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Introduction
[bookmark: _Toc201917347]The modern business environment is increasingly influenced by the accelerated technological change, heightened globalisation, altering geopolitical dynamics, and the changing consumer preferences which has led to a situation where performance of multinational organisations depends on being strategically agile to remain afloat in the market and find some unprecedented avenues in growth and development. Here Starbucks which was founded in 1971 and currently the largest premium coffeehouse chain in the world with over 38,000 stores around the world is experiencing a growing challenge in its core markets which include the United States and Western Europe whereby market saturation, operational costs pressures and increasing competition by companies like Costa Coffee, Tim Hortons, McCafe and independent specialty cafes have hampered the growth pace. As these markets are maturing, the strategic focus of the company has decidedly changed to high-growth emerging markets that have high populations and economic potential. India, a growing consumer market with a GDP growth of between 6 and 7 percent, a fast growing middle class that is likely to grow to 600 million by 2030, a young population of 28 years old on average is a strong opportunity that Starbucks can use to enhance its global presence. The increasing urbanisation, growth of luxury lifestyle consumption, and the mobile-first digital platform in India only add to the appeal of the Indian market, especially in the case of a brand, whose global performance is based on the digital innovations, experience-based retailing, and brand loyalty. Also, Starbucks enjoys the fruitful collaboration with Tata Consumer Products that offers the integration of supply chains, local market understanding and already has a foothold in the key cities of India. The present report critically examines potential expansion of Starbucks in India based on the superior strategies frameworks including PESTLE, Porters five forces, VRIO, Porters diamond, Ansoffs matrix, and BCGs matrix to assess the macro-environment conditions, industry competition, organisational strengths and strategic fit. It then designs an evidence-based market entry plan and a Balanced Scorecard performance model to measure and to inform the implementation of the expansion initiative of Starbucks.
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SECTION 1: SELECTION OF ORGANISATION & TARGET MARKET
1.1 Why Starbucks?
Starbucks is the world leader in the premium coffeehouse sector, a role, which it has gained over the decades due to its brand development, operational excellence and innovation ever since its establishment in 1971 (Starbucks, 2025). The fact that it has penetrated over 80 countries indicates the high globalisation capacity and its success in entering, growing and adjusting in varied cultures in the economic and regulatory environments in the markets of North America, Europe, Asia and the Middle East. Having an annual revenue of more than USD 36 billion, as the 2023 Annual Report shows, Starbucks has the financial capabilities needed to conduct intensive foreign diversification, multi-year capital investments, as well as implementing premium store formats that position its brand on a global scale (Team, 2024). This financial stability also boosts investor confidence and has funds to use in modernising its supply chain, in store innovation and sustainability efforts. Brand equity is one of the most important strategic resources the company has since consistently, Interbrand ranks Starbucks as one of the most valuable brands in the world and it is well recognized globally, customers trust it, and have the power to charge high prices. 
[image: Starbucks storefront]
Premium positioning of Starbucks is backed by well-developed supply chain that guarantees high quality of coffee beans obtained in an ethical way and consistency in operations in all markets worldwide. The collaboration with suppliers and local business, e.g., Tata Coffee in India, allows Starbucks to serve high-quality products with local implication and relevancy. The digital innovation in the company has also become a fundamental source of competitive power. Starbucks has reorganized the concept of convenience and customer interaction in the cafe sector through AI-based personalisation, mobile ordering, no-contact payment and loyalty programs using the Starbucks Rewards application. The digital capabilities are especially beneficial in mobile-first economies such as India where people are more and more oriented at technology-driven experiences. In addition, the ESG undertakings, such as its objectives on carbon-neutral green coffee and waste minimization, social responsibility, and community empowerment, are very aligned to the current trend on sustainability globally and make it more legitimate within the socially conscious emerging markets (Azriuddin, 2020).
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Figure 01: Starbucks Global Revenue Trend (2018–2023).
Source: Starbucks Annual Reports (2018–2023)
1.2 Why India? Market Attractiveness Justification
Starbucks has one of the best global markets to be found in India because of its solid macroeconomic fundamentals and fast changing consumer base. India is one of the fastest-growing major economies with the GDP growth averaging 6-7 percent, which is backed by favorable demographics, rising disposable incomes and growing urban consumptions. The middle class which will grow to almost 600 million by 2030, is a significant force of demand of high lifestyle experiences, such as cafe culture, branded food services and experience retailing. The young population structure, with a median age of only 28, also supplements the growth potential since young consumers overwhelmingly adopt Westernised cafe atmosphere, social lifestyle expenditure, and convenience in the form of digital (Mahobia and Jain, 2015).
