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INTRODUCTION 
	International marketing is a process through which planning, pricing, promoting, and distributing the products on a global level can be managed. Also, it is different from domestic marketing, which helps to adapt the strategy in order to compete in the international market. Also, companies are now engaging in the international market to expand their customer base and help gain a competitive advantage. The present study is also helpful in understanding the importance of international marketing and ways to manage the products at a global level. The report is based on Starbucks, which is an international firm that deals in the beverage industry. 
	The report will provide an overview of the company and determine its basic operations in which it is operating. Further, the report will choose two countries in which it is operating and then conduct a PESTLE analysis in order to understand the country analysis. Also, the report will describe the STP analysis for India and the UK, and then conduct a marketing mix for both countries. The report will evaluate the marketing strategies for both countries on the basis of the data and the annual report. Lastly, it would provide a list of ethical issues faced by the brand with the context of the marketing mix and then recommend the best ways through which the company could go forward with its marketing approach. 
[bookmark: _Toc214713319]BRAND OVERVIEW 
[bookmark: _Toc214713320]Starbucks and its operations 
Starbucks is one of the world’s largest coffeehouse chains, founded in 1971 in Washington. After many years, the company has converted from a single coffee bean store into a global brand representing brand that is famous for its coffee, café culture, and innovative customer experience (Mehrad and Bouzedif, 2024). The business model adopted by the quoted firm includes high-quality coffee, strong brand value that is supported by consistent services and digital engagement. Currently, the company is operated in more than 37000 stores worldwide and serves the best to millions of people on the basis of their demand. 
	It has been evaluated that international expansion is the growth strategy of Starbucks, and it entered internationally in 1996 when the store was first opened in Japan. So, now it is operated in more than 80 countries, where it is famous for its local tastes, culture, and ability to adjust to economic conditions. The US is the home market of Starbucks, and it is considered one of the largest revenue collectors where customers prefer the brand due to loyalty programs, drive-through services, and app-based ordering (Cheng, 2024). The US market offers convenience and speed, which help to provide personalized digital marketing to the business and attract customers as well. 
On the other hand, China is another country where Starbucks gets a strong financial base due to offering high-quality products to its customers. The company has brand image in this country is due to adopting local preferences by introducing green tea lattes and red bean flavor after offering Chinese-style food to customers. The store format is a premium and community-centered café space that helps to offer products to middle-class people and gain an advantage. 
	In European markets like the UK, France, and Germany, Starbucks faces stiff competition and manages its environment. The brand also differentiates itself from many aspects, like store design, sustainable approaches. The European stores actually incorporate local architectural styles, which reinforces community connection which helps to attract customers (Ullagaddi, 2024). Apart from this, emerging markets like India, Starbucks entered through a partnership with the Tata Group, where it is able to attract the middle-class people with its unique menu. In the same way, Middle East areas are also offered the same, where Starbucks ensures to offer the product on the basis of their cultural preferences and social norms, which indicates that the company is able to respect the culture of each country and try to adapt to the local preferences. 
	Thus, Starbucks is very famous for its sustainability aspect, where it focuses on ethical sourcing, reducing carbon emissions, and waste reduction. The company developed a strategy for community engagement and offered many CSR activities that help to perform work for the welfare of society. Also, digital innovation like mobile ordering and loyalty programs, is considered a key strategic role. Overall, the success of Starbucks is considered one of the best ways to help maintain the brand identity and focus on innovation to maintain the overall performance. 
[bookmark: _Toc214713321]COMPARISON OF SOCIO –CULTURAL CONTEXT 
	The socio-cultural environment can be determined by using the external analysis under the PESTLE framework, which helps to determine which key factors have to be considered by the company in order to expand a business globally. Each country has its own rules and regulations that have to be managed by the company for its smooth functioning and to maintain the competitive advantage as well.
[bookmark: _Toc214713322]PESTLE analysis of India 
Political: India has favorable FDI rules for single-brand retail companies, i.e. 100% automatic route, which is helpful for Starbucks to operate. Thus, it chooses a 50:50 joint venture with the Tata Group that supports the company to expand its plan in India (Acharya, 2025). Apart from this, the local and state tax regulations of the country add complexity within cities, and this can be easily mitigated by Starbucks after partnering with Tata. 
