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[bookmark: _Toc142560057]Introduction
Present business organisations are highly focused to sustain their productivity and success by becoming adaptive to the VUCA (“volatility”, “uncertainty”, “complexity”, and “ambiguity”) world. Selected company Starbucks operates in the Coffee industry which is extremely volatile due to customers’ choices. International marketing is a potential strategy through which organisations can introduce services, and products in foreign markets. Business success in the international market is highly dependent upon the right selection, and implications of cultural aspects of different countries.  
The purpose of the present study entails the comparison, and contrast of the United Kingdom (UK), and India in the context of Starbucks marketing. This report covers the basic structure including a macro-environment analysis of both countries for understanding the differences in services, and marketing patterns. Hofstede’s cultural dimension framework model is also used for interpreting cultural differences, and similarities in the UK, and India. STP model, 7P, and directional development strategies are analysed to discuss different marketing approaches of Starbucks in India and the UK.    
[bookmark: _Toc142560058]Company background
Starbucks is an American Multinational company with a chain of Coffee services, and coffee houses. It has headquarters in Washington. The company offers above 30 single-origin, and blended coffees, along with bakery products to customers. Starbucks is operating in over 32,000 stores in about 80 countries. The employee size of a company is 402000 in 2023. The UK and India are two major markets of this coffee chain holder. The company has about 1250 stores in the UK, and about 350 stores in India (Starbucks, 2023). The statistics imply Starbucks is essentially successful in its international business expansion. The mission statement of the company is “to inspire and nurture the human spirit — one person, one cup, and one neighbourhood at a time” (Starbucks, 2023). 

