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[bookmark: _Toc215239014]1. Introduction 
[bookmark: _Toc215239015]1.1 Background to International Marketing 
International marketing is an important phenomenon in the contemporary global economy, determining the way businesses develop, compete, and remain in the business in different countries. Business firms are no longer operating within their domestic market environment; they have to contend with alien cultures, legislation and economic environments in trying to sell their brands across the globe. Such differences influence the desire, expenditure ability of the customers, their preference towards the product, and ethicality as they perceive them. This renders cross border strategy challenging as well as significant. Starbucks, a famous coffee brand, demonstrates how international companies can adapt to local requirements and retain the same brand (Porter, 2023).
[bookmark: _Toc215239016]1.2 Aim and Objectives of the Report 
This report is aimed at comparing and analyzing the marketing of Starbucks in two countries which are very different the United Kingdom and India. These nations vary in terms of culture, economy, the extent to which their markets are developed as well as the way people shop. To achieve this objective, the report examines the mini-environment surrounding Starbucks through a PESTLE analysis, analyzes the social and cultural variables that have an impact on the customers, and examines the segmentation, targeting, and positioning strategies of Starbucks (STP). It then analyses the marketing mix of the company (the 7ps), the performance of the business in both locations and examines issues in both locations that are ethical (Zhang and He, 2024).
[bookmark: _Toc215239017]1.3 Scope of the Report 
This report will compare the marketing of Starbucks in the UK and India based on the popular models of marketing. It analyzes major external influences, such as politics, economy, society, technology, law, and environment, and goes into detail to analyze the influence of culture on what people purchase and looks at the STP (Segmentation, Targeting, Positioning) model in more detail. The report further compares the product, price, place and promotion (marketing mix) of the Starbucks business in the two countries and examines the performance data including market share, growth and the number of stores there. It also examines the ethical aspect, which considers the aspect of sustainability, employees, and the manner in which Starbucks promotes its products (Quadir et al., 2024).
[bookmark: _Toc215239018]1.4 Structure of the Report 
In this report, there are ten sections to provide an adequate and coherent analysis. Section 2, which follows the introduction, will provide a general overview of Starbucks as a global company, in the UK, and in India. Section 3 demonstrates a PESTLE comparison between the two markets and Section 4 examines cultural differences and their impacts on strategy. In section 5, the STP strategies of Starbucks are reviewed. Section 6 evaluates the 7Ps marketing mix in the two countries. Section 7 is the performance results, and 8 is the ethical issues. Section 9 provides market specific strategy recommendations and those applicable to the global strategy of Starbucks (Siddique, Ullah and Kim, 2025).
[bookmark: _Toc215239019]2. Starbucks Brand Overview
[bookmark: _Toc215239020]2.1 Global Background 
Starbucks began in 1971 as a small coffee store in Seattle. It became the largest specialty coffee brand in the world through the careful expansion strategy, experience and proper management of its global supply chain. It has over 36,000 stores today in over 80 countries. Starbucks is not all about coffee; it is a lifestyle, which lays emphasis on community, comfort, and personalized assistance. The international reputation of the company is founded on the concept of a third place. It is an intermediate between home and work where individuals can have a rest, meet other people, and experience a high-quality and familiar time. The idea is conveyed through warm color, a standard store design and customized baristas (PELLIZZARI, 2025).
Starbucks also manages its entire operation including the purchase of coffee beans to the stores. Such programs as C.A.F.E. demonstrate that Starbucks is concerned with the environment, high quality, and long-term relations with farmers. With the assistance of these systems, Starbucks is able to provide the same quality in all the locations, as well as adjusting flavors and methods of service to suit the locals (Czinkota et al., 2021).
[bookmark: _Toc215239021]2.2 Starbucks in the UK 
One of the first and most significant international actions of Starbucks is the acquisition of 65 stores of Seattle Coffee Company in the United Kingdom in 1998. A great coffee shop culture, large urban population, and high acceptance of premium coffee had made the UK one of the best global markets of Starbucks within a short period. The UK has over 1,200 stores and it is one of the significant segments of the European business of Starbucks. The brand is regarded as high-quality but with low prices, and Starbucks primarily targets students, professional people, commuters, and those who appreciate convenience, high quality, and online service via the Starbucks Rewards app (Bisello, 2024).
