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[bookmark: _Toc216788832]INTRODUCTION 
This report examines the operations of Starbucks in the United Kingdom and Australia, especially focusing on how the corporation adapts the global strategy to suit different market conditions. Through a comparison of the developed coffee market in the United Kingdom as compared to the dynamic cafe environment in Australia, this paper will explore strategic market entry, consumer segmentation, brand positioning and the marketing mix and in the process clarify how Starbucks has been able to reconcile the global brand continuity and localized market responsiveness.

[bookmark: _Toc216788833]COMPANY BACKGROUND: Overview of the chosen brand and its operation in the chosen countries
[bookmark: _Toc216788834]1. Overview of the Company - STARBUCKS
[image: Starbucks - Wikipedia]
[bookmark: _Toc216788937]Figure 1: Starbucks Logo
(Source: Starbucks, 2025)
Starbucks Corporation is an American multinational coffeehouse chain and roastery brand that is based in Seattle, Washington. Established in 1971, Starbucks has become one of the most recognizable and influential brands in the global coffee industry known for its specialty coffee, espresso-based beverages operations, and strong customer experience culture (Starbucks Coffee Company, 2025). The present report analyses the operations of this company in two major international markets; the United Kingdom (Country A) and Australia (Country B). Starbucks has a different number of challenges and opportunities when operating in each country based on the culture, consumer behaviour, and the level of market maturity (Havas Media Network, 2025; Felinah, 2024).
Starbucks' mission is 
"To inspire and nurture the human spirit one person, one cup and one neighbourhood at a time".
(Source: Starbucks, 2025)

[bookmark: _Toc216788835]2. Starbucks in the United Kingdom (Country A)
Starbucks entered the UK market through the acquisition of Seattle Coffee Company in 1998, which permitted rapid market penetration by utilizing an established customer base with knowledge of specialty coffee (IvyPanda, 2024). This entry was appropriate to Starbucks internationalisation strategy of maintaining a consistent global brand while adapting to local preferences (Azriuddin et al., 2020). 
[image: Starbucks celebrates 25 years of coffee in the UK and in the Europe Middle  East and Africa region - Starbucks Stories EMEA]
[bookmark: _Toc216788938]Figure 2: Starbucks UK Start
(Source: Starbucks, 2023)
In the UK, Starbucks has built its presence through the marketing of its “third-place”concept, the mix of a social atmosphere and presence of trustworthiness in its service levels. The company put focus on ethics sourcing, store ambiance, and digital capabilities like mobile orders and customer loyalty programmes to increase engagement among the customers (Gregory, 2025). The sustainability initiatives, such as the promotion of reusable cups and implementing the recycling schemes, are further examples of the company's responsiveness to the rising environmental consciousness shown by the consumers in the United Kingdom (Starbucks Corporation, 2024).
[image: How Starbucks destroyed the “Third Place” and replaced it with protein  powder | by Elvis Hsiao | UX Collective]
[bookmark: _Toc216788939]Figure 3: Starbucks “third place”
(Source: Hsiao, E., 2025)
In operation, Starbucks uses an organized process management approach, which also implements strict personnel training policies and maintains supply chain visibility, thus assuring a stable quality and experiential level (IvyPanda, 2024). This business model that balances local sensitivity with globalisation has helped Starbucks to successfully challenge the established United Kingdom brands like Costa Coffee and Pret A Manger (Havas Media Network, 2025).

[bookmark: _Toc216788836]3. Starbucks in Australia (Country B)
Starbucks entered the Australian market in 2000; however, initial operations were hindered by poor market research and a poor understanding of the country's ingrained cultural of cafes (Yit, 2021). The company's expansion plan, based on a US-centered, company-owned model, failed to consider local consumer preferences for independent cafes, personalized service, and upmarket espresso, which subsequently led to the closure of outlets in key urban centers (Castus Global, 2022). Furthermore, rapid overexpansion enhanced Starbucks being perceived as an over-priced and impersonal foreign brand (Tewari, 2019). 
[image: A close-up of a starbucks coffee shop
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[bookmark: _Toc216788940]Figure 4: Starbucks Australia Start
(Source: Starbucks, 2025)
In 2014, strategic recovery was realized with a re-entry scenario in which the ownership was passed to the Withers Group in a licensing model with additional local adaptation (Felinah, 2024). This change enabled Starbucks Australia to apply region based marketing, localised menu, and culture based store designs.
Current operations focus on local flavours, seasonal drinks, digital ways of engaging, and local communities’ driven sustainability-focused stories (Devoney, 2024; Starbucks Australia, 2025). Through strategic learning and relationships with local partners, Starbucks has repositioned itself as a culturally responsive part of Australia's competitive cafe landscape (Felinah, 2024).
[image: ]
[bookmark: _Toc216788941]Figure 5: Starbucks Australia Market Revival
(Source: World Coffee Portal, 2024)
[bookmark: _Toc216788837]4. The Macroenvironment (PESTLE) Analysis
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[bookmark: _Toc216788942]Figure 6: Macro Environment definition
(created by Learner)
	Factor
	United Kingdom
Favourable
	United Kingdom
Unfavourable
	Australia
Favourable
	Australia
Unfavourable

	Political
	Stable political environment supports safe international investment (Felinah, 2024).
	Political scrutiny over multinational tax practices affects corporate reputation (Gregory, 2025).
	Supportive trade laws and franchising policies aid licensed model (Starbucks, 2025).
	High import tariffs on coffee increase operational costs (Yit, 2021).

	Economic
	High disposable income supports premium coffee demand (Havas Media Network, 2025).
	-
	Post-pandemic recovery and tourism growth increase footfall and sales (Devoney, 2024).
	-

	Social
	Ethical consumerism and sustainability trends align with Starbucks’ values (Zhu, 2024).
	Loyalty to local cafés challenges authenticity (Anagha, 2023).
	Young consumers embrace global brands and digital lifestyles (Devoney, 2024).
	Deep-rooted coffee culture resists standardised formats (Yit, 2021).

	Technological
	High smartphone adoption enables mobile ordering and loyalty apps (Gregory, 2025).
	High digital investment and data privacy compliance costs (IvyPanda, 2024).
	AI analytics support personalisation and engagement (Zhu, 2024).
	High investment costs for digital systems (Starbucks Corporation, 2024).

	Legal
	-
	High minimum wage and labour compliance costs (IvyPanda, 2024).
	-
	Complex and evolving franchising regulations limit flexibility (Felinah, 2024).

	Environmental
	Strong public support for green initiatives enhances sustainability positioning (Nogueira et al., 2025).
	Strict environmental regulations increase compliance burden (Gregory, 2025).
	“Greener Stores” programme aligns with sustainability regulations (Starbucks Coffee Company, 2025).
	Climate change threatens coffee supply and cost volatility (Castus Global, 2022).


[bookmark: _Toc216788922]Table 1: Macroenvironment (PESTLE) Analysis
(Created by learner)

[bookmark: _Toc216788838]4.1 Political Factors
[image: ]
[bookmark: _Toc216788943]Figure 7: Political Factors
(Created by learner)
The UK is politically stable and well-regulated to promote ethical trade and international relations and thus Starbucks should intensify fair trade sourcing and transparency. Nevertheless, there is still the reputation pressure because of the continuous inspection of the multinational tax practices, and the requirements of raising the standards of corporate accountability (Starbucks Corporation, 2024; IvyPanda, 2024; Gregory, 2025).
In Australia, a stable and business-friendly political environment facilitates Starbucks franchising model after the market re-entry. Nevertheless, high tariffs for importing coffee beans and stringent regulations on food labelling are incrementing the operational cost as well as the procurement cost (Felinah, 2024; Yit, 2021).

[bookmark: _Toc216788839]4.2 Economic Factors
[image: ]
[bookmark: _Toc216788944]Figure 8: Economic Factors
(Created by learner)
In the UK, the disposable income levels remain high, which maintains the demand in high-quality coffee products and the value-based approach in uniting the prices at Starbucks. Nevertheless, the inflationary forces have limited the discretionary spending resulting in the need to have more sensitivity on promotions and value propositions to stay customers (Havas Media Network, 2025; Felinah, 2025).
In Australia, post-pandemic tourism growth boosts footfall at cafes and aids Starbucks's recovery of revenue. Nevertheless, intense competition from existing domestic cafes puts pressure on prices and capped the speed of market expansion despite favorable conditions in the economy (Devoney, 2024; Castus Global, 2022).

GDP Comparison – United Kingdom vs Australia
[image: A table with numbers and text
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[bookmark: _Toc216788923]Table 2: GDP Comparison
(Created by learner)

[bookmark: _Toc216788945]Figure 9: GDP (USD Trillion)
(Created by learner)

Inflation Comparison – United Kingdom vs Australia
[image: A table with text on it
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[bookmark: _Toc216788924]Table 3: Inflation Comparison
(Created by learner)


[bookmark: _Toc216788946]Figure 10: Inflation Rate (%)
(Created by learner)

[bookmark: _Toc216788840]4.3 Social Factors
[image: ]
[bookmark: _Toc216788947]Figure 11: Social Factors
(Created by learner)

In the United Kingdom, growing popularity of ethical consumption, inclusivity, and sustainability coincides with Starbucks digital-focused and communities-focused engagement strategies, yet the current allegiance to domestic brands means that it has to localise its cultural practices even further to ensure that its global brand image is coherent (Anagha, 2023; Zhu, 2024; Felinah, 2025).
In Australia, early conservatism towards adopting Starbucks can be explained by an intense attachment with real culture of cafes. Nonetheless, a sequence of strategic repositioning strategies incorporating regionally inspired flavours and placing deliberate emphasis on lifestyle branding has altered the social expectations, thus laying a fertile ground for a cultural integration and increased consumer engagement (Yit, 2021; Felinah, 2024).