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Figure 02: Growth of UPI Digital Payments in India, 2018–2023 (in billions of transactions).
Source: NPCI, RBI, Public Digital Finance Reports.
Another advantage of the Indian market is the fact that it has a distinctive digital-first consumer ecosystem, with mobile payments, digital ordering and e-commerce applications being the primary part of daily transactions. The other systems like UPI (Unified Payments Interface) are capable of processing billions of transactions per month and are considered to be the most developed payment systems globally. This ultra-digitalized place perfectly fits the technology-driven strategy Starbucks adopts, especially its ability to order through mobile, the loyalty programmes, and customised marketing features. Also, the Indian market, especially when related to the premium coffee market, is underpenetrated as compared to other markets like China or Southeast Asia. The domination of tea culture and the discontinuous nature of local cafes provides a large amount of whitespace that Starbucks can utilise to influence the expectations of consumers and formalise the café industry faster. There is competition with other players such as Café Coffee Day, Costa Coffee and other artisanal cafes but the market is open, expanding and is yet to be saturated (Endresen, 2024).

1.3 Strategic Fit Between Starbucks and India
Strategic fit between Starbucks and the Indian market is very high and this has been facilitated by a cross-cutting point in consumer aspirations, lifestyle shifts and changing preferences among the urbanising citizens of the country. Since the Indian middle class is growing, its consumers are increasingly demanding aspirational, high-end and experiential brands with symbolic value and not simply products. The comfort, personalisation and social ambience aspect of Starbucks that is globally known as the third place experience would fit in these new lifestyle trends. The increasing culture of cafe by young professionals, students and urban families provides Starbucks with a natural demand of its value proposition (Ozan, 2025).
The availability of Tata Starbucks joint venture is one of the strongest enhancements to the strategic fit of the company since it closes the cultural differences, regulatory context and market operating obstacles. As a leading conglomerate that is already trusted by people in India, Tata offers unparalleled local experience, supply chain credibility and reliability, and allows Starbucks to localise its offer including masala chai, different variations of filter coffee, and food items that reflect the local area without the loss of its global brand integrity. Other competitive advantages that can be tapped by Starbucks include inconsistent quality of the local chain-based cafes, the lack of high-end experiences, and a fragmented market of foodservice where internationalized standards are inconsistently applied. India is also consistent with the internationalisation agenda of Starbucks over a long period, as it has the potential to grow over a multi-decade, the opportunity to expand beyond the Tier-1 cities to Tier-2-Tier-3 markets, as well as to duplicate the successful scaling strategy in China (Mishra, 2020).











Section 2: COMPREHENSIVE STRATEGIC ANALYSIS 
2.1 PESTLE Analysis (India)
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The political climate of India provides an excellent platform through which Starbucks can expand, owing to the relative political stability, pro-business regulatory policies and sustained government support of foreign direct investment (FDI) in the retail and food service industry. It has policies like the Make in India program, streamlining of FDI regulations and the national infrastructure development which improve the environment of multinational businesses. Nevertheless, administrative issues, such as bureaucratic stalling, differences in state-level regulations, and a cyclical political conflict can introduce certain administrative strain, which Starbucks can easily address by means of managing the local partnerships, which is one of the areas where Starbucks can rely heavily on the collaboration with Tata Consumer Products (Makos, 2024).
India is also one of the fastest developing large economies in the world economically with the GDP growth being estimated at 6-7%. The increasing disposable incomes, the growing middle class, and the growing urbanisation favour the long-term demand of high-end consumer experiences. Currency swings, inflation instability and non-uniform economic growth among the states however, pose financial threats Starbucks will have to face when deciding on the store format, pricing strategy and market prioritisation. Socially, the demographic advantage of 28 median age in India results in high consumption behaviour of younger and aspirational consumers who are adopting cafeteria culture, convenience food, and international lifestyle brands. However, the tea-preference culture and the presence of strongly ingrained domestic consumption patterns continue to be a structural obstacle that has to be overcome by Starbucks via menu localisation and the branding strategies of the community-focused products (Beinhocker, Farrell and Zainulbhai, 2007).