[image: ]
Figure 1: Revenue of Starbucks 
(Source: Statista, 2023)
The vision statement of the company is “to establish Starbucks as the premier purveyor of the finest coffee in the world while maintaining our uncompromising principles while we grow”. This core business strategy has reflected its overall revenue which has increased to 26.58 billion U.S. dollars in 2022 (Statista, 2023).  Starbucks has prioritised the cultures of different countries and has focused on inclusion, equity, and diversity in terms of the products offered for achieving popularity in the global market. 
[bookmark: _Toc142560059]Analysis of the company’s Macro Environment
Starbucks’ business decisions and performance is exponentially dependent upon the company’s immediate environment. The external environment factors are politics, economics, social, economic, technological, legal, and environmental aspects. The macro-environmental factors also indicate the differences between UK and India’s business situation. PESTLE analysis is done for analysing business contexts in both countries for Starbucks. 
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Figure 2: PESTLE analysis Factors
(Source: Self-developed)
[bookmark: _Toc142560060]Political 
· UK: The UK is a permanent part, and founding country of international organisations such as NATO (“North Atlantic Treaty Organization”), WTO (“World Trade Organisation”), and many more. Additionally, the UK has political allies with Australia, Canada, Germany, Belgium, Hungary, India, and so on which increases business opportunities. A political stability score of 0.54 indicates high political stability in the UK (Theglobaleconomy, 2023).  
· India: India’s political stability score is -0.62 which defines a disturbed political stability (Theglobaleconomy, 2023). Multivariate political contexts may hamper new business development to a certain extent. India is a member of the G-20, “The Asian Development Bank”, and “The United Nations” which are essential for business prosperity. 
[bookmark: _Toc142560061]Economic factors 
· UK: UK’s economic structure is based on service sectors of retail, entertainment, and finances. The country’s GDP (Gross Domestic Product) has grown by 0.2% to £558,812 million in Q1 2023 (Ons.gov.uk, 2023). It is the 6th largest country in terms of nominal GDP. The increasing GDP and market-based economy influence international trade. Increasing business prospects and industry development have positively influenced UK’s revenue where the government’s revenue has increased to 965.15 billion pounds in 2022 (Statista, 2023). Operating companies in the UK can freely expand their business within the exponential growth of the economy.     
· India: India's economy is based on a mixed structure containing the problem of overpopulation, poor infrastructure, and low per capita income. India’s GDP rate increased by 16.5% to 272.41 lakh crore in 2022-2023 (Worlddata.info, 2023). The gradual development of the Indian economy indicates an opportunity for businesses. Increasing the inflation rate of India to 6.7% is a problematic condition for the economy. A high inflation rate reduces customers’ buying power and low consumption of luxury products.      
[bookmark: _Toc142560062]Social Factors
UK: The population is diverse including White British, Asian British, and Black British. Most of the UK people work in the education, health, and public administration industry. The median household income of the UK is £32,300 in 2022 which directs a good financial condition on average (Ons.gov.uk, 2023).  
India: India is extremely diverse in the context of different religious background people, different ethnicity, economic stability, income, and rural-urban differences. Indian people mostly work in agriculture and the manufacturing industry. The majority of Indian citizen earns between Rs. 12,500 to Rs. 50,000 a year (Statista, 2023). Economic inequality among Indians is a major problem in the country.    
[bookmark: _Toc142560063]Hofstede Module of the cultural dimension
Customers’ demands and perceptions about products ensure the success of products. Therefore, Starbucks needs to understand the cultural disparity between people in the UK, and in India for developing different marketing strategies. Hofstede framework recognises the differentiated cultures, and behaviours of customers based on the below-mentioned factors.
[image: ]
Figure 3: Hofstede Cultural Analysis of the UK and India
(Source: Hofstede-insights, 2023)
1. Power distance
The power distance directs the unequal distribution of power between the people along with the level of equality acceptance within the people. The UK has scored 35 in the power distance culture as UK customers, and employees think of minimising social inequality (hofstede-insights, 2023). British culture is highly influenced by the belief in equality, and equal treatment despite of birthplace, and economic condition. On the contrary, India’s score is 77 which defines the highly existing power inequality among the Indians. The people appreciate top-down, and hierarchy structure in society. People with high income, and social status can avail power privileges in India.  
2. Uncertainty avoidance