[bookmark: _Toc216788841]4.3.1 Social Factors: Changing Trends in the Macroenvironment
[bookmark: _Toc216788842]4.3.1.1 United Kingdom 
Favourable trends
The social trends in the UK are shifting towards more ethical products, sustainability and convenience, which fit the values of Starbucks very well. Eco-friendly initiatives, online living, and accommodating social places are all in demand supporting Starbucks to adopt its Greener Stores strategy, go online, and diversify its menu (Starbucks Corporation, 2024; Havas Media Network, 2025; Felinah, 2025).
[image: Starbucks Announces Global Greener Stores Commitment]
[bookmark: _Toc216788948]Figure 12: Starbucks Greener Stores Strategy
(Source: Starbucks, 2018)

Unfavourable trends
On the other hand, strong consumer preference for independent cafes and artisanal experiences destroying the authenticity of Starbucks. The processes regarding the review of global chains and high expectations about the real social impact cause reputational pressure and require ongoing cultural adaptation, transparency beyond primitive compliance (IvyPanda, 2024; Anagha, 2023).
[image: Behind the Scenes at Starbucks Supply Chain Operations - EPCS]
[bookmark: _Toc216788949]Figure 13: Global Coffee Supply Network
(Source: Boyer, K., 2025)

[bookmark: _Toc216788843]4.3.1.2 Australia 
Favourable trends
In Australia, the emerging trends of high-quality coffee, eco-friendliness, and international lifestyle brands have left new opportunities to Starbucks. Being younger and urban residents have been loyal to online communication, social networking, and the ambience of a cultured cafe which affects the repositioning of Starbucks as a lifestyle, social lounge within the framework of a franchise system (Felinah, 2024; Devoney, 2024; Starbucks Australia, 2025).
[image: ]
[bookmark: _Toc216788950]Figure 14: Starbucks Australia Digital Presence
(Created by learner)

Unfavourable trends
However, Australia has a great independent coffee culture, so authenticity, local roasting and personal barista relationships are preferred, limiting Starbucks's market dominance. Preferences for supporting local businesses and scepticism toward global chains heralds Starbucks to carefully straddle the global consistency and local cultural identity (Yit, 2021; Castus Global, 2022; Tewari, 2019).
[image: A coffee cup with kangaroos and map
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[bookmark: _Toc216788951]Figure 15: Starbucks Australia Market Struggle
(Source: NiranjanTheAnalyst, 2025)

[bookmark: _Toc216788844]4.3.2 Cultural Factors Analysis
[image: ]
[bookmark: _Toc216788952]Figure 16: Hofstede Model
(Source: Culture In The Workplace, 2025)
[image: ]
[bookmark: _Toc216788953]Figure 17: Hofstede Model Definition
(Created by learner)

[bookmark: _Toc216788845]4.3.2.1 Advantages and Disadvantages of Hofstede’s Model
Advantages of Hofstede’s Model
· The framework offers a systematized and methodical analysis of the national cultures’ comparison, thus improving cultural awareness and leading to cross-cultural understanding (Hofstede Insights, 2024).
· It also makes it easy to work with people around the world by clarifying the difference in culture that can affect communication and management practice (Anagha, 2023).
· Provides practical value for the international businesses in adaptation of leadership, human resource and marketing strategies (Gregory, 2025).  
· Emerges from excellent academic credibility, consisting of large-scale, cross-country empirical research ("Culture in the Workplace", 2025).

Disadvantages of Hofstede’s Model
· The method simplifies culture as it narrows it to specific dimensions, which is dangerous as it leads to stereotyping (IvyPanda, 2024).  
· It presupposes the homogeneity of the culture of a nation and can neglect regional and personal diversity (Azriuddin et al., 2020).
 
[bookmark: _Toc216788846]4.3.2.2 Hofstede Cultural Analysis: United Kingdom vs Australia 
[image: A graph of numbers and text
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[bookmark: _Toc216788954]Figure 18: Hofstede Cultural Analysis: United Kingdom vs Australia
Created by learner)
Hofstede's six cultural dimensions are used to establish the similarities and/or differences in the socio-cultural systems of the United Kingdom and Australia respectively. Both countries (UK 35 and Australia 38) are characterized by low Power Distance, which portrays egalitarian cultures. The level of individualism is very high (UK 76; Australia 73), meaning that people like individual choice. The Masculinity/Achievement scores are high (UK 66; Australia 61) i.e. Competitive, success-oriented societies. Uncertainty Avoidance is Low in the UK (35) but Moderate in Australia (51) having an impact on openness to innovation in countries. Long-Term Orientation Moderate high (UK 60; Australia 56) Balancing tradition and pragmatism. Indulgence is high (UK 69; Australia 71), focusing on enjoyment and a focus on the lifestyle (Hofstede Insights, 2024).

[bookmark: _Toc216788847]4.3.2.3 Advantages and Disadvantages of the Hosted Model Starbucks UK vs Australia
	Country
	Advantages
	Disadvantages

	United Kingdom
	• Enables local responsiveness by tailoring menus (e.g., vegan and allergen-friendly items) to British preferences (Felinah, 2025). 
• Helps maintain extensive brand presence through strategic partnerships, reducing operational complexity (Gregory, 2025). 
• Encourages alignment with local supply chains and sustainability initiatives supported by UK regulations (Starbucks Corporation, 2024).
	• Risk of inconsistent service quality and customer experience across licensed outlets (IvyPanda, 2024). 
• Reduced corporate control may limit uniform employee training and sustainability standards (Gregory, 2025).

	Australia
	• Allows Starbucks to adapt store formats, product offerings, and promotions to suit Australia’s local coffee culture (Felinah, 2024). 
• Lowers financial risk through collaboration with local operator Withers Group, leveraging their market expertise and supply networks (Devoney, 2024). 
• Enhances scalability and operational efficiency in a geographically large market (Starbucks, 2025).
	• Potential dilution of brand authenticity if franchisees diverge from global quality standards (Gregory, 2025). 
• Limited corporate oversight may weaken Starbucks’ direct control over staff training and sustainability enforcement (Starbucks Corporation, 2024).


[bookmark: _Toc216788925]Table 4: Advantages and Disadvantages of the Hosted (Franchise/Licensed) Model Starbucks UK vs Australia
(Created by learner)

[bookmark: _Toc216788848]4.3.2.4 United Kingdom 
Favourable cultural factors
Starbucks in the United Kingdom seems to be much in tune with the current cultural trends of convenience, inclusivity and the use of cafes as social and work oriented establishments. The idea of third place is especially timbered with the modern urban way and lifestyle, and a multicultural and tolerance to the global brands as a whole support Starbucks strategy of uniformity but welcoming style of the stores and a socially-conscience brand storytelling (Felinah, 2025; Havas Media Network, 2025; Zhu, 2024).
[image: How Starbucks Wins by Thinking Local]
[bookmark: _Toc216788955]Figure 19: Starbucks UK Culture
(Source: Chhatwal, G., 2025)
Unfavourable cultural factors
However, fierce consumer loyalty to independent, artisanal coffee shops is a challenge to Starbucks' sense of authenticity. Choices for local identity and consuming traditional tea especially in older demographics hinder penetration and will continually require cultural differentiation to carry its local relevance (IvyPanda, 2024; Anagha, 2023).
[image: Will Starbucks Have Its Own Brexit? | Consumer Edge]
[bookmark: _Toc216788956]Figure 20: Starbucks Loyalty Challenges
(Source: Rabinowitz, S., 2022)

[bookmark: _Toc216788849]4.3.2.5 Australia 
Favourable cultural factors
In Australia, younger consumers have been exposed to global culture which has enhanced adoption of international brands such as Starbucks. The shift to urban multiculturalism, an online lifestyle, and focus on contemporary cafes culture will also help Starbucks be repositioned by introducing local-inspired menus and lifestyle-centered shops (Felinah, 2024; Devoney, 2024; Starbucks Australia, 2025).
[image: ]
[bookmark: _Toc216788957]Figure 21: Starbucks Australia Digital Lifestyle 
(Source: Starbucks Australia, 2025)

Unfavourable cultural factors
However, Australia has a prominent and independent coffee culture with a strong focus on artisanal espresso, the skill of the baristas production, and personalised attention, and the company Starbucks has been targeted as standardised and impersonal in its approach. Expectations for locally roasted and handcrafted coffee restrain Starbucks from scaling up and capturing the market by leveraging brand recognition (Yit, 2021; Castus Global, 2022; Tewari, 2019).
[image: Maptitude Map: Australia and New Zealand Coffee Shop Concentration]
[bookmark: _Toc216788958]Figure 22: Australia’s Local Café Dominance
(Source: Caliper Corporation, 2025)

[bookmark: _Toc216788850]4.3.2.6 Similarities and Differences between Culture Factors the UK and Australia
The UK and Australia are alike in exhibiting good coffee culture and increased inclusivity and experiential consumption towards sustainability. Starbucks utilizes its international brand to enhance the values of communities and online interaction in both markets, which is suitable in terms of the modern-day consumer behavior (Zhu, 2024; Felinah, 2024).
[image: Marketing Lessons We Can Learn from Starbucks]
[bookmark: _Toc216788959]Figure 23: Global brand
(Source: Starbucks, 2025)
However, cultural differences determine adaptation needs. The UK is more open to global brands and there is some success in Starbucks with little localisation, but Australia relies on authenticity, craftsmanship and local cafe identity and requires a deeper cultural adaptation. Starbucks' success is therefore based on striking a balance between global consistency and local sensitivity in franchise strategies (Castus Global, 2022; Felinah, 2024; Yit, 2021).

[bookmark: _Toc216788851]4.4 Technological Factors
[image: ]
[bookmark: _Toc216788960]Figure 24: Technological Factors
(Created by learner)
In both nations, technology has been one of the biggest facilitators of Starbucks. Advanced mobile applications, AI-intensified analytics, and electronic payment methods provide support in operational efficiency and client retention in the UK (Gregory, 2025). Its digital presence has also been enhanced by the incorporation of social media to tell stories and individualized campaigns (Zhu, 2024).
[image: How Starbucks is using artificial intelligence to connect with customers  and boost sales – GeekWire]
[bookmark: _Toc216788961]Figure 25: Digital Personalisation Strategy
(Source: Richman, D., 2016)
In Australia, Starbucks struggled at first to catch up with their local counterparts in terms of digital innovation but has now taken up mobile engagement and app-based loyalty programs (Devoney, 2024). While the technological infrastructure is favourable, the implementation costs are a challenge and ensuring data privacy compliance is another challenge that both regions are facing. Starbucks global technological competence, however, guarantees continuity of stability and innovation-based differentiation.
[image: A close up of a logo
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[bookmark: _Toc216788962]Figure 26: Digital Workforce Transformation
(Source: Workforce.com, 2025)
[bookmark: _Toc216788852]4.5 Legal Factors
[image: ]
[bookmark: _Toc216788963]Figure 27: Legal Factors
(Created by learner)
In UK, minimum wage law and in-depth labour protection laws that impose stringent minimum wage laws on employers largely add to employment and compliance costs of Starbucks. Although they enforce ethical conduct practices, such policies lower operational flexibility, strain the profitability margins of organizations in a very competitive foodservice market (IvyPanda, 2024).
[image: A group of people standing outside
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[bookmark: _Toc216788964]Figure 28: Labour Regulation Pressures
(Source: The Guardian, 2022)
In Australia, intricate and changing franchising and employment laws mean that Starbucks must continually modify its licensed operating model. Ongoing legal compliance results in the added administrative costs and lack of strategic flexibility especially regarding the management of expansion and franchise in various states (Felinah, 2024).
[image: ]
[bookmark: _Toc216788965]Figure 29: Australian Market Entry Challenges
(Source: MindMap AI, 2025)