Economic: There is a growing economy in India, which supports Starbucks in meeting the changing and growing needs of customers, so that it can build more stores in India in the near future to get prompt results. Along with this, the coffee market is also growing in India, and this helps the business to enhance the projects, which might be an opportunity for Starbucks to maintain its premium pricing to the customers and provide employment opportunities to the people to reduce the unemployment rate (India Coffee Market 2024–2033, 2025). 
Social: The rising café culture in India among youths and professionals has become an opportunity for companies like Starbucks to invest in the country. The Starbucks localised menu and store formats also help to match the taste and expectation of the people so that they can enjoy he services. The demographic dividend and long-term urbanization growth assist the company in remaining in a highly price-sensitive market that focuses on the cities. This helps the company to enhance the brand image and get prompt results. 
Technological: The company has complied with advanced technology, where mobile ordering and loyalty programs, to achieve high results. The digital payment also helps the business to provide prompt services and offer contactless payment to meet the defined aim (Musonera, 2021). The company is based in the US, and that is why there are many innovative initiatives adopted by the company to achieve high results and meet the defined aim. 
Legal: The company that wants to operate in India has to comply with FSSAI food Safety standards, labor laws, and municipal permits that help to run a business at a better level. Starbucks uses a partnership strategy to enter India, and as a result, it reduces regulatory friction, which provides local compliance expertise. This, in turn, shows that the business is able to run effectively and smoothly.
Environmental: Climate change helps the company to run a business effectively, and coffee yields are sensitive to weather, and there are many Starbucks sourcing strategy where it support farmer resilience that partnership with Tata. The Indian regulation and consumer interest in sustainability are rising, where environmental initiatives also help the business to support brand positioning (Akcam, 2023). The business is operated in a well-mannered manner because it has sustainability initiatives to get prompt results. 
[bookmark: _Toc214713323]PESTLE analysis of the UK 
Political: The UK is a politically stable country where retail regulation and strong IP enforcement help maintain the retail chain. There may be political pressure over corporate taxation where the company has to pay the policy attention for multinationals. The company may also face many losses and pay minimal corporate tax, which helps to maintain public scrutiny (The Guardian, 2025). 
Economic: The UK has a large and mature coffee market, and its turnover will be £6.1 bn by the end of 2025, with a stable demand, where it faces intense competition with a smaller customer base (UK Coffee Market: Size, Growth and Share Statistics, 2025). Many inflationary pressures may threaten the company's survival, where Starbucks has to manage the pricing strategy, although market growth is positive but slower as compared to India. 
Social: The UK people value convenience and speed, which is offered by Starbucks, and that is why, company collects the highest revenue growth in the market. Further, the sustainability aspect is also carried by the company that helps to attract people it offering app-based ordering, loyalty, and sustainability commitment. However, there are many local cafes and competition faced by the company to maintain its strong competition.
Technological: Starbucks in the UK complied with the technologies in order to maintain the overall firm performance, such that supply chain tech and traceability assist the company to meet sustainability and maintain regulatory standards in the UK to get prompt results (Starbucks, 2025). Also, the contactless payment is offered by the company to achieve high results and maintain a competitive advantage. 
Legal:  The laws and regulations in the UK are strict, and each company has to comply with the same, such as employment law, food safety, advertising, etc. The press note shows that the company paid low corporation tax to the country, which is not right for the brand reputation of the company. However, the company has a legal team that ensures that it complies with all the necessary rules and regulations that do not hinder the growth and competitiveness of the firm (Tata Starbucks, 2025). 
Environmental:  The environmental expectation in this country is high because consumers are preferred the company that are committed to packaging, waste reduction and carbon footprints, and ethics. Starbucks is highly influenced by the sustainability aspect, and that is why it is operated effectively in the UK, because it complies with all waste rules and reduces store energy in order to manage the operational cost. 

[bookmark: _Toc214713324]COMPARISON OF Brand’s STP STRATEGY 
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Segmentation: The company segments its market based on different aspects, such as: 
· Under demographics, the company targets Indian urban millennials and young professionals, middle and upper-middle-class households. 
