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Executive Summary 
The study discusses external and internal environmental analysis of Starbucks in the UK and Japan, nurturing the adoption of the brand's marketing strategies along with the adoption of ethical issues within the marketing mix operations. The report also evaluated the company's perceptual positioning map to compete with its competitors and help towards its future competitiveness practices. The report implements PESTEL analysis. STP strategies have also been provided on these two places, along with analysing their marketing strategies by using the marketing mix of 7Ps. Further marketing strategies of Starbucks are executed in both the UK and Japan, along with analysing the ethical practices of the company in these two locations. Recommendations are on condition to improve their international marketing strategies in the report is included.    
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[bookmark: _Toc212572135]Introduction
International marketing is associated with company products and service promotion and sales into markets outside the home country. As stated by Kumar (2024, p. 1), international marketing requires the adaptation of diverse strategies in areas of political, economic and cultural environments for gaining sustainability and competitiveness in business. As argued by Gillespie and Swan(2021), the crucial activities for international marketing include market research, digital presence optimisation, product localisation, and local language, regulations and customer-oriented knowledge gain. The report is going to discuss external and internal environmental analysis of Starbucks in the UK and Japan, the brand's marketing strategies and ethical issues in marketing mix operations, hence recommending the best international marketing strategies to adopt. 


[bookmark: _Toc212572136]Brand overview and its operation in the UK and Japan
Starbucks, a coffee bean wholesaler headquartered in Seattle and founded in 1971,is an American-based international chain of coffeehouses and roastery reserves with over 29,000 retail stores in 78 markets (Starbucks, 2025; Starbucks, 2023). The mission statement of Starbucks is to nurture unbounded human connection possibilities with every cup, conversation, and community (Starbucks, 2025). Starbucks' vision is to be committed to making their partners proud and invest in health, success and well-being, thereby creating a culture of belonging (Starbucks, 2025). Starbucks invested 60 million dollars as annual greener initiative costs, in 10,000 Greener stores and verified more than 9000 stores for sustainable practices (Starbucks, 2025). 
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Figure 1: Starbucks in the UK
(Source: Starbucks, 2025)
UK Starbucks is in King's Road, London, with a chain of more than sixty coffee shops and 100 stores successfully (Simpson, 2023). Starbucks UK generated revenue in 2024 of £525.6 million, which is a 4% decline and reported a £35.2 million pre-tax loss due to macro-economic and consumer-oriented headwinds (Verdict Food Service, 2025). The downturn of Starbucks is conveyed by 4% annual deterioration in UK revenues and 9% reduction in gross profit to £525.6million and a total of 4000 employees (Verdict Food Service, 2025;Zoominfo, 2025).In this aspect, the UK coffee market showcases consumers' spending of about £3.25 billion per annum, with coffee drinking consumption of about 98 million cups of coffee per day (GOV.UK, 2025;CBI, 2022). However, in overall Europe, per capita coffee consumption is relatively lower, but the UK is associated with a strong coffee culture, which is mainly driven by speciality coffee, home consumption, sustainability, and the rise of online coffee sales.
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Figure 2: Starbucks in Japan
(Source: Milner, 2025)
Comparatively, in Japan, Starbucks' coffee market size is valued at 35.43 billion US dollars in 2024 and is expected to reach 49.47 billion US dollars by the end of 2032, a 4.26% CAGR (Stellar M R, 2025). 
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Figure 3: Japan coffee market size 
(Source: Stellar M R, 2025)
In this context, the crucial coffee players in Japan are Starbucks Corporation, Asahi Group Holdings Ltd, Coca-Cola Company, Lotte Chilsung Beverage Co, Unilever, Pokka Group and Suntory Holdings Limited (Stellar M R, 2025). Starbucks, headquartered in Tokyo, Japan, founded in 1995, has generated revenues of 1.1 billion dollars with 5,500 total employees (Zoominfo, 2025). 