This cultural dimension indicates people’s acceptance and tolerance of unpredictability. The UK has scored 35 in directing that UK people are comfortable with sudden situations, challenges, and ambiguous conditions to a certain extent. Similarly, India has scored 40 which implies India’s acceptance of imperfections. India’s tolerance of risks, threats, and new conditions is quite high. 
3. Individualism-collectivism
Individualism directs people’s tendency of taking care of themselves and think of their own well-being rather than others. The UK has scored 89 in this cultural factor which indicates UK people believe in individualism and tend to take care of themselves, and their own family (hofstede-insights, 2023). Employees of the UK are very private people and their source of happiness is personal fulfilment. On the contrary, India’s score is 48 defining the country's people to be more collectivistic rather than individualistic traits. Indians have high preferences to belong to the larger social framework.   
4. Masculinity-femininity
The factor masculinity directs the societal drivers are achievements, competition, and success. With a score of 66, the UK is a Masculine society (hofstede-insights, 2023). People in the country are highly driven by success and competition. Similarly, Indian society is also driven by the masculine culture with a score of 56. However, Indians are prone to display their power and success, their religious nature has indulged the value of humanity among them.  
5. Short vs. Long-term orientation
This cultural aspect defines people’s preferences towards a pragmatic approach or a time-bound approach. Both India and the UK have scored 51 in this dimension. People of these two countries have long-term orientations along with religious values, cultural beliefs, and related perseverance.  
6. Indulgence
This factor defines the level people try to control their desire, demands, and impulses. UK culture with a score of 69, indicates to be indulgent than India. Employees in the UK are highly optimistic and prioritise fun, leisure time, and spending. On the contrary, India scored 26 which direct Indians to be pessimistic, and keep high control over their desire.  
[bookmark: _Toc142560064]Advantages of the “Hofstede Cultural Model”
· The cultural model helps to identify diverse cultures, and civilisations in several countries
· This model is essential in aiding international businesses to expand without facing any cultural issues (de Freitas Santos and Bernardino, 2023)
· It also encourages employees to work together with the culturally diverse workers
[bookmark: _Toc142560065]Disadvantages of the “Hofstede Cultural Model”
· This model does not provide much attention to different communities, race, networks, and ethics in a country (Zhou and Kwon, 2020)
· Existing cultural dimensions are outdated, and are not enough to describe the whole behavioural contexts of customers, and employees
· Managers can become confused, and delay decision-making for socio-cultural conflicts. 
[bookmark: _Toc142560066]Technological Factors
UK: The UK is one of the technologically advanced countries at present. London works as the great hub for both technological and financial institutions. The UK business organisations are highly active in using IoT (Internet of Things), AI (Artificial intelligence), “Virtual Reality (VR)”, Augmented Reality (AR), and Robotic Processes. Companies have opportunities in finding new customers through social media channels, websites, digitally integrated supply chain and digital marketing.  
India: India is influencing its product manufacturing process by using new technologies. The 4G, and 5G technology have facilitated the service delivery process smoother than before. Indians are highly aware of social media websites, and channels that are leveraging new marketing scopes for companies. Lynch (2018) has mentioned that technologies are the part of strategic management for a business. Therefore, Starbucks can control the business strategically in both countries.   
[bookmark: _Toc142560067]Environmental Factors
UK: Air pollution and Climate change are the two biggest threats to the UK environment. Many people deal with airborne diseases every year. Organisations operating in the UK, need to adopt approaches for minimising adverse environmental impacts by controlling pollution. Newspapers, local councils, governments, and charities have taken many initiatives for creating environmental awareness.  
India: Air quality is decreased due to high urbanisation, and industrialisation in India. Additionally, soil erosion, water, and air pollution, and deforestation are other reasons for a crisis in the environment. Therefore, businesses in both countries require to prioritise environmental pollution control for getting better outcomes. 
[bookmark: _Toc142560068]Legal Factors
UK: “Equality Act 2010” protects employees from discrimination in the workplace (Gov.uk, 2023). “Employment Act 1996” also ensures that workers get their rights of parental leave, holiday pay, sick pay, minimum wage, maternity leave, and other legally protected payment (Gov.uk, 2023). 
India: “The Minimum Wages Act 1948” makes companies provide minimum wage allocated by the government as well as limit the maximum working hours including an hour break (Gov.in, 2023). “Disabilities (RPwD) Act, 2016” has provided additional benefits to people with disabilities while ensuring their full participation in the nation (Gov.in, 2023).  
	Factors
	Favourable/Unfavourable
	Reason