· Under psychographic, it segments on the basis of aspirational lifestyle shoppers who want to enjoy a premium experience and want a third space as a social venue (Market research report, 2025). 
· Under behavioral trait, the company segments those people who frequently visit cafes and prefer the digital payment system, and use the place for their corporation or meeting purposes. 
It has been identified that India’s café market is further segmented into two-tier, like metro and tier ½ cities, which are in higher demand as compared to smaller towns. As a result, it has been identified that the Indian coffee market was very good, such that it is equal to USD 1.80 billion in 2024, which represents growth potential for investment. 
Targeting:  In India, the company targeted the people on the basis of undifferentiated marketing, where it targets the entire market with a single approach, in which there are many people who are targeted. The company’s primary target is urban professionals and students in metros, especially in Mumbai and Delhi, who can pay a premium for Wi-Fi, ambiance, and speedy service (Qiao, 2021). On the other side, the middle-class people whose disposable income increases via a selective store format, and opt for localized menu items. Last is the corporate and office segment, where people prefer to meet. This in turn shows that there is a high demand, and that is why its store may have increased by the end of 2028 and meet the demand of people as well. 
Positioning: Starbucks' USP is to offer a premium, global coffeehouse that makes it different from the local market due to its better quality and best in-house experience. Although India already offers chai with variety, and people actually prefer such products that are affordable in nature but the target people stick to the brand due to consistent quality, digital convenience. The company already has a Rewards program, and there is an app-driven engagement that supports the business performance and enhances the customer buying decision-making process as well. 
[bookmark: _Toc214713326]STP of UK
Segmentation: The segmentation in the UK has a mixed life-stage and usage behavior, where companies offer different ways to attract people. In this, commuters and office workers, students, and leisure shoppers are highly used consumers of Starbucks (Rahmatika et al. 2021). There is a geographic segmentation used by Starbucks in the UK, where high-footfall urban high streets and transport hubs are used for the suburban locations. This helps the business to target the people in order to meet the defined aim and enhance the overall brand image. 
Targeting: Starbucks in the UK uses differentiated marketing where it targets multiple market segments within a different marketing mix, such that it helps to recognize different segments like their unique needs, preferences, etc. The company already targeted the commuters and on-the-go consumers who prioritise the speed and quality of the product by serving the best to the city-high stores and app drive options (Starbucks, 2025). On the other side, the loyalty members and frequent buyers are also responsive to the application promotion and seasonal products. Lastly, the value-conscious segments are economically pressured, who actually prefer the product or promotion and get the bundle products. 
Positioning:  In the UK, Starbucks positions itself for convenience and consistent specialty coffee, and sustainability. In that area, the company is dealing with experience and functional convenience, where they can give a mature UK coffee market that has increased USD 4.83 billion in 2024 (Starbuck’s Coffee Market Size & Outlook, 2025-2030, 2025). The company also defends itself via speed, loyalty rewards, and ensures sustainability actions. 
	Overall, it has been evaluated that India is offering the scale premium formats in metros, and with its innovative menu options, the company can employ the loyalty promotion, which helps the customer to visit the stores. On the other side, in the UK, the company is able to increase the market size and enhance the brand trust through a competitive market. 
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Product:  The quoted firm is one of the most premium café that deliver global coffee quality with local taste. The company's ranges include international flavors like Caramel Macchiato, Frappuccino, Americanos, and Espresso beverages. In India, Starbucks mainly emphasizes the appeal to cultural taste preferences like Masala tea, Eliachi tea, Indian snacks, and seasonal festival offerings (Mehrad and Bouzedif, 2024). Therefore, it can be stated that food and festivals are designed to meet the customer's need, especially those who may not traditionally consume the brewed coffee but can take advantage of tea and many flavors in a quoted firm. 
Price:  India is considered one of the most price-sensitive markets, and that is why, company adopts a value-driven premium pricing strategy. The prices are higher than local players like CCD and Barista, but the quality offered by Starbucks helps to attract customers towards it. In India, the firm offers combos and snack pairing, tiered beverage sizes, and value breakfast items that help to meet the demand of middle-class people. 
