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[bookmark: _Toc216644544][bookmark: _Hlk216644808]1. Introduction
This report particularly aims to evaluate and analyse the marketing strategies and operations of Starbucks in two different countries, namely the UK and India. As part of this report, the business operations of Starbucks will be analysed for both the UK and India, in relation to the macro-environment, STP strategies employed by the brand, and the Marketing Mix strategies of the brand. A Comparison of the marketing performance of Starbucks in both countries will also be conducted, while the marketing ethics of the firm will be evaluated in both countries. Finally, actionable recommendations will be developed for improving Starbucks’s International Marketing strategies.
[bookmark: _Toc216644545]2. Brand overview
[bookmark: _Toc216644546]2.1 Overview of Starbucks
Established in 1985, Starbucks is a premier roaster, marketer and retailer of speciality coffee, operating across 87 countries (Starbucks, 2024). Alongside the coffee sold under its flagship Starbucks Coffee brand, the company also offers handcrafted tea, coffee, and other beverages, as well as select food items, in its retail outlets and cafes (Starbucks, 2024). The company also owns other product lines, such as Teavana®, Ethos®, and Starbucks Reserve® (Starbucks, 2024). The primary objective of the company is to maintain Starbucks' place in the global market as one of the most recognised and respected brands (Starbucks, 2024). The total Revenue of the firm in 2024 has grown by 0.6% Y-o-Y to US$36,176.2 million (Starbucks, 2024). 
[bookmark: _Toc216644547]2.2 Operations of Starbucks in India
Starbucks operates in the Indian Market through a 50:50 Joint Venture between Starbucks and the Tata Group through a venture named Tata Starbucks Pvt. Ltd. (Starbucks India, 2025). (GPTW, 2025). The joint venture of Starbucks Corporation and Tata Consumer Private Limited started in India in 2012, and since then, this venture has pioneered the Indian Coffee Industry, employing over 4000 employees across 470+ stores in 70+ cities spanning 20+ states (GPTW, 2025). As a venture operating in India, Tata Starbucks, with its headquarters located in Mumbai, provides a curated coffeehouse experience to its customers, thereby enhancing its brand reputation and customer engagement through improved customer experience.
[bookmark: _Toc216644548]2.3 Operations of Starbucks in the UK
Starbucks, originally headquartered in the US, entered the UK market and operated through owning several subsidiary firms in the Country, including Starbucks Coffee Company (UK) Limited and Starbucks Coffee Holdings (UK) Limited, the latter being responsible for overseeing all business operations and activities conducted under the Starbucks name in the UK (US SEC, 2025). In this regard, the principal firm in the UK which conducts the Coffee business of Starbucks in the UK is the Starbucks Coffee Company (UK), which was incorporated in 1994 as Strendell Limited and was further changed to Seattle Coffee Company in 1998 before being named Starbucks Coffee Company (UK Government, 2025). This shows the operations of Starbucks in the UK. In this regard, the Starbucks Coffee Company (UK), headquartered in Leicester, UK, as of 2025 has around 112 employees with a total annual revenue is around US$15 million (Growjo, 2025).
[bookmark: _Toc216644549]3. Comparison of the macroenvironment of the UK and India
Political: The Political Stability of the UK is at 0.51 in 2023, declining from 0.53 in 2022, showcasing a weakening yet stable political condition in the country (The Global Economy, 2023). On the other hand, the Political Stability of India is at -0.64 in 2023, declining from -0.62 in 2022, showcasing a worsening and slightly unstable political condition in the country (The Global Economy, 2023a). This shows that the political condition of the UK is comparatively more favourable than that of India.
Economic: In the UK households, in 2025, the per capita disposable income is projected to reach US$3551 (Statista, 2025). This shows the higher purchasing power of UK households in terms of coffee consumption. GDP in the UK as of 2024 is 2.78 trillion British pounds (Statista, 2025a). GNP of the UK as of Q4 2024 is GBP 729 billion (Trading Economics, 2025). The inflation rate in the country at the end of 2024 was 2.5% (Statista, 2025b). This shows that the overall economic condition of the UK is favourable for the business of Starbucks. On the contrary, Indian households are projected to have a per capita disposable income of US$2810 in 2025 (Statista, 2025). This shows the purchasing power of Indian households and their ability to consume premium coffee products. GNP at the end of 2024 was to the amount of ₹ 185.23 trillion (Trading Economics, 2025a). At the end of 2024, the inflation rate in India was at 5.22% (MOSPI, 2025). The total Real GDP of India in 2024 was at INR 187.95 trillion or GBP 1.63 trillion (PIB, 2025). This shows that the overall economic condition of India is favourable for Starbucks.
Social: In the UK, there is a daily coffee consumption of 98 million cups, which, considering an average value of 8 grams of coffee/cup, would show an annual coffee consumption of 286,160 tonnes (BCA, 2025). 
