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[bookmark: _Toc216394098]1. Introduction
This report compares Starbucks’ operations in the United Kingdom and Japan, focusing on how the company adapts to different cultural, economic, and social environments. It uses PESTLE to analyses macro factors, STP and VALS segmentation to understand consumer behavior, Hofstede’s cultural dimensions to assess cultural differences, and the 7Ps of marketing to evaluate strategic approaches. By examining similarities and differences, the report highlights how Starbucks balances its global brand identity with local market adaptation and strategic responsiveness.
[bookmark: _Toc216394099][image: Starbucks Founders , Starbucks Retailer Lake Mary]2. Company Overview 
Starbucks Corporation is a global coffeehouse brand originally from the United States, but it has built a strong presence across many countries, including the United Kingdom and Japan. The company was founded in 1971 by Jerry Baldwin, Zev Siegl, and Gordon Bowker in Seattle, Washington (Starbucks, 2024). Since then, Starbucks has grown from a single coffee bean store into one of the world’s most recognisable coffee chains, operating in more than 80 countries. Figure 1https://www.dailymail.co.uk/news/article-9416533/How-Starbucks-mega-bucks-Fifty-years-opened-shop-revolutionised-coffee.html

Figure 1https://www.dailymail.co.uk/news/article-9416533/How-Starbucks-mega-bucks-Fifty-years-opened-shop-revolutionised-coffee.html

[image: ][image: C:\Users\LENOVO\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\2AC92AB3.tmp]In the United Kingdom, Starbucks entered the market in 1998, opening its first store in London through a partnership with the British company Seattle Coffee Company (Starbucks UK, 2023). Since then, the brand has become a familiar part of British urban culture, appealing to consumers who value convenience, quality coffee, and a comfortable social space. Meanwhile, in Japan, Starbucks opened its first store in Tokyo in 1996, marking its first venture outside North America (Starbucks Japan, 2024). The brand quickly adapted to local tastes and cultural expectations, making Japan one of its strongest Asian markets.Figure 2https://en.wikipedia.org/wiki/Starbucks

Figure 2https://en.wikipedia.org/wiki/Starbucks
Figure 3https://www.slideshare.net/slideshow/starbucks-company-profile-55823203/55823203

Starbucks’ vision statement is “to inspire and nurture the human spirit - one person, one cup, and one neighbourhood at a time” (Starbucks, 2024). Its mission statement is “to establish Starbucks as the premier purveyor of the finest coffee in the world while maintaining our uncompromising principles as we grow” (Starbucks, 2024). These guiding statements highlight the company’s focus on connection, community, and quality values that strongly influence its marketing strategies in both the UK and Japan. 
[bookmark: _Toc216394100]3. The macroenvironment (PESTLE) of Country UK and Country Japan
The PESTEL analysis is used to identify, analyse, and monitor external factors that can impact an organisation’s strategy, performance, and long-term success. It helps managers understand the macro-environment, conditions outside the company’s control to make informed strategic decisions.
[image: ]
Figure 4 https://fr.pinterest.com/pin/464011567854861709/
[bookmark: _Toc216394101]3.1 Political Factors
UK (Favorable):
The UK provides a stable political environment, a clear regulatory framework, and favorable trade relationships that entice foreign investment (Johnson et al., 2020, p. 56). Starbucks is able to benefit from government initiatives aligned with corporate social responsibility, such as incentives for sustainability and support for ethical sourcing. Nonetheless, Brexit has caused disruptions in supply chains and the movement of labor, which has led to higher import expenses (BBC News, 2023).
· Example: Following Brexit, Starbucks modified its strategy by increasing partnerships with local suppliers to minimize customs delays (Starbucks, 2023, p. 14).

Japan (Favorable):
Japan features a stable political atmosphere, a favorable business environment, and policies that promote foreign direct investment, making it an appealing market for global retailers (IMF, 2024). Starbucks benefits from clear regulations and support for innovation within Japan’s retail food industry.
· Example: The growth of over 1,900 Starbucks locations in Japan is supported by consistent trade and investment policies (Starbucks Japan, 2024).