[bookmark: _Toc216788853]4.6 Environmental Factors
[image: ]
[bookmark: _Toc216788966]Figure 30: Environmental Factors
(Created by learner)
Sustainability in the environment is a challenge and a differentiator to Starbucks. In the UK, environmental laws and environmental awareness among the population have put pressure on Starbucks to increase eco-friendly packaging and renewable energy programs (Gregory, 2025). These are positive to brand image but negative concerning higher cost of operation.
[image: Starbucks Will Build 10,000 Eco-Friendly Stores By 2025]
[bookmark: _Toc216788967]Figure 31: Sustainable Coffee Consumption UK
(Source: Neelis, K., 2018)
In Australia, environmental diseases like water shortage and climatic induced supply problems impact sourcing of coffee beans (Castus Global, 2022). Nevertheless, Starbucks global efforts such as Greener Stores and ethical sourcing through the C.A.F.E. Practices program are proof of stability and responsibility in the long run (Starbucks Coffee Company, 2025). Environmental factors are thus both supportive and restrictive factors affecting Starbucks and its adaptability and corporate resilience are thus tested.
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[bookmark: _Toc216788968]Figure 32: Ethical Coffee Sourcing Framework
(Source: Starbucks, 2025)

[bookmark: _Toc216788854]4.7 Similarities & Differences PESTLE Analysis
	PESTLE Factor
	Similarities (UK & Australia)
	Differences (UK)
	Differences (Australia)

	Political
	• Both have stable political environments supporting business operations. 
• Strong regulatory frameworks requiring ethical sourcing and compliance.
	• High political scrutiny over multinational tax practices affects Starbucks’ public image. 
• Strong emphasis on corporate taxation and fair-trade compliance.
	• Higher import tariffs on coffee beans increase operational costs. 
• Franchising policies more supportive, enabling expansion through the Withers Group.

	Economic
	• High disposable income supports premium coffee spending in both markets. 
• Post-pandemic economic recovery positively influences demand.
	• Inflation and economic uncertainty reduce consumer spending power. 
• More mature café market with stable but slower growth.
	• Highly competitive café culture limits Starbucks’ growth. 
• Tourism significantly boosts Starbucks’ sales in urban locations.

	Social
	• Consumers in both countries value sustainability, lifestyle cafés, and digital convenience. 
• Younger demographics strongly engage with global brands and social media.
	• Strong loyalty to independent cafés challenges Starbucks’ authenticity. 
• British preference for local culture requires menu and store adaptation.
	• Deep-rooted café heritage resists global standardisation. 
• Cultural expectations for barista skill and authenticity require deeper localisation.

	Cultural (Hofstede)
	• Low power distance and high individualism support Starbucks’ inclusive, personalised service model. 
• High indulgence promotes experience-driven consumption.
	• Lower uncertainty avoidance encourages rapid acceptance of new flavours and tech innovation.
	• Moderate uncertainty avoidance means slower acceptance of unfamiliar beverages and formats.

	Technological
	• High smartphone use enables success of mobile ordering and loyalty apps. 
• AI-driven personalization is effective in both markets.
	• UK consumers adopt digital innovations faster, supporting Starbucks’ omnichannel model.
	• Initially lagged behind in digital engagement but now growing under the franchise model.

	Legal
	• Strong labour laws and food safety regulations enhance trust and quality. 
• Both markets enforce strict data privacy requirements.
	• Higher employment costs due to minimum wage regulation. 
• Extensive sustainability and reporting obligations.
	• Complex franchising rules require continuous legal adaptation by the local operator.

	Environmental
	• Public support for sustainability aligns with Starbucks’ Greener Stores framework. 
• Climate change impacts global coffee supply, increasing volatility.
	• Strict environmental standards increase operational costs but improve public image.
	• Environmental risks such as water scarcity strongly affect supply logistics and operations.


[bookmark: _Toc216788926]Table 5: Similarities & Differences PESTLE Analysis
(Created by learner)
[bookmark: _Toc216788855]5. Comparison of Brand’s STP Strategies in Country A (UK) and Country B (Australia)
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[bookmark: _Toc216788969]Figure 33: STP Strategies
(Source: Kaufmann, F., 2021)

[bookmark: _Toc216788856]5.1 Segmentation Strategies
At Starbucks in the United Kingdom, the company uses a demographic and psychographic segmentation strategy, targeting individuals considered to be working people, students, and urban middle-to-high-income consumers who appreciate convenience and quality (Havas Media Network, 2025). The company exploits lifestyle segmentation by marketing to a group of people who desire a relaxed social or work environment as something in between a home and office, coined "The third place" (Felinah, 2025). Moreover, the growing interest in the UK to live sustainably has encouraged Starbucks to be able to attract eco-conscious consumers through green initiatives including discounts on reusable cups and providing ethically sourced products (Starbucks Corporation, 2024).
[image: innovation #starbuckseffect | History Factory]
[bookmark: _Toc216788970]Figure 34: Starbucks Third Place Concept
(Source: Starbucks, 2025)
Conversely, in Australia Starbucks segmentation has developed later after the first failure. The brand has shifted towards a more niche type of segmentation whereby the brands focus on younger consumers and tourists having international access to coffee chains (Felinah, 2024). The company also identifies segments versus urban areas with a high level of cultural diversity, such as Sydney and Melbourne where people are more receptive to global lifestyle brands (Devoney, 2024). This refined segmentation helps Starbucks to converge the local expectations to a greater extent and reduce resistance from the traditional coffee lovers (Yit, 2021).

[bookmark: _Toc216788857]5.1.1 VALS-2 Personality Types Under Psychographic Segmentation
VALS-2 Types Relevant to Starbucks
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[bookmark: _Toc216788971]Figure 35: VALS-2 Types Relevant to Starbucks
(Created by learner)
[image: VALS Framework PowerPoint Template Designs - SlideSalad]
[bookmark: _Toc216788972]Figure 36: VALS-2 Personality Types
(Source: Bilginoglu et al., 2025)
[bookmark: _Toc216788858]5.1.2 Segmentation Strategies of Starbucks in the UK and Australia
	Segmentation Basis
	United Kingdom (Country A)
	Australia (Country B)

	Demographic Segmentation
	• Young adults, students, and working professionals aged 18–45. 
• Middle to high-income earners seeking premium beverages. 
• Urban families who value convenience and lifestyle dining.
	• Younger demographic aged 16–35, especially Gen Z and Millennials. 
• Tourists, international students, and multicultural communities. 
• Middle-income consumers open to global brands.

	Geographic Segmentation
	• Major urban centres such as London, Manchester, Birmingham. 
• High-traffic business districts, transport hubs, and university areas. 
• Dense metropolitan zones with high digital adoption.
	• Large cities like Sydney, Melbourne, Brisbane. 
• Tourist-heavy locations, shopping centres, and leisure districts. 
• Culturally diverse neighbourhoods more accepting of global chains.

	Psychographic Segmentation
	• Consumers who value convenience, comfort, sustainability, and premium coffee experiences. 
• Health-conscious individuals seeking vegan, dairy-free, and allergen-friendly options. 
• Digital lifestyle consumers who prefer mobile ordering and loyalty rewards.
	• Socially driven consumers who value lifestyle cafés and global identity. 
• Younger customers who enjoy trendy, Instagrammable beverages and social experiences. 
• Consumers attracted to personalised drinks, sweet beverages, and seasonal offers.

	Behavioural Segmentation
	• Regular commuters and students seeking consistent quality and fast service. 
• Loyalty-driven customers using Starbucks Rewards. 
• Eco-conscious buyers responding to sustainability incentives.
	• Occasional and social consumers who visit cafés for leisure rather than daily coffee routines. 
• Tourists familiar with Starbucks from overseas. 
• Digitally engaged customers responding to social-media promotions and limited-time drinks.

	Benefit Segmentation
	• Convenience, consistency, ethical sourcing, digital ordering convenience, and “third place” workspaces.
	• Social experience, global brand familiarity, customisation, and engaging store ambience.


[bookmark: _Toc216788927]Table 6: Segmentation Strategies of Starbucks in the UK and Australia
(Created by learner)

[bookmark: _Toc216788859]5.2 Targeting Strategies
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[bookmark: _Toc216788973]Figure 37: Differentiation and Undifferentiation
(Created by learner)
The targeting strategy used by Starbucks in the United Kingdom is inclusive and accessible. The company locates their stores in busy places such as airports, business and university campuses and thus appeals to people with limited time, such as time-starved workforce and students (IvyPanda, 2024). The brand's omnichannel model, which combines physical retail stores, mobile ordering capabilities, and delivery services, is tailored to satisfy the requirements of technologically savvy clients that value convenience (Zhu, 2024). In addition, Starbucks wishes to capture the market for consumers with a social consciousness, while marketing along the sustainability lines to strengthen consumer loyalty among ethically minded purchasers (Anagha, 2023).
[image: Omnichannel Business Model: Strategy Framework & Diagram]
[bookmark: _Toc216788974]Figure 38: Omnichannel model
(Source: Yunita et al., 2024)
In Australia, Starbucks approaches younger audiences and globally oriented consumers that appreciate experiences in the dining ecosystem and access to digital technology (Felinah, 2024). The brand has not been competing directly with area artisan coffee shops by aiming to appeal to lifestyle consumers instead of coffee enthusiasts (Castus Global, 2022). Furthermore, Starbucks strategizes through partnership with shopping malls and entertainment venues to attract the tourist and the leisure seeker, locating its shops in connection with social experiences rather than swift service (Tewari, 2019).

