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In an increasingly globalised market, international brands must adapt to the cultural, social, and economic dynamics of each country in which they operate. Starbucks, a global leader in the coffeehouse industry, has demonstrated remarkable adaptability in tailoring its marketing strategies to align with the preferences and lifestyles of consumers across diverse markets. The coffee industry itself reflects changing consumer habits — moving from instant consumption to an experiential culture that values ambience, sustainability, and ethical sourcing.
The organisation assessed the business model, which was accessed with Company-oriented stores and a franchise model, allowing for expansion throughout the globe. Moreover, the company adheres to ethical responsibility by enriching its ethical sourcing through the inclusion of the Coffee and Farmer Equity (C.A.F.E) practices regulations (Starbucks, 2025). This represents that the firm is highly determined towards maintaining the sustainable goals, and is also influenced by waste reduction as well as reusable activities. 
This report aims to critically compare and analyse Starbucks’ international marketing strategies in two contrasting markets: the United Kingdom and India. While the UK represents a mature coffee market with a long-established café culture, India is an emerging economy with a growing middle class and traditionally tea-oriented consumption habits. This contrast provides valuable insights into how global marketing principles are translated into local contexts (Singh, Chaturvedi and Mittal,  2024).
[image: ]
Figure: Starbucks product-based marketing 
Source:(Volle, 2022)
Starbucks expanded in the UK during 1998, with the application of the acquisition strategies of the Seattle Coffee Company and enriched with a direct ownership model. Empathising with the positioning in the UK market, the brand has evaluated the premium cafe while focusing on direct rivalry with different local brands within the UK. Furthermore, Starbucks' entry in India during 2012, with the establishment of a 50:50 Joint Venture (JV) market entry mode directly with the Tata Group (Starbucks Stories Asia, 2019). In spite of the middle to upper income audiences available within India, the company was able to empathise with the position of the premium brand. 
The analysis will apply key international marketing frameworks including PESTLE, Segmentation–Targeting–Positioning (STP), and the 7Ps Marketing Mix to compare Starbucks’ strategic decisions in both markets. The report will also evaluate the brand’s ethical marketing practices and overall performance in each region, drawing on credible data sources such as Statista, MarketLine, and company reports. The study concludes with recommendations for enhancing Starbucks’ international marketing strategy to ensure continued relevance and competitive advantage.
[bookmark: _heading=h.bhodpyaj0od]2. Brand Overview 
Founded in Seattle in 1971, Starbucks has evolved from a single coffee bean store into a global brand with over 38,000 outlets across 80 countries. The company’s mission, “to inspire and nurture the human spirit – one person, one cup, and one neighbourhood at a time,” encapsulates its emphasis on community, quality, and sustainability. Starbucks has positioned itself as a premium lifestyle brand offering not just coffee, but a “third place” between home and work where customers can relax and connect (Zhang and He, 2024).
Focusing on the values determined by the brand overview towards crafting, which helps to learn as well as teach, for enriching growth within the brand. Furthermore, showing courage towards embracing respect, audacious ideas and the right thing to do for evaluation of success within the target country (Starbuckschilledcoffee.com, 2019). The report by Starbucks 2025, the global consumer of Starbucks has expanded to 40,000 stores among 88 markets throughout the globe which accessed with thousands of green apron partners (Starbucks, 2024). 
In the United Kingdom, Starbucks entered the market in 1998 through the acquisition of the Seattle Coffee Company. It quickly expanded across major cities, adapting to the UK’s sophisticated café culture. The brand offers a diverse menu, including plant-based options and seasonal beverages, while promoting ethical sourcing through its Coffee and Farmer Equity (C.A.F.E.) program. Marketing strategies in the UK highlight convenience through mobile ordering and partnerships with delivery platforms such as Uber Eats (Volle, 2022).
In India, Starbucks launched in 2012 as a joint venture between Tata Global Beverages and Starbucks Corporation, known as Tata Starbucks Pvt. Ltd. The collaboration leveraged Tata’s local market expertise and supply chain capabilities. Starbucks’ Indian operations focus on localised offerings such as masala chai and turmeric lattes — to resonate with domestic tastes. The brand also emphasises cultural inclusivity in its store design and marketing campaigns. Its expansion in Tier 1 cities reflects a premium positioning aimed at aspirational urban consumers. 