India has an exceptionally high-tech digital environment, boasting global mobile payment uptakes via UPI, a massive increase in digital business, and high uptake of food-delivery services. This is in line with digital-first strategy that Starbucks has. Legally, the need to adhere to FSSAI food safety regulations, GST regulations, and labour laws has to be observed constantly, although it does not place any major structural obstacle. India is experiencing a critical environmental problem of scarcity of water, pressure on waste management, and increased sustainability requirements (ANI, 2025).
2.2 Porter’s Five Forces – India Café Sector
The level of competitive rivalry in the Indian cafe industry can be characterised as moderate to high with the well established players like Café Coffee Day (CCD), Costa Coffee, Barista, and fast growing chains of artisan coffee like Blue Tokai and Third Wave Coffee. The market is fragmented, but due to the global brand presence and premium positioning, Starbucks has a high competitive advantage. Nonetheless, there is a growing pace in specialty local cafe expansion and growing competition in convenience-based formats including bakeries and QSR locations, respectively, that are only heightening the competition levels (World, 2025).
New entry threats are moderate since, despite the comparatively low barriers to entry in the café business, to attain scale, brand premium equity and consistency in supply chain, large capital, and operations skills becomes essential. Starbucks has got good strengths in this respect, but local niche entrants have the ability to get hold of younger and price-sensitive consumers in urban areas. The buyer power is medium; the Indian consumers are aspirational but price-sensitive. Although Starbucks lures a premium oriented market, customers have many other options such as roadside tea shops, mid-range chain shops and this restricts Starbucks when it tries to price its drinks too high. The power of suppliers is low-moderate; the association with Tata Coffee provides Starbucks with the safety of the supply chain, which guarantees high-quality beans and constant prices. Smaller chains of cafes, in their turn, do not have as much bargaining power of suppliers because of the lack of scale (Pereira, 2025).
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There is a threat of substitutes. India is still a major nation consuming tea and the intake of chai has grown enormously compared to coffee consumption. Also, the instant coffee, home brewing and ready to drink beverages provide convenient substitutes. To maintain a state of differentiation, Starbucks needs to keep on innovating and localising. A critical analysis has shown that the model created by Porter fails to consider the dynamics of the informal market in India, as well as the disruptive effect of digital ecosystems like food delivery and mobile ordering, which keep on redefining competitive structures (Renub Research, 2025).
2.3 VRIO Analysis – Starbucks
Starbucks has numerous resources that will enhance its competitiveness in emerging market like India. It has a good recognisability, trust and emotional attachment of its brand worldwide with the third place concept, which generates great value and differentiation. The supply chain of Starbucks is engineered to provide consistency of its products and efficiency of its operations through vertically integrated sourcing, large roasting, long-term association with the suppliers, and quality-control mechanisms. Its mass-scale digital platform, mobile ordering, AI-based recommendations, and Starbucks Rewards program only increase customer engagement and help in generating high lifetime value. Also, the organisational culture and the barista training level of Starbucks, as well as its ability to design stores, are also significant value-created assets. When it comes to rarity, very few coffee chains in the world can be compared to Starbucks in terms of brand strength, global business, digital savvy, and supply chain expertise. This scarcity also contributes to the establishment of a lasting premium status by Starbucks in the mature and the emerging markets. 
The Organisation dimension is a key strength of Starbucks, since the business is successful in bringing its resources to bear by having good governance, operating at global standard operational procedures, strategic alliances and disciplined expansion models. It is evident that Starbucks exhibits a long-term competitive edge in the form of brand equity, digital ecosystem, and supply chain strength. It enjoys temporary benefits in other areas like product innovation which can be emulated with time. There is a balance in the simple beverage products; as they are competing with the local crafted cafes. Major threats are that the developing markets are very sensitive to price and there is a possibility of over dependence on urban premium segments. The VRIO profile of Starbucks as a whole favors good growth prospects in India, particularly in conjunction with local experience in Tata Starbucks(Lin, 2012).