[bookmark: _Toc216788860]5.3 Positioning Strategies
[image: ]
[bookmark: _Toc216788975]Figure 39: Definition of Perceptual Map
(Created by learner)
[image: Tactical business evaluation of Starbucks with strategies]
[bookmark: _Toc216788976]Figure 40: Perceptual map
(Created by learner)
Starbucks has been placed as a high cost, high customer experience premium coffee brand on the perceptual map. Caribou is ranked like in the same manner, but a bit lower regarding perceived experience. Dunkin Donuts and McDonald are in the middle cost and lower experience bracket of the table, as they are more concentrated on convenience and prices rather than the atmosphere. 7-Eleven is the least expensive and most basic convenience store coffee. Overall, the map provides evidence for the strong differentiation against mainstream competition through the experience, high price and brand value of Starbucks.
[image: In A New Era for Non-Dairy, Oat Milk Brands Go Beyond the Latte]
[bookmark: _Toc216788977]Figure 41: UK Oat Milk Preference
(Source: Mridul, A. (2025)
Starbucks in the UK postulates itself as a quality lifestyle brand that might be asserted to be of premium quality but at the same time, socially responsible in terms of consistency, quality and comfort (Gregory, 2025). Its positioning is based on the establishment of the emotional attachment based on the community involvement, sustainability, and personalization (Starbucks Corporation, 2024). Starbucks has been successful in localising its menu with the introduction of British favourites like oat-milk beverages, breakfast options and ensuring global identity of ethical sourcing and innovation (Felinah, 2025).
[image: Why Starbucks Failed in Australia?Marketing Weekly]
[bookmark: _Toc216788978]Figure 42: Starbucks Australia mass-market chain
(Source: Starbucks, 2025)
Starbucks positioning in Australia has changed a mass-market chain to an experiential and culturally responsive company. The company managed to recover itself after initial misfits by repositioning itself to appeal to international-focus and digital-focus on the firm, as well as a feeling of inclusivity, that is never out of place in Australia’s multicultural landscape (Devoney, 2024). Starbucks now places itself as a place to socialize and have a lifestyle experience instead of being a direct competition of the local cafes (Felinah, 2024). This strategic repositioning enables it to rebuild its brand equity and re-connect with the youth of the country that is globally conscious.

[bookmark: _Toc216788861]5.4 STP Comparative Insights: Similarities and Differences
	STP Aspect
	Similarities
	Differences

	Segmentation
	Both markets use demographic and psychographic segmentation, focusing on urban consumers, lifestyle orientation, and premium coffee experiences (Felinah, 2024).
	UK segmentation is broader and includes eco-conscious professionals and students, while Australia applies more niche segmentation targeting younger, globally minded consumers and tourists (Havas Media Network, 2025; Devoney, 2024).

	Targeting
	Starbucks targets digitally engaged consumers and leverages convenience through mobile ordering and loyalty programmes in both countries (Zhu, 2024).
	The UK combines undifferentiated and differentiated targeting for mass reach, whereas Australia relies mainly on differentiated targeting to avoid direct competition with artisanal cafés (IvyPanda, 2024; Castus Global, 2022).

	Positioning
	In both markets, Starbucks positions itself as a premium brand offering experience, consistency, and ethical sourcing (Starbucks Corporation, 2024).
	In the UK, positioning emphasises the “third place” and ethical community values, while in Australia it focuses on experiential, lifestyle-oriented and culturally adaptive branding rather than coffee craftsmanship leadership (Felinah, 2025; Felinah, 2024).


[bookmark: _Toc216788928]Table 7: STP Comparative Insights: Similarities and Differences
(Created by learner)

[bookmark: _Toc216788862]6. Comparison of Starbucks’ Marketing Mix Strategies in the UK and Australia
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[bookmark: _Toc216788979]Figure 43: 7Ps of Marketing Mix
(Source: Alagar, R., 2025)


[bookmark: _Toc216788863]6.1. Product
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[bookmark: _Toc216788980]Figure 44: Product definition
(Created by learner)

[bookmark: _Toc216788864]6.1.1 United Kingdom
In the United Kingdom, Starbucks provides a wide variety of custom-made drinks, seasonal offers, and food products that are adjusted to the local preferences. Assistive and digitally customisable plant-based, allergen-free, and ethically sourced choices can make Starbucks a high-end but affordable urban lifestyle brand (Felinah, 2025; Starbucks Corporation, 2024; Havas Media Network, 2025).
[image: What, Exactly, Is Considered A Handcrafted Drink On Starbucks' Menu?]
[bookmark: _Toc216788981]Figure 45: Handcrafted beverages
(Source: Starbucks, 2025)

[bookmark: _Toc216788865]6.1.2 Australia
In Australia, Starbucks specialises in lifestyle and globally recognised beverages, such as iced and visually impressive drinks that are aimed at the younger demographic and tourists. Localised flavours and limited time offers contribute to its identity as an international social experience as opposed to direct competitor to Artisanal Cafes (Felinah, 2024; Devoney, 2024; Yit, 2021).
[image: Starbucks Marketing Strategy: What Makes It a Billion-Dollar Brand? – The4  Official Site]
[bookmark: _Toc216788982]Figure 46: Lifestyle-oriented beverages
(Source: Starbucks, 2025)

[bookmark: _Toc216788866]6.1.3 Product Variety, Depth & Width 
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[bookmark: _Toc216788983]Figure 47: Product Variety, Depth & Width definition
(Created by learner)

[bookmark: _Toc216788867]6.1.3.1 UK 
Starbucks in the UK has a wide range of products in the form of hot espresso drinks, cold drinks, tea, and refreshers, bakery, breakfast and snacks (Felinah, 2025). It is also deep, and there are many different flavours, and milk-free or size options on each beverage segment (Havas Media Network, 2025). Width extends to retail coffee, pods and ready-to-drink products in supermarkets, and reinforce everyday presence of the brand (IvyPanda, 2024). Seasonal and limited edition drinks like festive lattes add another layer to the variety and serve as an additional strategy of constant novelty to frequent visitors (Anagha, 2023; Zhu, 2024).
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[bookmark: _Toc216788984]Figure 48: UK Starbucks cold brews
(Source: Starbucks, 2025)

[bookmark: _Toc216788868]6.1.3.2 Australia 
Starbucks in Australia is relatively less varied and large-scale in its difference and concentrates on the classic global items like latte, Frappuccino, iced drinks and specific food products (Yit, 2021; Castus Global, 2022). The portfolio does not directly copy advanced local coffee menu designs, but it highlights easy-sweet and feeling beverages, as well as convenient snacks among younger and internationally minded customers (Felinah, 2024). Product depth focuses on customisation and seasonal specials in high traffic urban and tourist locations, rather than the everyday choices in the full spectrum of coffees across locations (Devoney, 2024; Starbucks Australia, 2025).
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[bookmark: _Toc216788985]Figure 49: Australia Menu 
(Source: Starbucks, 2025)

[bookmark: _Toc216788869]6.1.3.3 Main Differences of product variety, depth and width between UK and Australia 
	Aspect
	United Kingdom
	Australia

	Product variety & depth
	Offers broad variety and high depth across beverages and food, supported by extensive customisation options (Felinah, 2025; Havas Media Network, 2025).
	Maintains a narrower range focused on core global favourites and experiential beverages (Yit, 2021; Castus Global, 2022).

	Product width
	Extends into retail coffee, pods, and ready-to-drink products, reinforcing everyday brand presence (Havas Media Network, 2025).
	Limited retail extension, with emphasis on in-store lifestyle consumption rather than everyday retail use (Devoney, 2024).

	Competitive approach
	Competes on scale, convenience, and daily relevance within commuter routines (Felinah, 2025).
	Avoids direct competition with specialty cafés by differentiating through experience rather than espresso craftsmanship (Yit, 2021).

	Strategic focus
	Prioritises mass accessibility and habitual consumption.
	Emphasises niche positioning and experience-driven consumption (Castus Global, 2022).


[bookmark: _Toc216788929]Table 8: Main Differences of product variety, depth and width between UK and Australia
(Created by learner)



[bookmark: _Toc216788870]6.1.4 Product Design
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[bookmark: _Toc216788986]Figure 50: Product Design definition
(Created by learner)

[bookmark: _Toc216788871]6.1.4.1 United Kingdom
Starbucks, in the UK, has been creating products based on warmth, comfort, and ethical front based on the appearance of the stores, graphics on their cups, and the writing on the menu. Custodial beverages, vegans and recyclable packaging ensure sustainability and health ideals and well as the third place idea of working, being relaxed, and interacting (Starbucks Corporation, 2024; Havas Media Network, 2025; IvyPanda, 2024).
[image: Starbucks expands chilled RTD portfolio in the UK with new launches |  FoodBev Media]
[bookmark: _Toc216788987]Figure 51: UK Starbucks product design
(Source: Starbucks, 2025)

[bookmark: _Toc216788872]6.1.4.2 Australia
In Australia, product design focuses on visual aesthetics and lifestyle orientation such as colorful and climate-friendly iced and blended drinks creating social sharing on social media. Store and package designs emphasize local brand identity and incorporate local elements rendering Starbucks as aspirational and experiential cafe rather than your traditional coffee specialist (Felinah, 2024; Devoney, 2024; Zhu 2024).
[image: Starbucks launches plan to cut $3 billion in costs over three years -  Inside Retail Australia]
[bookmark: _Toc216788988]Figure 52: Australia product design
(Source: Starbucks, 2025)

[bookmark: _Toc216788873]6.1.5 Branding Strategies in the UK and Australia 
In both markets, Starbucks implements a global brand strategy, which is based on ethical sourcing, high experience and community-oriented positioning of the third place and selling and partnering with local markets adjustments according to local expectations (Azriuddin et al., 2020; Anagha, 2023). In Australia, branding focuses on comeback stories, cultural adaptation and youth oriented lifestyle appeal through franchising and local storytelling to regain trust in the wake of an early failure (Castus Global, 2022; Felinah, 2024).