Place: Starbucks uses a concentrated distribution model in its business that aligns with urban demographic density. Its stores are located in malls, premium high-street markets, metro city centres, and business parks. The country also divided the stores into two sections, like tier 1, where it has its own outlet in Mumbai, Delhi, Bengaluru, and Hyderabad. On the other side, tier 2 includes expansion to those cities that are rising in disposable income. Now, it also partners with Swiggy, Zomato to enhance its reach at a global level, and by 2028, it wants to expand its store by 1000+ in India. 
Promotion: The major strategies used by the company include social media marketing, where aspirational lifestyles are used, influencer collaboration with Indian lifestyle and food creators, offering products based on festivals, and loyalty programs that help attract people towards it (Singh, Chaturvedi and Mittal, 2024). Such promotional aspects help Starbucks to enjoy the services and also strengthen its status in the country. 
People:  Employees are considered the center of the service offered by the people where the store invests in career development programs, diversity and inclusion policies, and customer name personalization on cups. This, in turn, assists in meeting the defined aim and enhances the premium value to the customer so that they can enjoy the services. 
Process: The store in India wants to provide a third space to the people where they can relax, work, and read, and this process includes premium drink preparation, smooth order handling within the counter and through the mobile app, loyalty integration for any payment or order, and delivery with speed to the customers (Minenko and Mujtaba, 2024). These services help the business to enjoy the services and enhance the overall performance so that it can serve best to the people best. 
Physical evidence: The store of Starbucks in India is warm in lighting, with wooden décor, and café-style seating where people can enjoy local artistic elements. The visible beverage preparation helps to manage the overall performance. Such physical stores play a major role in attracting people and reflect the symbol of a modern, urban lifestyle. 
[bookmark: _Toc214713329]Marketing mix of the UK
Product: The UK is considered one of the most mature coffee markets, where there is stiff competition faced by the company with Costa, Pret, Caffe Nero, etc. The product focuses on consistency, speed, and quality of offering coffee. The UK consumers are demonstrating strong acceptance when it offers products based on cod brews and blends (Wang, 2024). There are many seasonal beverages offered by the company, like Pumpkin Spice Latte, Toffee Nut Latte, Gingerbread Latte, etc. The product offering by Starbucks in the UK is aligned with the culture, and it also increases the offering of vegan and plant-based options that help to meet the needs and follow trends. 
Price:  The UK market is dealt in premium pricing, but has a competitive nature that may push the market to maintain competitive parity pricing. The same has been used by the other local players in the UK, where small changes can be implemented for quality perception and supply chain cost, which helps to maintain loyalty engagement. Also, due to inflation and rising cost pressure, consumers are highly concerned due to price sensitivity. This has been responded to by Starbucks via Promotion (rewards), bundle or breakfast or lunch, and seasonal pricing strategy. 
Place:  There are more than 1000 outlets in the UK, which are company-owned stores and licensed partners, but most of them are diversified in city-centre takeaway stores, suburban drive-thrus, University outlets, and Airport and train station units (Oe and Deng, 2024). This in turn shows that the company is well established in the UK and its own application also helps to reach a wider range of audience, which helps to meet the driver of beverage sales. Also, it has been identified that 
Promotion: The UK targets both loyalty and competition management, where its key approaches include strong in-app personalized offers, promotional campaigns during holidays, national advertising via digital, and partnerships with supermarkets or packaged coffee sales. The UK promotional strategy helps to balance the emotional lifestyle with functional benefits like convenience and rewards (Imran, 2025). This shows that the company has a brand image and invests well in the promotional aspect of a business to secure the best place in the market. 
People: In the UK, the company highly emphasizes efficiency and professional service, where workplace welfare is highly valued. There are many staff development programs include including training on the preparation of beverage preparation and customer handling. Incentives are offered to customers and employees in order to satisfy them. The policies are actually designed to emphasize workplace safety and achieve better outcomes. 
Process: The UK process is also prioritizing speed within intense people and key process standards, which include mobile ordering to skip the queue and offer contactless, as well as a fast digital payment system that helps to meet the defined aim (Cheng et al. 2021). The company is also offering high beverage preparation consistency, which offers the product in a better manner. 