	Political
	Favourable
	Government has good political relation with foreign countries, and international organisations. 

	Social
	Favourable
	Diverse customer group increases the business scopes

	Economical
	Favourable
	Country’s GDP growth ensures business growth 

	Technological
	Favourable
	New technologies in production, supply chain, distribution are favourable for better service

	Legal
	Favourable
	Government has enacted favourable laws for employees

	Environmental
	Unfavourable
	Air pollution, water pollution, climate change are emerging challenge for business


Table 1: PESTLE analysis
(Source: Self-developed)
[bookmark: _Toc142560069]Similarities and differences between two nations on behalf of Starbucks 
The main similarity between the UK, and India is that both countries use advanced technologies of data analysis, AI, Machine Learning, social media, and so on. Starbucks can take advantage of these technologies to design service structures, business patterns, and product offerings in both situations. Another similarity is environmental problems existing in both nations. Starbucks requires to adopt new policies, and regulations for minimising the negative impact of business on air, water, and other natural resources. 
The main difference is regarding the diverse culture. The food habits, products buying nature, spending behaviour, indulgence nature, and overall shopping, and product consumption culture are different for the customers of India, and the UK. Starbucks need to develop different products, and marketing strategies for influencing the customers. Economic disparity is another vital difference which is to be incorporated here. Inequal income does not allow all customers to spend for products equally whereas UK people can easily spend for premium products. Starbucks need to strategise the product, and pricing differently in these two nations.  
[bookmark: _Toc142560070]Analysis of Industry Attractiveness of the Company in India and the UK market
Starbucks need to understand the customer’s needs and demands and deliver services in an effective manner. It is highly important to understand competitors’ business approaches and industry counterparts which make the business attractive. The industry attractiveness of Starbucks in the UK, and in India can be analysed through the framework of “Porter’s Five Forces”. Johnson et al. (2020) have underpinned that this framework provides useful insights, and driving factors of industry. The strategy also provides possibilities for managing strategies in reaction to the forces to promote long-term competitive advantage and survival scope.  
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Figure 4: “Porters Five Forces”
(Source: Self-developed)
[bookmark: _Toc142560071]Porters Five Forces
Competitive Rivalry: Starbucks operate in the Coffee Shop industry. The UK coffee shop industry is facing high competition due to the existence of numerous organisations. Costa Coffee, Coffee Bean, Origin Coffee, Tim Hortons, and Lavazza are the main competitors of Starbucks in the UK. The below figure indicates that Costa Coffee has the highest number of coffee stores with 2,792 outlets in the UK, whereas Starbucks has 1,089 stores (Statista, 2023). On the contrary, competition is quite low in the Indian Market. Starbucks need to compete majorly with “Cafe Coffee Day” which shows a more attractive industry situation in India.  
[image: ]
Figure 5: Coffee stores in the UK
(Source: Statista, 2023)
Supplier Power: The bargaining power of suppliers is low as companies are developed enough. Starbucks have a large chain of coffee bean suppliers that ultimately reduces the power of suppliers in the UK,. Similarly, India is known as an exporter of quality, variety, and exemplary coffee products which eventually reduces the suppliers’ power to a great extent. Starbucks has a high level of sales and publicity and most of the suppliers want to have business contracts with a company that is good for industry attractiveness.   
Buyer Power: Buyers’ bargaining power in the industry is high in the UK as there are large options for coffee providers. Most of the existing coffee houses provide the same category of beverages that eventually heighten buyers’ power to purchase products from others. On the contrary, Indian buyers’ power is low due to the low number of coffee chains in the market. Buyers do have not many options, which reduce their switching powers. It is a beneficial factor for Starbucks in terms of targeting Indian customers.  
	Forces
	Intensity

	Competitive Rivalry

	High

	Supplier Power

	Low

	Buyer Power: 

	High

	Threat of Substitution

	High

	Threat of New Entry

	High


Table 2: Porter’s Five Forces
(Source: Self-developed)
Threat of Substitution: There is a high threat of substitutes in this industry due to the availability of different substitutes. Tea is a major substitute for coffee that serves almost the same purpose as energy drinks for customers. However, UK customers mostly like coffee in their daily lifestyle which reduces the threat of substitutes in the country for Starbucks. On the contrary, Indian customers prefer different types of tea which are easily available, and cost-effective than coffee (Tpci.in, 2023). Starbucks has a threat of substitutes in the market of India along with the preference for tea.  
Threat of New Entry: There is a high threat of new entrants in this industry as companies face low hurdles to enter here. Both in the UK, and India, organisations would require huge capital, takeaway shops, baristas, and employees for starting the business. As governments of both the two countries encourage new business openings, the new entrants of business would not be a problem. Starbucks can provide more offers to customers to stay competitive in both markets. 
[bookmark: _Toc142560072]Critical analysis of using the Porter's Situational Model
Porter’s five forces framework is highly effective for understanding the trends, and dynamics of the coffee chain industry that eventually directs Starbucks to adopt its business strategies. On the contrary, this framework does not consider the company’s resources, and capabilities for fulfilling the external trends successfully. A comprehensive understanding of the industry needs the analysis of external conditions as well as the internal transition of business at a certain level (Isabelle et al. 2020). However, it is an advantageous model for analysing the external trends of businesses, and sectors.  
[bookmark: _Toc142560073]SWOT analysis Highlighting the company’s internal aspects in two countries 
[bookmark: _Toc142560074]SWOT analysis of Starbucks in UK