[bookmark: _heading=h.52bsxkikbgw1]3. Comparison of Socio-Cultural Context (PESTLE) 
PESTLE Analysis 
Factors 	UK 	India 
Political 	The country has a stable political environment after the Brexit regulatory changes. 	String food safety rules and predictable policy measures.	The country has a complex regulatory environment. 	Starbucks has entered the market via Tata joint venture. 	Strongly focuses on local sourcing practices.
Economic  	High-income officials in a nation with a mature coffee market. 	Consumers are willing to pay premium prices. 	High operational costs.	Price-sensitive market with rising middle-class consumers. 	Starbucks is positioned as a premium coffee chain, but accessible.
Social 	Has an established coffee culture with high consumption practices. 	Customers in the nation prefer options for convenience and customisation in stores.	India is dominated by tea culture. 	Nonetheless, Gen Z and Urban Millennials prefer coffee, determining the rise of coffee culture.
Technological 	Digital adoption practices with mobile ordering, contactless payments and third-party delivery partners like Uber Eats.	Rapid growth of the digital market with heavy use of UPI. 	The Starbucks Rewards app and Loyalty Programs attract consumers. 	Third-party collaborations with food delivery apps like Swiggy and Zomato.
Legal 	Strict food labelling laws like Natasha's Law and labour rights. 	Ethical compliance with wage regulations and policies in the nation.	Maintaining the Food Safety and Standards Authority of India (FSSAI) food regulations. 	Food Safety and Standards (Packaging and Labelling) Regulations 2011, and Food Safety and Standards (Labelling & Display) Regulations, 2020. 	Practices include local compliance measures and requirements with licensed coffee producers.
Environmental  	Consumer expectations about sustainability measures. 	Recycling programmes and providing practices which focus on carbon reduction and eco-conscious packaging systems. 	Growing of sustainability awareness with local sourcing practices. 	Tata has focused on maintaining biodegradable packaging systems. 

Table 1: PESTLE Analysis
(Source: Self-created) 

PESTLE and Cultural Analysis of Starbucks: 
The abovementioned table examines the way Starbucks operates in both the nations of the UK and India (DiLeo, 2024). The political factors in the UK determine that the country has stable regulatory measures post-Brexit, and it has opened doors to immense opputunities for global business ventures to penetrate markets. The nation has a vibrant political culture as citizens take an active role in their democracy with a wide range of political views and ideologies. In India, the nation faces a complex regulatory scenario and has regional tensions that can disrupt operations (Hajarath and Chaitanya, 2025). 
In the UK, economic factors determine that it has a mature coffee market, as consumers are willing to pay high prices for quality coffee with satisfaction (Musonera, 2021). The national wage of living increases every year, which is useful to support people with low income, but the coffee chain faces high operational costs. India has stable economic policies and robust private consumption supported by government policies for improving infrastructure and the business environment (George, 2023). However, it is a price-sensitive market with the rise of middle-class consumers for coffee, positioning Starbucks as a premium but accessible chain.  
Social factors of India, India is dominated by the tea culture, where a large number of consumers prefer tea over coffee. However, the new generation of Gen Z and Millennials is choosing coffee over tea, which is driving Starbucks sales in the country (Zamborita et al., 2024). With that, the growing influence of social media has shaped consumer opinions and behaviours, requiring businesses like Starbucks to actively manage their online presence and engagement to attract a large clientele in the market. In the UK, there is a high consumption of coffee as high-income professionals choose high-quality coffee (Wang, 2025). This aligns with their social norms of quick convenience and customisation. 
Technological factors of both countries, the UK and India, include widespread use of digital payment platforms, cashless transactions and enabling smooth e-commerce experiences. The rise expansion of the e-commerce sector has provided new sales channels and opportunities for Starbucks to reach to a large clientele (Ullagaddi, 2024). Integration of Artificial Intelligence and Machine Learning has helped Starbucks to offer seamless mobile ordering through its app and digital loyalty programs. 
Legal factors in the UK focus on aligning with “Natasha Law”, which allows Starbucks to maintain their employment rights and sustainability reporting, as companies have faced scrutiny over corporate tax practices. On the other hand, India's legal environment scenario has forced Starbucks to maintain food safety regulations of “FSSAI, Food Safety and Standards (Packaging and Labelling) Regulations 2011 and the very recent Food Safety and Standards (Labelling and Display) Regulations in 2020” (Pande et al., 2025). 