[bookmark: _Toc212572137]Comparison of the macro environment (PESTLE) of the UK and Japan
Political 
The UK's political stability score is observed at 0.51 points as in 2023, while for Japan it is 0.95 (Theglobaleconomy.com, 2025; Theglobaleconomy.com, 2025). 
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Figure 4: UK's political stability score 
(Source: Theglobaleconomy.com, 2025)
From the political stability index score, it is evident that Starbucks is in a more politically stable condition in Japan than in the UK, with low violence, terrorism or other corruption issues. Moreover, the UK has a zero tax policy for coffee consumption; however, it only adds value-added tax (VAT) for lattés or milkshakes (Gregory, 2025).However, Japan’s consumption tax is levied at 8% reduced tax rate or a 10% standard tax rate for all goods that are manufactured or imported into Japan (Japan Customs, 2025). In this context, the UK is more favourable for coffee lovers to pay low tax than Japan. 
Economic 
The UK's annual inflation rate in August 2025 is 4%, which is down from 4.2% in July (ONS.GOV.UK, 2025).
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Figure 5: UK inflation rate 
(Source: ONS.GOV.UK, 2025)
On the other hand, the annual inflation rate of Japan is 2.7% as of August 2025, from 3.1% in July (Trading Economics, 2025). 
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Figure 6: Japan inflation rate 
(Source: Trading Economics, 2025)
From the inflation rate of both countries, it is evident that Japan has less inflation than the UK, which can be favourable for coffee sectors in terms of cost-effective operations in Japan than in the UK. In 2025, the UK's GDP growth is at 3.84 trillion US dollars with a projected growth rate of almost 1.2 to 1.3%, while that of Japan is at 4.31 trillion dollars (International Monetary Fund, 2025;The Yomiuri Shimbun, 2024). From GDP growth data, it is evident that Japan is in a better position economically compared to the UK for fruitful business operations like that of Starbucks. 
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Figure 7: UK interest rate 
(Source: Trading Economics, 2025)
Further, the UK interest rate is at 4% in 2025, while that of Japan is at 0.5% (Trading Economics, 2025; Trading Economics, 2025). Japan has a comparatively low interest rate compared to the UK, which displays increased business investment and consumer spending, and can potentially stimulate monetary growth.
Socio-cultural
Power distance dimension shows Japan (54) is a marginal hierarchical society in any social setting, with a meticulously slow decision-making process, a meritocratic society (The Culture Factor, 2025). Contradictorily, PDI of the UK (35) shows inequalities amongst individuals (The Culture Factor, 2025). Moreover, Japan scores 62 on the individualism dimension, showing individualistic societal characteristics, while with a 76 score, the UK is also an individualist society (The Culture Factor, 2025). Besides, a 95 score, Japan is the most decisive society accordingly to motivation towards success and achievement (The Culture Factor, 2025). However, in combination with minor collectivism, Japanese people are not too competitive and assertive in their individual behaviours. Conversely, the UK, with a 66 score, is also a decisive society (The Culture Factor, 2025). 
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Figure 8: Hofstede cultural comparison of the UK and Japan
(Source: The Culture Factor, 2025)