The coffee competition in the UK is high. Large companies such as Costa Coffee and Caffe Nero compete with the independent cafes, which are focused on customers seeking cheap prices or special drinks. Despite such competition, Starbucks continues to make its stores better, introduce new seasonal items, and establish more drive-throughs. Starbucks boasts of being sustainable, like through the use of reusable cups, recycling, and reducing carbon, because the UK regulations are about the environment, and consumers demand environmentally friendly options (Raimondo, 2022).
[bookmark: _Toc215239022]2.3 Starbucks in India 
Starbucks started its venture in India with a partner, Tata Consumer Products in 2012. The joint venture was named Tata Starbucks Pvt. Ltd. and it assisted Starbucks to work out the local regulations and acquire excellent Indian coffee beans. It also provided Starbucks with a credibility since Tata is a reputable company in India. Starbucks has expanded gradually and consistently in line with the emerging middle and the youthful age group and the emerging cafe culture in the nation. Now there are over 390 Starbucks stores, predominantly in large cities such as Mumbai, Delhi, Bengaluru and Pune (Siddiqui and Khan, 2025).
India is a country that Starbucks has targeted based on local culture. The menu also includes beverages of Indian taste, such as Masala Chai Latte, Elaichi Mawa Croissant, and South Indian Filter Coffee and numerous options with vegetarian dishes. The stores will also be well furnished with high seating capacity and a casual social atmosphere which is in tandem with the Indian culture of using cafes to socialize (Alamuri and Aluvala, 2024).
[bookmark: _Toc215239023]2.4 Global vs Local Strategy
Throughout the UK and India, Starbucks maintains a strong global brand, good quality drinks, the feel of a friendly neighbourhood, and fair sourcing, but modifies things to suit local preferences. It also has varied products, forms of shops and promotions to every market. The blending of standard branding and local modifications makes the brand remain familiar as well as making it appear relevant to every location (Areiza-Padilla and Manzi Puertas, 2021).
[image: Global Business Strategies for Responding to Cultural Differences |  Principles of Management]
[bookmark: _Toc215239024]3. Microenvironment (PESTLE) Comparison: UK vs India 
Starbucks operates in two locations; the UK and India. The large external environments are quite different. They vary in terms of the stability of the politics, economy organization, culture, technology, regulations and environmental objectives. PESTLE comparison reveals the impact of these external forces on the plans of Starbucks in the individual countries (Peng, 2024).
[image: PESTLE Analysis]
[bookmark: _Toc215239025]3.1 Political Factors 
The political environment in the UK is stable, food safety, workers and environmental regulations are good. However, Brexit introduced new customs inspections, trade applications and chain of supply issues, increasing the cost of imported ingredients and packaging. The health regulations are also relevant: the governments do not want as much sugar, and Starbucks has altered certain beverages and included more appropriate nutrition information. India is the place of a rapid evolution and new laws which introduce both opportunities and threats (Nayak and Jespersen, 2022).
[bookmark: _Toc215239026]3.2 Economic Factors 
The UK is a mature economy not new and with an established coffee market. Higher prices are affordable to people, and this assists Starbucks to retain its high image. However, the recent price increases, increased costs of energy, and limited budgets make consumers more price-conscious, and as such, Starbucks tends to rely on promotions and price discounts.
People in India continue to earn less money as the country is developing at a rapid pace. The number of people in the cities entering into the middle income group is increasing and their budgets are expanding particularly among the youth who desire the western style cafes. Due to the huge distinction between wealthy and impoverished and the ability to vary in prices, Starbucks requires varied prices, value packages, and smaller servings to remain competitive and cost-effective (Bučeková, Bučeková B and Bačík, 2022).
[bookmark: _Toc215239027]3.3 Social & Cultural Factors 
The two markets offer some of the most contrasting differences due to social and cultural factors. Coffee is a part of the British lifestyle; it is associated with assurance and mobile life. Starbucks stores cater to commuters, students, and professionals that appreciate speed, take-away, and online ordering. The culture of the UK is individualistic; this aspect suits the Starbucks culture of customization and personalized drinks. India has always been tea-centric, however, the culture of coffee bars has rapidly spread among the young population in urban areas as the people are viewing coffee stores as social dream spaces to meet, study, and date (Audretsch, Eichler and Schwarz, 2021).