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Figure 1: Cultural Differences between the UK and India
(Source: The Culture Factor, 2025)
As seen from Figure 1, the Power Distance dimension is high in India (77) and low in the UK (35), showcasing higher significance towards organisational or social hierarchy in India than in the UK (The Culture Factor, 2025). In terms of Individualism, India has a low level of Individualism (24), showcasing a collectivist society, while the UK has a high level of Individualism (76), showcasing an individualistic society (The Culture Factor, 2025). Moreover, India and the UK show a similar level of motivation towards achievement and success (India 56 and UK 66) (The Culture Factor, 2025). Also, in terms of Uncertainty avoidance, India (40) and the UK (35) showcase similar levels of risk aversion (The Culture Factor, 2025). Moreover, Indulgence level in the UK is moderately high at 69, showcasing a higher tendency of the population to indulge in Caffeine consumption (The Culture Factor, 2025). This shows that the social trends and scenario in the UK are favourable for Starbucks. On the other hand, Coffee Consumption in India as of 2023 has reached 91,000 tonnes on an annual scale, growing from 84,000 tonnes in 2012 (Coffeeboard, 2024). This shows the growing coffee market in India. While this is favourable for the business of Starbucks, the Indulgence level in India is low at 26, showcasing higher restraint and a lower tendency of the population to give in to coffee urges (The Culture Factor, 2025). This shows a comparatively unfavourable social environment in India for the business of Starbucks. Imm Ng et al. (2007), in this regard, identified that Hofstede’s Cultural Dimensions Framework is one of the most popular and widely used tools for measuring cultural distance between two different national cultures. Moreover, the Culture Factor website also provides a detailed and accurate quantitative measurement of national cultures of most nations across all six dimensions, which is something not available when using other models. Moreover, Hofstede’s Cultural Model is an appropriate tool for measuring cultural differences between the UK and India in the present context. This shows the advantages of this Model. On the other hand, Blodgett et al. (2008) present that Hofstede’s Cultural Framework has limited validity when applied for measuring culture on an individual consumer level. Moreover, Yeganeh (2011) also identified that this framework mainly posits six different cultural dimensions, while stating that the process of dimensionalising any construct often leads to disadvantages related to symmetry, causality, linearity, and stability. These are the disadvantages of Hofstede’s Framework.
Technological: Technological capabilities in the UK are very high, as after the US and China, the UK is the third country to have a valuation of its tech sector at more than US$1 trillion (UK Government, 2025). The Indian Technology sector is a rapidly growing market with increasing investments in globally disruptive technologies like AI, Blockchain and Cloud Computing. This shows that from a technological standpoint, both countries have equally favourable environments to support technological integration in Starbucks towards enhancing its business productivity.
Legal: The General Corporation Tax Rate of 25% can cause a heavy burden for firms operating in the market (PwC, 2025). The UK uses the English Common Law and is structured in a business-friendly manner. In the case of India, the General Corporation Tax Rate in India is 31.2% for domestic business ventures, which puts an even higher burden on the external businesses with a strong presence in India. India uses the English Common Law as the basis for its legislation, and although the legislation is mostly business-friendly, it is often politically motivated. This shows that the legal conditions in both the UK and India are unfavourable for the business of Starbucks, although, comparatively, the legal conditions in the UK are better than those in India.
Environmental: The UK Government has made a legally binding commitment through its Climate Change Act (2008) to achieve net zero carbon emissions by 2050. (UK Government, 2024). This shows the government’s support for eco-friendly business initiatives, making the environmental scenario in the UK favourable for Starbucks. India, on the other hand, has committed to achieving Net Zero Carbon Emissions by 2070, although currently its contribution towards this goal is poor (Climate Action Tracker, 2025). This shows that India is growing to become eco-friendly in the future. This is also favourable for Starbucks. 
Similarities and Differences between the PESLTE of the UK and India
In terms of Political factors in the external environment, it is found that the UK is more politically stable than India, especially in the current environment, as seen from a 0.51 political stability index in the UK and -0.64 political stability index in India. In this regard, it can also be seen that in terms of Economic factors, while both the UK and India had a good per capita household disposable income, the amount was higher in the UK than in India. However, in recent years, the increasing economic growth rate of India in comparison to that of the UK shows that the market growth potential in the Indian Market is higher than the market growth potential in the UK Market (The Global Economy, 2024). This is further illustrated in Figure 2.
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Figure 2: Economic Growth Rate between the UK and India
(Source: The Global Economy, 2024)
In this regard, it was also found that as of 2023 in India, Coffee Consumption annually has reached 91,000 tonnes, while in the UK, it has reached nearly 286,160 tonnes. On the other hand, it has also been found that the national culture in the UK is more indulgent to their desires, including coffee cravings, than the Indian market, where the level of indulgence to desires is low. This further shows that in terms of the three factors of political, economic and socio-cultural, in the macroenvironment, the UK is a more conducive environment than India for Starbucks. This also explains, as it was previously seen, that the US-based Coffee company had entered the UK much earlier in 1994 than India in 2012. This also showed that while the Indian external environment is becoming more favourable for the proliferation of the business of Starbucks, it is yet to match the level of business achieved in the UK by the company. 