Further, in case of uncertainty avoidance, Japan is at 92 as its geographical location demonstrates constant threats by natural disasters such as earthquakes, tsunamis, typhoons and volcanic eruptions (The Culture Factor, 2025). Consequently, Japanese businesses are aware of uncertain situations with emergency plans and precautionary measures. However, the UK has a low score of 35 with a strong necessity for innovation and a high level of creativity (The Culture Factor, 2025). UK individuals are drawn to heavy consumerism for new and innovative products, and so a highly creative industry thrives in advertising, financial and marketing engineering. Furthermore, for long-term orientation, Japan has score of 100 with high investment rates in research and development (R&D) (The Culture Factor, 2025). Contradictorily, the UK scores 60 as a pragmatic culture, being adaptable to diverse traditions and conditions, stinginess and persistence in attaining results (The Culture Factor, 2025). Furthermore, from the indulgence dimension, Japan scores 42, showing a restrained culture and a tendency to pessimism and cynicism with leisure and gratification desires (The Culture Factor, 2025). However, the UK scores 69 as being indulgent, and willingness to have fun and enjoyment, visualising life with a positive attitude and optimistic tendency (The Culture Factor, 2025). 
Technological 
The technological landscape in the UK is based on a transformational shift of diverse global tech giants and has pledged a significant investment of £29.3 billion towards data centre development and AI infrastructure (Malik, 2025). In Japan, the government and tech giant businesses have made a significant investment of around ¥10 trillion in the national economy for embracing an AI strategy, infrastructure and research and development (R&D) to stay competitive (Bloomberg, 2025). From the technological investment capabilities, it is evident that Japan is in a more economically viable position than the UK for economic sustainability and investment in areas of AI and R&D and a high level of innovation, tech awareness and automation.Technological changes within the UK coffee sector include increased online ordering through mobile apps and convenience, AI and automation for personalisation and quality in coffee products. However, in terms of innovation, Japan is in a better position with smart brewing technology utilising AI-controlled machines for quality control and roasting, and advanced RTD packaging using aseptic cartons and nitro infusions. 
Legal
According to the UK Consumer Protection Act 1987, it is necessary for companies to provide their customers with proper quality and maintenance of quantity for no customer complaints and ensuring ethical and safety standards (GOV.UK, 2025). On the other hand, Japan's Consumer Act No. 78 of May 30, 1968, is associated with protection and consumer interest for ensuring consumption improvement and stabilisation in food products (Japanese Law Translation, 2025). From the legal infrastructure, it is evident that Starbucks must mandate consumer protection and safety in the consumption of its coffee products in both countries. 
Environmental 
UK environmental policies are enacted towards net-zero carbon emissions by 2050 as per the Environment Act 2021 and the Climate Change Act 2008, and circular economy efforts for water reduction and resource efficiency (CCE, 2025). On the other hand, Japan’s environmental laws are concerned with climate commitment by accelerating greenhouse gas GHG emission reduction by 46% by 2030 (OECD, 2025). Both countries are highly concerned about environmental regulations and climate safety measures, which showcase permitted safety laws and regulations to be followed by Starbucks. 

