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[bookmark: _Toc217314387]Introduction
This report evaluates how Dutch Bros Coffee can expand internationally to the market of urban specialty coffee shops in India by using strategic analysis, entry -mode theory, competitive strategy models as well as performance measurement frameworks. The research has firstly substantiated the choice of the Dutch Bros and India as a high-growth target market with the basis of the changing consumer lifestyle, the appeal of the high coffee quality, and the spread of online cafe culture. The study then proceeds to analyse India's external environment through a PESTLE analysis and also formulates an entry strategy that is compatible with organisational objectives using internationalisation theories, such as the OLI framework and the Uppsala model. The competitive advantage is explained in terms of a best-cost and experiential differentiation strategy, with the support of competence of innovation and dynamic capabilities. Finally, a report suggests adopting a combined framework of Balanced Scorecard and Triple Bottom Line performance measurement to track the key success indicators, reduce risks and development of sustainable growth.
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[bookmark: _Toc217314440]Figure 1: Dutch Bros Coffee
[bookmark: _Toc217314388]1. Selection of Organisation and Target Market 
[bookmark: _Toc217314389]1.1 Selected Organisation
The organisation that will be the focus of this study is the Dutch Bros Coffee specialty coffee chain that is rapidly growing with original roots in the US. Founded in 1992 by brothers Dane and Travis Boersma, Dutch Bros has grown from a single pushcart to a publicly traded company on the New York Stock Exchange and with the ticker symbol BROS, where more than 1,000 drive-thru-focused stores are spread across 24 states. The brand is well known because of its speed driven service model, higher degree of beverage customisation and a strong community centric culture (Stern, 2020). 
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[bookmark: _Toc217314441]Figure 2: Dutch Bros Corporate Overview
Its menu offerings include espresso-style coffee standards, the company’s patented DUTCH FAVES ™, and their self-brand Nederland snack energy flavors, covering a wide range of tastes. Its smart use of privately-owned Arabica beans and creative flavor blends strongly put the brand in the high-end-but-affordable specialty coffee niche (Xu, 2023). In addition, strong financial performance supports this positioning, and revenues approach USD 1.537 billion in 2025 a confirmation of continuing double-digit growth (Statista, 2025; Wu, 2023).
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[bookmark: _Toc217314442]Figure 3: Revenue Growth Performance Trend

[bookmark: _Toc217314390]1.2 Rationale for Organisational Selection
Dutch Bros Coffee was chosen because of its exceptional growth, differentiated business model, and proof of marketing effectiveness within the specialty coffee sector. When compared to conventional employees and cafe competitors, Dutch Bros focuses on drive-thru convenience and highly personalised customer interaction which in turn creates a unique type of service experience to improve customer loyalty (Xu, 2023). 
[image: Get In Bestie, It's National Drive-Thru Day! | Dutch Bros]
[bookmark: _Toc217314443]Figure 4: Drive-Thru Customer Experience
The company has shown its ability to grow rapidly in revenue in the short term, and its ability to grow revenue will result in USD69.38 billion in 2023 changing to USD69.537 billion in 2025, explaining its scalability and financial strength in a competitive global market (Statista, 2025). The literature and business reports reveal that Dutch Broshas successfully managed to leverage the brand communities, the level of employee participation, and experiential marketing to induce the repeat buying (Stern, 2024). Investment-based studies have identified Dutch Bros as a high-potential company compared to established giants in the same category of companies such as Starbucks and Luckin Coffee, but mainly because of its innovative product mix and operational efficiency (Wu, 2023). Consequently, Dutch Bros is a good organization for the analyses of opportunities for international market expansion.
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[bookmark: _Toc217314444]Figure 5: Revenue and Earnings Growth

[bookmark: _Toc217314391]1.3 Selected Target Market
The proposed target market is the operator of urban specialty coffee shops in India, specifically targeting millennial/generation Z consumers who are based in or near Tier-1 cities, both metropolitan and emerging. The industry is projected to have reached an estimated USD 601.5million in the year 2024, and it is projected to grow to nearly USD 961.5million by 2030, and this represents a strong market momentum (Mukherjee Pipil, 2025). 
[image: India Coffee Retail Chains Market | Industry Report, 2030]
[bookmark: _Toc217314445]Figure 6: India Coffee Market Growth
Among young urban consumers, cafes are increasingly seen as social places that are conducive to work, studies and leisure activities, and so the demand for premium beverages, customization and experiential consumption intensifies (Farouqi et al., 2025).  
The market is characterized by the rapid growth of international brands - Starbucks and Tim Hortons - concurrent with strong domestic companies - Blue Tokai and Third Wave Coffee. Chain coffee shops have a market share of more than 48%, which testifies to a strong acceptance of branded offerings as well as technology enabled service models (Mukherjee Pipil, 2025).
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[bookmark: _Toc217314446]Figure 7: India Branded Coffee Market

[bookmark: _Toc217314392]1.4 Rationale for Target Market Selection
The target market has been identified as India because of its huge growth potential, consumer changing lifestyles and rising specialty coffee experience. These increased disposable incomes, urbanisation as well as exposure to international cafe cultures have all spurred the increased trend of coffee consumption amongst the younger age groups especially in metropolitan regions (Mukherjee Pipil, 2025). Empirical research indicates that the customer experience and customization, as well as the brand engagement, have a strong impact on the revisit intention in urban specialty coffee shops, which should be closely related to the experiential and personalised service approach adopted by Dutch Bros (Farouqi et al., 2025). 
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[bookmark: _Toc217314447]Figure 8: India Coffee Retail Growth
Additionally, the digitalisation of food and beverage services through delivery and loyalty applications, which swiftly made it, create favourable conditions for a brand that is seen characterised by strong operational speed as well as continuous innovation with menu. Structural analyses of the global coffee industry further reveals the growing prospects of new markets like India in the long run as the demand for specialty coffee is not limited to the traditional western markets (Bobadilla et al., 2024). These converging factors altogether make India a proven strategic market for the internationalization of the newly acquired Dutch Bros.
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[bookmark: _Toc217314448]Figure 9: India Beverage Market Structure
[bookmark: _Toc217314393]2. Comprehensive Strategic Analysis
[bookmark: _Toc217314394]2.1 PESTLE Analysis of the Indian Coffee Shop Market
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[bookmark: _Toc217314437]Table 1:PESTLE Analysis of India for the Coffee Shop Market
(Source: Developed by Author)