Physical evidence: The outlet of the UK offers the best services, and it is aesthetic in nature, where the store is designed in order to maintain the overall performance. Also, the iconic branding of Starbucks is the green siren logo with consistent packaging and in-store displays. 
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India:
· Scale and growth: Starbucks reported Rs 1218 revenue in FY 2024, and now it has more than 390 stores within 54 cities, and in 2028, its target is to reach 1000+ stores. Also, opening such stores in the market shows that it has built a brand image globally (Starbucks, 2025).
· Brand awareness and engagement: It has a strong marketing presence because India’s local social channels show a strong following, which indicates that there is a strong consumer visibility for the chain, and the brand is focused on localization and a premium third space for positioning with urban consumers.  
· Market context and relative share: India’s organized coffee-retail which is smaller than mature markets, but it is growing fast, and there is a strong share of the premium café segment, which helps to generate better outcomes (Manchanda. 2024). 
· Profitability: Starbucks has reported a loss at the company, which means that marketing-driven growth is not translating into profitability. There is a rapid expansion strategy adopted by the company that may be helpful to the business, but the marketing style is beneficial for the company to enhance the brand image.
UK
· Scale and sales: Starbucks is one of the largest stores in the UK coffee sector because it has more than 1400+ stores in the UK, and the UK revenues show that it has more than £547.7 million in 2023, which is continuously increasing in nature (Starbucks targets 100 more UK stores following strong outlet and sales growth, 2025 ). 
· Market positioning & competitive context: The UK is one of the top highly penetrated markets, whose a turnover is around £6 billion in 2024/2025. The position of the company is high because it serves best to their customers best with quality and sustainability aspects that help to survive in the competition.
· Profitability & reputation: The brand reputation of the UK is affected because it does not fully pay the corporate tax in FY 2024. This, in turn, shows that the company is not able to sustain the brand image, and public scrutiny over tax arrangements has affected the reputation of the market; this weakens the success of a company in a negative manner (Hall et al. 2025). 
· Social engagement & brand signals: There is a strong presence of social channels in the market, and this global brand has a major following, which shows that the company has brand awareness. The seasonal campaign also helps the business to serve the best to meet the brand image, and this has a positive impact on the image. 
Overall, it has been evaluated that the marketing strategy of Starbucks for the UK and India is strong enough to share the position, and this, in turn, causes a positive impact on the brand image. Also, it has been evaluated that the success of the company relies on the marketing strategy adopted in the UK and India, so that it can quickly manage the situation and offer the best services to the customers as well.
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Starbucks has a strong presence in the market, and in India, it offers premium positioning and localised offerings that help to bring brand identity. Many concerns are faced by the company in accordance with the marketing mix:
· Health concern: Most of the beverages are high in sugar, fat, and calories, which might lead to diseases like diabetes and obesity in India. It has been critically argued that marketing indulgent beverages without any strong nutritional transparency may lead to negative health implications (Chen, Li and Tang, 2021). 
· Responsible sourcing claims: Starbucks ensures that it offers products on the basis of CAFÉ practices, but it has been evaluated that the third-party certification does not always guarantee fair wages in order to protect farmers. However, the Indian farmers think about ethical sourcing with a transparent supply chain, but there is a risk of misleading perception. 
· Social exclusivity:  The premium pricing strategy of a company attracts wealthy people, urban consumers, and lower lower-income group. However, some of them observe that global luxury brands in emerging economies may divert people to different brands. 
· Cost vs value fairness: The price of the product is high, and that is why the question is raised about whether it is ethically justified when the cost of raw ingredients is for locally sourced items that may be low in nature (Gao, Zhao and Chen, 2021). 
· Urban privilege: The well-developed urban areas benefit from the employment and investment from Starbucks, and as a result, the rural and lower-income regions are considered excluded. This, in turn, shows that Starbucks always chooses the high-profile areas to attract people. 
· Commercial Gentrification: The company outlets sometimes appear in many commercial areas, and this contributes to enhancing rents and the displacement of many smaller cafés, which might lead to causes negative impact on the business's brand image. The replacement of smaller cafés leads to changes in the lives of people, and this causes a direct impact. 