[bookmark: _Toc212572138]Comparison of Brand’s STP strategies in the UK and Japan
[bookmark: _Toc212572139]Segmentation and Targeting
Demographic segmentation
UK's Starbucks primarily have targeted Gen Z, Gen X and millennials, mainly of the age range between 18 and 49 and with middle to high income families (Zhang and He, 2024, p. 23). Most Gen Z members between 18 and 24 years are more likely to choose the Starbucks brand. The premium positioning of the Starbucks brand is focused on creating both quality and comfort in a 3rdplaceenvironment to resonate with the young adults and college-educated people valuing relaxation, social interaction, contemporary, and trendy culture. 
[image: People wait outside Starbucks on Portobello Road in London in 2020, following the introduction of measures to bring England out of lockdown. ]
Figure 9: Starbucks in the UK
(Source: Kehnscherper, 2022)
Mostly, UK individuals prefer a social lifestyle, and urbanites who are tech-savvy and connected to a trendy culture. UK customer motivation for Starbucks is not just for coffee, but also atmosphere, ambience and experience, seeking a sophisticated and comfortable environment for relaxation and interaction. Additionally, most coffee consumers in the UK are baby boomers, with 98 million cups of coffee daily and a total coffee consumption of about 35,770 million cups (Bellis, 2025). Moreover, single-serve coffee pods and ground coffeehave been elevated mainly among the millennials of the age group 16 to 34 (Bellis, 2025).
[image: people sitting in front of Starbucks in Japan]
Figure 10: Starbucks in Japan
(Source: Mendini, 2025)
On the other hand, Starbucks in Japan has primarily targeted young, upwardly mobile students and women who emphasise premium coffee, no-smoking ambience, and Western lifestyle taste, symbolising progress and modernity (Li, 2023, p. 55). Compared to the UK, in Japan, Starbucks had targeted mainly to appeal to professionals aged between 25 and 44. However, compared to the UK, Japanese people are much more health-conscious, due to which Starbucks have integrated its product differentiation strategy by adapting to a smaller drink size, reduced or no-sugar, and localised products such as Sakura-themed and matcha items, aligning with Japanese culture, taste and preferences (Milner, 2025).Starbucks had a diverse crowd with business people with laptops, couples on dates, folks stopping for ten minutes, students buried in notes, and travellers checking maps, and remote workforces camped out for hours by seamlessly blending into their coffeehouse atmosphere.
Geographic segmentation
UKStarbucks is the largest market in Europe, Africa and the Middle East with 1000 stores in UK, 703 run by licensees, and 297 company-owned with a total revenue of Starbucks in UK is £328 million (Kehnscherper, 2022). On the other hand, Starbucks in Japan had made a remarkable revenue generation of more than ¥125 billion with over 600 stores (Milner, 2025). Starbucks in Japan adopted an internationalisation strategy of global bean sourcing for consistent quality, and regionally labelled brews from Verona, Guatemala, and Ethiopia (Milner, 2025).
Behavioural segmentation
In 2023, UK people have displayed coffee consumption of approximately 35,770 million cups and almost 98 million cups of coffee daily (Bellis, 2025). 
[image: Countries Drinking Coffee Regularly by Age Group]
Figure 11: UK coffee consumption statistics
(Source: Bellis, 2025)
In this context, UK people prefer to visit coffee shops by about 80%, while for home coffee consumption, they prefer 73% of instant coffee (Bellis, 2025). From the empirical data, it is evident that UK people are highly driven to coffee consumption and are more coffee lovers than tea lovers. On a contradictory note, in Japan, coffee consumption is on trend towards health-conscious adoptions, with augmented demand for low-sugar, organic and functional options. There has been amounting interest in fair-trade beans, plant-based milks, and sustainable packaging. This trend has reflected towards a wider national importance of people’s health and moderation of beverage consumption. Additionally, there has been a frequent consumption of black coffeeand unsweetened beverages for positive health outcomes, such as low mortality risks. 
Psychographic segmentation
[image: ]
Figure 12: Japan-exclusive seasonal drinks
(Source: Mitsubori, 2025)
Cultural nuances as psychographic preferences draw attention to Starbucks Japan-exclusive seasonal beverages, including matcha latte, chestnut lattes in autumn, and cherry blossom-themed drinks in spring, aligned with the Japanese obsession with seasonal flavours (Milner, 2025). Japan’s ritualistic and cultural precision has an authentic café culture of kissaten with small social space designed as bars with diverse coffee options, integrated alcohol, simple sandwiches, hot dishes and desserts (Suehiro, 2025). The product menu shows forecasting traditionalism, yet a modern touch of royalty as per the brand value. 
[bookmark: _Toc212572140]Positioning
From the perceptual positioning map of Starbucks UK, it is evident that Starbucks has major competitors such as Costa Coffee, Café Nero and Greggs Coffee (Locations Cloud, 2024). 
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Figure 13: Perceptual positioning map of Starbucks UK
(Source: Created by learner)
From the positioning map, Starbucks is positioned in the high-quality and high-price quadrant, showcasing that the company has prices higher than its competitors. 2025's total sales of Greggs coffee grew by 6.9% to £1 billion and targeted a £2 billion turnover by 2026 (Riley, 2025). Increased sales and high profit generation by the rivalry of Starbucks, such as Gregg’s coffee, is because of its positioning with a high-quality and low pricing strategy, which helped the company to grab more attention of a large audience compared to its rivals, such as Starbucks.In this context, Starbucks needs to adopt an appropriate pricing strategy without compromising its product quality to be competitive and gain betterpositioning than its rivals in the UK. 