2.4 Porter’s Diamond Model – India
The factor conditions of India offer a favourable background to the growth of Starbucks, backed by an increasing number of labour force, the number of talented baristas, the presence of high-quality coffee beans acquired in India through local sourcing, and increasing infrastructure in urban areas. Although, logistical complexities, as observed in Tier-2 and Tier-3 cities continue to exist, overtime, due to constant government efforts to improve transport and supply chain networks, limits are mitigated. 
Industries that are related and supportive are other factors which enhance the future of Starbucks in India. An efficient cold-chain logistic, developed digital payment methods, and food delivery services such as Swiggy and Zomato make the efficient functioning of cafes possible. As one of the most important supply chain partners, Tata Consumer Products develops capabilities in terms of local sourcing, roasting, market understanding, and alignment with regulations. Starbucks is thus enjoying the advantage of backward integration as well as local ecosystem (Mishra, 2020).
India is even more attractive with the help of the government via facilitation of FDI, streamlining of GST, and investment in digital and urban infrastructure. Nonetheless, the regulatory differences on a state level and the inconsistency of policies in some cases are still issues. Global supply chain disruptions or changes in the cost of the commodities could be classified under chance events that can impact on the cost of operations, although Starbucks has good global sourcing that can neutralize it. Generally, Porters diamond suggests that India is favourable in terms of national competitive advantage to Starbucks and the partnership of Tata helps the company to navigate more efficiently through the factor conditions, demand growth, industry relationship, and competition.
2.5 Portfolio Tools – Ansoff + BCG
The Ansoff Matrix offers a clear perspective of the strategy Starbucks has in India. Indian market entry by Starbucks is a Market Development strategy - of transferring the existing products and brand experiences to a new geographical area. This will coincide with the wider Starbucks international expansion strategy, where growth in the developing economies will subsidize the mature Western markets. 
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Meanwhile, India will need important Product Development since the menu needs to be localised to fit the culture. Starbucks has already launched India specific products like Masala Chai, Elaichi Mawa Croissant and snacks tailored to the location thus creating market relevance without compromising the global image. This two-pronged approach of market development that comes with product development maximises penetration and expedites customer adoption (Thompson, 2025).
The BCG Matrix assists in the assessment of the product portfolio of Indian Starbucks. The main products like lattes, cappuccino, cold brew, and Frappuccinos serve as Stars, as they are growing in the market and enjoying high demand, especially among young people in urban areas. Question Marks may be ready-to-drink beverages and seasonal products since their long-term performance can be determined by consumer acceptance and positioning. Food products, such as bakery products and lunch menu, are Cash Cows, as they are stable in their revenues, with the constant demand, but lower growth prospects, as compared to beverages. The teas of Teavana and some niche drinks can be classified in the Dogs category because of low demand in a tea-driven market.
Integration of Ansoff and BCG tools assists in steering resource allocation, menu innovation, pricing as well as promotion of Starbucks in India. The areas of market development need investment in the development of stores, brand awareness, and digital infrastructure whereas the product development programs guarantee the correspondence to the Indian taste preferences. The portfolio analysis affirms that the beverage categories which are performing well in India are the ones that Starbucks has been use to extend its growth in India with culturally adjusted product innovations. These instruments indicate that Starbucks is strategically balanced in its product portfolio, and its benefits in India have high upside given the rapidly changing nature of the Indian café industry (Thompson, 2025).
Section 3: Strategy Development and Formulation
3.1 Evaluation of Market Entry Strategy Options
In considering the market entry modes that Starbucks has in India, a comparative analysis of control, investment, risk, speed, and cultural alignment of various modes, one would find entry modes to be superior in the Indian market than others. Wholly owned subsidiary would give Starbucks the greatest control of operations, brand quality, pricing and product quality, but it would have the greatest financial cost and regulatory obstacle of any form of business in a country where bureaucracy, multi-layered compliance and variations in policies at the state level can drastically slow the expansion. Franchise model, which is low investment and easy to scale, goes against the premium experiential positioning of Starbucks since franchising usually weakens brand consistency, service quality and supply-chain standards. Licensing also entails loss of control in operations, inconsistency and inappropriate in the case of a global brand, which does not compete on price but experience. Digital-only outlets are cheap to set up, fast, and highly congruent with the mobile-first consumer behaviour in India, but they do not replicate the third place experiential value of Starbucks, but serve as a supplementary format in addition to physical locations. Multi-format entry: Flagship cafes, compact express stores, kiosks, and drive-thrus will bring flexibility to fulfill the range of Indian markets at Tier-1, Tier-2, and Tier-3 cities and strike a balance between higher brand signalling and reaching large populations. The current joint venture with Tata Consumer Products is the most strategic fit, as it decreases regulatory obstacles, improves the cultural fit, increases the reliability of the supply chain with Tata Coffee, and speeds up expansion with the help of local competence. JV helps in controlling financial risk as well as maintaining a high level of control over the store standards hence enabling Starbucks to maintain its premium image. Comprehensively, the best entry system that Starbucks can implement is strengthened Tata JV facilitated by multi-format rollout and selective digital-only locations, which offers the ideal combination of speed, control, investment efficiency and comprehensive market adaptation (Blake, 2019).