· Promotion of Western consumer: Starbucks always promoted an urban Western café culture, and this always influenced the lifestyle of young people and shifted their changing patterns (Sanchez Herrera et al. 2022). This shows that people actually adopt the culture and then forget the Indian culture, which might cause a negative impact on their lifestyle. 
· Targeting youth segments: The marketing that reinforces consumption is the status of a modern identity, and this may influence the financially vulnerable students and young consumers who might overspend for the value instead of utility. This, in turn, shows that people are not highly preferred in such a culture, which may cause huge differences (Cheng, 2024).  
· Employee compensation: Barista, India offers products at a low price, but it is not actually helpful to survive and stay ahead in the competition. But such a thing may attract people, but the quality may be questioned. That is why Starbucks offers % women-run stores and hires people who are disabled so that they can offer products accordingly. 
· Pressure on staff and data concerns: The customer personalization and peak-hour demand with quality standards determine the operational pressure on employees and also, and consumers heavily rely on the app-based order, and data privacy becomes one of the major concerns that may leak the personal information of customers, which may be wrong for the brand image (Mehrad and Bouzedif, 2024). 
· Wastage and energy consumption: Starbucks already indulges in many recycling initiatives, and there is a large volume of disposable cups that contribute to landfill waste and cause a negative impact on the environment. Apart from this, the premium store design is also used in lighting and air-conditioning, which raises questions about the environmental footprint. 
[bookmark: _Toc214713332]RECOMMENDATIONS 
	Localised menu development: The company adapts the product to its regional taste and uses locally relevant flavors,  ingredients that help to make a deeper connection with the Indian people. Also, in India, expanding into affordable beverage sizes and snacks indicated that India's culinary preferences help to enhance price competition, which helps to maintain the local chain (Ullagaddi,  2024). Also, in the UK, Starbucks diversifies its product line with espresso-based beverages and baked products that help to show British taste and maintain brand image. 
	Tiered pricing strategies: The company should expand the tiered pricing strategy that helps to address the affordability issue and maintain the pricing style of the company. The higher pricing is one of the major barriers in the country, and a small cup size product with a high price leads to a negative impact on customers. That is why it is essential for Starbucks in India to offer a loyalty program and promotional bundle that help to manage the overall performance and create a better outcome. 
	Digital transformation: It is another suggestion where Starbucks has to strengthen the digital transformation system and digital ordering, real-time personalization, etc., in their modern café. The mobile strategy is highly advanced in the market, and it has to be used in India as well in order to increase the delivery platform and expand the app-based loyalty programs so that the customer lifetime value can be gained by the business (Akcam, 2023). 
	Ethical and sustainable branding: Starbucks has to put strong emphasis on ethical and sustainable branding so that customer expectations can be met. Also, Starbucks has to enhance the transparency in its supply chain, where it can expand its investment in any programs, so that waste reduction can be maintained and communication can be performed (Qiao, 2021). This, in turn, reflects that the business has to focus on sustainable branding that helps to manage trust and differentiate the brand to get prompt results. 
[bookmark: _Toc214713333]CONCLUSION 
	Through the entire discussion, it has been concluded that Starbucks is one of the top-rated firms and deals in the beverage industry. Also, on the basis of the PESTLE analysis, it has been evaluated that both countries have their own macro factors that have to be analysed by the company in order to understand the market and offer a product accordingly. However, the STP style of Starbucks in India and the UK is different, and its target market is differentiated in India and undifferentiated in the UK, which suggests that the strategy is different in all the countries. 
	The marketing mix of Starbucks indicated that there is a different marketing style adopted by the country in India and the UK, and each one of them has its own importance, which helps to sustain the brand image across many countries. The report also concluded that the marketing strategies are successful in both countries, and this is the major reason for attracting customers and enjoying the services as well. The report further concluded many ethical issues that might be faced by the company while adopting the marketing mix, and they have to be resolved in order to maintain the overall performance. Lastly, there are many ways suggested to the company that help to improve the overall performance and reduce challenges. 
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