	Strengths 

· Starbucks have a strong brand image as a beverage, and food provider
· Starbucks has earned £449.3 million in 2022 in the UK (Starbucks, 2023)
· Company has 1,228 stores in the country

	Weaknesses

· The company has moderate coffee price in comparison to Costa Coffee
· Starbucks has a limited products range than other companies
· Company has been criticised for tax avoidance
  

	Opportunities
· Starbucks has high opportunities of expanding cafe chains in other European countries
· Starbucks can introduce new beverages, and foods on holiday flavours (Starbucks, 2023)
· Partnerships with other companies can be benefitted for Starbucks in the UK
· Cutting-edge technologies are used here

	Threats
· Company has big threats of high competition with big outlets such as Caffè Nero, Costa Coffee, Greggs, and so on. 
· Products delivery through third parties is a matter of threats 



Table 3: SWOT analysis of Starbucks in the UK
(Source: Self-developed)
[bookmark: _Toc142560075]SWOT of Starbucks in India

	Strengths 
· Revenue crossed Rs. 1000 crore in 2023 (Indiatimes, 2023)
· Total 327 stores in India in 2023
· Company has reinvested the profits in taking strategic directions


	Weaknesses
· Company has high price ranges beverage, and food items
· Company is criticised for procuring coffee beans from third world farmers 


	Opportunities
· Starbucks has brought new food items in Indian tastes
· Company can expand business in other Asian countries
· Cutting-edge technologies are used in order taking, and prepare (Starbucks, 2023)
· Partnership with Tata company
	Threats
· Most Indian customers prefer low price range coffee
· Local coffeehouse is a threat for company
· Diverse customer behaviour