[bookmark: _Toc216394102]3.2 Economic Factors
UK (Slightly Unfavorable):
The economy in the UK is grappling with elevated inflation and varying disposable income levels, which are diminishing consumers' purchasing power (Office for National Statistics, 2024). Starbucks is impacted by increased operating expenses and a greater sensitivity to prices among its customers.

GDP: The growth rate of the UK’s GDP is modest (2.1% in 2024), reflecting a slow recovery process following Brexit (IMF, 2024, p. 12).
GNP: The GNP is marginally higher than the GDP due to income generated from UK residents working overseas, indicating a degree of international revenue influx while having a limited impact on domestic coffee consumption.
· Example: Starbucks UK has launched smaller beverage options and value packs to sustain sales amid consumer caution driven by GDP trends.

Japan (Moderately Favorable):
Japan possesses a stable, mature economy characterized by relatively low inflation. Starbucks capitalizes on substantial urban consumption, a strong coffee culture, and dependable consumer expenditures.

GDP: Japan’s GDP growth rate is modest (~1.3% in 2024), which restricts the potential for broader market growth (OECD, 2023, p. 88).
GNP: Japan’s GNP is slightly less than its GDP due to outflows of net income, signifying its mature economic status but reflecting strong domestic buying power in urban areas.
· Example: Starbucks Japan is actively expanding its presence in urban locations such as Tokyo and Osaka to take advantage of the high-income demographic, despite the sluggish overall GDP growth.

[bookmark: _Toc216394103]3.3 Social Factors
UK (Favorable):  
The coffee culture in the UK highlights convenience, social interaction, and sustainability (Gamble, 2022, p. 74). Starbucks’ third-place concept “a location between home and work” aligns well with UK lifestyles.
· Example: Starbucks UK’s “Every Table Has a Story” initiative promotes social inclusivity and raises awareness of sustainability (Starbucks, 2023).

Japan (Favorable):  
In Japan, coffee represents modernity and global culture (Hofstede, 2011, p. 121). Young professionals view Starbucks as a fashionable, aspirational brand.
· Example: Starbucks Japan launched Sakura-themed drinks to resonate with local social customs.


[bookmark: _Toc216394104]3.4 Cultural Factors (Hofstede’s Cultural Dimensions)
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Figure 5https://www.theculturefactor.com/country-comparison-tool?countries=japan%2Cunited+kingdom

	Dimension
	Japan (Score)
	Impact for Starbucks
	UK (Score)
	Impact for Starbucks

	Power Distance (PDI)
	54
	Slightly unfavourable – hierarchical decision-making can slow market/operational moves
	35
	Neutral – flat culture aligns with flexible operations, but may expect employee input

	Individualism (IDV)
	62
	Neutral – moderate individualism; marketing should balance personal choice & group harmony
	76
	Favourable – high individualism supports customizable products and personal expression

	Masculinity / Achievement (MAS)
	95
	Favourable – premium, quality-focused brand aligns with achievement-oriented consumers
	66
	Favourable – success-driven, performance-focused consumers willing to pay for quality

	Uncertainty Avoidance (UAI)
	92
	Favourable – appreciation for predictability suits standardized products & service
	35
	Favourable – openness to new products, flexible, innovative offerings

	Long-Term Orientation (LTO)
	100
	Favourable – loyalty and long-term relationships support brand retention and growth
	60
	Slightly unfavourable – more trend-driven, less brand loyalty, price sensitivity

	Indulgence (IVR)
	42
	Unfavourable – restrained culture may limit impulse buying; focus on occasional treats
	69
	Favourable – indulgent culture aligns with “treat yourself” premium positioning



[bookmark: _Toc216394105]Power Distance
· Japan (54): Moderately hierarchical; respect for authority with collective decision-making and emphasis on meritocracy.
· UK (35): Low hierarchy; values fairness and equality despite historical class distinctions.

[bookmark: _Toc216394106]Individualism
· Japan (62): Fairly individualistic; loyalty to companies is a personal choice, and social ties are situational.
· UK (76): Highly individualistic; emphasizes independence, self-reliance, and personal fulfillment.