Similarly, in terms of Technology, it was found that while the UK already has the third largest Technology sector, with ample support in areas of advanced technologies, India is growing its technology sector, through consistent improvements in areas like AI, Cloud Computing and Blockchain. While the tech environment in both countries is conducive to the growth of Starbucks in the respective markets, the impact is higher in the UK than in India. Moreover, in terms of Environmental factors, it was found that for the same target of achieving net-zero carbon emissions, the UK had set the target of 2050, India had taken 2 more decades, setting the target year as 2070. This further shows that the overall technological capabilities and sustainability competencies in India are lacking in comparison to those of the UK. Furthermore, in terms of legal factors, it was also found that the corporate tax rates for a company like Starbucks are lower in the UK at 25% while the rate is much higher in India, at 31.2%. This further shows that overall, the macroenvironmental conditions in India, while supporting Starbucks and its business growth, are less effective in doing so than the macroenvironmental conditions in the UK Market.
[bookmark: _Toc216644550]4. Comparison of Brand’s STP strategies in the UK and India
[bookmark: _Toc216644551]4.1 Segmentation
Demographic Segmentation: Customer segments attracted by Starbucks in the UK include students and working professionals, as well as customers in the middle-to-upper income groups between ages 18 and 45. Urban Commuters and Office-goers are the main customer segments in this regard. In India, however, the customer segments include young urban Indians between the ages of 18 to 35 who are at least from the affluent middle class, and who are professionals or youth aspirants of a premium lifestyle in Tier-1 cities.
Psychographic Segmentation: Customers in these segments within the UK generally aim for convenient purchase, premium lifestyles and indulgence in social experiences. They connect coffee to sophistication and self-reward. In India, however, the customers in this customer segment tend to lead an aspirational lifestyle, aiming for a westernised social identity. Coffee consumption for these customers is a matter of modernity, social mobility and independent choice.
Behavioural Segmentation: In the UK, Starbucks focuses on Brand-conscious, Loyal and Regular Customers who are frequent buyers, especially during morning and midday. However, in India, the customers in the selected customer segment have fragmented behavioural patterns, including occasional impulse buyers, and those considering coffee as a hangout beverage, consuming mostly in the evening rather than in the morning.
[bookmark: _Toc216644552]4.2 Targeting
Target Market: In the UK, the primary target of Starbucks includes Students, Urban Commuters, and Busy Professionals who demand quick service and good coffee. Moreover, the secondary target market of the firm includes Sustainable Consumers and Socially Conscious Consumers. On the other hand, in India, the primary target includes the Millennials and Gen Z consumers looking for Western Experiences in line with their passion for Coffee, while the secondary target market includes College Students and Young Professionals with disposable income to support the Coffee Experience at Starbucks.
Market Maturity: The Coffee Industry in the UK is in its Maturity phase and has become saturated with a number of competitors like Costa Coffee, Starbucks, Pret and Nero. The Coffee Industry in India, on the contrary, is still growing and is yet to become saturated, with very few cafe chains like Starbucks available in the urban regions. 
Geographic Focus: Starbucks in the UK is present nationwide with franchises and licensed cafes, ensuring dense coverage across business districts, high streets and train stations. On the contrary, in India, Starbucks is present only in shopping malls, IT Parks and Upscale Neighbourhoods within Tier 1 and Tier 2 cities, wherein the expansion is significantly dependent on aspects like urbanisation.
[bookmark: _Toc216644553]4.3 Positioning
Brand Positioning: Starbucks in the UK, as a brand, is positioned as a premium and accessible constant between home and work, promising consistency, comfort, and sustainability to the consumers. On the contrary, in India, Starbucks is positioned as a premium brand providing a westernised lifestyle experience, while also providing an inclusive place for exploring sophistication and aspirational identity.
Value Proposition: Values proposed by Starbucks in the UK include consistently high-quality coffee produced from ethically sourced coffee beans alongside a personalised experience. However, Values proposed by Starbucks in India include the integration of global coffee culture with the Indian beverage demands, wherein the local culture of Tea and Spices is leveraged, developing offerings like Elaichi Mousse Cake and Masala Chai Latte.
Marketing Communication: Marketing Communication of Starbucks in the UK heavily focuses on developing digital loyalty programs, alongside Sustainability Campaigns and Personalised customer experience. On the contrary, the experience marketing of Starbucks in India uses Curated Coffeehouse Experience, alongside developing promotional offers aimed at local festivals, while also leveraging social media storytelling campaigns like #ItStartsWithYourName.