[bookmark: _Toc216788874]6.1.5.1 Branding Strategy in the UK
Starbucks in the UK markets itself as a high end, but affordable and socially conscious brand that is integrated in day-to-day activities. Stressing ethical sourcing, sustainable development, and inclusivity, branding can be underpinned by digital platforms, loyalty apps, and personalised stories that enhance the emotional engagement without losing the global standards and localising in details (Felinah, 2025; Starbucks Corporation, 2024; Havas Media Network, 2025; Zhu, 2024).
[image: ]
[bookmark: _Toc216788989]Figure 53: Digital Brand Engagement Strategy
(Source: Starbucks, 2025)

[bookmark: _Toc216788875]6.1.5.2 Branding Strategy in Australia
In Australia Starbuck's branding focuses on a repositioning as a niche, experiential global brand rather than a mass market chain. Youth culture, elements of social media cultures, and international lifestyle cues are predominant in communication and they are reinforced from the local storytelling mostly delivered through franchise, and international partnership highlights in terms of adaptation and resilience possibility and aspirational social identity (Felinah, 2024; Devoney, 2024; Yit, 2021).
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[bookmark: _Toc216788990]Figure 54: Social media strategy Australia 
(Source: Starbucks, 2025)


[bookmark: _Toc216788876]6.2 Price
[image: ]
[bookmark: _Toc216788991]Figure 55: Price definition
(Created by learner)

[bookmark: _Toc216788877]6.2.1 United Kingdom
Starbucks in the UK adheres to a premium and yet affordable pricing strategy that is buttressed by a robust brand name and high urbanization. Pricing indicators denote the quality of product, sourcing ethics, and online convenience, and the levels of menu promote consideration of prices to be affordable to professionals and students in spite of the inflationary forces (Felinah, 2025; Starbucks Corporation, 2024; Havas Media Network, 2025).
[image: Something new is brewing with Starbucks at Home Mixes | Nestlé UK & Ireland]
[bookmark: _Toc216788992]Figure 56: UK premium strategy
(Source: Starbucks, 2025)

[bookmark: _Toc216788878]6.2.2 Australia
In Australia, Starbucks uses selective premium pricing to establish its position as an international lifestyle brand, instead of being in direct competition with artisanal cafes. Iced and customised beverages fall in a higher price bracket and mainly target the younger demographic, with franchising enabling flexibility in prices to suit local market conditions and tourist demand (Felinah, 2024; Devoney, 2024; Yit, 2021).
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[bookmark: _Toc216788993]Figure 57: Australia selective premium pricing
(Source: Starbucks, 2025)

[bookmark: _Toc216788879]6.3 Place
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[bookmark: _Toc216788994]Figure 58: Place definition
(Created by learner)

[bookmark: _Toc216788880]6.3.1 United Kingdom
Starbucks in the UK employs a vast place strategy that focuses on urban areas that are on the go, like transport centres, universities, and business districts. The integration of mobile ordering, delivery, and retail coffee products contributes to improved accessibility and makes Starbucks a part of commuters and students in their everyday lives (Omnichannel distribution through mobile ordering, delivery, and retail coffee products, 2025).
[image: How Many Starbucks Are in England? All You Need to Know in 2025 About Starbucks  UK Market]
[bookmark: _Toc216788995]Figure 59: Starbucks UK transport stores
(Source: Felinah, D., 2025)
[bookmark: _Toc216788881]6.3.2 Australia
In Australia, Starbucks has a selective place strategy targeting metropolitan centres, shopping malls and tourist areas. Following early overexpansion, franchise-led site selection tends to be location based on high potential sites with digital ordering promoting growth without competition with local cafe networks (Devoney, 2024; Felinah, 2024; Yit, 2021).
[image: Starbucks Locations Data_Plot Coordinates on Map | THE WOLDS]
[bookmark: _Toc216788996]Figure 60: Selective Urban Store Locations
(Source: Felinah, D., 2025)




[bookmark: _Toc216788882]6.3.3 Direct vs Indirect Channels & Intensive Distribution – Starbucks UK vs Australia
	Distribution Element
	United Kingdom
	Australia

	Direct Channels
	Starbucks operates extensive company-owned and licensed stores positioned in high-traffic urban centres, transport hubs and business districts, enabling strong direct access to consumers (Felinah, 2025; IvyPanda, 2024). Mobile ordering through the Starbucks app further strengthens direct interaction and control over customer experience (Havas Media Network, 2025).
	Direct channels are more selective, focusing on metropolitan areas, shopping malls and tourist-heavy zones managed through the franchise partner, the Withers Group (Devoney, 2024; Starbucks, 2025). The Starbucks app supports direct ordering, but store coverage is narrower due to past overexpansion issues (Yit, 2021; Castus Global, 2022).

	Indirect Channels
	Starbucks extends its presence through delivery partners such as Uber Eats and Deliveroo, as well as retail distribution of packaged coffee, pods and ready-to-drink beverages in supermarkets (Starbucks Corporation, 2024). These channels reinforce omnichannel convenience and household penetration (Zhu, 2024).
	Indirect channels include delivery platforms, retail coffee products and co-branded merchandise in selected grocery outlets (Starbucks Australia, 2025). Compared with the UK, indirect reach is less intensive due to market caution and the strong dominance of independent cafés (Felinah, 2024).

	Intensive Distribution
	The UK market demonstrates an intensive distribution approach, with a dense store network, wide retail product availability and strong integration across digital and physical channels (Felinah, 2025; Gregory, 2025). Starbucks aims for high market coverage to capture commuters, students and routine coffee consumers.
	Australia applies a modified, semi-intensive distribution strategy. Store expansion is targeted rather than widespread, prioritising high-demand areas to avoid competing directly with premium local cafés (Castus Global, 2022). Distribution intensity focuses on select urban clusters rather than nationwide saturation (Devoney, 2024; Felinah, 2024).


[bookmark: _Toc216788930]Table 9: Direct vs Indirect Channels & Intensive Distribution
(Created by learner)

[bookmark: _Toc216788883]6.3.4 Market Entry Methods 
Country Selected: Australia

[bookmark: _Toc216788884]6.3.4.1 Which Market Entry Method Was Used?
[image: Wholly Owned Subsidiary (Definition, Examples) | Beginner's Guide]
[bookmark: _Toc216788997]Figure 61: Wholly Owned Subsidiary
(Source: WallStreetMojo Team, 2019)
In 2000, Starbucks started expanding its presence in Australia with stores managed by the company but made profits later due to the two countries having a cultural misfit and the brand was converted to franchise/licensing in 2014 under the Withers Group (Castus Global, 2022; Felinah, 2024).

[bookmark: _Toc216788885]6.3.4.2 Why This Method Was Used?
The franchise model was selected because it allowed Starbucks to rely on a local partner with a good knowledge of the local market, established retail networks and greater cultural knowledge. Withers Group had an operational experience within the Australian market thus Starbucks could recover from before missteps and expand more sustainably (Devoney, 2024).

[bookmark: _Toc216788886]6.3.4.3 Advantages of the Franchise/Licensed Entry Method (Australia)
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[bookmark: _Toc216788998]Figure 62: Advantages of the Franchise/Licensed Entry Method (Australia)
(Created by learner)

[bookmark: _Toc216788887]6.3.4.4 Disadvantages of the Franchise/Licensed Entry Method (Australia)
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[bookmark: _Toc216788999]Figure 63: Disadvantages of the Franchise/Licensed Entry Method (Australia)
(Created by learner)

[bookmark: _Toc216788888]6.4 Promotion
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[bookmark: _Toc216789000]Figure 64: Promotion definition
(Created by learner)

[bookmark: _Toc216788889]6.4.1 United Kingdom
The UK promo campaign by Starbucks utilises digital interactions and loyalty programs coupled with sustainability-focused marketing messages to find socially conscious and tech-saturated customers in the UK. The ethical sourcing, seasonal products, and personalised offers of Rewards are under the limelight of social media, whereas the emotional branding and a luxury lifestyle are enhanced by community initiatives (Havas Media Network, 2025; Zhu, 2024; Starbucks Corporation, 2024).
[image: Starbucks UK partners with local artists to give customers customised  reusables this Valentine's Day - Starbucks Stories EMEA]
[bookmark: _Toc216789001]Figure 65: UK Starbucks promotion strategy
(Source: Starbucks, 2025)

[bookmark: _Toc216788890]6.4.2 Australia
In Australia, promotional efforts are more focused on repositioning the brand with campaigns launched through social media, influencer marketing and visually appealing seasonal drinks targeted at younger consumers with a worldwide mindset. Messaging allows for emphasising inclusivity, cultural adaptations, and convenience, and posits Starbucks as an international social experience rather than a competitor to local cafes (Felinah, 2024; Devoney, 2024; Yit, 2021).
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[bookmark: _Toc216789002]Figure 66: Australia Messaging
(Source: Starbucks, 2025)

[bookmark: _Toc216788891]6.4.3 Promotion Evaluation Table 
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[bookmark: _Toc216788931]Table 10: Promotion Evaluation Table
(Created by learner)
[bookmark: _Toc216788892]6.5 People
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[bookmark: _Toc216789003]Figure 67: People definition
(Created by learner)

[bookmark: _Toc216788893]6.5.1 United Kingdom
Starbucks has more than 15,000 employees in the UK and focuses on responsible baristas, high service critique, and customer relations to reinforce the image of a high-end brand. Product knowledge, efficiency, inclusivity and sustainability are the key areas of training, whereas the Starbucks Rewards system empowers the organisation to personalise the service delivery and reinforce the loyalty of customers (Starbucks Corporation, 2024; IvyPanda, 2024; Felinah, 2025).

[bookmark: _Toc216788894]6.5.2 Australia
In Australia, Starbucks has multiples of thousands of staff and is focused on cultural adaptation and relaxed service that is consistent with local expectations. Under the leadership of franchise - led Withers Group, the baristas are trained to be friendly, be customisation and visual presentation to appeal to the younger generation, which will help rebuild trust and differentiate the brand from the artisanal cafes (Felinah, 2024; Devoney, 2024; Starbucks, 2025).


[bookmark: _Toc216788895]6.6 Process
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[bookmark: _Toc216789004]Figure 68: Process definition
(Created by learner)

[bookmark: _Toc216788896]6.6.1 United Kingdom 
Starbucks in the UK pursues simple procedures accompanied by mobile ordering, online payments, and streamlined in-store service operations to address the high-density customer groups like commuters and students (Havas Media Network, 2025). During peak hours, baristas observe standardised procedures of making different drinks that are fast and consistent (IvyPanda, 2024). The Starbucks Rewards system is a perfect fit into an ordering process, allowing for personalization and queue reduction (Felinah 2025). These processes help with improved reliability of services and strengthen Starbucks premium and convenient brand positioning (Starbucks Corporation 2024).

[bookmark: _Toc216788897]6.6.2 Customer Complaint Process – United Kingdom 
Starbucks operates a well-organized, digitally enhanced complaint-handling in the UK backed up by in-app chat, email, and store level-escalation (IvyPanda, 2024). Problems on the side of customers are recorded via automated systems that provide prompt problem identification, forms of responses and open follow-ups (Havas Media Network, 2025). Baristas and managers have been trained to address concerns at the time, in-store and complicated concerns are brought to customer care teams, building trust, service reliability and brand reputation (Starbucks Corporation, 2024; Felinah, 2025).
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[bookmark: _Toc216789005]Figure 69: Customer Complaint Process – United Kingdom
(Created by learner)

[bookmark: _Toc216788898]6.6.3 Australia 
In Australia, Starbucks localises its processes to the local cafe culture by focusing on the aspect of customised service, laissez-faire patterns of interactions, and the visual presentation of the beverage preparation (Felinah, 2024). The franchise-based system has been used to provide a level of operational stability but allow the flexibility in the store operations to meet local needs (Devoney, 2024; Starbucks, 2025). Mobile ordering and digital loyalty features simplify service; however, tasks are not as standardised as compared to the United Kingdom, hence differentiating Starbucks from fast-paced competitors (Yit, 2021). This setting balances culture and enhances customer experience (Castus Global, 2022).