[bookmark: _Toc216394107]Masculinity (Achievement and Success)
· Japan (95): Strongly achievement-oriented; teamwork, perfectionism, and work ethic are highly valued.
· UK (66): Success-driven but modest; ambition and performance matter, though expressed subtly.

[bookmark: _Toc216394108]Uncertainty Avoidance
· Japan (92): Strong preference for stability, structure, and detailed planning; change is cautious.
· UK (35): Comfortable with ambiguity; flexible, pragmatic, and innovative in approach.

[bookmark: _Toc216394109]Long-Term Orientation
· Japan (100): Extremely future-focused; emphasizes perseverance, long-term goals, and steady growth.
· UK (60): Moderately long-term; pragmatic, adaptable, and values perseverance and saving.

[bookmark: _Toc216394110]Indulgence
· Japan (42): Restrained culture; values self-control and discipline over leisure.
· UK (69): Indulgent society; promotes enjoyment, optimism, and personal freedom.

· Advantages of Hofstede’s Model

Framework for Comprehending Culture: Establishes an organized method for comparing cultures at the national level through six dimensions (Power Distance, Individualism vs. Collectivism, Masculinity vs. Femininity, Uncertainty Avoidance, Long-Term vs. Short-Term Orientation, Indulgence vs. Restraint) (Hofstede, 1980; Hofstede, Hofstede, & Minkov, 2010). Valuable for global business, management, and cross-cultural interactions.
Practical Use in Business: Enables multinational corporations (MNCs) to customize management approaches, marketing tactics, and HR policies according to cultural variations (Kirkman, Lowe, & Gibson, 2006). Helps minimize misunderstandings and conflicts within diverse teams.
Quantifiable and Comparable: Provides numerical ratings for nations, making it simpler to benchmark and contrast cultural characteristics (Hofstede, 2001).
Widely Acknowledged and Cited: Recognized as a foundational framework in cross-cultural studies, business, and international management education (Baskerville, 2003; Taras, Kirkman, & Steel, 2010).

· Disadvantages of Hofstede’s Model

Overgeneralization: Presumes national culture is uniform, disregarding regional, ethnic, and individual variations (McSweeney, 2002). Individuals within a country might not align with the national cultural profile.
Outdated Information: The initial research was conducted in the 1970s at IBM, which may not represent modern cultural developments (Ailon, 2008).
Cultural Determinism: Implies that culture is the primary factor influencing behavior, overlooking other factors such as economic conditions, politics, or personal experiences (Williamson, 2002).
Limited Perspective: Concentrates on national culture and may miss organizational, professional, or subcultural distinctions (Fang, 2003).
Risk of Stereotyping: May result in simplistic views of individuals based on national averages, which could reinforce existing biases (Jones, 2007).

[bookmark: _Toc216394111]3.5 Technological Factors

UK (Favorable):
The UK's strong digital adoption enhances Starbucks' app-based rewards, online ordering, and cashless payment systems (Statista, 2024).

· Example: The mobile app from Starbucks UK accounts for over 40% of all transactions (Starbucks, 2023, p. 18).

Japan (Highly Favorable):
Japan’s sophisticated digital infrastructure enables Starbucks to excel in digital engagement, including AI-driven product recommendations and smooth payment options (TechWire Asia, 2024).

· Example: Starbucks Japan has incorporated digital kiosks that support Line Pay and Apple Pay, facilitating quicker service.
[bookmark: _Toc216394112]3.6 Legal Factors
UK (Neutral to Unfavorable):  
The UK maintains stringent regulations regarding health, safety, and employment (ACAS, 2023). Starbucks' tax practices have been under fire, impacting its public perception.

· Example: Following public backlash in 2021, Starbucks pledged to increase its corporation tax payments in the UK.

Japan (Favorable):  
Japan's reliable legal framework and strong intellectual property protection foster business confidence (JETRO, 2024).
· Example: Starbucks successfully protected its logo trademark against rival cafés in Tokyo.