[bookmark: _Toc217314395]2.2 Political Factors
The political drivers of the Indian coffee shop market are significant, mostly when it comes to regulatory regulation and trade policy. Compliance with the Food Safety and Standards Authority of India (FSSAI) requirements implies the constant investment of the means of quality assurance and hygiene measures, thus increasing the cost of operations of both domestic and foreign market participants (Mukherjee Pipil, 2025). 
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[bookmark: _Toc217314449]Figure 10: India Food Safety Regulation
In addition, high import duty on equipment for coffee, syrups, and specialty beans have direct impacts on coffee cost structure, especially for brands that depend on imports. Goods and Services Tax (GST) rates also affect the pricing of menus in a price discriminating market where small increments can have an impact on demand. However, government encouragement for local sourcing helps to support Indian coffee farmers and increase the resilience of a supply chain, but may limit the access to certain international blends (De Felice et al., 2025).
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[bookmark: _Toc217314450]Figure 11: India GST Tax Framework

[bookmark: _Toc217314396]2.3 Economic Factors
The economic situations in India are very akin to both providing considerable opportunities and confronting great challenges to the operators of coffee shop businesses. The rising income of the growing urban middle class has led to an increase in both the demand of the high experience of out-of-home coffee, especially in Tier 1 and Tier 2 types of urban centres (Khan et al., 2025). However, the inflationary forces affecting the major inputs like milk, sugar, coffee beans, energy, and labour have reduced the profit margins forcing brands to balance between price and premium positioning closely. Besides, the exchange-rate volatility also impacts the price of imported equipment and ingredients, and high rates of interest raise the price of aggressive expansion policies taken by large chains (Mukherjee Pipil, 2025).
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[bookmark: _Toc217314451]Figure 12: India Coffee Market Growth

[bookmark: _Toc217314397]2.4 Social Factors
The change in social trends forms a major driving force for expansion in India's coffee shop segment. Evidently, a discernible cultural transition can be observed, in which traditional tea consumption is gradually replaced by coffee, especially in Generation Z and millennial cohorts who consider cafes to be 'third spaces' for social interaction, academic pursuits and remote work (Meeprom et al., 2025). The concomitant processes of premiumisation and increased health consciousness have increased the demand for specialty, organic and ethically sourced coffee varieties, as well as low sugar and functional beverage alternatives. Rapid urbanisation has expanded the customer base in both metropolitan and emerging urban centres, while the omnipresent effects of social media has hastened the absorption of Western Cafe culture and empowered aesthetically pleasing, "Instagrammable" store designs (Farouqi et al., 2025).
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[bookmark: _Toc217314452]Figure 13: India Coffee Consumption Growth

[bookmark: _Toc217314398]2.5 Technological Factors
One of the elements of competitiveness in the Indian coffee shop market is the use of technology. Mobile applications, loyalty programmes, and in-built point-of-sale systems enable digital transformation to increase customer engagement and efficiency (Antoniak et al., 2025). These developments have increased market penetration opportunities that are no longer limited to the physical footfall due to the growth of food delivery companies, such as Zomato and Swiggy. Moreover, innovative technologies in coffee processing (automated roasting and climate-resistant drying) generate some uniform flavour profile and quality features that cannot be afforded in the specialty coffee segment (Bobadilla et al., 2024).
[image: A group of people sitting around tables

AI-generated content may be incorrect.]
[bookmark: _Toc217314453]Figure 14: Cafés as Innovation Hubs

[bookmark: _Toc217314399]2.6 Legal Factors
Legal compliance is a tough task in view of complex regulatory regime in India. Coffee shop operators are bound by labour laws like the Code on Wages Act, and the Plantation Labour Act for wage systems, deciding social security contributions, and workplace safety mandates (Subarjo, 2025). Moreover, the setting up of new outlets requires acquisition of myriad National and State level licences, such as food safety, fire safety, and municipal authorisation, thereby prolonging the operational timelines and increasing the administrative expenses. In addition, strict legislation in the respective field of consumer protection and advertising require that transparency and ethical risk is applied in marketing acts, which are crucial to ensuring that brand credibility is preserved (Mukherjee Pipil, 2025).
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[bookmark: _Toc217314454]Figure 15: India Coffee Business Regulations