[bookmark: _Toc216788899]6.6.4 Customer Complaint Process – Australia 
In Australia, the franchise-based model determines the complaint process at Starbucks, where the front staff and store managers are involved to resolve the issues immediately by using personalised messages and service recovery gestures (Felinah, 2024). The complaints may also be made through Starbucks Australia site, social media or online platform where responses are managed by the Withers Group (Starbucks Australia, 2025). Emphasis is placed on friendliness, clarity and quick resolution in order to restore consumer confidence following previous challenges faced in the market (Yit, 2021; Castus Global, 2022).
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[bookmark: _Toc216789006]Figure 70: Customer Complaint Process – Australia
(Created by learner)

[bookmark: _Toc216788900]6.7 Physical Evidence
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[bookmark: _Toc216789007]Figure 71: Physical Evidence definition
(Created by learner)

[bookmark: _Toc216788901]6.7.1 United Kingdom
The physical evidence that Starbucks has in the UK reflects warm and comfortable store settings with a uniform interior, contemporary seating, and technology that facilitate work and communication (digital touchpoints). Premium and community-based positioning in the city lifestyle entailed in sustainable packaging, ethical branding and visible zones of mobile pickup are reinforced by Starbucks (IvyPanda, 2024; Starbucks Corporation, 2024; Felinah, 2025).
[image: Starbucks, McDonald's, and 4 RE Introduce Bio-Based and Compostable  Packaging Solutions | Packaging World]
[bookmark: _Toc216789008]Figure 72: Sustainable packaging
(Source: Starbucks, 2025)
[bookmark: _Toc216788902]6.7.2 Australia
In Australia, physical evidence speaks of a laid back, lifestyle atmosphere, and bright interiors, social seating and visually appealing product displays. Store design combines the global identity of the brand with local influences, Instagram portable, packaging, and merchandise interest younger consumers and aid Starbucks's experiential repositioning (Felinah, 2024; Devoney, 2024; Yit, 2021).
[image: Starbucks tries new approach in Australia's coffee culture market -  Comunicaffe International]
[bookmark: _Toc216789009]Figure 73: Australia stores
(Source: Starbucks, 2025)

[bookmark: _Toc216788903]6.7.3 Evaluation of Marketing Strategies 
[bookmark: _Toc216788904]6.7.3.1 United Kingdom
Starbucks physical evidence approach in UK is good to support its premium, community-based positioning. Third place environment, which is maintained by coziness of interior, cues of sustainability, and digital convenience, can provide a strong competitive advantage under the circumstances of ethical consumption tendencies and hectic city life, which contributes to building trust in the brand and consumer loyalty (IvyPanda, 2024; Starbucks Corporation, 2024).
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[bookmark: _Toc216789010]Figure 74: Customer loyalty programs
(Source: BluCactus United Kingdom, 2025)

[bookmark: _Toc216788905]6.7.3.2 Australia
In Australia, Starbucks' updated physical evidence strategy is successfully promoting its rebranding as a lifestyle-oriented, experiential brand. Visually appealing store designs and social seating appeal to younger, globally minded consumers to help differentiate the brand from artisan cafes as well as rebuild store credibility following the challenges faced earlier (Felinah, 2024; Devoney, 2024).
[image: 13 Starbucks stores to visit in Asia Pacific : Starbucks Stories Asia]
[bookmark: _Toc216789011]Figure 75: Australia Starbucks café
(Source: Starbucks, 2025)

[bookmark: _Toc216788906]6.7.4 Profit and Sales
[bookmark: _Toc216788907]6.7.4.1 United Kingdom
Starbucks in the UK boasts of good sales and consistent profitability based on its extensive store network, high traffic in cities, and its incorporation into the usual lifestyle of commuters. Revenue resilience is supported by digital sales, loyalty programmes and seasonal drinks whereas customer retention is maintained by ethical branding and convenience provided through an omnichannel (Felinah, 2025; Havas Media Network, 2025).
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[bookmark: _Toc216789012]Figure 76: Starbucks profit UK
(Source: Pereira, D. (2023)

[bookmark: _Toc216788908]6.7.4.2 Australia
In Australia, profitability has improved with the move towards a franchise-based model, as there is less financial risk and you can then grow at a controlled rate. Sales performance is greatest in metropolitan and tourist areas, assisted by beverage styles of life, seasonal goods and digital loyalty, offering steady revenue without repeating erstwhile overexpansion (Devoney, 2024; Felinah, 2024).
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[bookmark: _Toc216789013]Figure 77: Starbucks profit Australia
(Source: Business-Essay.com, 2025)

[bookmark: _Toc216788909]6.7.5 Social Media Engagement
[bookmark: _Toc216788910]6.7.5.1 United Kingdom
Starbucks UK enjoys high social media participation based on sustainability-related content, online promotion activities, and seasonal campaigns. Media like Instagram or TikTok promote ethical action, vegetarianism, and involvement to the community, whereas user-generated channels and ratings empower loyalty and Starbucks Rewards membership (Havas Media Network, 2025; Zhu, 2024).
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[bookmark: _Toc216789014]Figure 78: TikTok UK
(Source: TikTok)

[bookmark: _Toc216788911]6.7.5.2 Australia
In the case of Australia, social media is being used strategically in order to rebuild brand equity among globally minded youth. Having visually pleasing drinks, influencer collaborations, lifestyle storytelling ensures engagement and makes Starbucks an international experience, not direct competition with artisan cafes and contributes to gradual recovery of the market (Felinah, 2024; Devoney, 2024).
[image: Try the NEW Starbucks Christmas Menu in Australia!]
[bookmark: _Toc216789015]Figure 79: TikTok Australia
(Source: TikTok)
[bookmark: _Toc216788912]6.7.6 Customer Reviews
[bookmark: _Toc216788913]6.7.6.1 United Kingdom 
The reviews of the customers in the UK usually emphasize the idea of consistency, convenience and the friendliness of the services. Customers have noticed that Starbucks provides its customers with consistent quality, online ordering, and study/working conditions (IvyPanda, 2024). Nonetheless, there are certain reviews that complain about cost and at times waiting period during busiest timelines. Positive feedback regarding sustainability efforts and professionalism of its staff is also frequently brought up, which strengthens the ethical and service-focused image of Starbucks (Starbucks Corporation, 2024). In general, the emotional reaction of the customers is stable and favorable towards brand loyalty.
[image: New Birthday Frappuccino at Starbucks UK Review]
[bookmark: _Toc216789016]Figure 80: Customer Review example UK
(Source: TikTok)

[bookmark: _Toc216788914]6.7.6.2 Australia 
Australian customer reviews are reflective of mixed but improving sentiment. Younger consumers appreciate Starbucks for its international appeal, sweet drinks and presentation that is compatible with social media (Felinah, 2024). Feedbacks are also positive from tourists who are familiar with the brand. However, there are some local coffee lovers who compare Starbucks unfavourably with the artisan cafes because of the difference in espresso quality (Yit, 2021). The gains in service and product customisation possibilities through the franchise has become increasingly recognised, contributing towards more positive recent reviews (Castus Global, 2022).
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[bookmark: _Toc216789017]Figure 81: Customer Review example Australia
(Source: Instagram)

[bookmark: _Toc216788915]6.8 Similarities and Differences of Starbucks’ 7Ps – UK vs Australia
	7Ps Element
	Similarities (UK & Australia)
	Differences (UK)
	Differences (Australia)

	Product
	• Wide range of coffee, tea and customised beverages. 
• Strong focus on quality and brand consistency.
	• Offers more vegan, oat-milk, allergen-friendly and sustainability-focused products. 
• Emphasises ethical sourcing.
	• Menu tailored with region-specific flavours and lighter food options. 
• More cold beverages, Frappuccinos and locally inspired items.

	Price
	• Premium pricing strategy reflecting brand image. 
• Uses promotions through digital loyalty programs.
	• Stable premium pricing supported by strong brand loyalty.
	• Shifted from global pricing to local value-based pricing due to competitive café landscape.

	Place
	• Stores mainly in high-traffic, urban locations. 
• Omnichannel presence with in-store + digital integration.
	• Located in business hubs, transport stations, universities.
	• Located in tourist zones, shopping centres, leisure districts to avoid direct competition with artisan cafés.

	Promotion
	• Heavy social-media-driven marketing. 
• Seasonal promotions and digital campaigns.
	• Focus on sustainability messaging and community involvement.
	• Focus on influencer marketing, cultural diversity and lifestyle storytelling.

	People
	• Employees trained for service quality and consistency. 
• Emphasis on friendliness and customer experience.
	• Direct corporate HR programs, inclusive culture, strong leadership training.
	• Franchise-led training, emphasising personalised service and cultural sensitivity.

	Process
	• Technology-supported service (mobile app, digital payments). 
• Aim for efficiency and consistency.
	• Highly standardized, fast service processes.
	• More flexible, relaxed service style aligned with Australian café culture.

	Physical Evidence
	• Modern, branded store designs. 
• Comfortable ambience with a strong Starbucks identity.
	• Eco-friendly materials, sustainability-focused interiors.
	• Stores incorporate natural décor and open seating reflecting outdoor lifestyle.