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Figure 3: #ItStartsWithYourName Campaign of Tata Starbucks
(Source: Best Media Info, 2022)
[bookmark: _Toc216644554]4.4 Perceptual Map of Starbucks in India and the UK
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Figure 4: Perceptual Map of Starbucks in the UK
(Source: Self-Developed)
The Perceptual Map of Starbucks in the UK positions it in the perception of the consumers as a company focusing on providing premium and standardised products, in comparison to affordable and localised products from Greggs, affordable and standardised products from Costa Coffee, and Premium Speciality Coffee boutiques like Roslyn Coffee. On the other hand, the perceptual map of India presents Starbucks in the perception of the consumers as a localised premium coffee provider, in comparison to Kiosk Coffee, which provides localised coffee at affordable rates, McCafe, which provides standardised coffee at affordable rates, and Barista, which provides standardised coffee at premium rates.
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Figure 5: Perceptual Map of Starbucks in India
(Source: Self-Developed)
[bookmark: _Toc216644555]4.5 Similarities and Differences in the STP approach of Starbucks in India and the UK
From the above discussion, it can be seen that while the Consumer Segments in the UK consider coffee consumption as a morning ritual and a daily activity, in the Indian Market, the price-sensitive consumers mostly consider coffee at Starbucks to be a Western indulgence, and as a hangout beverage consumed in the evening. In the UK Market, Starbucks employs a broader and retention-based targeting strategy, within the saturated market, aimed at retaining loyal consumers, as the saturated market does not present much scope for new customer acquisition. On the other hand, in the Indian Market, which is still growing rapidly, Starbucks hold a unique advantage in terms of its brand reputation, which allows it to launch a targeting strategy aimed at penetrating into new market segments and creating appeal for the experience among new target customer groups. The Brand Positioning and Value Proposition in the UK, as offered by Starbucks, is mostly about consistent availability of high-quality coffee and sustainability, while in India, the brand is positioned as a coffee experience provider, which integrates the western coffee experience, with the local speciality condiments. However, in this regard the positioning of Starbucks in comparison to its competitors in the perception of the consumers, is different for the firm in India and the UK. In this regard, in India, the firm position itself as a premium localised coffee provider while in the UK it positions itself as a premium standardised coffee and snacks provider. 
[bookmark: _Toc216644556]5. Comparison of Marketing Mix Strategies in the UK and India
The 7Ps of marketing mix consists of product, price, place, promotion, people, process and physical evidence, a framework that navigates businesses to satisfy consumers by improving these manageable aspects. The original 4Ps, including product, price, place and promotion, were highly expanded into the three components, allowing recognition of the innovative needs of different consumers in wider regions in case of marketing.
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Figure 6: Marketing mix 7Ps
Source: (GeeksforGeeks, 2024)
Product: In the UK, Starbucks maintains a premium brand coffeehouse experience. Its product portfolio in the UK includes hot drinks (Lattes, Cappuccinos, Flat Whites, Caramel Macchiatos) and cold options (Chilled Classics, Frappuccinos, Doubleshot/Tripleshot Espresso). Coffee includes Brewed Coffee, Iced Coffee & Cold Brew,  Pumpkin Spice Latte (Starbucks, 2023).As food its products includes baked pastries (muffins, croissants), sandwiches, salads, protein boxes, yogurt, oatmeal, and snacks.
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Figure 7:Starbucks UK menu
Source:(Starbucks, 2023)
Tata Starbucks in India delivers a wide range of regionally inspired drinks, such as Masala Chai, Elaichi Chai, and Filter Coffee for the traditional tea-drinking population. It also delivers espresso-based (Global & Localized) Caffè Latte, Cappuccino, Flat White, Classic Hot Coffee (espresso, milk, condensed milk) and Cold & Blended products such as frappuccinos (Green Tea, Belgium Chocolate), Cold Brew (Salted Foam, White Mocha Caramel), Classic Iced Coffee (espresso, jaggery, milk). Coffee drinks includes Signature Irish Frappuccino, Signature Irish Cold Brew and Signature Irish Matcha. It also delivers locally inspired food Paneer Tikka Sandwich and the Murg Kathi Wrap. 
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Figure 8: Starbucks menu in India
Source: (starbucks, 2025)
Price: Starbucks UK employs a multi-faceted pricing strategy that combines premium pricing, value-based pricing, dynamic pricing and product-line pricing strategy. This effective pricing strategy mirrors Starbucks’ positioning as the premium coffeehouse that delivers superior quality and ambience. These price promotions are effective, though loyalty programs such as Starbucks Rewards can provide incentives to regular consumers.
Starbucks India uses a premium pricing strategy for positioning itself as an affordable luxury rather than a mass-market product. Strategy in India efficiently integrates affordability, mainly for the young urban professionals and students.