[bookmark: _Toc217314400]2.7 Environmental Factors
The issue of environmental sustainability has also assumed a special importance in Indian coffee industry. Unpredictable rain and increasing temperatures in the coffee-producing areas like Karnataka and Kerala have been created by climate representatively, thus posing a threat to production volumes and the quality of beans (De Felice et al., 2025). Sustainability laws in the international arena such as EU Deforestation Regulation requires companies to report deforestation-free supply chains. Furthermore, the growing pressure to reduce plastic waste and improve water management has made the brands shift towards environmentally friendly packaging and responsible business operations. This has led to increase in more than 60 per cent coffee consumers considering environmental responsibility in buying coffee, making sustainability not only a competitive requirement but also a discretion (De Felice et al., 2025).
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[bookmark: _Toc217314455]Figure 16: Sustainable Coffee Farming Practices in India
[bookmark: _Toc217314401]2.8 Competitive Landscape and Generic Strategies
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[bookmark: _Toc217314438]Table 2: Generic Competitive Strategies in the Indian Coffee Shop Market
(Source: Developed by Author)
The Indian coffee shop market is very competitive thus skilled by the presence of both international brands and strong local chains rendering positioning itself as a critical success factor. International players like Starbucks, Costa coffee and Tim Hortons mostly adopt broad differentiation strategies that focus on premium store ambience, global brand identity, customization and experiential consumption. These brands are directed towards urban consumers from the middle and upper income classes who link coffee consumption with lifestyles, social standing and leisure opportunities. Research shows that such experiential and customer-centric differentiation has been found to significantly increase customer satisfaction and revisit intentions in urban specialty coffee markets, especially among millennials and consumers of Generation Z (Meeprom et al., 2025).
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[bookmark: _Toc217314456]Figure 17: International Coffee Brands India
Conversely, low cost provider strategy is mainly used by mass market and legacy operators as is the case with Café Coffee Day which focuses on low cost and rampant availability. However, this strategy has increasingly found itself a challenge to sustainability due to the continued rise in input costs namely coffee beans, milk, labour and rental costs and an increment in the cost of regulatory compliance in the Indian food and beverage industry. Resultantly, price-based competition alone causes the firms to face a threat of eroding their marginal and long term financial flow.
[image: State of Coffee Prices in Indian Restaurants - Restaurant India]
[bookmark: _Toc217314457]Figure 18: Coffee Pricing in India
Focused low cost strategies are mostly used by smaller regional operators who tend to target highly price sensitive consumers operating within Tier-2 and Tier-3 urban centres, and these operators tend to rely on constrained menu choices and rudimentary forms of service. In a contrasting way, focused differentiation strategies are pursued by niche brands such as Blue Tokai and Third Wave Coffee, which focus on a particular origin-based sourcing, artisanal brewing techniques, transparency and ethical supply chains. These brands appeal to niche consumers who play to a perceived authenticity and higher quality, thereby allowing them to charge a higher price and lead to strong brand loyalty.
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[bookmark: _Toc217314458]Figure 19: Traditional Indian Coffee Brand
In this competitive environment, best-cost provider strategy becomes the most feasible to the firms like Dutch Bros. With a combination of moderate prices with great differentiation in terms of speed of service, high levels of customization of beverages and a youthful community based brand-culture the Dutch Bros will be able to appeal to a large population of urban consumers. Investment and marketing strategies analyses have shown that this kind of hybrid positioning enables firms to compromise on low-cost and the quality of experience, which helps to avoid pressure in competition and develops sustainable growth in new markets (Xu, 2023; Wu, 2023).
[image: How to Start a Coffee Shop in India (2025 Guide)]
[bookmark: _Toc217314459]Figure 20: Cost-Efficient Coffee Operations

[bookmark: _Toc217314402]2.9 Critical Evaluation of Analytical Tools
The PESTLE framework, on the other hand, proves useful in providing a structured synopsis of macro - environmental forces that determine the marketing condition of the Indian coffee shop market and thereby in facilitating the identification of strategic risks and opportunities. Nevertheless, its static character is the limitation of its ability to capture rapid market swings and interdependencies among things, especially in a dynamic emerging economy. 
[image: Porter's Generic Strategies EXPLAINED with EXAMPLES | B2U]
[bookmark: _Toc217314460]Figure 21: Porter’s generic strategies
On the same note, the generic strategies offered by Porter can be considered to have useful understanding of competitive positioning but can oversimplify the hybrid strategies that are quite often used in the modern services industries. At Indian level where the preference of consumers keep changing and emerging digitalization is breaking traditional strategic lines, companies often end up integrating both differentiation and cost effectiveness at the same time. In turn, strategy clarity can be observed as the contribution of these tools, but they should be complemented with schemes that would refer to the dynamic capabilities and customer experience to make the strategic decision-making more robust (Vu et al., 2025).
[bookmark: _Toc217314403]3. Strategy Development and Formulation
[bookmark: _Toc217314404]3.1 Selected Suitable Market Entry Method
[image: What Is A Foreign Direct Investment? - FourWeekMBA]
[bookmark: _Toc217314461]Figure 22: Foreign Direct Investment
The best market entry strategy for Dutch Bros Coffee India is through joint venture based foreign direct investment (FDI), with a local strategic partner. Joint ventures are widely recognized as effective entry strategies in emerging markets based on the fact that they reduce many culture and regulation risks while the same time offering access to essential local market knowledge and distribution networks (Kostruba et al., 2025). India's complex regulatory environment, rigorous licensing requirements and fiercely competitive domestic competition make being 100 percent owner a risky proposition during the initial phase of entry to the market.
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[bookmark: _Toc217314462]Figure 23: Joint Ventures in FDI
FDI-backed joint ventures are in line with the internationalisation theory, which argues that firms venturing in market environments that are institutionally intricate gain advantages of mutual ownership arrangements that soak up control and risk (Maurseth et al., 2025). A local partner will make it easier to select sites, localise supply chains, adhere to labour laws, and incorporate digital platforms, thus making it easy to adopt time-to-market and increase legitimacy. This approach will allow Dutch Bros to maintain strategic brand identity and product development control and at the same time through partner strengths, individualise the offering to the needs of the Indian consumers.
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[bookmark: _Toc217314463]Figure 24: Advantages of Shared Ownership

[bookmark: _Toc217314405]3.2 Strategic Models Underpinning Market Entry
[bookmark: _Toc217314406]3.2.1 Eclectic Paradigm (OLI Framework)
[image: Eclectic Paradigm/OLI Paradigm EXPLAINED with EXAMPLES | B2U]
[bookmark: _Toc217314464]Figure 25: Ownership–Location–Internalisation
The Eclectic Paradigm (Ownership-Location-Internalisation) offers a good theoretical basis for the decision on market entry by Dutch Bros. Ownership advantages include: strong brand culture, differentiated menu with customizable beverages, proprietary energy drinks, and an experience-based service model (Xu, 2023). Location advantages are provided by India's burgeoning urban middle class, rising cafe culture and specialty coffee demand. Internalisation advantages achieved by partial ownership that allows for Dutch Bros to protect brand standards and share operational risk through a joint venture (Maurseth et al.,2025).