[bookmark: _Toc216788932]Table 11: Evaluation of Marketing Strategies – Physical Evidence
(Created by learner)

[bookmark: _Toc216788916]7. Ethics – United Kingdom 
[image: ]
[bookmark: _Toc216789018]Figure 82: Definitions of Ethical and Unethical Marketing
(Created by learner)
Starbucks ethics in the United Kingdom is viewed through the prism of a strong regulatory environment, high consumer demands on responsible corporate practices, and an enhanced focus on the sustainability and transparency. Ethical sourcing is a significant part of Starbucks strategy in the United Kingdom such as the available pledge of sourcing 100% of its coffee ethically under the C.A.F.E. Practices framework and the financial support of farmer support initiatives to improve the welfare of the small businesses and to increase the transparency of the supply chain and build environmental resilience for the longer term (Starbucks Corporation, 2024). The values that the sourcing model in question comes down to align with the values that consumers in the United Kingdom are believed to possess, where ethical consumption and traceability collectively make up a major factor affecting their buying behaviour (Anagha, 2023).
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[bookmark: _Toc216789019]Figure 83: C.A.F.E. Practices
(Source: Starbucks, 2025)
In the United Kingdom, labour ethics constitute an important field of concern. Starbucks follows serious legislation regarding fair wages, equal opportunities, and safe working conditions. Ongoing barista training, diversity initiatives and employee well-behaviour programmes also help to enhance ethical conduct (IvyPanda, 2024). The Greener Stores framework, recyclable and reusable packaging, and energy-saving stores are examples of how the framework reinforces environmental ethics, so the United Kingdom has a strong culture of sustainability (Starbucks Coffee Company, 2025). Such efforts promote the decrease in carbon footprint of Starbucks, as well as attract ecologically friendly people.
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[bookmark: _Toc216789020]Figure 84: Greener Stores
(Source; Starbuck, 2023)
In the United Kingdom, Starbucks has had ethical scrutiny due to some historic controversies regarding corporate taxes that were resolved but continue to have an impact on people's perceptions (Gregory, 2025). In response, the company has put in place measures which are directed at improving transparency such as more explicit reports as well as reinforced community engagement.
Overall, ethics in the context of Starbucks in the United Kingdom is consistent with the existing expectations of the community in terms of sustainability, responsible sourcing, and employee care; however, perpetual transparency and consultative relationships with the communities are essential to fulfilling consumer confidence in a growing conscious market.
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[bookmark: _Toc216788933]Table 12: Examples of Ethical Marketing (Using STP / 7Ps – UK Context)
(Created by learner)
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[bookmark: _Toc216788934]Table 13: Examples of Unethical Marketing (Using STP / 7Ps – UK Context)
(Created by learner)

[bookmark: _Toc216788917]8. Recommendations 
[bookmark: _Toc216788918]8.1 Recommendations – United Kingdom
· The strategy to target hybrid workers and freelancers include reinforcing the "third place" proposition with quiet zones, access to power, and prolonged seating per Place and Physical Evidence principles as described by Havas Media Network (2025).
· It should be expanded to target Generation Z consumers who are concerned with the environment and focus on ethical sourcing, recyclable packaging, and measurable sustainability impact in its product and promotional efforts (Starbucks Corporation, 2024).
· Increasing sustainability transparency can be done by the publication of annual reports on the progress achieved both in the reduction of carbon and the source, strengthening the positioning of ethics and transparency, and building consumer confidence (Starbucks Coffee Company, 2025).
· Digital personalization enhanced by AI-driven insights help to provide offers in the form of personalization within the Starbucks application and delivery platforms, which results in increased customer loyalty and frequency of visits (Zhu, 2024).
· The community engagement strategies by strategic collaborations with universities, charitable organisations, and local community entities help to strengthen or deepen emotional affiliation and strengthen brand loyalty (Felinah, 2025).

[bookmark: _Toc216788919]8.2 Recommendations – Australia
· Tapping foreign students and tourists when they value the same familiar brand will mean positioning retail stores strategically at transport and shopping centres as well as recreational areas, hence registering under Place and Promotion strategies as emphasized by Devoney (2024).
· Improve the appeal of the brand to Generation Z and Millennials through visually appealing, customizable beverage offerings and social media driven campaigns so as to blend both product and promotional strategies (Felinah, 2024).
· Increase the level of localisation and culturalisation by introducing the flavours of a specific area and cooperating with local suppliers, this way standing out of the artisan cafes (Castus Global, 2022).
· To consolidate the management of franchises, standardised staff training, service quality audits and adherence to sustainability compliance should be institutionalised, and this mitigates the risk of brand dilution (Devoney, 2024).
· Increase partnership with community stakeholders, especially youth and environmental groups, to regain the trust and to strengthen the social licence of Starbucks to operate (Felinah, 2024).
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[bookmark: _Toc216788935]Table 14: New Target Market for UK
(Created by learner)
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[bookmark: _Toc216788936]Table 15: New Target Market for Australia
(Created by learner)

[bookmark: _Toc216788920]9. Conclusion 
This report evaluated the performance of Starbucks in the United Kingdom and Australia by using the vision of nurturing a warm and inspiring customer experience (Starbucks Coffee Company, 2025). The model incorporated PESTLE variables, where each of the dimensions could be positive or negative depending on the current market forces and referred to the visual source that was used in the model. A full PESTLE analysis was used to determine similarities and dissimilarities, and cultural insights were supported by reference to Hofstede model. The market segmentation was developed based on the application of VALS -2, and the respective tables were marked to provide the lines of product depth, breadth, and branding variations. Distribution strategies were assessed through direct, indirect, and intensive distribution channel, which was based on an analysis of how to get into the market. Additional analysis included the promotional activities, customer complaint handling processes, physical evidence as well as social media interaction, profitability measure, customer feedback and ethical measures. The last recommendations reinforce the localisation, sustainability transparency, and consistent service quality, which strengthens the competitive advantage and global cultural adaptation of Starbucks.
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(Havas Media Network, 2025).
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*Includes all US. and Canada company-operated stores.

2004 2005
@ ®-

2009 2018 2025
& & @

Starbucks joins
US. Green Building
Council (USGBCQ)

First LEED-certified store
opens in Hillsboro, OR

Starbucks becomes
world leader with
1500+ LEED- certified stores
in 20 countries

All new stores now built
to be LEED-certified

Design, build and operate
10,000 Greener Stores
globally
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Iln/_\tﬂg'lﬂm - Sign Up

starbucksau &
Starbucks Coffee Australia
2,552 posts 108K followers 173 following

Cafe
To inspire and nurture the human spirit — one person, one
cup and one neighbourhood at a time. Proudly Australian
owned... more

2@ @8
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How Starbucks Failed in Australia
and Dominated in the US?

How Starbucks Spilled the Coffee in Australia &au

Your neighborhood data storyteller is here— this time with a piping hot
study of how a certain global Coffee Company went from dominating in the

US. to getting roasted in Australia.

CASE STUDY:

HOW STARBUCKS FAILED IN
AUSTRALIA, BUT DOMINATED IN THE US.
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Cultural
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Hofstede’s Cultural Analysis is a framework that explains how national cultures differ
and influence values, behaviours, and organisational practices across countries using
six measurable cultural dimensions (Hofstede Insights, 2024).
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How to use the app

The Starbucks™ Rewards app has been
designed to elevate your experience with us.
It's super easy to use, allowing you to sip on
your favourites faster. Better yet, Starbucks™
Rewards members can pay with their phone
and directly reload their balance using the
Starbucks™ Australia app.

A grande, perk-
packed loyalty
program

The only thing better than indulging in a
Starbucks treat is being rewarded for it. When
you download the app, you're unlocking
freebies, redeemable Stars, and queue-
skipping powers. Simply scan, sip and start
earning Starbucks® Rewards today!
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—‘ Favourable

}7

« High smartphone adoption enables mobile ordering and loyalty apps

(Gregory, 2025).

< Al analytics help personalization in both countries (Zhu, 2024).

—‘ Unfavourable

}7

« High investment costs for digital systems (Starbucks Corporation, 2024).
« Strict data privacy regulations increase compliance pressure (lvyPanda,

2024).
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The future of
personalization

Extending
personalization
capability to
drive all customer
engagement

1 All marketing
becomes more
targeted

2 Any screen
becomes a
persona| screen

3 Starbucks gets
even better
at delivering
personalized
customer service
in person
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How Starbucks Australia
automated its workforce
management

Starbucks Australia teamed up with Workforce.com to rethink workforce
management, introducing automation and 360-degree visibility into daily

operations.
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Unfavourable }7

» High employment costs arising from strict minimum wage and labour
compliance laws increase Starbucks’ operating expenses, particularly in
the UK and Australia (lvyPanda, 2024).

» Complex and evolving franchising regulations in Australia require
continuous legal adaptation, increasing compliance costs and limiting
strategic flexibility for Starbucks’ licensed operations (Felinah, 2024).
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Starbucks employee was fired illegally,
labor board judge rules

The coffee giant will be required to reinstate Hannah
Whitbeck’s job and to hold a meeting reasserting that the
company broke the law

© Hannah Whitbeck, ce
said a ruling from the
Images

a Starbucks employee from Ann Arbor, Michigan, was fired illegally,
al Labor Relations Board. Photograph: Jason Redmond/AFP/Getty

Starbucks illegally fired an employee at one of the coffee giant’s shops in Ann
Arbor, Michigan, for engaging in union activism, a National Labor Relations
Board judge ruled on Friday.
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Starbucks Australia: Market Entry
Challenges & Strategies

Starbucks faced significant challenges entering the Australian market due to insufficient market
research, inexperienced staff, high prices, and a failure to adapt to local coffee culture. These issues led
to store closures and financial losses. Future success requires comprehensive market research, localized
menus, staff training, competitive pricing, and strategic partnerships to better align with Australian
consumer preferences.
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« Strong public support for green initiatives enhances Starbucks’

sustainability positioning (Nogueira et al., 2025).

« Starbucks’ global “Greener Stores” program aligns with UK and Australia

regulations (Starbucks Coffee Company, 2025).

—‘ Unfavourable

}7

« Climate change threatens coffee bean supply and increases cost

volatility (Castus Global, 2022).

« Strict environmental rules increase compliance burden (Gregory, 2025).
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A sel ol ethical sourcing
standards

C.A.F.E. Practices was one of the coffee industry’s first set of ethical
sourcing standards developed in partnership with Conservation
International in 2004.

Since 2015, Starbucks® coffee has been verified as 99% ethically sourced, and we are the largest coffee
retailer to achieve this milestone. This verification programme measures farms against quality, economic,
social and environmental criteria, all designed to promote transparent, profitable and sustainable coffee

growing practices while also protecting the wellbeing of coffee farmers, their communities and our planet.
ECONOMIC TRANSPARENCY
starbucks® suppliers (farmers, producers, and exporters) are required to submit evidence of payments

made for green coffee throughout the supply chain, including how much was paid directly to farmers for

their coffee.

This ensures we know which farms we purchase from, the names of the farmers, and the price paid to each

of them for the coffee.
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Segmentation

Divide market into
distinct groups of
customers
(segments) using
segmentation
practices.

T
Targeting

Determine which
customer group
(segment) to focus
your marketing
efforts on.

P
Positioning

Create product
positioning and
marketing mix that is
most likely to appeal
to the selected
audience.
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Did You Know?

Starbucks Invented the
"Third Place” Concept

Starbucks transformed coffee
culture with the 'third place’
concept, making coffee shops
key social hubs. This innovation
changed global coffee habits,
creating spaces for work,
relaxation, and connection,
marking a pivotal shift in how
we consume our daily brew.

HISTORY FACTORY
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« Creative, sophisticated consumers who value
premium brands and new beverage
innovations (Kotler & Keller, 2023).

+ Young, enthusiastic individuals attracted to

Expenence rs seasonal drinks, social media aesthetics, and

experiential cafés (Zhu, 2024).

« Professionals who prefer convenience,

i consistent quality, and digital ordering (Havas
AChIeve rs Media Network, 2025).