[image: ]
Figure 14: Perceptual positioning map of Starbucks Japan
(Source: Created by learner)
On the other hand, the biggest competitors of Starbucks in Japan include Doutor, Hoshino Coffee, and Komeda's Coffee (JW Web Magazine, 2025). From the positioning map, Starbucks is positioned in the high-quality and low pricing quadrant, highlighting that the company has its positioning with a high-quality and low pricing strategy compared to its competitors. Komeda's Coffee’s revenues are ¥ 47.06 billion, while those of Starbucks Japan are more than ¥125 billion with over 600 stores (The Wall Street Journal, 2025;Milner, 2025). From the data, it is observed that Starbucks is economically in a profitable position due to its competitive positioning strategy of product adaptation and cost differentiation strategy against its competitors. 


[bookmark: _Toc212572141]Comparison of Marketing Mix (7Ps) strategies in the UK and Japan.
Marketing mix is referred to as the 4 or 7 Ps, which comprises the products, prices, promotion, places, people, process and physical evidence. This framework helps companies influence their targeted customers and markets by promoting their products and services. By using these tools, the companies successfully achieve their goals and objectives along with analysing the requirements of their customers, allocating effective resources, developing complete strategies and improving the brand recognition. This further helps in the increment of sales and the profitability of the companies. In this section, a comparison will take place on Starbucks within two different countries, the UK and Japan. 
	Marketing mix factors
	Starbucks in the UK
	Starbucks in Japan

	Products
	In the UK, Starbucks offers its customers several products, including the Latte, Cappuccinos, Frappuccino, fresh juices, along with several food items like the cheese toast, pesto paninis and ham (Starbucks, 2025).   
	In Japan, Starbucks offers its customers products by valuing their tradition and culture. They serve matcha latte, Sakura strawberry drinks and other Japanese food flavours along with providing their original coffee menus like the Frappuccino, cappuccino and so on (Starbucks, 2025).    

	Places
	In the UK, Starbucks is grabbing their opportunity to expand by prioritising the high football city centres along with the drive-thru places (Starbucks, 2025). Moreover, they are committed to opening and expanding their branches more rapidly.       
	Starbucks tends to expand within Japan with continuous and rapid growth. After opening its first branch in Tokyo, Starbucks has expanded to 1600 locations across the country (Starbucks, 2025). This shows their development rate within the country.    

	Price
	The pricing strategy of Starbucks in the UK is not affordable and is considered premium. Therefore, the company can introduce a section of food and coffee items with an affordable pricing range, along with maintaining its standard quality. This will attract a wide customer segment, including both the mediocre salaried people. In this way, they will be able to maintain their competitive advantage within the UK market and provide tough competition to companies like Costa Coffee, McDonald's Corp, Caribou Coffee Co Inc. and many more (Global Data, 2025).         
	In Japan, the pricing strategy of Starbucks is considered affordable, which makes their targeted customer feel classy about the brand and their quality, along with being able to avail themselves of the products at an affordable price. To enhance their business further, Starbucks can introduce a premium pricing range with their high-quality products to attract customers belonging to the premium class. This will help them to upgrade their competitive advantage with other companies like Tully's Coffee (Japan Today, 2025).         

	Promotion
	Starbucks might engage the local community within the UK to ensure its CSR practice, which will further help the company in obtaining more brand recognition (Starbucks, 2025). Further promotion of the company can be done by improving the customer experience of the physical stores. By initiating digital marketing and campaigns, the promotional strategies of the company can be enhanced.      
	To promote in a better way, Starbucks in Japan can introduce more Japanese dishes to their menu to attract a wide range of customers. Using their seasonal products. They can also use social media and social platforms to promote their brand identity and products more strongly (Starbucks, 2025). They can also develop a unique ambience for their physical stores to make the experiences of their targeted customers better.    

	People
	It can be seen from the records that in the UK, Starbucks has almost 4000 employees working for it. These employees are providing their customers with a high standard of experience and with a quality standard of customer service. These employees can be given more training for their development to accustom them to the changed market trends and advanced technologies. This will further help to address the resistance of the employees, along with improving their performance (Zoom info, 2025).     
	In Japan, approximately 5,500 employees are working for them, which is increasing over time. These employees help to manage the several functions of the company, like the operations, marketing, technical department and information technology. It can be seen that by engaging more employees, these functions of Starbucks can be obtained smoothly. Therefore, the potential and talented employees should be recruited by the company for their better development (Zoom info, 2025). 