[bookmark: _Toc217314407]3.2.2 Uppsala Internationalisation Model
[image: Mechanism of internationalization (Uppsala model) | Download Scientific  Diagram]
[bookmark: _Toc217314465]Figure 26: Uppsala Internationalisation Model
The Uppsala Model is based on the premise of the internationalisation of firms that occur in a gradual manner in which they enter culturally distant markets via the modes of entry with lower risk levels before increasing commitment. A joint venture is in line with this reasoning, as it allows Dutch Bros to gain the experience in the market before it expands to scale. Empirical studies also indicate that the presence of knowledge of foreign market entry can positively affect the international performance by combining it with the effective network performance and reasonable decisions in selecting the market (Martin Martin et al., 2022). Such a gradual solution reduces the risk of uncertainty even as it encourages a long-term growth which is sustainable.

[bookmark: _Toc217314408]3.3 Competitive Strategy for the Indian Market
[bookmark: _Toc217314409]3.3.1 Best-Cost Provider Strategy
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[bookmark: _Toc217314466]Figure 27: Best-Cost Provider Strategy
In the context of the Indian specialty coffee market, Dutch Bros is recommended to have a best-cost provider strategy incorporating synthesis of moderate pricing and significant differentiation. This strategy takes advantage of the dual consumer demand of premium consumer experiences and price sensitivity, with the latter being more pronounced than it is in Western markets. There are empirical evidence that best-cost approaches are an effective strategy to compromise the value and differentiation so that firms can compete with premium international brands as well as strong domestic competition (Farida & Setiawan, 2022).
The concept can allow Dutch Bros to offer personalised specialty drinks, high-energy beverages and strong service culture at prices that urban millennials and Gen Z consumers can easily afford.

[bookmark: _Toc217314410]3.3.2 Experiential Differentiation and Category Priming
[image: Experience-Based Differentiation | Customer Experience Matters®]
[bookmark: _Toc217314467]Figure 28: Experience-Based Competitive Differentiation
Informed by category priming theory, Dutch Bros should base its competitive advantage in experiential differentiation. First impressions, in terms of digital and physical entry, have a powerful role in building brand image and make first positioning extremely consequential (Aversa et al., 2022). Consequently, Dutch Bros should aspire to establish itself as a high energy, youth-oriented and community-driven brand to differentiate itself from traditional environments of a cafe setting.
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[bookmark: _Toc217314468]Figure 29: Experiential Café Brand Engagement
It is possible to attain this by incorporating the use of visually dynamic store design, by creating drive-thru formats to match the trends in the Indian traffic, by establishing the culture of music-focused brand, and enhancing the customer experience through the use of digital medium. Evidence shows that experiential marketing has significant positive effects on customer satisfaction levels and their willingness to visit the same location again within the scope of coffee drinking (Meeprom et al., 2025).

[bookmark: _Toc217314411]3.4 Leveraging Innovation and Dynamic Capabilities
[bookmark: _Toc217314412]3.4.1 Innovation-Led Competitive Advantage
Innovation is a key building block supporting the sustainable competitive advantage in service - oriented sectors. Dutch Bros may take advantage of developments in how they design menus, use the Internet, and optimize a process to improve over competing firms. The combination of mobile ordering systems, loyalty applications and data-driven personalization mechanisms gives a boost to operational efficiency and strengthens customer engagement (Antoniak et 노선, 2025).
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[bookmark: _Toc217314469]Figure 30: Innovation-Driven Beverage Menu
The empirical observations show that both innovation and performance have a reciprocal reinforcing relationship, thus, helping firms maintain a competitive edge in highly competitive markets (Farida & Setiawan, 2022).

[bookmark: _Toc217314413]3.4.2 Dynamic Capabilities Perspective
[image: Understanding the Dynamic Capabilities of an Organization]
[bookmark: _Toc217314470]Figure 31: Dynamic Capabilities Perspective
The dynamic capabilities framework emphasises a firm's ability to identify opportunities and then mobilise the resources needed to seize those opportunities and reconfigure the operational assets in line with changing environmental contingencies. This analytical lens is especially relevant in the setting of the emerging economies like India, where the nature of consumer preferences is characterised by rapid and iterative evolution. Empirical studies of coffee related tourism and experiential consumption can also highlight the importance of adaptive responsiveness and market sense capabilities for achieving sustainable competitive advantage (Vu et al., 2025).
In light of these theoretical and empirical insights, the Dutch Bros are recommended to continue to perfect flavour profiles, moderate sweetness levels, and continue expanding non-coffee beverage options according to local palates, which will ensure the continuity of the brand's integrity.

[bookmark: _Toc217314414]3.5 Cross-Cultural and Network Strategy
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[bookmark: _Toc217314471]Figure 32: Cross Cultural Communication
There is need to adapt to culture in a developing economy. The cross cultural strategy theory reiterates the necessity of balancing the globality of the brand with the responsiveness of the local culture. In India, consumers are highly culturally diverse in various regions, which demand such a strategy as flexible menu localisation and marketing communication (Su’udiah, 2025).
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[bookmark: _Toc217314472]Figure 33: Local Supplier Network Building
Establishing local networks with suppliers, delivery platforms, influencers and real estate developers is an indicator of both legitimacy and efficiency. Empirical evidence has shown that network capability mediates the link that exists between foreign market entry knowledge and international performance, thus making partnerships a strategic imperative, rather than an optional consideration (Martín Martin et al., 2022).