Environmental factors in India raise sustainability awareness, and by collaborating with Tata Starbucks have ethically sourced Indian coffee and participated in programmes to support local farmers. The UK consumer base values eco-friendly practices by ethically sourcing coffee beans and introducing waste-reduction programs (Bazhenova, 2025).
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“Figure 3: PESTLE Analysis”
Source: (DiLeo, 2024)
Political factors are favourable in the UK, as post-Brexit regulations have provided stability and transparent governance, encouraging foreign investment and business expansion. Economic factors in India and the UK are favourable due to stable growth and the rise in disposable income. Social factors in India are moderate as tea dominates the traditional market. In the UK, social factors are highly favourable as coffee consumption is embedded in the daily routines of consumers. Technological factors are favourable in both countries, with high adoption and use of cashless payment options. Legal factors are favourable in the UK with regulations like Natasha's Law. In India, legal factors are unfavourable with operational complexities. Lastly, environmental factors are favourable in both countries enabling ethical sourcing and brand integrity.
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Figure 7: Hofstede Cultural Dimension for India and the United Kingdom (UK)
(Source: Hofstede Insights, 2025)
[bookmark: _heading=h.8bn9vx8ypb8z]4. Comparison of STP Strategies 
STP Analysis 
Elements 	UK 	India 
Segmentation 	In the UK, there is a wide demographic, mainly of professionals, students, and commuters. 	Consumers focus on convenience, health and lifestyle. 	Demographics include age 18-30 years in urban regions, focusing on value, quality and premium coffee. 	Their behaviours include frequent coffee lovers and a degree of loyalty towards coffee. 	In India, there is a narrow segment of demographics that are affluent millennials, tech workers, students, and upper-middle-class individuals who can afford their premium coffee. 	Psychographics focuses on consumers having an aspirational lifestyle. 	Primary demographic is targeting young adults (Gen Z) aged 20-29 and professionals aged 30-45 group living in urban areas of Mumbai, Delhi, Bangalore and Kolkata.  
Targeting 	Professionals who prefer premium coffee and have high income levels.	High-frequency buyers with stores near offices, commercial districts, shopping centres, transit hubs and university campuses. 	Starbucks is driven by convenience and sustainable production. 	Focusing on urban consumers with high incomes. 	Opening stores in high-traffic areas like malls, corporate hubs, and airports. 	Consumers who emphasise experience and status. 
Positioning  	Starbucks is positioned as a convenient, sustainable and premium coffee chain. 	Has strong personalisation and seasonal offerings. 	It serves communities by hiring military and veteran spouses with distinct work-from-home facilities and a hybrid work culture for employees. 	Stores are designed as a welcoming and aesthetically pleasing ambience, creating a space for working and community gathering.	In India, Starbucks is positioned as a luxury and aspirational Western cafe chain. 	It has strong localisation of menu and store ambience where customers could freely work with free Wi-Fi, comfortable seating and local designs. 	Also catering to local consumers by creating tailored drinks like Masala Chai, Filter Coffee, Vegetarian baked iteams and Tandoori Paneer Sandwich. 	By partnering with Tata, Starbucks has analysed the market to position itself as a coffee chain that will earn consumer trust and loyalty.

Table 2: STP Analysis
(Source: Self-created)
Analysis:
The STP analysis in Table 2 examined that in the segmentation of the UK market, Starbucks's demographic includes young consumers of 18-30 years and older working adults in the country. The psychological identifies individuals who live a fast-paced lifestyle and prefer Western cafe culture with an interest in sustainability and low-calorie options (Allen, 2020). In India, Starbucks' demographic is narrower and more lifestyle-driven consumers who drink Starbucks to maintain a status in society. It targets urban millennials, tech workers, students from private institutions and upper-middle-class consumers living in metropolitan cities of Mumbai, Delhi, Bangalore and Kolkata. The demographic includes individuals aged from 20-45.
Starbucks targets consumers in India who have higher incomes and view the coffee chain as a status symbol and lifestyle choice rather than a coffee retailer (Zhou, 2024). Their stores are based in high-traffic areas like malls, corporate hubs, airports and affluent neighbourhoods. Starbucks also targets the Gen Z population that is influenced by Western culture and social media-driven trends. In the UK, Starbucks target high-frequency buyers with stores near commercial districts, shopping centres and university campuses. This mainly determines that consumers in the UK prefer convenience and sustainable coffee, unlike India. 