Promotion: Starbucks' promotional strategy depends on a combination of word-of-mouth channels, digital marketing, sales promotion and public relations(Elliot, 2024). Mainly, it uses an integrated promotional strategy that combines digital marketing, loyalty programs, and brand-building campaigns to create a "premium brand experience.
Starbucks India uses an integrated promotion strategy which includes digital marketing, in-store experiences and loyalty programs. It also uses campaigns such as #whatsyourname (Starbucks, 2020).
Place:
It has around 1,400 physical stores in the UK(Rane, 2025). While it operates both in online and offline services. It has directly navigated in the UK through investing in online, as the official Starbucks UK app allows customers to pre-order and pay for drinks and food for in-store pickup. Starbucks indirectly operates in the UK through 23.5 Degrees Limited (Starbucks' largest franchise partner in the UK and the world's first Starbucks franchisee), Kbeverage Ltd indirect operator for Starbucks and EG Group operates a number of Starbucks drive-thru and drive-in sites across the UK(starbucks, 2024). Starbucks entered the UK via acquisition with Seattle Coffee Company. Acquisition’s advantages includes immediate market access and economies of scale and deliver challenges such as high costs and potential cultural conflicts. 
Starbucks India operates directly through both online and offline stores, it does not deliver indirectly in this region. It has a large network, including online ordering through the official app, delivery platforms like Swiggy and Zomato, and its e-commerce presence for merchandise. It has 487 offline stores in India. In India, Starbucks store design highlights local aesthetic aspects and integrates Indian artwork and cultural motifs to resonate with the demands of regional consumers. Starbucks entered India in 2012 via a 50:50 Joint Venture (JV) with Tata(Jonwal, 2025). Joint venture delivers advantages including growth and risk reduction legally and economically and highlighted challenges as control and cultural incorporation.
People: 
Starbucks has employed around 4000 employees in the UK (ZoomInfo, 2025).Starbucks UK offers an Accelerated Leadership Programme (ALP) for intending store managers and Apprenticeship Programme (Levels 2-6) for different career ways(starbucks, 2025). It provides global resources as Coffee Academy and a Tenancy Deposit Loan Scheme (Home Sweet Loan) for partner motivation. As of late 2024, Starbucks employs approximately 4,300 people in India, a figure expected to double to 8,600 by 2028 as part of its expansion to 1,000 stores(Bureau, 2024). “Master Brewer program, a two-day workshop covering coffee brewing, barista craft, and includes a certification kit with a certificate” work as motivation programme. Starbucks has Coffee Master Program, Barista Craft & Certification, and Tata Starbucks Empowering Girls initiative for motivation/CSR(starbucks, 2025b).
Process
Starbucks utilises a vertically integrated supply chain and a strong distribution network, and technology to provide products(Yin, 2024). The company ensures quality and ethical sourcing through its C.A.F.E. Practices. It can be stated that in the UK, Starbucks has collaborated with Gist for managing a temperature-controlled distribution network over 700 locations.
While operating in India, Starbucks uses a 50:50 joint venture wth Tata customer products and delivers products using an integrated supply chain model focused on efficiency, quality, and technology. Store operations are managed using a custom Oracle-based POS system.
Physical evidence:
In the UK, Starbucks uses a standardised "Cup Marking System" to ensure customer specifications are met consistently. This organisation has a website for the UK, which can be located at starbucks.co.uk.  
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Figure 9: Starbucks UK
Source: (Fortune, 2025)
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Figure 10: Starbucks website UK
Source: (Starbucks, 2025)
This site delivers information on its products, a way to order and pay and details about the Starbucks rewards programs for UK customers.
This company has an actively dedicated website for India, which is located at www.starbucks.in , where customers can view the menu, find stores and manage their rewards account.
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Figure 11: Starbucks store in India
Source: (Das, 2025)
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Figure 12: Starbucks website in India
Source: (Starbucks, 2024)
Similarities and differences in both countries for Starbucks:
Starbucks’s marketing mix in the UK and India highlights the successful integration of global consistency and local adaptation with significant localisation, which is needed to excel in India’s tea-centric and price-sensitive market. A shared dedication to high-quality and ethically sourced coffee develops the foundation of Starbucks’ global brand identity.Based on the marketing mix the similarities and differences for Starbucks in the UK and India has been demonstrated. This evaluation has highlighted the robust global brand persistence while adopting local demand across both market sectors. Even here the product portfolio is wider and covering espresso-based drinks, brewed coffee, teas, cold beverages, and seasonal offerings which have properly incorporated customer demand. Both markets such as Starbucks in India and UK has used online ordering through its committed mobile apps, wider physical store networks and utilises integrated promotional strategies incorporating digital marketing, loyalty programs and in-store experience. Furthermore it has been noticed that Starbucks in both countries as UK and India highly maintains by focusing on high service standards assisted by wider larger workforce, robust and technology-based supply chain systems. It can be stated that each market has highlighted the dedicated website offering for menu information, rewards supervision and online services. It can be highlighted that the consequential differences have been observed in local, cultural, economic and customer behaviour factors. In the UK Starbucks actively maintains the premium Western Coffeehouse identity, by concentrating on classic beverages and seasonal favorites Pumpkin Spice Latte. Moreover in comparison Starbucks in India highly incorporates wider localisation strategies which focus on comprehensive localisation through providing beverages such as masala chai, elaichi chai and filter coffee along with Starbucks delivers regionally required food such as paneer tikka Sandwich and Murg Kathi Wrap. 