[bookmark: _Toc217314415]3.6 Risk Mitigation and Sustainability Integration
[bookmark: _Toc217314416]3.6.1 Risk Mitigation
The more serious risk measures include the complexity of regulations, inflationary pressures on cost, cultural misfit, and the need to be sustainable. A joint venture structure can reduce regulatory and cultural uncertainty whereas a gradual outlet growth policy can reduce financial risks. The use of locally available inputs in procurement is used to mitigate the volatility of exchange-rate and reduces the dependence on the imports made globally.
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[bookmark: _Toc217314473]Figure 34: Local Sourcing Risk Mitigation
[bookmark: _Toc217314417]3.6.2 Sustainable Competitive Advantage
Integration of sustainability considerations into the core strategic framework is imperative. Research literature on the notion of sustainable competitive advantage underscores the centrality of technological innovation, knowledge management and organisational agility in attaining long term organizational success (Satar et al., 2024). Additionally, practices that are aimed at sustainability improve brand credibility amongst environmentally conscious consumers.
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[bookmark: _Toc217314474]Figure 35: Sustainable Competitive Advantage
The scholarly sources confirm the notion that sustainability-oriented differentiation is becoming the cornerstone of competitive edge in consumer-facing industries, and among the younger generations, in particular (Gunawan et al., 2025). Therefore, Dutch Bros must focus on sourcing and packaging in an ethical manner, recyclability, and water-efficient operations to match the changing consumer values.

[bookmark: _Toc217314418]3.7 Strategic Fit with Organisational Objectives
[image: Dutch Bros Marketing Strategy (2025)]
[bookmark: _Toc217314475]Figure 36: Dutch Bros Marketing Strategy
The strategy being considered is very conducive to the organisational objectives of Dutch Bros, relative to its growth, brand expansion, and experiential leadership. A joint venture based entry allows for quick but controlled penetration of a market and a best cost experiential differentiation approach allows for customer acquisition and loyalty. Innovation, sustainability, and cultural adaptation are the combined factors supporting the firm's competitive positioning in the Indian dynamic coffee market.

[bookmark: _Toc217314419]4. Performance Evaluation Framework 
[bookmark: _Toc217314420]4.1 Rationale for Selecting the Balanced Scorecard and Triple Bottom Line
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[bookmark: _Toc217314476]Figure 37: Balanced Scorecard
The Balanced Scorecard was initially designed to counter shortcomings of the purely fiscal performance measurement thus, integrating both financial and non-financial measures of performance to confirm that the business operations are in line with the strategic goals. The framework evaluates performance in four perspectives namely financial; customer; internal business processes; and learning and growth (Madsen, 2025). Practical research supports the view that the Balanced Scorecard makes it easier to focus on strategy, supplements the quality of decision-making, and improves operational performance, especially in complex and competitive markets (Ta et al., 2022).
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[bookmark: _Toc217314477]Figure 38: Triple Bottom Line
Nevertheless, the Balanced Scorecard, alone, may fail to adequately capture the sustainability and ethical elements that are becoming of increasing importance in global supply chains for coffee. The Triple Bottom Line framework thus addresses this shortfall in that it evaluates performance on economic, social and environmental aspects. Scholars believe that organisations working in emerging markets have to integrate the principles of TBL if they are to attain long-term growth, legitimacy, and stakeholder trust (Bhatti et al, 2025). Consequently, the combination of the BSC and the TBL provides a comprehensive performance evaluation framework that balances profitability and responsibility and sustainability.

[bookmark: _Toc217314421]4.2 Balanced Scorecard Design for the Expansion Initiative
[bookmark: _Toc217314422]4.2.1 Financial Perspective
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[bookmark: _Toc217314478]Figure 39: Market-specific revenue growth
The financial aspect analyses the ability of an expansion program to increase shareholder value and a long term financial sustainability. The indicators of major performance should focus on increasing revenue, cost reduction, and productivity of capital. In the case of Dutch 3 Dutch Bros, the metrics that are needed to measure financial success of Dutch Bros operations in India are market-specific revenue development, average revenue per outlet as well as operating margin. These KPIs indicate the ability of the organisation to create demand and be in control of the inflation pressures related to labour, rent and raw materials.
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[bookmark: _Toc217314479]Figure 40: Tracking Sales Revenue and Growth Rates
For example, monitoring of outlet level revenue from Tier - 1 Metropolitan areas like Bengaluru and Mumbai allows managerial entities to compare performance with domestic benchmarks and calibrate pricing mechanism. Empirical evidence suggests that financial key performance indicators appear to be important, but they should be interpreted in the context of non-financial indicators to reduce the risks of short-termism (Madsen, 2025). Consequently, the framework of Balanced Scorecard ensures that financial results are considered the product of successful strategy implementation and not as isolated goals.

[bookmark: _Toc217314423]4.2.2 Customer Perspective
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[bookmark: _Toc217314480]Figure 41: Customer satisfaction scores
The customer perspective is an analysis of the ability of the organization to create value to the target market. The experiential, brand experience, and perceived value are the main aspects that shape consumer expectations when it comes to the Indian specialty coffee market; the relevant key performance indicator would include customer satisfaction levels, the frequency of a repeat purchase, brand awareness, and online presence factors, including the use of loyalty apps.
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[bookmark: _Toc217314481]Figure 42: Post-purchase surveys
An illustrative example can be provided as examination of revisit intention and satisfaction through post purchase postcards that provides information on resonance of Dutch Bros experiential differentiation strategy amongst Indians. Empirical studies show that customer experience is one of the decisive factors in building a loyal customer base and a long-term profit scenario in coffee consumption contexts (Meeprom et al., 2025). By bringing such metrics under the same roof, the Balanced Scorecard supports the process of continually monitoring the performance of the customer, thus ensuring that; service innovations and localization initiatives are translated into empirically measurable outcomes.

[bookmark: _Toc217314424]4.2.3 Internal Business Process Perspective
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[bookmark: _Toc217314482]Figure 43: Order processing time
The internal process approach focuses on the operational efficiency and process excellence which promotes the best customer and financial processes. With the expansion of Dutch Bros, the most salient key performance indicators would include order processing time, supply-chain reliability, inventory turnover, as well as adherence to the set food-safety criteria. These measures commit specific importance to the context of the Indian situation, where the regulatory complexities and uneven infrastructure situations impose a burden on the service uniformity.
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[bookmark: _Toc217314483]Figure 44: Value proposition
As an example, the usage of average service intervals monitoring in drive-thru-adapted outlets belongs to the preservation of speed-related value proposition of the brand. Empirical investigations into the implementation of Balanced Scorecard have found out that improvement of internal process works as leading indicators for subsequent financial performance (Ta et al., 2022). Accordingly, this approach allows the proactive identification of operational bottlenecks before they have a detrimental effect on customer satisfaction or profitability.