[bookmark: _Toc215239028]3.4 Technological Factors 
The country has excellent digital infrastructure, a large number of people have access to smartphones, and contactless payments are widespread in the UK. Starbucks applies it by providing a mobile application, click-and-collect, drive-through, and collaboration with delivery services such as UberEats and Deliveroo that allow the company to tailor the offer and create loyalty. Digital India initiative and the extensive use of UPI contributed to a rapid growth in digital in India. Starbucks applies app loyalty, QR-menus, and digital wallet there, collaborates with Swiggy and Zomato to reach a wider audience (Putrevu and Mertzanis, 2023).
[bookmark: _Toc215239029]3.5 Legal Factors 
There are strict regulations in the UK Starbucks has to adhere to concerning food safety and allergens. It also complies to the employment regulations, including minimum wage and working time restrictions. Public health laws on sugar and public health compel it to put visible calorie labels on products and reform some of them. Packaging and the in-store actions are also influenced by the rules on waste and no single-use plastic. In India, laws are more split. The national regulations are combined with the local state regulations regarding licences and zoning. Starbucks needs to comply with the Food Safety and Standards Authority of India (FSSAI), tax payments and labour laws (Mills et al., 2023).
[bookmark: _Toc215239030]3.6 Environmental / Sustainability Factors 
In UK, consumers as well as regulators require companies to be sustainable. Starbucks responds to this by providing incentives on the use of reusable cups, having recycling initiatives, and constructing energy-efficient stores. In India, the target is waste minimization and plastic reduction, which is hard due to the ineffective recycling facilities. Starbucks thus collaborates with the local communities, acquires locally, and initiates local projects to advance its sustainability objectives (Moussa, Kotb and Helfaya, 2021).
[bookmark: _Toc215239031]4. Socio-Cultural Differences & Implications
Patterns in culture have severe impacts on the ways consumers perceive value, utilize the spaces in cafes and how they respond to international brands. The differences in the social and cultural backgrounds of both the UK and India can be seen in the plans that Starbucks has in these countries. Being aware of such differences can contribute to the explanation of why the customers expect something different and how Starbucks evolves to remain useful and competitive (Han, Chen and Lee, 2021).
[image: The impact of socio-cultural differences on internal operations across... |  Download Scientific Diagram]
[bookmark: _Toc215239032]4.1 Cultural Dimensions: UK vs India 
The dimensions of Hofstede can be used in establishing the difference in culture between the UK and India. UK is extremely individualistic which is well suited to the concept of a third place by Starbucks where individuals are free to work, relax or have coffee at their own time. Low power distance means that there is no formality in service interactions and institutions are clear enough to maintain a smooth and consistent running of things (Matharu et al., 2023).
In India, the situation is totally different, where one respects authority and dwells in close groups. Harmony and experience sharing is important to people. Starbucks is a social place as individuals come to meet with their friends or unwind after a visit to the cafe. Indians are mostly religiously diverse people with vegetarian preferences and they drink a lot of tea, which means that these aspects are what influence their expectations of products. 
[image: ]
[bookmark: _Toc215239033]4.2 Implications for Consumer Behaviour 
The UK customers are concerned with the speed and convenience, as they lead a fast lifestyle and considerably use digital devices. They place orders by phone, eat out, and they prefer to personalize their beverages. They prefer traditional coffee, vegan beverages, and seasonal tastes.
Starbucks is more a social and aspirational destination to Indian consumers. In urban areas, the youths visit cafes to hang out, learn, or party. They are more inclined towards sweeter or domestic taste, and numerous individuals order in groups. They are price sensitive and thus they purchase only once a week usually with value bundles, small sizes, or during a festival (Adefioye, 2024).
[image: Understanding Consumer Behavior In Marketing]
[bookmark: _Toc215239034]4.3 Implications for Starbucks’ Strategy 
Such cultural differences imply that Starbucks requires varying strategies. Digital efficiency, rapid service and personalisation are aspects that Starbucks concentrates on in the UK. Compact layout, grab-and-go counters, and streamlined processes are used by the stores, whereas the products focus on plant-based options and seasonal Western flavours (da Mota, 2024).
Starbucks in India is concentrated on the application of local culture and a good experience. Some of the items in the menu include Masala Chai, Filter Coffee and vegetarian food. The stores possess large tables and cozy atmosphere that allows one to spend as much time as possible. Festivals and local stories are also employed in the promotion of Starbucks. It provides simple prices and less generous portions in order that individuals can comfortably get it (Alamuri and Aluvala, 2024b).
