the real proof of the brand that 
reflects the top notch ness of the brand. 

Starbucks presently gives clients customized name composed on their mugs. They 
should proceed with it in India likewise, as it is profoundly valued by customers  
(Hooley, 2020). 

Directional Development Strategy  
 

A directional strategy permits an organization to determine the standards it wishes to 

epitomize and the objectives it endeavors to accomplish. Directional methodologies as a 

model use for coordinating operational choices and processes. 

Ansoff Matrix 

It is an essential part in business development process of organization. 

 

(Anon., 2020) 



 

Market Penetration 

• Increased production capacity will allow Starbucks How to Brew a Sustainable 
Blend for India to arrive at more clients inside a similar market. 

• Better than ever scattering channels and procedures will allow the Starbucks 
How to Brew a Practical Mix for India to show up at new customer segments and 
buyer packs in a similar market – which may have been out of reach already 
(I.Pollalis, 2017). 

• The Tata Starbucks How to Brew a Sustainable Blend for India could also start 
correspondence and advancing highlighted growing the repeat of use of the 
things in existing business areas. 

• Starbucks UK and India have begun composing names of clients on espresso 
cups. The expectation of this is to build more consumer loyalty  (Hill, 2007). 

• Starbucks UK use strategy by giving rewards and loyalty cards to its loyal 
consumers. 

Market Development 

• The Tata Starbucks How to Brew a Sustainable Blend for India can expand 
regionally. 

• Building Starbucks UK brand awareness is critical to help the organization arrive 
at new customer portions and increment visibility. 

• The Tata Starbucks How to Brew a Sustainable Blend for India expands deals 
through instructing new shopper fragments in existing and new business areas to 
incite for the most part business improvement and advancement (Witcher, 2010). 

• Exploring the new business sectors or target new client base aides the 
organization in expanding the piece of the overall industry and deals of products 
(I.Pollalis, 2017). 

 

Product Development 

• The Tata Starbucks for India could present adjustments and upgrades in existing 
items to offer buyers new and improved contributions. 

• Starbucks India compared to UK reliably places resources into inventive work 
particularly relating towards understanding business region models. 

• The association can moreover participate in new thing headway through 
introducing unmistakable quality things in a comparative market  (Chiu, 2006). 

• Starbucks UK had embraced this methodology by presenting Starbucks card and 
Starbucks Through Prepared blend for the buyers. 

• Starbucks UK also offered new and unique coffee flavours and combinations for 
consumers. 



Diversification 

• Vertical expansion for the Starbucks India suggests searching for progression 
and business improvement by presenting new things under existing thing 
contributions. 

• Diversification through another business would consolidate the Starbucks India to 
explore new business insights and decision to dispatch or gain for motivations 
driving new development and movement  (I.Pollalis, 2017). 

• The Starbucks for India can band together with or get organizations and 
organizations that premium it to expand into new business sectors and new burn-
through bunches with items and administrations that are totally new, and not 
identified with existing contributions (Thompson, 2010). 

• The Starbucks could diversify itself into food industry. 
• Starbucks UK could grow its market share and sales in food and beverages 

industry. 

Advantages and Disadvantages Ansoff matrix 

 

Advantages 

• It is valuable for organizations and associations hoping to recognize and dissect 

development alternatives. 

• It helps with market infiltration through diminishing costs, expanding 

advancement and appropriation, and acquisitions; this is the least risky strategy. 

• For organization it creates a hazard mindful culture (Gartenstein, 2019). 

• It shows level of risk and important risk. 

Disadvantages 

• The Ansoff Matrix could be inaccurate if it is used without other tools. 

• It prompts disparities identified with new items, driving organizations, and 

associations into new business sectors. 

• Conflicting objectives of stakeholders. 

• It does not consider the risks and difficulties of hierarchical changes to 

arrangements and practices (Gartenstein, 2019). 

 

Conclusion  

In conclusion, Starbucks UK and India has different promoting methodologies which for 
the most part depend on customary standards like client dependability and informal 
publicizing alongside the effect of the moral contemplations of the organization and its 
contribution in the local area. To the extent the all-inclusive marketing mix and core 



advertising technique investigation are concerned, the interior elements can be 
examined utilizing them, and the PEST analysis gives an outline of the outer climate. As 
Starbucks is yet seen as a lavish and exorbitant brand, there are a couple of issues that 
arise and are putting their advantage at genuine danger. The impression of expense 
aversion and enormous scope fabricating are similarly hurting the brand's image and 
have been keeping customers from purchasing their things. Afterward, Starbucks 
should get back to their middle publicizing framework and focus on their customer's 
individual necessities and requirements. 

Recommendation 

Starbucks UK and India need to build customer retain strategy to easily inform customer 
to Introduce new product. Also need to attract new customers from other segments and 
target market. Starbucks could also focus on Enhance Operation Management for 
increase productivity and capacity (Grant, 2019). Starbucks could arrangement online 
talk space to work with correspondence among its partners. It additionally makes free 
mail records to additional spread its popularity and combine its client steadfastness. To 
expand deals, Starbucks may likewise align with limited time organizations to promote 
its Products. 
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