[bookmark: _Toc217314425]4.2.4 Learning and Growth Perspective
The learning and growth perspective covers ability of the organisation to innovate, develop its employees and agility in the organisation. Among the key performance indicators, there are the hours spent on employee training, staff retention rates, adoption of innovation, and development of digital capability. In the service-oriented sectors, employee engagement has a direct impact on the service quality and brand experience.
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[bookmark: _Toc217314484]Figure 45: Barista Training
For example, tracking the completion rates of barista training programs helps with consistent delivery of service and culturicide outlet activity across outlets being established. Academic research underlines the significance of learning-oriented performance measures for allowing to keep competitive edge in dynamic markets (Madsen, 2025). This view is the basis of Dutch Bros's long-term adaptability because it can ensure that human capital and technological capabilities evolve with changing market demands.

[bookmark: _Toc217314426]4.3 Integrating the Triple Bottom Line into Performance Measurement
[bookmark: _Toc217314427]4.3.1 Economic Sustainability
The economic sustainability under the TBL system is much similar to the financial view of the Balanced Scorecard although economic sustainability focuses on creation of long-term value instead of profit maximisation; short-term. The ratio of local sourcing, the long-term association of a supplier and returns on sustainable investments are the key performance indicators to assess the economic resilience.
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[bookmark: _Toc217314485]Figure 46: Economic Performance Monitoring Dashboard
In particular, increasing the share of locally disposed ingredients mitigates the risk of exposure to exchange rate volatility and at the same time facilitates and supports domestic suppliers. Empirical evidence suggest that economic sustainable practices make businesses more stable and competitive in emerging economies (Jali et al., 2025). Consequently, economic sustainability metrics strengthen financial key performance indicators (KPIs) and encourage long-term growth.

[bookmark: _Toc217314428]4.3.2 Social Sustainability
Social sustainability evaluates the role that the organisation plays on the workers, societies and society, in general. The relevant KPIs are fair wages, indices of employee welfare, local community programmes, and generation of jobs within the locality. These indicators are invaluable in the world of India where the labour standards and social equity issues are vital issues as far as the organisational legitimacy is concerned.
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[bookmark: _Toc217314486]Figure 47: Social Sustainability KPI Framework
For example, an evaluation of an adherence to the labour laws and an employee satisfaction guarantees an ethical method of work and keeps the turnover under control. Empirical research has shown that socially responsible practices have a positive impact on organisational reputation and employee performance (Bhatti et al., 2025). Incorporation of social key performance indicators in the performance framework ensures success of the expansion is not judged only in terms of financial results.

[bookmark: _Toc217314429]4.3.3 Environmental Sustainability
The problem of the environmental sustainability gets even greater relevance in the coffee industry as a direct effect of climate-related risks and disruptions, which impact supply chains. Some of the critical key performance indicators include the amount of carbon footprint per retail outlet, water -use efficiency, recycling rates of waste, and compliance to sustainable sourcing. The supply chains of coffee are becoming more questioned in terms of deforestation, water usage and emissions.
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[bookmark: _Toc217314487]Figure 48: Coffee Supply Chain Emissions
For example, water usage in beverage preparation and cleaning processes allows for operational efficiency and environmental stewardship. Empirical case study research based on the coffee industry shows that green sourcing and operations enhance brand credibility and long-term performance (Proença et al., 2022). As such, environmental KPIs provide quantifiable evidence of the organisation's commitment to meeting sustainability.
[bookmark: _Toc217314430]4.4 Linking Balanced Scorecard and Triple Bottom Line
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[bookmark: _Toc217314488]Figure 49: Balanced Scorecard - TBL Integration
The combination of the Balanced Scorecard framework and Triple Bottom Line paradigm creates a performance evaluation system, which has strategic alignment and is sustainability-focused. The economic sustainability goals, the internal processes, and the learning and growth dimensions align the financial and customer perspective with the objectives of social responsibility, thus, through employee development. The scholars argue that such a combination helps to convert sustainability goals into operational indicators that would also address the strategic-implementation gap (Bhatti et al., 2025).
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[bookmark: _Toc217314489]Figure 50: Triple-Layer Business Model Canvas
The Triple-Layer Business Model Canvas, which is applied to the analysis and research of the coffee sector, further facilitates this integrated approach by demonstrating simultaneous value creation along three dimensions of economy, society, and the environment (Kurniasari et al., 2025). This supports the suitability of using a combined BSC-TBL framework to evaluate Dutch Bros expansion initiative.

[bookmark: _Toc217314431]4.5 Practical Application and Monitoring of KPIs
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[bookmark: _Toc217314490]Figure 51: Dashboard-based reporting systems
To provide the efficacy, key performance indicators should be evaluated quarterly with the help of dashboard-based reporting systems that integrate financial, operation, and sustainability indicators. The supervisory agencies are supposed to specify the areas of performance variations and documentation of the corrective measures to be taken to restore the aberrantes promptly. To illustrate this a reduction in customer satisfaction indices may trigger additional staff-level training intercession or an overhauling of the service procedures.
Researches about Balanced Score Card implementation highlight that ongoing monitoring and managerial commitment are vital in determining the success of its implementation process (Ta et al., 2022). Consequently, the framework needs to be incorporated into strategic review processes and not considered as a stand-alone reporting instrument.

[bookmark: _Toc217314432]4.6 Critical Evaluation of the Framework
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Even though the Balanced Scorecard is clear in terms of strategy, critics argue that its effectiveness can be undermined should too many key performance indicators be included. Similarly, the Triple Bottom Line has been criticized as having inaccurate measurement benchmarks and an inherent obstacle in quantifying the social and environmental impacts (Bhatti et al., 2025). However, incorporation of both frameworks can overcome the mentioned gaps by harmonizing the sustainability indicators with the strategic plans and the operational procedures.
Empirical evidence suggests that organisations where performance measurement has been combined with innovation, knowledge management and organisational agility are more likely to achieve a sustainable competitive advantage (Satar et al., 2024). Consequently, despite its limitations, the integrated BSC-TBL framework has proven very effective in those situations where it is implemented with clear priorities and managerial commitment.