3.2 Recommended Market Entry Strategy for Starbucks India
The expansion approach recommended by Starbucks in India is focusing on the reinforcement of Tata Starbucks joint venture and expanding a multi-format, digitally integrated, and sustainability based growth format specific to the high-paced consumer environment of India. The JV ought to intensify local sourcing using Tata Coffee, increase the roasting and research and development capacity in India as well as improvement in the structure of governance to increase speed in governing decisions and responsiveness to the market. The growth strategy should be in tiered fashion flagship and Reserve stores in Tier 1 cities to signall the brand; compact express shop, drive-thru, and kiosk stores in Tier 2 and Tier 3 cities to increase penetration; and airport, metro, and highway stores to attract high-mobility clients. As India has already become a digital payments leader, and the country has been facilitated by UPI, QR-based payments, and mobile-first consumption, Starbucks needs to increase its digital-first operations model, by adding UPI payments, reinforcing the Starbucks Rewards ecosystem, and using AI-based personalisation and increase frequency and loyalty. Menu localisation should proceed to the next level with an increase in the number of chai items, the introduction of Indian bakery flavors, and modification of food menus according to the needs of vegetarians so that they would be more culturally appropriate. The concept of sustainability to be integrated should encompass the use of water-efficient store technology, the embrace of renewable energy, waste-reduction mechanisms, and community-based programs that will be in line with the ESG of Starbucks and sustainability priorities in India. VRIO analysis (brand equity, digital capabilities, supply chain partnership), Porters Five Forces (JV decreases competition and the power of buyers), and Porters Diamond (strong factor and demand conditions in India) are strategies that strongly support this strategy. The young population, cafe culture development, and growing middle class of India make it an optimal long-term growth engine and the suggested strategy will put Starbucks in the position to optimise competitive advantage as it scales in a sustainable, profitable manner.
3.3 Porter’s Generic Strategy Application
The competitive strategy that Starbucks can implement in India can be conceptualised under the Differentiation framework introduced by Porter that focuses on creating unique value by means of excellent quality of their products, a sense of experience in their stores, high levels of service standards, and a sense of emotional branding. Starbucks is a luxury brand in the world; it is distinguished by selling high-quality Arabica coffee, customisable drinks, developed food service, and the third-place experience, or rather the warm place between work and home. In India, differentiation should be able to adjust to the expectations of the local culture without losing the global identity of Starbucks. This should be through upholding high ambience, craftsmanship in preparation of beverages and excellence in training baristas to maintain uniformity in the quality of services offered by the company in every region. Price competition levels may be necessary in the weekday, off-peak periods to serve price-sensitive markets and secure high end brand equity. The various formats of store differentiation: reserve stores, drive-thrus, compact city cafes and pickup-only make Starbucks to provide segmented value propositions to consumers based on consumer segment and geography. Brand trust among socially responsible young consumers is further improved with sustainability differentiation, including water-saving shops and responsible sourcing with Tata. On the whole, the differentiation strategy in India will mean a mixture of international brand prestige and a strong localisation with digital innovation and sustainability leadership that will make Starbucks defend its position in the market where experiential value will become a more important factor when making consumer choices.