Additionally in the context of pricing both countries also differ as well as in the UK Starbucks focus on premium, value-based and dynamic pricing strategies whereas in India it implemented premium pricing but positions Starbucks as affordable luxury for confronting demands of young professionals and students. However the store locations also differ with around 1,400 UK stores compared to India's 487.  Although India is expanding increasingly through the Tata joint venture. Moreover, the supply chain also differs as Starbucks UK depends on partners such as Gist for temperature control distribution while India uses Tata integrated supply chain and Oracle based POS. Lastly in case of physical evidence it has highlighted localisation with India stores present in regional demanding elements unlike the more systematised UK stores.
[bookmark: _Toc216644557]6. Evaluation of the performance of marketing strategies
[bookmark: _Toc216644558]6.1 Social Media Analytics of Starbucks in India and the UK
Starbucks’ marketing performance in the UK demonstrated mixed outcomes. In 2023, it obtained robust revenue growth and digital engagement (Yuefei, Teo and Baskaran, 2024). This company has effectively used its mobile app and social media for connecting with consumers and driving sales. Its rewards programs, despite recent changes, remain a significant driver of revenue (Yuefei, Teo and Baskaran, 2024). This organisation also uses data analytics from its loyalty program to personalise marketing campaigns and enhance business decisions (Wu, 2023). Starbucks fosters the dedication for incorporating sustainability initiatives as providing discounts for consumers who leverage reusable cups and sourcing coffee ingredients ethically, which incorporated effectively with UK customers' values. Starbucks has observed spontaneous strength in digital channels such as mobile ordering and the Starbucks Rewards program (Son et al., 2020). 
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Figure 13: Starbucks mobile app importance in the organisation
Source:(smartdev, 2025)
In recent years, Starbucks has also focused on investing in implementing technology and expanding its mobile app functionality.Using data to make customised marketing plans in the UK led to a 78% year-over-year enhance in return on advertising spend (ROAS)(Roll, 2021). Moreover, the Starbucks app allows for mobile ordering, tipping and managing rewards, which resulted in a 20% in rewards member spending(Roll, 2021). Starbucks UK instagram followers includes 409k which highlighted higher social media engagement rate.
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Figure 14: Starbucks UK Instagram engagement rate
Source:(instagram, 2025b)
Starbucks has adopted in-store digital innovations such as wireless charging to enhance the customer experience and robustly resonates with the digital-first customers(Katsikeas, Leonidou and Zeriti, 2020). Additionally, it can be stated that its socially responsible campaigns, such as “What’s Your Name,” have improved the brand’s image as inclusive and community-driven, improving emotional connection with customers(Wearepion, 2022). Moreover, various UK customers obtain Starbucks as proactive commercialised compared to local artisanal cafes(Hanna, 2022).
Through social media platforms, Starbucks focused on conjunction with in-store promotions rather than depending solely on traditional advertising in India. However, India is also used for global sourcing, mainly high-quality Arabica beans through collaboration with Tata Coffee(Noor, Till and Hafeez, 2025). This company also uses platforms such as Instagram and Twitter for engaging with consumers, sharing updates and developing an online community (Roll, 2021). This company delivers a high degree of customisation for drinks in India, catering to individual customer preferences, which is a part of the customer experience(Rallan, Rawal and Baid, 2025). In October 2025, the “starbucks.in website received approximately 388,080 visits”, with Indian users accounting for 93.68% of that traffic. This demonstrated a significant enhancement of 46.54% compared to the previous month(semrush, 2025). Starbucks India’s local campaigns now consist of vernacular content to enhance involvement in Tier 2 and Tier 3 cities. Starbucks India has 565K followers in its Instagram which highlighted increasing engagement rate. 
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Figure 15: Starbucks India Instagram engagement rate
Source:(instagram, 2025)
Additionally, important marketing tactics include product innovation and seasonal campaigns, which are a major driver of buzz and foot traffic. However, difficulties persist, but this brand faces criticism for high prices beyond rising living costs and robust competition from local coffee brands(Kim and Park, 2021).Starbucks has a track record of delivering value with data and analytics through its proprietary AI platform, DeepBrew(Bean, 2025). Starbucks' revenue in India is increasing (up ~5% in FY25 to ₹1,277 crore), but growth has delayed and losses have broaden for the high costs, rapid expansion.