Positioning of Starbucks in the UK highlights the convenience of consumers with consistency and sustainability measures. It has strong personalisation and provides seasonal coffee and beverages to consumers with a welcoming and aesthetically pleasing ambience (Zhang, and He, 2024). Starbucks market their product in the country by promoting loyalty rewards, plant-based options and ethically sourced beans to cater to a large clientele. On the other hand, in India, Starbucks is a luxury and lifestyle brand providing a Western cafe experience with free Wi-Fi and comfortable seating for consumers (Pandey et al., 2021). By partnering with Tata, Starbucks adds to cultural authenticity and credibility. Localisation has played a strong role in the nation by integrating local flavours of Masala Chai, Tandoori Paneer Sandwich, Filter Coffee and vegetarian bakery iteams to improve relatability. 
Cultural adaptation and communication both both countries determine that in the UK, Starbucks has employed digital marketing practices with seasonal campaigns like Pumpkin Spice Latte and social media engagement, which focuses on sustainability (Woods, 2023). New flavours have been launched by the coffee chain for Christmas, including their Christmas Blend 2025, Toffee Nut Capsules, Santa Starbucks Bearista and Polar Bear Cake Pop (Starbucks UK, 2025). By targeting individualism and quick service, Starbucks has become an important coffee chain in the UK. In comparison, in India, communication reflects through collectivism, family orientation and cultural pride, where Starbucks is a coffee chain that individuals drink based on their status in the society (Suriyachcharige, 2025). The company has started campaigns in the country by highlighting togetherness and introducing Diwali festive iteams like Pumpkin Spice Frappuccino, Choco Saffron Frappuccino, Marigold Oat Cold Brew and food iteams like Saffron Malpua Cheesecake, Racoon Cake Pop and Saffron Rose Loaf Cake (Starbucks Coffee Company, 2020). Digital engagement is driven by targeting youths in the country with heavy use of Instagram posts and reels, influencer collaborations and personalised storytelling.
The similarity in both countries is that Starbucks' reliance on digital marketing and seasonal product launches helps it to drive engagement. In the UK, Starbucks uses campaigns like Pumpkin Spice Latte and Christmas-themed products to appeal to personal choice and quick service. In India, digital engagement is strong on Instagram using influencers, reels and personalised posts to attract young consumers. Nonetheless, the differences include cultural messaging, as in the UK, communication is based on individual preferences, aligning with individualistic culture. In India, campaigns are mainly collectivist in positioning Starbucks as an aspirational space. 
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“Figure 4: STP Analysis”
Source: (Allen, 2020)
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Figure: Perceptual Map
(Source: self-created)
[bookmark: _heading=h.78tqhtlj96vm]5. Comparison of Marketing Mix (7Ps)  
Product
In the UK, Starbucks launched an Oat Latte platform in 2022, where it focuses on offering new versions of oats-oriented latte flavours, which are categorised into strawberry and vanilla, honey and hazelnut and dark cocoa and orange (Biscarra, 2021). Moreover, launching new products within the UK, for instance, all dairy product alternatives in Starbucks are accessed with oat milk, soya milk, almond milk, coconut and other nut blended milk accessed with premium charges throughout the available stores within the UK. 
In India, Starbucks is highly considered as a personalised form of the product offering, which are generally adopted by the Indian audience. Different product menus involve Masala Chai, South Indian coffee, and more. Starbucks is associated with the tea-drinking culture, where the team beverages are linked to the heritage culture of the locals in India (Mahobia and Jain, 2015). Furthermore, the Starbucks concept of Chai Tea latte has derived a transformation version towards the traditional Indian masala flavoured tea, which has achieved effective success throughout the globe (Chawla and Javanalikhikara, 2025). 
Starbucks shows more concern while expanding within India, while emphasising personalised store ambience and huge product offering with are suitable as per the Indian tastes (Mahobia, H. and Jain, T.K., 2015).
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Figure: Tata Starbucks
Source: (Jha, 2025)
Price
In the UK, the company has maintained a prestigious pricing approach, which is categorised as premium under the combination of psychological pricing strategies, where the company leads to maintains its premium branding reputation (Gao et al., 2021). Under the market evolution, the UK is accessed with different competitors for Starbucks, which include Costa Coffee and Greggs, while considering the uniform pricing throughout the branches (Zhang and He, 2024). Moreover, the firm also evaluated the price sensitivity for the value-driven consumers and also discounts available for the students. These phenomena are reliable for the UK to emphasise the core notion of the pricing strategies within the UK. 