Table 4: SWOT analysis of Starbucks in India
(Source: Self-developed)
[bookmark: _Toc142560076]Similarities and differences in SWOT for companies in two countries
The main similarity is that Starbucks have good brand image in both countries. In both situations, the company uses cutting-edge technologies for analysing customers’ preferences and preparing orders, and payments. The main difference is that Starbucks have fierce competition in the UK which is not a problem in Indian Market. Additionally, the company faces challenges with the high price of products in India which is not challenging for the UK people. 
[bookmark: _Toc142560077]Company marketing Mix Elements, and market segmentation strategies
[bookmark: _Toc142560078]Segmentation
· Demographic: Starbucks divides its customer groups on the basis of their occupation, age group, and income level. In both India and the UK, target customers are of age 22-60 with handsome earnings. Students, hybrid workers, and travellers are the main customers of this coffee chain. In India, the company target the higher middle-class customers, while in the UK company targets most customers with standard income. 
· Geographic: Starbucks is a global brand with many stores in the Europe, Asia Pacific, America, China, Africa, the Middle East, and North America (Starbucks, 2023). More precisely, company geo spread mostly in the suburban and urban areas while capturing the drive-trus, and walk-in-crowd in each of the two countries.  
· Psychographic: The company is part of charitable and arts initiatives along with being socially responsible to a certain extent. The company has set up shelters for orphan children and donated money to social activities (Starbucks, 2023). These activities influence the customers who are socially concerned, self-reliant, learners, and aspiring. 
· Behavioural: Starbucks targets morning customers with offers so that they are pushed to buy another coffee in next morning. Customers are also compelled to buy beverages through mobile orders, which are also offered by the company. Online payment, ordering, and personalised coffee mugs work as the behavioural aspects of segmenting customers. 
[bookmark: _Toc142560079]Targeting and Positioning
Starbucks mainly targets the customers with high income both in the UK and in India. This is the main reason for developing Starbucks stores in plush areas.  The busy suburbs are the main targets of companies who have busy lives with schools, offices, children's parks, game centres, gyms, and colleges. Health-conscious customers are also the target of the company in India as the company has a large range of teas such as decaf tea, green tea, and so on. 
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Figure 6: Perceptual Mapping of Starbucks
(Source: Self-developed)
The customers of the UK perceive Starbucks on the basis of available coffee options on the menu. On the contrary, Indian customers perceive it on the basis of value-based products. The above perceptual mapping has indicated a company with low product options, and high product prices.  
[bookmark: _Toc142560080]Similarities and differences between both markets
Similarity is Starbucks can positively use cutting-edge technologies for providing high-class products, and customer services. On the other hand, the company has high competition in the UK market and comparatively low competition in the Indian market.  
[bookmark: _Toc142560081]Marketing Mix  
The marketing mix can be defined as the compilation of the actions, tactics and strategies of a company for promoting its brand into a specific market. The marketing mix efficiently supports the business manager for allocating the potential responsibilities and facilitates the excellent communication procedures (Khan et al. 2019). Product, price, place, people, promotion and physical evidence are several core components of the marketing mix strategy of an organisation.  
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Figure 7: Core component of marketing mix
Source: Othman et al. (2019)
[bookmark: _Toc142560082]Product
United Kingdom
The product management authority of Starbucks is committed to serve British culture with a wide range of superior quality food and drinks. The “Chief Executive Officer” (CEO) “Alex Rayner” dedicatedly designed the entire category of foods and drinks by Espresso Drinks, Brewed Coffee, Hot chocolate and “Starbucks Refresha Drink” to serve the “Fish and Chips” Lover (Starbucks, 2023). Additionally, the UK citizens also enjoy their eating culture by consuming “Ham & Cheese Croissant”, “Traditional Sausage Sandwich” and Blueberry Muffin.
[image: ]
Figure 8: Breakfast range of Starbucks for British culture
(Source: Starbucks, 2023)
India
The organisational manager of Starbucks efficiently designed the good range based on the “sour, sweet, salty and pungent” taste to serve the Indian culture. Chatpata Paratha Wrap”, “Vegan Croissant Bun”, “Chicken Tikka in Multigrain Croissant” and “Egg White and Chicken In Multigrain Croissant and “Egg White and Chicken In Multigrain Croissant” are ready to serve the taste of India (Starbucks, 2023). Besides it, the customised food range for Indians is also designed with sweet, spicy and desserts items. 
[image: ] 
Figure 9: Food range of Starbucks for serving Indian culture
(Source: Starbucks, 2023)
Similarities and differences in products offered in United Kingdom and India
The UK citizens have an intense desire for consuming healthy food and drinks while India is comparatively unconscious regarding physical fitness. Approximately 61% of the British are actively engaged to develop a healthy eating habit (Statista, 2023). However, nearly 48% of Indians perceive that health as well as wellness can be considered as good habits for ensuring healthy living habits. The management authority of Starbucks minutely observed the pattern of the consumption of both the Indian and British for designing the menu. The organisational manager also included sweet, spicy, dessert, cake and cookies for the “foodie” Indian (Starbucks, 2023). On the contrary, for Britain, Starbucks consistently limited the range of chocolate, snacks and bakery treats by broadening the range of sandwiches of different flavours. 
[bookmark: _Toc142560083]Price
The product price is effective to generate potential profit and support the positioning perspective of a specific product. As opined by Whittington et al. (2020), an organisation could also travel around the clock of the strategy for exploring the multiple directions to develop and also adjust the pricing strategy over the time. The management department of Starbucks planned to utilise the “value-based pricing strategy” in the UK to maximise the profit level. On the contrary, in India, Starbucks is utilising a “cost-plus pricing strategy” to serve the Indian customers from the multiple economic level (Pandey et al. 2021). This convenient pricing strategy is cost and time effective that does not require more time for research and development into the market. 