[image: Tactical business evaluation of Starbucks with strategies]
[bookmark: _Toc215239035]5. STP Comparison 
The ability to divide the markets into segments, select the customers to target, and present its brand in the most appropriate manner makes Starbucks successful in every part of the world. UK and India are very contrasting locations, one is already mature and routine, the other is newer and full of dreams and so Starbucks has to employ various strategies in both nations to fulfill their needs and habits (Zhou, 2024).
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[bookmark: _Toc215239036]5.1 Segmentation 
The UK segmentation has a high coffee culture and anticipated patterns of consumption of coffee by the people. Starbucks targets individuals who consume coffee on a regular basis, individuals who commute to work, students, and individuals in the office who consider coffee as part of their daily life. It primarily caters to middle and high-income customers who are willing to pay a high price to have premium coffee. The customers in the UK prefer convenience, customization, sustainability, and the use of digital applications (Papadopoulos and Cleveland, 2023).
The Indian market is dissimilar since it is composed of a significant number of young people and a broad spectrum of revenue. Starbucks India is appealing to urbanized millennials and Gen Z customers who view coffee shops as social places, not as fast-food restaurants. The brand would primarily focus on middle-class and upper-middle-class individuals who are beginning to have additional funds to spend. Starbucks also targets individuals who desire to feel elegant and a sense of being associated with a global lifestyle that is modern. Issues of culture are extremely significant: lots of Indians are vegetarian eaters, their locals are fond of local food, they are fond of tea, so these demands are reflected in the menu  (Fernandes, 2023).
[bookmark: _Toc215239037]5.2 Targeting
In UK, Starbucks targets those people who frequent it and in a rush, particularly in major cities and travel destinations. They also primarily target workers, students and commuters who desire good drinks that are delivered quickly and dependably. This is enhanced by the Starbucks Rewards program which provides customers with personal offers that will motivate them to visit again (Sanjeen, 2022).
The primary audience that Starbucks communicates with in India consists of young individuals who enjoy visiting cafes as a nice form of leisure. The primary segment is the city millennials, college students, younger employees, and well-doing families. They would desire cafes that would appear attractive and comfortable to see their friends or do homework. Starbucks also appeals to individuals who were raised in a technological environment through its application and collaboration with Swiggy and Zomato (Simone, 2024).
[bookmark: _Toc215239038]5.3 Positioning 
Starbucks in UK is a high end convenient coffee company that is capable of fitting in a life. It has a third place concept, which implies that they can arrive solo, have brief breaks, or even do work there. Starbucks is unique due to custom beverages, online comfort, seasonal beverages and environmental promises. Starbucks is more global and lifestyle oriented as compared to Costa and Caffé Nero (Carter, Warren and Steinhoff, 2022).
Starbucks is promoted as a destination people desire to come to and one that is suitable to the culture in India. The shops are spacious, cozy and employees are pleasant, thus leaving customers to spend more time and socialize with friends. Starbucks takes local ingredients, campaigns regarding local festivals and offers Indian-style beverages and snacks make it culturally relevant. Starbucks is perceived to be a high-end brand which is symbolic of modern globalized lifestyle compared to local competitors such as Café Coffee Day.
Generally, Starbucks retains a high brand image in the UK and India yet it alters the definition of premium. In the UK it is fast food and uniform quality. In India it denotes a social environment and an ambition.
[bookmark: _Toc215239039]6. Marketing Mix (7Ps) Comparison 
The marketing mix enables Starbucks to understand how it can retain its global brand promise and still satisfy the local demands in the UK and India. The company retains its original concepts of high-quality coffee, responsible sourcing, and the 3rd place experience. However, it transforms every aspect of the 7Ps in accordance with variations in the level of expenditure people are capable of, cultural consumption, digital consumption and competitor count.
The UK coffee-shop market is very competitive and mature. India is a growing, rapidly developing coffee market with Starbucks being viewed as an aspirational brand of lifestyle (Ali and Santos, 2025).