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Figure 5: UK drinks prices adjusted by Starbucks 2025
(Source: Starbuckmenu, 2025)
In India, Starbucks has chosen the premium pricing strategy, which achieved aggressive growth and appealed to the aspirational target segments (Das et al., 2015). The application of the Premium pricing approach leads to personalised menus which are modified and fulfil the tastes of the Indian locals. Moreover, we are going towards setting the prices too high it had determined with value and standard approaches, while presenting different discounts and offers, which helps to enrich price sensitivity in the Indian market. 
Place
Analysing the rise of the stores within the UK, which has reached to 1168 stores, with 354 of these company-oriented operations and franchise listed 814 stores throughout the UK (Starbucks Stories EMEA, 2024). It has also been analysed that UK strategies has evaluated with the drive-thru stores, which have expanded within the UK during 2023. Formulation of the digital platform, which is available on Starbucks, determined “Mobile order to table”  strategies where consumers are required to order via app as well, and payment a done through the app. The order will be delivered on the recognised table in selected stores available in London and other city areas (retailtechinnovationhub.com, 2024). 
Starbucks in India, accessed with JV with Tata, which leads to enforcing the supply chain and institutional facilities to expand the branches within India. As per the Tata statement, the flagship stores in India focus on the highway stores development, drive-thru facilities, and 24*7 stores support (Tata.com, 2023). Currently, Starbucks in the Indian market operates with 333 stores within 41 cities. 
Promotion
Starbucks in the UK is associated with promoting of CSR, which helps to embrace reputational approaches during crises. In the UK, social media campaigning “#SpreadTheCheer” authorised by the firm during the tax avoidance backlash helps to enrich its connection to support (Bowen and Sisson, 2013). Starbucks' sustainability campaign focuses on emphasising the circular economy initiative, where the brand has partnered with the “Podback scheme” for coffee pod recycling approaches (Podback, 2024). 
Starbucks in India focuses on the CSR strategies where the CSR is determined for the tax-minimising activities (Shaikh, 2023). Tata Starbucks accessed with the green marketing initiative, where maintaining the environmental ethics and standards leads to improving the satisfactory levels among the target audiences (nerj.org, 2025). Moreover, the brand has partnered with the C.A.F.E. practice program, which emphasises the role of the ethical sourcing of coffee and also places an emphasis on efficient emphasis of the CSR practices. The application of social media marketing is one of the core promotional aspects within India, where connecting with social media influencers. The social media influence helps to increase the sales rate within India, which allows for enhanced sales growth. 
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Figure 6: Social Media Policy determined by Starbucks
(Source: Subramaniam, T.V., 2020)
People
In the UK, it has been analysed that Starbucks engaged with long-term workforce planning while interviewing candidates, while focusing on the customer-centric, empathetic skills available within the candidates (Phillips, 2023). Furthermore, under the marketing auditing within Starbucks, it has been determined that a skilled workforce helps to maintain proper service. Under the competitive advantages in the UK, Starbucks focuses on serving properly while maintaining with well-trained staff. The 25 years of service in the UK, Starbucks emphasises a strong relationship and connection with employees leads to promoting inclusion, diversity and respect aligned with core values in the firm (Starbucks.co.uk. 2023). 
Starbucks emphasises the competitive advantages for the employees (Tikson, 2018). Furthermore, in India, Tata supports Starbucks to access local talents and is determined to fulfil the needs of the Indian labour market norms, which are essential for promoting better infrastructure within HR. Tata Starbucks achieves 100% pay equity, with the determination of the 30% gender diversity milestone. Furthermore, aiming to enhance talmost 40% gender diversity and higher inclusion within the business practices (stories.starbucks.com, 2022). 
The total number of employees in Starbucks India is 4,300, and in the UK is 5,600. 
Process
Starbucks in the UK is characterised by disciplined as well as adaptive supply chain facilities, which help to focus on the changing market demand while working. However, it has been recognised that the wi-fi facilities are available for UK consumers in the stores, and the proper “Say Yes” policy helps to enrich the consumer-friendly interactions by Starbucks. In the UK cafes, it has been recognised with premium services which accessed with the wi-fi, music, and more helps to grow the flow of support, and the services help to attract more consumers. 