[bookmark: _Toc216394113]3.7 Environmental Factors
UK (Favorable):  
Consumers in the UK place a high importance on sustainability, and Starbucks’ environmental efforts (like recyclable cups and reusable programs) are in line with national trends (DEFRA, 2023).   
· Example: The “Borrow a Cup” initiative by Starbucks in the UK promotes the use of reusable packaging.  

Japan (Moderately Favorable):  
Awareness of environmental issues is increasing, although at a slower pace than in the UK (McKinsey, 2023). Starbucks advocates for eco-friendly locations and offers reusable tumblers.  
· Example: In 2021, Starbucks launched its first “Greener Store” in Japan, achieving a 50% reduction in waste.  
Similarities Between the UK and Japan
· Both regions support sustainable practices through environmental policies and industry standards (DEFRA, 2023; METI, 2023).
· Both countries have robust legal and regulatory frameworks governing business activities (HMRC, 2023; JTA, 2023).
· Both regions prioritise digital convenience and increasingly adopt digital tools in retail and services (Khan & Mori, 2022).
· Both cultures consider coffee an important part of social and professional life (Brown, 2020; Sato, 2021).
· Both are advanced economies with well-established coffee markets (OECD, 2023).
· Both maintain political stability and strong diplomatic relations with the United States (FCO, 2023; MOFA Japan, 2023).

Differences Between the UK and Japan

· In the UK, sustainability initiatives are strongly consumer-driven, whereas in Japan they are gradual and led by corporate innovation (Smith, 2022; Nakamura, 2021).
· The UK features a more complex taxation system, while Japan offers relatively straightforward compliance processes (HMRC, 2023; JTA, 2023).
· Japan excels in automation and technological readiness, surpassing the UK in robotics and digital integration (Ito, 2021).
· Coffee consumption in the UK is routine and habitual, whereas in Japan it is more aspirational and associated with premiumisation (Brown, 2020; Sato, 2021).
· The UK is experiencing inflation and GDP fluctuations that influence consumer spending, while Japan faces slow GDP growth and demographic ageing but enjoys stable urban purchasing power (ONS, 2023; Bank of Japan, 2023).
· The UK encounters ongoing Brexit-related regulatory volatility, while Japan benefits from long-term policy stability (Clarke, 2022; Suzuki, 2020).

[bookmark: _Toc216394114]4. STP Model (Segmentation, Targeting, and Positioning)
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Figure 6https://www.sender.net/blog/stp-marketing/
[bookmark: _Toc216394115]4.1 Segmentation
[bookmark: _Toc216394116]4.2 Demographic
	Variable
	UK
	Japan
	Examples

	Age
	18–45 years
	20–40 years
	Young adults and professionals dominate Starbucks consumers (Euromonitor, 2024).

	Gender
	Both male and female
	Both male and female
	Starbucks appeals to both genders equally with universal coffee culture.

	Race/Ethnicity
	Diverse
	Mostly Japanese
	Starbucks adapts culturally relevant offerings in each country.

	Marital Status
	Singles & married
	Singles & married
	Focus on convenience for busy lifestyles, social meetups.

	Income
	Middle to high income
	Middle to high income
	Starbucks is considered premium; affordable to middle-class and above.

	Education
	College-educated & professionals
	College-educated & professionals
	Educated consumers prefer premium coffee and café experience.

	Occupation
	Professionals, students, office workers
	Professionals, students, office workers
	Targeting working adults and students for coffee breaks & socializing.



[bookmark: _Toc216394117]4.3 Geographic
	Location
	UK Strategy
	Japan Strategy
	Examples / Notes (with in-text Harvard references)

	Urban
	Flagship stores, high-visibility locations, specialty beverages (Smith, 2022)
	High-density store placement, themed and experiential stores (Sato, 2021)
	Focus on customer experience, social spaces, and Instagram-worthy ambience to attract younger consumers (Brown, 2020; Ito, 2021).

	Suburban
	Drive-thru formats, community-based cafés, loyalty programmes to encourage routine visits (Khan & Mori, 2022)
	Neighbourhood cafés, seasonal and limited-edition campaigns to stimulate repeat visits (Nakamura, 2021)
	Convenience and accessibility designed for daily commuters and families (OECD, 2023).