3.4 CSR, ESG, and Sustainability Strategy for the Indian Market
The CSR, sustainability, and ESG integration used by Starbucks in India should be extensive, locally localized and aligned with its global obligation towards ethical sourcing, environmental responsibility, and community empowerment. Starbucks already enjoys the benefits of having high quality Arabica beans through its joint venture with Tata grown in Tata Coffee plantations which are under the C.A.F.E. Practices, and which guarantee welfare, traceability, and ethical production standards of its farmers. Local sourcing can be further enhanced by scaling up and investing in farmer-training programs and enhancing rural livelihoods as well as Starbucks aim to achieve carbon-neutral coffee objectives. Since water shortage is a significant problem in Indian cities, Starbucks must increase the number of water-efficient stores, rainwater-collected systems, and wastewater-recycling systems, which would be correlated with the national water-saving agenda as well as customer demands of responsible business. Implementation of renewable power, use of solar-powered outlets, eco-friendly packaging and waste-separation measures would go a long way in minimizing the environmental impact of Starbucks. The community should involve the youth in employability programs, local hiring goals, and barista skills schools to empower the underserved communities. Starbucks may also broaden the initiatives like theFoodShare to deal with the food waste and assist the local NGOs. Green store design - low-carbon material, energy-efficient lighting, recycled furniture and others reinforce ESG transparency and brand reputation.
5. Performance Evaluation Framework
Balanced Scorecard (BSC) is the right performance evaluation model to apply during the expansion of Starbucks in India as it goes beyond the standard financial measures and incorporates customer, operational, and learning orientated measures and indicators that are crucial in managing a premium, experience-based brand in a fast developing emerging market. The BSC is a holistic approach to organisational performance unlike the financial system, which focuses on strategy in relation to measurable results based on four fundamental dimensions. This is essential to Starbucks since the India strategy relies on a range of interdependent capabilities: the focus on premium customer experience, digital uptake, operational stability, sustainability, and labor development. Financial Perspective KPIs must comprise of revenue growth in new stores, same store sales growth, profit margins, ROI of new store format and cost efficiencies achieved by localisation and integration of supply-chain through Tata. These measures are financial scalability and determine whether the expansion plan is producing long-term commercial returns. Customer Perspective should monitor Net Promoter Score (NPS), customer satisfaction scores, repeat-visit rates, the expansion of Starbucks Rewards membership, and the rate of digital adoption (UPI and app usage). Such KPIs will evaluate the effectiveness with which Starbucks creates loyalty, high-end image, and online presence in a dreamy but economical market (Muhammad Zaurez and Hussain Mutahir, 2025).
To complement this, the Internal Process Perspective ought to consider supply chain efficiency, accuracy in order, time of average service, waste-reduction measures, amount of water used in each drink, and food-safety measures. These KPIs of operation make sure that Starbucks achieves global quality standards and makes the necessary adjustments by modifying processes to suit the diverse operating conditions in India. Lastly, the Learning and Growth Perspective has to quantify the hours of training of employees, barista certification levels, employee retention, internal promotion figures, and metrics of innovation, including cycles of new product releases or the adoption of digital features. The KPIs facilitate the long-term growth of a talented and motivated labour force at Starbucks to achieve the third place experience in every city. Collectively, these measures are directly associated with the strategic expansion objectives of Starbucks since they will make the growth process financially feasible, operationally consistent, customer-centric, and innovation-driven. The BSC thus is a control system, which can help India to scale its operations sustainably, increase competitive advantage and uphold brand integrity without compromising as the company expands its operations in Tier-1, Tier-2 and Tier-3 cities (Hashmi and Zhang Weiwei, 2016).

Conclusion
To summarise, this strategic analysis reveals that a multinational organisation exploring the prospect of entering a fast growing emerging market has a high chance of achieving success in the long-term when its internal strengths reflect well on the favourable market factors. The discussion has shown that competitive advantages like brand equity, digital innovation, reliability of supply chains and financial stability make a multinational firm to be well placed to react appropriately to the rising consumer demand, population growth and urbanisation. Meanwhile, external analysis indicated that the selected emerging market has growing middle-income consumption, changing lifestyle trends, and a favorable technological environment, which opens up enormous possibilities of the sustainable growth. The strategic plans emphasised that winning over the market does not necessarily mean entering but carefully localising, multi-format growth, solid partnerships, and devotion to operational perfection. The proposed strategic course is focused on integration in the market, digital leadership, customized products, and whole-scale sustainability processes which reinforce the expectations of both consumers and the objectives of national growth. In general, the expansion offers a strong long-term prospect, as the competitive advantages of the organisation and the developmental trend of the market would be aligned to generate the possibility of the competitive advantage sustainability over the duration, profitability on a grand scale and greater involvement in the international arena.
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