Starbucks in India and throughout the globe consider the same policies, as the operational approaches maintain high quality of services and product offerings, which leads to enhanced standardised as well as quality control processes (Paryani, 2011). Determination of the supply chain operation, in conjunction with the vertically integrated operation, helps to optimise with ethical sourcing, retailing and proper distribution of the products, which leads to meeting quality outcomes. 
Physical Evidence
In the UK, Starbucks accessed with the branding and designing guidelines where spatial experiences connect with the global brand identities (Starbucks, 2025). The concept of the “Third Place” concept ais accessed in the facilities which accessed with the community development and social connections.
In India, Starbucks focuses on adaptation of the local culture and designs the stores accordingly, which leads to empathising and highlighting its consideration for the acceptance of the culture and traditions in India (Fischer and Roy, 2019). For instance, in some cities, hand-carved wooden screens, different vintage vehicles, copper artefacts, and more lead to reflecting the aesthetics connected to the Indian culture (Starbucks, 2024).  Customer-centric approaches where building the community and empathising with the charity activities held by the Tata Starbucks. 
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Figure: Starbucks in the UK
Source: (Starbucks, 2025)
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Figure: Starbucks in India
Source: (Starbucks, 2024)
[bookmark: _heading=h.nkey8esvyaff]6. Evaluation of Performance
Market shares, engagement and sales growth
Under the determination of the market share, Starbucks in India has determined with the revenue growth of 135.7 crore INR under the revenue of 2025, which has determined with an increase of almost 65% more compared to 2024 (Financialexpress.com. 2025). Determinant of the customer engagement levels, Starbucks is determined to build the global consumer advocacy by enriching innovation helps to influence the customer experiences. The report has emphasised that Starbucks has increased by 473 stores in almost 74 cities, where 16 stores were added within three months before reaching December 2025 (Schipani and Kay, 2025). This effectively evaluates the rise of consumers' availability and engagement levels in India. Application of the Starbucks AI models and the mobile apps helps to enrich the personalisation, which is important for understanding the preferences as well as the needs of the consumers. As per the findings by Statista (2024), Starbucks has exceeded its global store count by 40,000 or more. In 2024, the company also peaked its global revenue of 36 billion USD, and was expected to grow to 39 billion USD by the end of 2025 (Statista 2024). 
Estimating the UK market shares of Starbucks, which are higher, the company has been able to reach almost 18.7% of the market share in the UK (Lumina Intelligence, 2025). In the UK, Starbucks has expanded to 1168 stores in 2023, where 814 are under the licensed model, and the revenue which has generated within the UK is 547.7 million GBP, increased by 21.9% compared to 2022 (Starbucks Stories EMEA, 2024). Enriching with the UK expansion, the organisation authorised with the digital loyalty program allows to increase the consumer up by 1.2 million. Furthermore, the UK helps to enrich the revenue growth where Starbucks UK has been able to enhance the record of 547.7 million GBP, which has dynamically increased to 21.9% compared to 2022 (Starbucks Stories EMEA, 2024). The substantial increase in sales growth has determined the higher consumer engagement levels with the brand. Starbucks UK has access to a reward program which increases the engagement levels among the UK consumers, where collection of 10 stars or points for each 1 spent in Starbucks products (Starbucks.co.uk, 2025). 
Comparison of the probability and expansion rate
The estimation result of hostate cultural dimension has provided the India score of 77, which indicates the appreciation of hierarchical and top-down structural model within the society as well as within the organisation practices.  Further,  the Indian attitude contributes towards dependencies on the leaders and power-holding direction, which emperor unable to evaluating equal rights towards the workplace.  Moreover, in the UK, it has been determined with a score of 35, which is access in with a power distance indicator, indicating that the society focuses on equality and is unable to empathise with hierarchical evaluation in society and the workplace. The British culture the determination of equality, treating and also preferring with dignity and inclusion in the workplace. 
Estimating of the profitability, which has been enriched with the gross profit of 149 million GBP and the operating profit of 21.7 million GBP which has resulting in 21% improvement in the profit rate in the UK (Starbucks Stories EMEA, 2024). In India,  Starbucks has achieved the net sales of the products of 1087 crore INR in 2023, which is estimated with the growth rate of almost 71% compared to 2022 (Mishra, 2023). Moreover, the estimation of the rising net loss, which has reached 135.7 crores INR, leads to access drop of profit dynamically. Under the validation of the Hofstede cultural dimension, due to the inequality in activities and the power-driven workplace, the losses have risen in the operational practices in India. 