[image: ]
Figure 10: Strategy clock to develop pricing strategy
(Source: Whittington et al. 2020)
[bookmark: _Toc142560084]Place 
Company market entry methods
The market entry strategy is the complete plan-procurement of an organisation for the delivery of the quality goods and services to the new customers of the innovative market. The entry mode strategy significantly differs at the degree of the resource commitment to the extent in a specific location (Whittington et al. 2020). The operational management authority of the United Kingdom efficiently utilised the acquisition strategy as the market entry strategy rather than the partnership. However, in India, the administrative authority of Starbucks utilised the “joint venture” as the entry mode strategy.   
Advantages and disadvantages of chosen market entry methods
The acquisition strategy of Starbucks is effective to improve the struggling environment of the business, enhance the market power and reduce the training costs. The management authority of Starbucks also gained the competitive advantage by the utilisation of this strategy from the top competitors in the UK (Rodrigues, 2019). On the other hand, the adoption of the “joint venture strategy” also plays an efficient role to access the distribution channel in a more flexible way and also share the risks as well as costs with the partners. The management authority of Starbucks significantly increased the number of coffee shops in India to 268 in the financial year of 21-22. That is the potential outcome for applying the “‘joint venture” strategy (Statista, 2023). The managerial authority also enhances the greater access of the technology and financial resources in India by utilising the “joint venture” strategy. 
[bookmark: _Toc142560085]Promotion 
The marketing management authority of Starbucks is promoting the products and service range in the UK through the advertisement by social media and also television. More precisely, Instagram, Twitter and Facebook are the essential tools of Starbucks to promote its wide range of products and services (Musonera, 2021). On the other hand, Starbucks arranged a small event and campaign in the small city to promote the coffee and sandwich among the children and adults of India. Concurrently, the Management authority of Starbucks also developed their joint venture with “Tata Global beverages” to provide the greater experience to the Indian culture with chocolates and sandwiches.   
[bookmark: _Toc142560086]People
The key people of Starbucks have structured the entire workforce by developing the “board of directors” with the active assistance of CEO, operational manager and chief financial officer. The entire operations of this company are consistently controlled by Alex Rayner within the United Kingdom. However, “Tata Starbucks Private Limited” has made with the CEO Sushant Dash which is actively engaged to serve the Indian culture by assisting the director and additional director. 
[bookmark: _Toc142560087]Process
The operational manager of Starbucks is delivering their products and service across the United Kingdom through the application of Uber Eats, Deliveroo along with Just Eat. The management authority of this committed to serve the British customer with the doorstep delivery facility within the perfect scheduled time (Starbucks, 2023). On the other hand, the organisational manager of Starbucks also offers the online delivery to the Indian customers through the food delivery application along with the “contactless ordering service”. 
[bookmark: _Toc142560088]Physical Evidence
The management of the Starbucks in the UK is committed to provide the physical evidence to the customers by the luxurious ambience of the stores. Additionally, the organisational manager also put the concentration to attract the customers through the sustainable coffee mugs and paper napkins also with the printed logos. On the other hand, the organisational manager of Starbucks also designed the physical store through warm lighting, wooden walls-tables and earthy colour to attract Indian customers (Sharma, 2023). These practices play an efficient role to establish Starbucks as the global brand across the world. 
[bookmark: _Toc142560089]Directional Development Strategy 
The “directional development strategy” is explained as the specific game plan of a company for making the potential decision to develop business, enhance profit and accomplish the organisational goals.  
[bookmark: _Toc142560090]Ansoff Matrix 
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Figure 11: Ansoff Matrix of “Corporate strategy directions”
(Source: Whittington et al. 2020)
[bookmark: _Toc142560091]Market Penetration
The market penetration concept is associated with increasing sales of the existing products and services within the existing market. The management authority of Starbucks efficiently utilised data analytics for personalising reward programs and loyalty programs to engage more customers into the United Kingdom. Approximately 14% of the UK customers gained their awareness regarding the products of Starbucks through the social media advertisement (Statista, 2023). However, the organisational manager of Starbucks also increased sales in India by restructuring the menu and offering the customers affordably. 
[bookmark: _Toc142560092]Product Development
The product manager of Starbucks is efficiently utilising the large networks for developing an innovative products range efficiently. Innovation, quality customer service as well as sustainability are the core elements of the products development strategy of Starbucks both for India and the United Kingdom (Cao and Qiu, 2021). This product development strategy efficiently supported Starbucks for creating a strong brand image and also a loyal customer foundation.  
[bookmark: _Toc142560093]Market Development
The market development aspect is engaged to offer the existing products and services to the new range of the customers. Starbucks also offers the products and service through the market segmentation on the basis of the socio-economic conditions in India (Iide, 2023). The management authority of Starbucks offers the existing products to the UK customers by developing the customer’s experience and quality of the products. 
[bookmark: _Toc142560094]Diversification
Starbucks efficiently diversifies the portfolio of the stores and networks of the customers to ensure the successful diversification of the products and services. The organisational manager of this company also diversifies the wide product range in India and UK for growing sales and enhancing the demand for gaining competitive advantage.  
[bookmark: _Toc142560095]TOWS Matrix
	TOWS
	Strengths (S)
· Strong brand presence
· Total stores 35,711 stores worldwide (Starbucks, 2023)
· High food quality and efficient services 
	Weakness (W)
· Company generates 85% of revenue from US (Starbucks, 2023)
· Food prices are high than average