	Physical evidences
	The customer reviews of Starbucks in the UK are bad. Most of the customers had bad experiences with the served meals and food items from the reviews. It can be seen that customers are facing problems with the quality of the food items, along with other services like the parking, student discounts and many more (Trustpilot, 2025). Therefore, these should be improved by the company to maintain its competitiveness within the market. 
	In Japan, Starbucks is known to obtain bad and negative reviews about their services, especially on their plant-based food items (Trustpilot, 2025). Therefore, they should focus more on their plant-based food items.  

	Processes
	The UK stores can improve their processes of ordering coffee and serving items to the customers by implementing artificial intelligence tools, making the process automated (Starbucks, 2025). Bills can also be paid by the automation device rather than involving the employees. This will make the ordering process smooth and hassle-free.      
	In Japan, Starbucks can implement a method where the customers will be able to provide them with feedback to improve their services. In this, the company will be able to provide better experiences to its customers by addressing the feedback.   


Table 1: Marketing mix with 7Ps
(Source: created by the learner)
From the above, it can be seen that the major ingredients of the company in both countries are the same, like coffee, milk, and syrups used in many drinks. But the differences in their ingredients comprise the local food products, which add to the taste of the food items (The Spruce Eats, 2025). Like in Japan, matcha infuses the taste of the coffee along with the sweet and salty pineapple juice (Japan Today, 2025). On the other hand, in the UK, people prefer an English breakfast (Starbucks, 2025).    


[bookmark: _Toc212572142]Evaluation of the performance of marketing strategies
The marketing strategies are referred to the completed framework to help understand and identify the company and its business in reaching its targeted customers. By using marketing strategies, the companies promote their business by showing their targeted customers their products and services to increase sales and profitability. Organisations can also improve their market share by implementing proper marketing strategies. However, Kumar (2024) states that the marketing strategies have some limitations when applied by organisations for their development. They can increase the cost of the operations of the business, along with a risk of failure and a waste of investment. The marketing strategies might not get aligned with the changing trends of the sectors. It can be seen that the marketing strategies of Starbucks in the UK have improved their brand identity, along with developing their business. A strong market position has also been captured by the company within the UK. They have successfully provided their customers with unique and rare products of the best quality, along with maintaining a premium pricing strategy for the company. 
The company is also known to offer its guests the best series and experiences with its trained employees. Starbucks has primarily used digital platforms for the promotion of its products and has gained loyal consumers through digital marketing strategies, including social media. However, it can also be seen that Starbucks might face strong competition from its local competitors in the UK due to its high pricing range. These companies might include Costa Coffee, McDonald's Corp and many more (Starbucks, 2025). From the records, it is shown that a high number of cups of coffee are being consumed by people in the UK every day. This has increased the annual growth of the coffee market. Therefore, from this, it can be easily concluded that the marketing strategies of all the coffee businesses, along with Starbucks, are developing positively, impacting their targeted customers. On the other hand, it can be seen that in Japan, also, Starbucks has blended deeply with their culture and heritage and has incorporated their traditional essence of tsetse into their food products. 
This has further helped them to connect emotionally with their targeted customers within Japan. In this way, Starbucks in Japan will be able to develop a trustworthy and transparent relationship with its consumers, and its high-quality products will also help it to achieve its long-term goals. Their expert marketing on social media has also helped them obtain more customers. 
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Figure 15: Advertisement of Starbucks in Japan
(Source: Instagram, 2025)
The high quality of the videos and posts also helps them attract more customers digitally. However, it can be seen that in Japan, the organisational structure of Starbucks is mostly rigid, resisting any type of changes, altering their cultural perspectives and tastes. They also face a huge challenge of translating the marketing materials, along with some restrictions in regulatory compliance.      