  [image: ]
[bookmark: _Toc215239040]6.1 Product
Starbucks in the UK has beverages that are in line with the trendy coffee and health trends. Its core products are espresso beverages, cold brews, and numerous plant-based milks, as well as seasonal beverages, such as Pumpkin Spice Latte. New items containing less sugar and dairy-free options are often produced by the company since people prefer more healthier products. Ready-to-drink beverages available in supermarkets contribute to extending the brand to other locations besides the stores (Bansal et al., 2024).
In India, there is more localization. The drinks sold by Starbucks include Masala Chai, South Indian Filter Coffee, and regionally inspired Frappuccinos, as well as foods that are vegetarian-friendly such as paneer wraps and spiced croissants. The level of sweetness and flavor profiles are adapted to fit the local preferences and special festival products make the brand remain topical. The primary international menu remains the same, yet local innovations attract more individuals to taste and feel related.
[bookmark: _Toc215239041]6.2 Price
Starbucks employs premium pricing strategy on both markets with different connotations. The UK is generally priced well within the same range as the other key competitors like Costa and Caffee Nero. The buying of coffee is frequently an everyday activity, and thus customers are somewhat used to the idea of paying a premium price on branded speciality beverages though recent changes in the cost-of-living environment have made them more price sensitive (Sherpa, 2021).
The high prices in India are more aspirational. The wages are lower; therefore, visiting Starbucks is not something that is considered day to day, it is more of an occasion or a demonstration of status. Starbucks India has smaller cups, shared foods, and value packs, particularly among the students and young professionals, to enable more people to access it. It uses more aggressive promotions through loyalty programs and digital applications that help to maintain the brand as a premium and affordable one at the same time (Ćosić and Hibler, 2021).
[bookmark: _Toc215239042]6.3 Place (Distribution)
Starbucks outlets in the UK are located in major busiest locations such as main streets, train, airports, office and university areas. The drive through stores have increased in order to deliver coffee to the commuters and the suburbanites. Starbucks also makes its beans, capsules and bottled beverages available in the supermarkets, as well as partnering with other delivery platforms such as UberEats and Deliveroo (Purifoye, 2024).
Starbucks in India targets the big cities of Mumbai, Delhi, Bengaluru and Hyderabad where individuals have disposable income to spend on coffee and coffee cottages are already established. Drive-thru service is still inexperienced. Collaborating with Swiggy and Zomato, Starbucks will be able to provide the coffee beyond its premises, particularly to its digitally-sensitive and urban clientele. It is also establishing some stores in smaller Tier-2 cities and demonstrates a cautious but optimistic expansion strategy (SHAKYA, 2023).
[bookmark: _Toc215239043]6.4 Promotion
Starbucks has used its loyalty application, seasonal promotions, and online media as a way to promote itself in the UK. Personalized deals are provided by the Starbucks Rewards program and motivate returning to the shop, whereas social media and outdoor advertising are dedicated to limited-time beverages and sustainability. The message usually emphasizes on the convenience, indulgence and ethical sourcing, and targets consumers who are interested in both lifestyle and social responsibility (Banerjee, 2025).
Marketing mixes in India are a combination of global brand images and local cultural indications. Events such as Diwali and holi are celebrated in a campaign with Indian designs, Indian flavors and stories to create a sense of belongingness. Partnering with influencers who lead a lifestyle and food bloggers and even Bollywood partners can make the brand appear aspirational. Advertisements point out the social events, group outing and the cafe as a stylish venue to hang around (Sharma, Patro and Chaudhry, 2021).
[bookmark: _Toc215239044]6.5 People
Various people have different expectations of the service. Speed, consistency and professional friendliness are considered by the baristas in the UK. Communication is mostly short-lived in line with the commuting habits and busy schedules. The training emphasizes on standard operating procedures, accuracy of drinks and effective mobile and in-store order processing.
In India, service is more people-related and hospitality-themed. Employees are being encouraged to converse, clarify the menu and assist with group orders because it is more warm and personal. The staffing is increased to address the increased dwell time and socializing. Such a high touch strategy strengthens the image Starbucks has of being a high-end but accessible social environment (Suriyachcharige, 2025).
[bookmark: _Toc215239045]6.6 Process
Businesses in UK are concerned with fast and easy things. A lot of individuals take mobile orders, click-and-collect as well as contactless payments, reducing wait times. The steps taken in drive through shops are smooth and efficient and the store design assists customers to move directly through the process of ordering to receiving their products. Work patterns are extremely standardized providing dependable service in most stores (Vyt et al., 2022).