	Opportunities (O)
· Company has strong market share of 40% (Starbucks, 2023)
· Extended category of beverages
	S/O
Company can generate more revenue by introducing innovative products in every store






	W/O
Company may take advantage of market expansion for increasing market share outside of the home country

	Threats (T)
· Political, environmental condition of other countries can be threatening
· High competition 
	S/T
Company can expand business in such a country with low competitive pressure






	W/T
Company needs to diversify products such a way so that products’ price range is comparatively moderate. 


Table 5: TOWS matrix
(Source: Self developed)
[bookmark: _Toc142560096]Recommendation
The management authority of Starbucks of the UK and India is recommended to assess the market opportunities, adopt the potential marketing strategy and learn the customer with active observation. Moreover, the marketing management authority of Starbucks is suggested to,
· Making collaboration with local partners to engage more customers with the company from the new market. 
· Ensuring the effective utilisation of the surplus production for the betterment of the key people.
· Conducting thorough market research to make effective understanding among the local communities and audience. 
The management authority of Starbucks is also recommended to establish the local presence with the product segmentation and create the complete plan for the digital marketing. The manufacturing department of Starbucks is recommended to draw the emergent themes as the external business strategy to direct and also monitor the operations. More precisely, the organisational manager of Starbucks is also suggested to make an external strategy to mitigate the organisation’s uncertainty. Additionally, the management department of Starbucks is also recommended to maintain the healthy internal relationship with the team members that are effective to manage the consistency in the production. 
[image: https://lh4.googleusercontent.com/zYieqPcC9GslMpGPD1YaCFcZqcZe3gT9tpy9I_tRmw2bVIYJL_ysP8GdCNOpf1sMOWFQZvXrpaI9HHelvsh2xDVzdJr6M1SkfiGlP7tarPBQJsmsugqIMZOXSs2fO-OvRVtz67wt-cTlrhXipdjJgww]
Figure 12: The emergent strategy development procedure
(Source: Whittington et al. 2020)

[bookmark: _Toc142560097]Conclusion
It can be concluded that Starbucks has successfully developed its business in the UK, and India with its different market strategies. The PESTLE analysis has interpreted the financial disparity between the Indian, and the UK population impacting their buying power. The increasing notion of a healthy lifestyle among Indian people has led Starbucks to add healthy beverage options to the menu. Hofstede model has also directed the increasing disparity in the food consumption culture, and spending patterns of customers in India, and the UK. Porter’s Five Forces Model has discussed the attractiveness of the industry in terms of high competition, high customer support, suppliers’ approach, and related threats. The company faces most problems in India due to its price range. Starbucks is suggested to modify its price range so that a large customer group in India can avail the products. The main difference is shown in the products offered, as Starbucks offers an entirely different range of beverages, and food for Indian, and UK customers. 
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