[bookmark: _Toc217314433]5. Conclusion and Recommendations
[bookmark: _Toc217314434]5.1 Conclusion
Finally, the suggested performance evaluation framework that combines the Balanced Scorecard with the Triple Bottom Line provides a holistic and strategic approach to measure the success and performance of the expansion process of Dutch Bros Coffee into the Indian specialty coffee market. The framework has financial, customer, internal process, learning and growth, economic, social and environmental sustainability measures which makes the short-term financial performance consistent with establishment of long-term value and responsible business practices adoption. This kind of integrated approach enables ongoing monitoring of performance, promotes the use of evidence based decision making, and enhances strategic alignment at all levels in the organization. Furthermore, it addresses the unique challenges that go along with working in an emerging market by incorporating sustainability, stakeholder requirements and operational effectiveness into measurable key performance indicators. Subsequently, the framework does not only check the success of expansion but also strengthens the ability of Dutch Bros to build a sustainable competitive advantage, increase brand legitimacy, and boost resilient growth in the Indian market.

[bookmark: _Toc217314435]5.2 Recommendations
· Develop and implement a combined KPI dashboard to review Balanced Scorecard and Triple Bottom Line indicators in real time.  
· Prioritise the measures of customer experience and brand engagement to increase loyalty in urban Indian markets.
· In order for the quality of service to remain consistent and in line with the cultural values of the organization, a greater allocation of resources for the training and development of employees should be a priority.
· Economic and environmentally sustainable alternatives at consumer level can be improved through strengthening of local sourcing practices and by establishing strong and cooperative working relationships with suppliers.
· There should be regular sustainability audits in place to systematically measure and track social and environmental performance criteria.
· KPI reviews and refinements done on a quarterly basis will help to ensure that the KPI continues to align with strategic objectives and is responsive to changing market dynamics.
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CORPORATE OVERVIEW

Dutch Bros Inc. (NYSE: BROS) is a high-growth operator and franchisor of drive-thru shops that focus on serving high
QUALITY, hand-crafted beverages with unparalleled SPEED and superior SERVICE.
Founded in 1992 by brothers Dane and Travis Boersma, Dutch Bros began with a double-head espresso machine and a
pushcart in Grants Pass, Oregon. While espresso-based beverages are siill at the core of what we do, Dutch Bros now offers a
wide variety of unique, customizable cold and hot beverages that delight a broad array of customers. We believe Dutch Bros is
more than just the products we serve—we are dedicated to making a massive difference in the lives of our employees,
customers and communities. This combination of hand-crafted and high-quality beverages, our unique drive-thru experience
and our community-driven, people-fist culture has allowed us to successfully open new shops and confinue fo share the “Dutch

Luv” at 1,081 locations across 24 states as of September 30, 2025.
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India Coffee Market

Increasing demand for Coffee is driven by shifting consumer preferences
towards specialty and premium coffee varieties, alongside the growing
café culture in urban areas. Additionally, rising disposable incomes,
changing lifestyles, and a burgeoning awareness of health benefits
associated with coffee consumption are expected to drive the India
Coffee Market during the forecast period between 2024 and 2030.
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Indian coffee shops and cafes are
becoming new product innovation labs,
says new research
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Step-by-Step Guide on How to Start a Coffee Shop
Business in India from the US
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Opening a coffee shop requires a clear understanding of the regulatory environment, market dynamics,
and operational procedures. Below is a detailed guide to help US companies manage this process.
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Organic Farming: The Eco-Friendly Approach

The shift towards organic farming is another significant move by Indian coffee farmers. This method e:

the use of synthetic fertilizers and pesticides, which are harmful to the environment. Instead, organi

relies on natural processes and materials to enrich the soil and protect the crops. This approach not only
makes the coffee healthier for consumption but also ensures that the farming process is sustainable and does

not degrade the environment.
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'Homegrown coffee brands thriving as consumers back Indian brands
International branded coffee chains, such as Starbucks, Costa Coffce and
Dunkin, played a significant role in generating consumer demand for
premium coffee experiences during the late 2000s and 2010s. However,
today’s branded coffee shop is increasingly defined by homegrown
operators, with 79 out of 104 branded coffee chains featured in the report
founded in India.

‘Boutique brands, such as Blue Tokai Coffee Roasters, Third Wave Coffee
and Subko, are harnessing India’s rich coffee-growing traditions to spur a
new generation of specialty coffee consumers. Meanwhile, value-focused
operators, such as Nothing Before Coffee, abCoffee, and First Coffee, are
building loyalty among Indias young urban workforce.

Underlining the growing momentum behind India’s homegrown
operators, domestic coffee chains Third Wave Coffee and Café Buddy’s
‘Espresso are the fastest growing in the market, adding 56 stores each to
reach 172 and 145 outlets respectively.
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Key Features of the Indian Coffee House
Brand

Indian Coffee House, a beloved institution in India, is renowned for its
special blend of tradition, nostalgia, and intellectual stimulation. Here are
some of the key features that define the brand:

1. Rich History and Heritage

* Founded in 1958: Indian Coffee House has a deep-rooted history
dating back to the 1950s.

« Intellectual Hub: It has long been a gathering place for intellectuals,
artists, and students.

* Nostalgic Ambiance: The coffee houses often feature vintage decor
and a timeless atmosphere.

2. Authentic Indian Cuisine

« Traditional Snacks: This restaurant offers a variety of authentic
Indian snacks, such as samosas, masala dosas, and bhajiyas.

* Beverages: Serves a wide range of beverages, including coffee, tea,
and lassi.

* Regional Specialities: Some locations may offer regional delicacies
catering to local tastes.

3. Quality Coffee and Tea

+ Hand-Brewed Coffee: Known for its high-quality, hand-brewed coffee.