[bookmark: _Toc212572143]Evaluation of marketing ethics practice
The practice of marketing ethics refers to the establishment of some moral values and applying them to the business for conducting marketing. This helps the companies to engage themselves in the fair, honest and responsible promotion of technologies and products.  By practising these values, the companies will be able to impact the environment and society positively. By performing ethical practices, the companies will be able to promote and provide their customers with trustworthy advertisements, which further helps in maintaining the transparency between the company and its customers. In this way, the companies can respect their customers by keeping their data and information secure. However, it can be seen that implementing marketing ethical practices has a few limitations, which involve the high cost of the implementation of these values, and a reduction of strategic choices for these ethical practices.         
According to Carter, Warren and Steinhoff (2023), the marketing ethics of Starbucks in the UK perform positive practices along with addressing the important criticism. Their ethical responsible sourcing for their raw materials for coffee is done by the program of C.A.F.E. (Starbucks, 2025). By this, the company ensures their high quality of products, which they will be serving to their loyal customers. In this way, premium payments to the farmers are made by the company, along with promoting fair practices of the labourers. The commitment of Starbucks involves their support towards their community. This develops a sense of belonging in the local community of the company, which further motivates them to nurture the spirits of the human. By incorporating ethical practices, Starbucks also tries to look after the well-being of its employees, while it faces several criticisms in the UK regarding its avoidance of tax and its controversial practices. The transparency of the company towards its customers is being maintained by their ethical practices of CSR (Corporate Social Responsibility). Starbucks' performance ethical practices have established the Starbucks College Achievement plan, which provides students with 100% coverage of tuition. From the records, it can also be seen that almost 14,000 partners have graduated from this college, and approximately 26,000 are participating in the session (Starbucks, 2025).    
However, despite performing a high standard of corporate social practices, the controversy of the tax within the UK has impacted the company in considering its ethical practices. On the other hand, in Japan, Starbucks has implemented marketing ethics which align with its culture. This shows the cultural adaptation of the company within Japan by respecting and following their tradition of tea by making a matcha latte rather than replacing tea with coffee. The company is known to have adapted to the ethical consideration where they did not announce the names of their customers in their shops while serving their orders. It can also be seen that the company is sourcing ethically in Japan, with a rate of 99% which further provides an opportunity for their farmers. However, Starbucks, trying to be an ethical company, has created an unethical practice which might affect its customer base. Their excessive pricing range develops conflict with the affordability range of the local community. This can further impact the environment and social costs of Japan. Unethical labour practices can also be seen within the management of Starbucks in Japan, where discrimination can be seen in the labour wages.                      


[bookmark: _Toc212572144]Recommendation
Starbucks should focus on several strategies for improving its internal marketing. They should search for deeper locations where they will be able to target and attract more customers, as discussed by Gillespie and Swan (2021); their choices of location should prioritise the needs and demands of the customers. By providing their target customers with the menus where they will get both the taste of Starbucks and its quality, along with the cultural taste of local ingredients. Their online platforms and websites should also become more customised to offer customers availing from remote locations a high-quality experience to engage them more strongly. Starbucks can also try to implement effective loyalty programs along with smooth payment options and seamless operations for ordering through mobile apps. They should also implement cultural and heritage norms in their physical stores to welcome their guests and offer them their uniqueness. An ethical and transparent supply chain should be maintained to make their supply operations sustainable and smooth. 
According to Carter, Warren and Steinhoff (2023), designing environmentally friendly designs for their stores will help the company to become more ethical and sustainable. Practising corporate social responsibility across all their stores and all the local communities should be implemented for their better development and brand recognition.


[bookmark: _Toc212572145]Conclusion
[bookmark: _Hlk212543615]The report has discussed the marketing of the renowned company, such as Starbucks. Discussion has been done on the background of the company and its operations, both in the UK and Japan. Comparison has been established between their operations and marketing strategies in both of these countries. Contrast and comparison have been provided on the business of Starbucks in these two countries by understanding the impact of the external factors of both the UK and Japan on Starbucks. It has been done by implementing the PESTEL analysis. STP strategies have also been provided on these two places, along with analysing their marketing strategies by using the marketing mix of 7Ps. Further evaluation has been done on the marketing strategies of Starbucks in both the UK and Japan, along with analysing the ethical practices of the company in these two locations. Recommendations have also been provided in the report to improve their international marketing strategies. 
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