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Figure 16: Starbucks website visit in India and other country
Source: (semrush, 2025)
[bookmark: _Toc216644559]6.2 Customer Reviews of Starbucks in India and the UK
Customer reviews for Starbucks in India are mixed which also highlight the ambiance Frappuccinos, and Java Chips but frequently criticize high prices, inconsistent coffee quality (especially classic hot coffees), and occasional poor customer service or aggressive upselling. The experience varies significantly by outlet and personal preference. In customer review it has been noticed that customers in India reviewed Starbucks as 4 out of 5. One customer reviewed that “We chose my favorite Java Chip with eggless Spicy Red Bean Sandwich and eggless Cherry Chocolate Cake…… I had a memorable time and his farewell couldn’t have been better”. Another customer reviewed “Wherever I go, I'm in search of a Starbucks coffee cup……”.The most common positive feedback was for the ambience, beverages and customer service as some staffs are reviewed for their kind and helpful behaviour.
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Figure 17: Starbucks review in India
Source:(tripadvisor, 2025)
In contrast, customer reviews for Starbucks in the UK are mixed as it often demonstrates inconsistent service, long waits, high prices and occasional cleanliness issues although some consumers praise the staff behavior and good coffee at particular locations. Mostly the common complaints were for slow drive-thrus, problems with order accuracy and a feeling that some coffee branches focus on drive-throughs over in-store consumers. One customer Clifford reviewed as “...the level of customer service and quality of product has reduced rapidly over the last couple of months.” Other reviewed “One star is too many……. Staff totally uncommunicative, with each other or with customers.” In case of UK, the most negative feedback includes slow service, high prices, cleanliness, management, quality, inconsistent staff attitudes and order accuracy. It has reviewed 1/9/5 from the consumers.
[image: ]
Figure 18: Starbucks review in UK
Source:(trustpilot, 2025)
From the above it can be highlighted that Starbucks India’s marketing strategies are more effective and influential than the UK. With 1.9 reviews Starbucks UK demonstrated that customers have mitigated trust and engagement with Starbucks that highlighted marketing performance is comparatively not good in this aspect.
[bookmark: _Toc216644560]6.3 Similarities and Differences of Starbucks in India and the UK
From the above comparison between the two countries, on UK and India, it has been noticed that Starbucks apparently operate in a competitive environment along with an emerging and fast-growing market landscape. In the UK, Starbucks has concentrated on maintaining brand loyalty and differentiation in a saturated market landscape, while in India, this organisation concentrates on market penetration and cultural flexibility (Subramaniam, 2020). Additionally, it can be stated that Starbucks’ marketing strategy and performance are largely driven by digital transformation, sustainability leadership, and inclusivity campaigns. This beverage brand has archives customer trust in both markets but faces profitability challenges and pressures from increasing operational costs and price-sensitive customers in both countries. It has been noticed that its success is based on balancing persistent service quality and using technology to improve customer experiences. 
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Figure 19 : TATA Starbucks partnership
Source: (Mishra, 2020)
Moreover, from the overall comparison, it has been noticed that in India, Starbucks' success depends on proactive localisation and strategic collaboration with Tata. It has efficiently developed a robust emotional and cultural connection with the Indian customers through integrating Western cafe culture with the local traditions (Ge et al., 2021). Its performance metrics, such as brand reputation, store expansion and consumer involvement, present robust upward encouragement. This company’s capability to maintain a premium identity while implementing local aspects is considered the key differentiator. Comparatively, it can be demonstrated that Starbucks’s brand equity is higher in the UK for its long-standing market development, although development potential is robust for the increasing disposable income and emerging customer lifestyles. It can be stated that Starbucks UK’s strategic concentrations on maintenance and increasing sustainability, Starbucks India’s are directed by enlargement and cultural integration(Ge et al., 2021). Lastly, it can be stated that Starbucks has successfully implemented in both countries, which demonstrates its brand focus on localising execution integrated with distinct market dynamics.