* Variety of Teas: Offers a selection of teas, including Darjeeling,
Assam, and herbal blends.

« Strong Coffee Culture: The Indian Coffee House has significantly
promoted coffee culture in India.
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BUDGET-FRIENDLY TIPS
TO OPEN A COFFEE SHOP

FOCUS ON ESSENTIALS  SMART INVENTORY NEGOTIATE A
Start with the basics, invest MANAGEMENT FAVOURABLE LEASE
in a quality espresso machine Plan your menu to minimize Look for spots with flexible,
and simple seating waste and improve storage affordable lease terms
and portion control

USE LOW-COST
MARKETING
Focus on digital channels,

your website, and EFFICIENT STAFFING|
community engagement AND TRAINING | ]

Optimize your schedule and train staff well
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What Is A Foreign Direct Investment?

Foreign direct investment occurs when an individual or business purchases an interest of 10% or more in a
company that operates in a different country. According to the International Monetary Fund (IMF), this
percentage implies that the investor can influence or participate in the management of an enterprise.
When the interest is less than 10%, on the other hand, the IMF simply defines it as a security that is part of
a stock portfolio. Foreign direct investment (FDI), therefore, involves the purchase of an interest in a
company by an entity that is located in another country.

FourWeekMBA
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Strategic Benefits of Joint Ventures in FDI
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The Mechanics of Shared Ownership
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« Understanding Fractional Ownership

@ Types of Fractional Ownership

@ Benefits of Fractional Ownership

® Flexibility and Exchange Programs

@ Comparing Fractional Ownership to Timeshares

o Exploring Other Alternatives




image28.png
DOES THE COMPANY HAVE AN ... ADVANTAGE?

O FOREIGN
DIRECT

OWNERSHIE INVESTMENT

PRODUCE AT
HOME AND LICENSE
EXPORT

REMAIN
DOMESTIC




image29.jpeg
Commitment
Decsions

Market Current
Commitment Activies





image30.jpeg
Competitive Scope

Broad
Target

Narrow
Target

Competitive Advantage

Cost

Focused Cost
Leadership

Uniqueness

Broad
Differentiation

Focused
Differentiation





image31.jpeg
Obsess ab
customer
needs

Experience-

Based

Treat Dl ey Reinforce

customer brands
experience as a with every
competence interaction





image32.png




image33.jpeg




image34.png
DYNAMIC CAPABILITIES

Organizational
Learning

s
Management
of R&D

Intellectual
[ Product &
Process
Development

Manufacturing

Technology
Transfer




image35.png
Strategies for Effective Communication Across Different Cultures
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Dusiness suppliers

Getting suppliers locally
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In the restaurants, everything that a customer wants, is made available. But managing a restaurant needs a

lot of potential and patience. Restaurateurs have to see the whole supply chain management, which

includes from where the ingredients are sourced.

Unlike earlier, today restaurants give lot of importance on sourcing ingredients from various place,
sometimes they even import products. “Itisin fact easy to get suppliers now a day’s as compared to
previous times. Importing products have also become very frequent and easy. Also, there are many traders
Wwhobuy from many importers and offer a range of products to their clients”, shared Sudhanshu Mathur,
Director, BMS Enterprises.

Consumers these days want quality food. which includes good ingredients and varied flavours n . Chefs
are the ones who look after the backend process and the supply chains. They know better about the

ingredients, products and also the taste and preference of the people. On the same note, Chef Vipul Atora,
Bueno states, “We only use the authentic ingredients as we understand why the ingredients are important

for any dishes™.
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‘Main Challenges

Suppliers are essential part for any restaurant as without them running a restaurant is not possible. 1f the
suppliers are not easily available then the main challenge will be to increases the everyday costs and also

there will be limited choices.

Mathur pointed on this, “Getting suppliers is easy but getting a long time and reliable supplier is a

challenge. One must always look for the credential of a supplier, how professional are they, are they service

oriented, what kind of hygiene and infrastructure they m:

tain, are they complying with all the

authorities, are the few challenges the industry faces™.

Local suppliers are more innovative than the others. It tastes better as it is fresher and that food is also

‘g0od for the customers. A local supplier assists in reducing transportation cost, processing and packaging

techniques. Local sourcing is also significant for the supply of seasonal food.

However Chef Arora, comments, “Most of our products are sourced locally, nothing

imported. Asnow a.
days’ everything is easily available in the market. The footfall is adding too much, motivating the suppliers

to meet the demand”.

Likewise, Chef Puneet Jain, Bueno, said, “90 per cent of ingredients are sourced locally. And it is easy

because we have (o see from where we can get the supplier™.

Hence, to source ingredients is still an easy process, but sourcing a supplier needs alot of efforts. It is a way

to find a perfect partner for the restaurant business who assists yol

every possible way.
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Triple Bottom Line

Planet

All the impacts and benefits of a
project on the natural environment.

Community

All the impacts and
benefits to the people
who design, construct,

live in, work in, and

constitute the local
community and are
influenced, directly or
indirectly, by a project.

Economy

All the economic
benefits of a project
for all the stakeholders
(not just the project
owner). This includes
economic impact and
benefits to surrounding
communities.
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Tracking Sales Revenue for Growth
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Hygiene &
Safety KPIs

Employee
Performance
KPIs

Financial KPIs

Customer-
Centric KPis

Marketing
KPIs

GoAudits

t Key Performance Indicators (KPls)

Measure how effectively your restaurant runs on a day-to-day basis.

Assess your compliance with food safety standards.

Evaluate staff productivity, engagement, and contribution to service
excellence.

Provide a clear picture of your restaurant’s economic health and
profitability.

Measure guest satisfaction, loyalty, and overall experience.

Track the effectiveness of your promotional efforts and brand visibility.
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Stages of the coffee supply chain from‘cradle to grave’

©23 Degrees Coffee Roasters
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Key Strength

Balanced
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embedded into strategic
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Improves execution
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and control long-term responsibility | competitive advantage
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