« Rational buyers who appreciate ethical
sourcing and environmental transparency
(Starbucks Corporation, 2024).

Thinkers
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The VALS™ Types

VALS™ Framework

High Resources
High Innovation
Primary Motivation

Self-Expression

Thinkers Achievers 2 Experiencers

Believers

Low Resources
Low Innovation

Innovators

Successful, sophisticated, take-charge people with high self- esteem. Very
active consumers, seek challenges. characterized by variety. Their
purchases reflect cultivated tastes for upscale and niche markets.

Thinkers

Mature, satisfied, comfortable, reflective, and well-educated people. Actively.
seek out information. Conservative, practical consumers. Look for durabilty,
functionality, and value in the products.

Achievers

Goakoriented lifestyles and a deep commitment to career and family.
Consensus, predictability, stability over isk, intimacy, and self-discovery.
Active consumer. Interested in time-saving devices.

Experiencers
Young, enthusiastic and impulsive consumers. Seek variety, and excitement,
and savor the new and the risky. Spend a high proportion of their income on.
fashion, entertainment, and socializing.
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Undifferentiated
targeting

Differentiated
targeting

United Kingdom

Australia

Uses a broad, mass-market

approach targeting
professionals, ~students, and
commuters through

standardized store formats and
omnichannel  convenience,
supported by high acceptance of
global brands (IvyPanda, 2024;

Zhu, 2024)

‘Applied only to a limited extent
through  standardized menus,
store layouts, and global loyalty
apps  to brand
but not as the

maintain
consistency,
primary strategy due to market
saturation (Yit, 2021; Castus
Global, 2022).

Targets socially conscious and
digitally engaged consumers
using  sustainability messaging
and ethical branding to deepen
loyalty (Anagha, 2023).

Focuses  on _ younger,

internationally minded  and
lifestyle-driven consumers to
avoid direct competition with
artisanal cafés and align with
experiential dining preferences

(Felinah, 2024; Tewari, 2019)
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A perceptual map is a strategic marketing tool used to visually represent how consumers

perceive competing brands or products in a market based on key attributes such as price,

quality, or experience, helping firms identify positioning gaps and competitive advantages
(Kotler and Keller, 2016).
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UK plant-based milk and drinks sales by base ingredient,
2022-July 2024 (% of sales volume)
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7 Ps of Marketing Mix

PRODUCT
PEOPLE
PRICE
PROCESS
PLACE

PHYSICAL
EVIDENCE

PROMOTION




image45.png
Product refers to the total bundle of benefits offered to customers, including core coffee,
beverages, food items and the augmented experience such as service, store ambience and
digital touchpoints. For Starbucks, product also reflects ethical sourcing, convenience and
lifestyle positioning across markets (Azriuddin et al., 2020; Xu, 2023).
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Product variety describes the number of different product categories a firm offers, while
depth refers to the number of versions within each line, and width indicates the overall
breadth of lines. For Starbucks, this includes hot and cold beverages, food, packaged coffee
and ready-to-drink products (Xu, 2023).
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STARBUCKS
REFRESHERS

/

y

Strawberry Acai
Refresha®

Refreshas®

Strawberry Acai Refresha®  £3.90
Mango Dragonfruit Refresha® £3.90
Cool Lime Refresha® £3.90

Pink Drink £4.20
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Matcha Strawberry Donut Choc Hazelnut Mini Donut White Choc Mini Donut.

Almond Croissant Bacon, Egg, & Cheese Brekky Roll Macarons
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Product design refers to how features, recipes, packaging and presentation are configured
to deliver functional and emotional value. At Starbucks, design covers beverage formulation,
cup and packaging aesthetics, store presentation and digital integration to reinforce a
consistent, premium and experiential brand image (Azriuddin et al., 2020).
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Idea.com

25 28 64 70

CELEBRATING 5 YEARS OF INSPIRING IDEAS THAT HAVE MADE US BETTER

More than

150,000

ideas submitted over
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i
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Price refers to the amount customers pay in exchange for a product's perceived value,
covering factors such as cost structure, competitive positioning, brand equity and consumer
willingness to pay. Starbucks uses premium pricing to reflect quality, experience and global

brand differentiation (Xu, 2023; Azriuddin et al., 2020).
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TRY NEW
STARBUCKS®
PREMIUM INSTANT COFFEE





image58.png
Frappuccino

Tea

Chocolate & Other Drinks

Bakery

All Day Bites

Sweet Treats

Yoghurts & Salads

Refreshers

Featured items

Hot Coffee

There are 8 food items

the Starbucks (AU) Hot Coffee menu, with an average price of $ 0. You can

examine, compare, and download pricing and calorie data by browsing the full list of food items.

Cappuccino

$5.55

With less milk than a latte, cappuccino offers a stronger
espresso flavour and a luxurious texture Short drinks

contain ()

Leave a review

Long Black / Americano

$5.55

Espresso shots topped with hot water create a light layer
of crema culminating in this wonderfully rich cup of
coffee. T(5)

Leave a review

Latte
$5.55

Our bold, full bodied espresso balanced with steamed
milk and a light layer of foam. A perfect pick me up.
Short drinks ()

Leave a review

Pumpkin Spice Latte
$7.30

Sweet and spicy pumpkin sauce blends with espresso
roast and steamed milk. Topped with whipped cream and
pumpkin spice t ()

Leave a review




image59.png
Place refers to the distribution strategy and physical or digital channels through which a
brand makes its products available to consumers. It includes store locations, accessibility,
online ordering, delivery partnerships and the overall convenience offered within each
market (Xu, 2023; Azriuddin et al., 2020).
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( Wholly Owned Subsidiary )

Advantage

Easy to handle as the parent business
is responsible for strategic decision-
making.

Disadvantage

It can be a significant problem for
company activities and cultural
differences.

‘ii WallStreetMojo
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« Access to Withers Group’s market insights helped
Starbucks adapt product design, store placement
and pricing to Australian preferences (Felinah,
2024).

* Franchising lowered Starbucks’ capital burden after
previous large-scale losses, enabling risk-sharing
and cost-efficient expansion (Castus Global, 2022).

» The model allowed gradual, targeted expansion in
urban centres without the pressure of rapid
nationwide rollout (Starbucks, 2025).
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« Starbucks has less direct control over service
consistency, staff training and sustainability
implementation (Gregory, 2025).

Potential Brand « Franchise variation may weaken uniform brand
Dilution

experience, critical for global consistency
(Starbucks Coffee Company, 2025).

imi « New menu items and technological upgrades
Limited Speed of may roll out slower due to franchising

Innovation constraints (Tewari, 2019).
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Promotion refers to the communication strategies a company uses to inform, persuade and

engage customers through advertising, digital marketing, public relations, sales promotions

and brand storytelling. Starbucks uses integrated communication to reinforce brand values,
drive loyalty and differentiate its global experience (Azriuddin et al., 2020; Xu, 2023).
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Starbucks Support Hub
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Country Promotion Strategy Strengths ~ Weaknesses

UK Sustainabiity ~ messaging, Builds  trust Limited
digital  rewards, seasonal andloyalty  authenticity
campaigns

Australia  Influencer marketing, social- Appeals to Less effective for
media heavy promotions youth traditional coffee

drinkers
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People referto all individuals involved in delivering the service experience, including
frontline staff, managers and support teams. Their skills, behaviour, training and
engagement influence service quality, customer satisfaction and overall brand perception,
making people a core element of Starbucks’ service model (Azriuddin et al., 2020; Xu,
2023).
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Process refers to the structured procedures, service flows and operational systems that
guide how a service is delivered from ordering to fulfiiment. Efficient processes ensure
consistency, speed, quality and customer satisfaction, forming a critical part of Starbucks’
global service model (Gregory, 2025; Xu, 2023).
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Physical evidence refers to the tangible elements that shape customer perceptions of a
service, including store layout, ambience, décor, signage, packaging and staff presentation.
These visible cues support brand identity, influence customer experience and enhance
service quality within Starbucks’ global retail environment (Azriuddin et al., 2020; Xu, 2023).
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« Customer loyalty programs

This is one of the reasons why Starbucks’ marketing
strategy is so successful. Thanks to these types of
programs, the company can count on the loyalty of its
customers. To do this, customers are rewarded for
making repeat visits, and as a benefit, they are
provided with coupons or free products. There is also
a program managed by American Express, where
customers can access “Amexdiamonds” to be
exchanged for different items.

ot Jus

The company also has a loyalty program called
“MyStarbucksldea; through which people can ean
“MyStar” by making a purchase, creating a video, or
doing other actions. Also, MyStar points can be redeemed for merchandise or gift cards.
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Ethical Marketing practices that are honest,
[PV I transparent, and  socially  responsible,
considering consumer welfare and societal
impact alongside profitability.

Kotler and  Keller
(2016); Ferrell,
Harrison and Ferrell
(2019)

(VTN \arketing activities that mislead, manipulate, or
TPV I exploit consumers, prioritizing profit over
faimess, transparency, and stakeholder
responsibility.

Crane and Matten
(2016)
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ework  Example Explanation Source
STP Ethical brand Starbucks positions itself as a Starbucks
Positioning  positioning | socially responsible  brand = Corporation
through ethical sourcing and (2024); Anagha
sustainability messaging | (2023)
aligned with UK  consumer
values.
TPs—People & Fair labour | Investment in  employee | IvyPanda (2024);
Physical and welfare, diversity programs, and | Starbucks Coffee
Evidence sustainable | recyclable packaging supports | Company (2025)
stores ethical service delivery and

credibilty.
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Framework Example Explanation Source
STP - Ethical-tax Starbucks’ ethical brand positioning Gregory
Positioning  inconsistency  conflicted with public concerns over  (2025)
historical tax practices, ~creating
perceived ethical inconsistency.
7Ps ~ Greenwashing | Overemphasising sustainability claims Crane and
Promotion  risk without proportional operational impact Matten
may mislead consumers and damage | (2016)

trust
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Area  Recommendation STP/7PsLink  Rationale

New  Target hybrid workers STP Growth in hybrid  work

Target  and freelancers using oo iNCreases  demand  for

Market | cafés as workspaces comfortable “third  place”

Targeting; Place,

1 Physical Evidence MVIONMents with Wi-Fi and
power access (Havas Media
Network, 2025)

New  Expand focus on eco-| STP - Targeting & UK Gen Z strongly values

Target | conscious  Gen  Z | Positioning; sustainability and

Market | consumers Product, transparency, aligning with

2 Promotion Greener Stores and ethical

sourcing initiatives
(Starbucks ~ Corporation,
2024)