The processes in India have been equitable in efficiency and a more relaxed in-store. Online payments, particularly, using UPI, and ordering through apps are rapidly increasing yet they co-exist with counter orders. Outlets are established to accommodate quick solo at the same time as the long group stays hence orders and table services are more complex in some of the outlets. 
[bookmark: _Toc215239046]6.7 Physical Evidence
The UK displays physical evidence of small store designs that are modern and fit the global appearance of Starbucks, which is neutral and has wood surface and the recognizable green logo. The number of seats is generally low and they are effective during the visits that are quick or medium. Enhanced reusable cup advertisements, recycling stations and green labels demonstrate that Starbucks is environmentally conscious to the UK customers (Kim and Park, 2021).
In India, the appearance of Starbucks has enough space and comfort. Most of the shops have large seating space furnished with couch furniture, luminous lights, and minor local details such as local artwork or designs. Such ambiance encourages individuals to come and spend many years in the cafe making the cafe a place of life. It is quite evident that Starbucks is local in the sense that their seasonal decorations and packaging are usually decorated and packaged to portray Indian festivals or ingredients (Omar et al., 2023).
[bookmark: _Toc215239047]7. Brand Performance Evaluation 
Analysis of the performance of Starbucks in the United Kingdom and India reveals how effective the company policies are to the market stage, shopping behavior of people and the environment. The UK is a very competitive and crowded market whereas India is still developing at a high rate. The comparison between the two markets reveals the choice between making consistent, predictable income and pursuing increased development in the long run (Mogaji, 2025).
[bookmark: _Toc215239048]7.1 UK Market Performance  
One of the key markets that Starbucks has in the foreign market is the United Kingdom. It also has numerous stores and is familiar with the brand. Starbucks is selling well due to the high cafe culture, coffee drinkers and the Starbucks Rewards app, mobile ordering, and delivery features that allow it to be purchased without any hassle. Such tools aid in the frequent visits and the loyalty of people. However, it cannot grow as much due to the presence of many stores in the market and the existence of Costa Coffee, Caffes Nero and numerous small specialized cafes. The increase in operating costs, inflation, and reduction in the amount of money consumed by people also reduce the growth in sales (Zuo, 2023).
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[bookmark: _Toc215239049]7.2 India Market Performance
Starbucks belongs to an expanding chain of fancy coffee shops that are more popular among younger people in India. The stores and the amount of money generated have risen rapidly since the inception of Starbucks in this country. This is because of an increasing number of cities, a large population of the youth and the fact that people are having more money to spend. Most of them, particularly the students and young employees believe Starbucks to be a goal-setting brand and a hangout, rather than a coffee shop. Localized menus, promotional activities that are based around specific festivals, and affordable prices are a few ways the brand will win over even the poor (Telesmanic et al., 2022).
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[bookmark: _Toc215239050]7.3 Comparative Interpretation
Generally, the UK will provide Starbucks with a stable, predictable cash flow in a mature market, whereas India will be offering quicker percentage growth and greater brand awareness. They all demonstrate how Starbucks maintains stability and growth at the same time by changing the strategies used in various stages of the market (Murari, Parmar and Hashmi, 2025).
[bookmark: _Toc215239051]8. Marketing Ethics Evaluation
Much of the trust Starbucks acquires, the global reputation Starbucks has and the ability to satisfy the expectations of the society in various markets comes through ethical performance. Ethically, in the UK and India, things are different due to the local regulations, culture, and the interests that customers hold. Starbucks tends to present itself as a responsible company, discussing sustainability, fair sourcing, and community help, yet every market dictates the company certain ethical aspects to which it is required to find the particular solution (Amah and Okesipe, 2024).
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[bookmark: _Toc215239052]8.1 Ethical Issues in the UK
People in the UK evaluate the businesses according to their knowledge and powerful rules. Previously, Starbucks was criticized regarding the manner in which it pays taxes and this has damaged its reputation and has compelled it to be more open. It has improved its reporting but it still presents a problem in the way people regard its responsibility. Green is not only important, it is also environmental care. The UK citizens expect businesses to reduce wastage, reduce carbon, and reuse packaging. Starbucks is providing reusable cup incentives, increased recycling and reduced single-use plastic (Du and Wang, 2024).