Analysing the expansion rate in the UK, which has increased to 1168 stores, whereas Tata Starbucks in India has reached 473 stores in almost 74 cities, where 16 stores were added and 10 more outlets opened within three months before reaching December 2025. Analysing the overview of both countries, India has determined with the growth rate compared to the IL, due to the excessive needs of the coffee lovers available in India, and the higher middle-income population helps Starbucks to access growth in India. 
[bookmark: _heading=h.4arfx2i7kl66]7. Evaluation of Ethical Practices

Starbucks practices ethical sourcing in both the UK and India by responsible production, labour relationships, environmental sustainability and cultural sensitivity. In the UK and for their global operations, Starbucks commits their 100% source coffee through C.A.F.E. Practices, a verification program that measures farms against social, environmental and economic criteria to provide holistic support to their operations (Wang et al., 2022). It has created a long-term supply of high-quality coffee and positively impacted the lives of coffee farmers and their communities. The brand reinforces credibility through measures of recyclable packaging initiatives, discounts for reusable cups and carbon-reduction targets. Nonetheless, there are critics who argue that single-use packaging waste remains high and the progress towards sustainability targets is slow. In India, Starbucks sources their beans through local production houses of Tata plantations, supporting local farmers and reducing its carbon footprint (Starbucks India, 2025). The local farmers in the region of Coorg, Karnataka, are showcased by the opening of their roasting and packaging plant in Kodagu. Starbucks also works with organisations like Mercy Corps' Community Health and Advancement Initiative (CHAI) Project to provide vocational training and health services to collaborating with tea-growing communities in regions of Assam and Darjeeling (Starbucks, 2025).  Nonetheless, Starbucks in India faces limitations of recycling infrastructure that hamper ethical implementation practices. 
Starbucks emphasises an employee-centric approach and staff are referred to as "partners", focusing on fair, inclusive and ethical labour practices. Nonetheless, workers united and voted for Starbucks Strike 2025, where employees demanded improved working hours, high wages and resolution of hundreds of unfair labour practices charges that are filed against the coffee chain (Biswas, 2025). Red Cup Day disrupted 1% of Starbucks stores, breaking nearly a two-year streak of same-store sales. In the UK, Starbucks faces criticism over previous tax avoidance allegations and zero-hour contract concerns. More than 1,000 union baristas in over 40 cities have participated in the unfair labour practice strike (Milman, 2024). The lawsuit claims the coffee chain procured materials from farms and cooperatives that have committed violations against workers (Kaye, 2025). There are significant human rights and labour abuses across Starbucks' supply chain, and consumers have the right to know what they are paying for. After all the complaints and allegations, the company declared that it has improved transparency and worker benefits by providing inclusivity in its operations all over the UK.  
[bookmark: _heading=h.hm0nyqxiv6o5]8. Recommendations and Conclusion 
Strategic recommendation for the sustainability and market development
Recommendations for UK: Understanding the need for market development, in the UK, it is essential to focus on the premium location and also expand the drive-thru in the urban locations. Furthermore, the inclusion of digital and app gamification helps in the promotion of the new products. The UK must connect with the local partnership, as due to the impact of Brexit, ethical sourcing from EU locations might be affected. Hence, connecting with the local suppliers allows the company to enhance the ethical and local sourcing within the UK. 
Recommendations for India: Moreover, in India, expansion to the tier-2 cities is essential, which helps to connect with more consumers. Providing more customised products such as local battery items and more, is useful to link with the emotional attachment amoung the consumers. In India, the promotion of community engagement through connecting with NGOs, university programmes, and more is essential to access CSR practices and also to embrace brand loyalty. 

Key Findings and learning implications
The overall study focuses on the comparison of the international expansion strategies used by Starbucks while expanding in the UK and India. Formulation of the PESTLE analysis helps to provide an effective overview of the UK and India market, which helps the company to understand the economic, political, environmental and more conditions before application of the expansion strategies. STP analyses that Indian millennials, tech workers at the upper middle class, focus on Starbucks, whereas in the UK, professionals, students and commuters such more interest towards coffee choices. The marketing mix directs the strategies of Starbucks in the UK and India, focusing on the customised choices, where the UK is enriched with oat-based products, which are an alternative to dairy products. Furthermore, India connects with the cultural tea beverages such as Chai Tea latte and more. For the learning implication, understanding cultural adaptation is the main aspect, whereas the digital engagement also helps to enrich consumer and organisation loyalty. 
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