[bookmark: _Toc216644561]7. Evaluation of marketing ethics practice
[bookmark: _Toc216644562]7.1 Evaluating Marketing Ethics of Starbucks in the UK
Starbucks Coffee Company (UK) Pvt. Ltd., on its website as well as in its marketing campaigns, claims that the organisation contributes to sustainability by ensuring a 100% ethical sourcing of coffee beans and tea leaves (Starbucks UK, 2025). However, the National Consumers League in America sued Starbucks for its misleading claims related to ethical sourcing, stating that the certificates used by the firm to prove its claim are unreliable (NCL, 2025). Starbucks, in this regard, failed to disclose to customers transparent reports supporting its ethical sourcing claims (NCL, 2025). This tends to prove greenwashing in the firm, showcasing unethical marketing practices in Starbucks UK. Moreover, the top European marketer of Starbucks, Maria Sebastian, in 2018 stated that people are the cornerstone of the brand (Campaign, 2025). However, Sainato (2025) reported strikes in US facilities of Starbucks due to worsening employment and working conditions at Starbucks. In this regard, it was also found that worsening conditions of workers are also identified in Starbucks’ farms in Brazil and Kenya (NCL, 2025). This shows that overall, in relation to the Marketing of the firm in the UK Market, its claims during its marketing campaigns are often contradictory or false. This also shows that the People Aspect of the Starbuck’s Marketing Mix in the UK, requires further effort in order to improve its marketing processes and outcomes. This further shows that the level of marketing ethics, especially in relation to transparent and accountable reporting, is significantly low in Starbucks UK. This further shows that in order to strengthen its position in the mature and saturated UK Coffee market, it is essential for Starbucks to make transparent claims during marketing campaigns so that the brand's reputation is restored and maintained. In relation to its existing ethical marketing activities, Starbucks Coffee UK in collaboration with NHS Trusts, raise funds for improved health outcomes of the vulnerable populations in the UK (UK Starbucks, 2025). This in turn enables the firm to contribute towards the improvement of social sustainability in the UK.
[bookmark: _Toc216644563]7.2 Evaluating the Marketing Ethics of Starbucks in India
The investigative arm of GST in India found that Tata Starbucks did not reduce product prices, despite a tax cut from 18% to 5% on product prices, thereby profiteering from customers to the tune of Rs. 4.51 crore (ET, 2019). This is a marketing ethics issue faced by Starbucks in India, as the company maintained higher product prices by increasing the price component, as the tax component of the product was decreased by government tax cuts. This was an unethical marketing move which unduly profited from the consumers. This in particular shows that the pricing strategy of the firm in India, as part of its Marketing Mix, is not appropriate and ethical, as it unfairly raises the product prices to gain profit. Furthermore, in 2023, Starbucks released an advertisement in the Indian Market, aiming to promote transgenderism and transgender acceptance in society, wherein the ad was perceived to be undermining Indian culture, aiming to spread Western propaganda instead of marketing their products (Khemani, 2023). This led to further boycotts of Starbucks in India, while the company received severe backlash from the Indian public over social media platforms. This is also an unethical marketing by Starbucks, as the company’s depiction in the advertisements prioritised transgenderism over its own product, which led to reputational harm for the company. This shows that overall, Starbucks have been unethical in its marketing strategies within the Indian market. However Starbucks have also been ethical in some areas as the CHAI (Community, Health and Advancement Initiative) Project initiated by Tata Starbucks have impacted more than 75,000 people and their families in India positively (Tata Starbucks, 2025). Furthermore, the marketing of this project, also helped the firm collaborate with the Mercy Corps in Darjeeling and Assam, in the upliftment of the communities in these regions.
[bookmark: _Toc216644564]8. Recommendation & Conclusion
[bookmark: _Toc216644565]8.1 Recommendations
Recommendation for Tata Starbucks: Based on the above discussions, it can be stated that in India, Starbucks positions itself as a premier brand offering a luxury coffee experience. In this regard, it can be stated that this deters price-sensitive Indian consumers from engaging with Starbucks. Therefore, Starbucks should enhance accessibility and affordability of its products, marketing smaller portions for lower prices, in order to attract more Indian customers. Moreover, the company should also ensure that its marketing content is in alignment with Indian culture and not Western culture, in order to prevent the social backlash it received in 2019. This would enable the company to better market its brand and product lines with higher acceptability by the Indian consumers. 
Recommendation for Starbucks Coffee Company (UK): From the above exploration of ethical issues in the marketing campaigns of Starbucks, it is clear that one of the major issues faced by the firm is Greenwashing allegations, which are also proven true. In this regard, it can be recommended that in the UK, Starbucks should reduce its claims of sustainability initiatives and instead publicise fewer activities, with clear and transparent reporting of the activities and detailed proof supporting these claims, in order to develop a brand image which is ethically beyond reproach. In this regard, the firm should also take measures to prevent greenwashing and reduce worker rights issues, in order to support its brand image, which prioritises people and community. 
[bookmark: _Toc216644566]8.2 Conclusion
Based on the above evaluation and analysis within this marketing report, it can be confirmed that Starbucks does not completely standardise its marketing strategies but adapts them to the market needs and demands of the market where it operates. This was specially identified as the firm has been found to adapt to completely different marketing strategies within India and the UK, two countries with major macroenvironmental differences. In this regard, it was also identified that while the company markets itself as a consistent provider of high-quality coffee in the UK, in India, it markets itself as a coffee-based luxury western experience provider, which leads to a much narrower target market for the firm in India than in the UK. Moreover, in this regard, the performance of the marketing strategies of Starbucks in India and in the UK was examined. Furthermore, it was also identified that the company in the form of Tata Starbucks (JV in India) or Starbucks Coffee Company (WOS in the UK) has engaged in unethical marketing practices, which have led to reputational harm for the firm, further affecting the marketing performance of the firms. 
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