[image: Ethical Principles – UK Statistics Authority]
[bookmark: _Toc215239053]8.2 Ethical Issues in India
Indians demand that businesses are sensitive to culture, fair to all income populations, and to dispose waste in a responsible manner. Starbucks should ensure that its food and advertisements meet the religious dietary consumptions, vegetarianism preferences, and local variations. Its collaboration with Tata allows Starbucks to get products in a manner that is ethical and benefits local farmers, which is one of their strengths. However, this is due to the expensive nature of Starbucks forcing many individuals to pay beyond their means, which is questionable in terms of fairness. Another issue is waste: despite the fact that Starbucks works with recycleable materials, the combination of recycling systems in India makes all waste not disposed in the best way possible (Ekawati Marhaenny Dukut, 2024).
[image: Ethical Journalism in India: Principles, Values, Guidelines]
[bookmark: _Toc215239054]8.3 Cross-Market Comparison
On the whole, the UK is oriented to being open, applying green concepts, and being health-conscious, whereas India is oriented to culture respect, affordability, and waste. The ethical plan of Starbucks should thus align to the priorities of the market so that it remains valid and credible to the customers (Choudhary et al., 2025).
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[bookmark: _Toc215239055]9. Recommendations
The comparison of the plans in the UK and India by Starbucks indicates how to be more competitive, make things local, and build the brand over time. The following steps are beneficial to the customers, faster operations, and the sustainability of things in every country (Muhamad Reza Pahlefy et al., 2025).
UK Recommendations
Starbucks must demonstrate its concern with the planet by fulfilling the increasing customer demands. It can achieve this by providing extra rewards to reusable cups, relying more extensively on compostable packaging and making recycling easier in all stores. Starbucks Rewards has to include more offers that suit each user, seasonal special drinks, and enjoyable games to retain customers. As the number of individuals who partially work at home increases, Starbucks ought to modify its store design to include additional community areas and also grab-and-go areas to commuters (Lemoine et al., 2020).
India Recommendations
Starbucks should increase its presence in Tier 2 cities in India, which designs store formats that are culturally-appropriate. Coffee needs to be more affordable and options such as small drinks and student packages should be offered to make it affordable and at the same time attractive. Having the menu local with local snacks and festival beverages will make people feel closer. More frequent visits can be achieved by increasing online interaction with applications rewards per region and improving the use of UPI (Furlan and Ren, 2025).
Global Recommendations
Starbucks needs to ensure that local flexible practices are an establishment in its business and enhance its reporting on sustainability. This will not only make the company appear credible at a global scale, but also it will facilitate innovations that will meet local demands.
[bookmark: _Toc215239056]10. Conclusion 
In this report, the researcher examined how Starbucks positions itself in the United Kingdom and in India two destinations which are very different in terms of culture, economy, wants of people and the maturity of the markets. The analysis with the help of such tools as PESTLE, cultural theory, STP, and 7Ps marketing mix demonstrated that Starbucks maintains a relatively steady global brand image, but adapts to the local demands as well (Liu, 2024).
As it can be seen in the comparison, Starbucks performs well in the UK due to the fact that it aligns to well-established culture of the cafe, applies powerful digital tools, and satisfies habitual purchasing of high-quality coffee. The UK market will provide Starbucks with stable outcomes, as it can achieve its results by being efficient, personalising its service, and conducting sustainable projects that can attract eco-friendly clients. Starbucks on the other hand is expanding rapidly in India due to high population size and youthful population, aspiration lifestyles of people and positive localization of beverages, store format and advertising (Smith, 2024).
The ethical expectations in the two markets vary where in the UK, stakeholders are more concerned with transparency, sustainability, and the health of the population whereas in India, cultural sensitivity, waste management, and obtainable value are the key ethical considerations. These differences also support the context-sensitive approach to ethics. The suggestions that are provided to each of the countries highlight prospects of further market integration, by sustainability leadership and digital innovation in the UK, and Tier 2 growth, value-based offering, and culturally-relevant engagement in India (Singh, 2025).
In general, Starbucks has an opportunity to maintain a consistent global style and, at the same time, meet local demands, the combination of which is significant to remain competitive. An analysis of the UK and India reveals that good international marketing requires good global branding as well as excellent knowledge of the local environments thus the company will continue to perform well in various markets (Abdelsalam, 2025).
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