	Rural
	Limited store footprint, selective expansion, kiosk formats for cost efficiency (ONS, 2023)
	Strategic stores near highways, tourist zones, and transit hubs (METI, 2023)
	Emphasis on maintaining brand visibility rather than high store volume (Yamada, 2021).



[bookmark: _Toc216394118]4.4 Psychographic (AIOL Model: Activities, Interests, Opinions, Lifestyle)
	AIOL Component
	UK
	Japan
	Examples (with Harvard-style in-text references)

	Activities
	Coffee breaks, working/studying in cafés, social meetups (Smith, 2022)
	Coffee breaks, work, socialising in cafés, participation in seasonal events (Sato, 2021)
	Starbucks promotes a “third place” culture—encouraging community engagement in both markets (Brown, 2020).

	Interests
	Specialty coffee, eco-friendly choices, digital engagement such as mobile apps (Khan & Mori, 2022)
	Premium coffee, limited-edition seasonal drinks, strong adoption of mobile ordering (Nakamura, 2021)
	Starbucks markets offerings like the Pumpkin Spice Latte in the UK and Matcha Latte in Japan to match local interests (Ito, 2021).

	Opinions
	Focus on sustainability, ethical sourcing, and brand transparency (DEFRA, 2023)
	Appreciation for high-quality customer experience, innovation, and social responsibility (METI, 2023)
	Starbucks’ ethically sourced coffee aligns well with consumer values in both countries (OECD, 2023).

	Lifestyle
	Urban professionals, students, trend-conscious consumers (ONS, 2023)
	Busy office workers, students, young adults with lifestyle-driven consumption (Yamada, 2021)
	Starbucks leverages lifestyle-oriented marketing such as mobile apps, Starbucks Reserve, and loyalty programmes (Clarke, 2022).


	
[image: ]
Figure 7 created myself in canvas
Lifestyle Notes:
In Japan focuses on seasonal beverages, distinctive store aesthetics, and regional flavors. 
Trends on social media significantly impact customer preferences; beverages frequently act as “social badges.”
In UK, Starbucks is commonly regarded as a “third place” that exists between home and the workplace. 
Patrons appreciate the availability of Wi-Fi, cozy seating, and a reliable high-quality experience.
[bookmark: _Toc216394119]4.5 Behavioral
	Factor
	UK
	Japan
	Example 

	Usage Rate
	Medium to heavy
	Medium to heavy
	Frequent coffee drinkers, daily office-goers, students.

	Loyalty
	Starbucks Rewards program
	Starbucks Rewards program
	Both markets use digital apps for personalized offers and loyalty incentives.

	Occasion
	Daily coffee, meetings, socializing
	Daily coffee, work breaks, seasonal indulgence
	Starbucks promotes itself as a “third place” between work and home.

	Benefits Sought
	Quality, convenience, ambiance
	Quality, aesthetic experience, premium taste
	UK: focus on quick service and ethical sourcing; Japan: experience and presentation-focused (Starbucks Annual Report, 2024).



[bookmark: _Toc216394120]4.6 Targeting 

· Undifferentiated Marketing
This strategy targets the entire market with a single standardized product or service (Armstrong & Kotler, 2022, pp. 212–215).
Starbucks implements this by providing core beverages like Lattes and Americanos worldwide.
UK Example: Standard Latte and Americano are offered in every store (Starbucks UK, 2024).
Japan Example: Standard Latte and Americano are consistently available at all outlets (Starbucks Japan, 2024).

· Differentiated Marketing
This approach focuses on various market segments by tailoring products and marketing efforts (Kotler et al., 2021, pp. 246–249).
Starbucks personalizes seasonal beverages and promotions to cater to local preferences.
UK Example: Pumpkin Spice Latte and social media strategies targeted at millennials (Starbucks UK, 2024).
Japan Example: Sakura Blossom drinks, Matcha Latte, and seasonal promotions influenced by local culture (Starbucks Japan, 2024; Hollensen, 2020, pp. 175–179).

· Concentrated Marketing
This strategy aims at a specific, well-defined consumer segment (Jobber & Ellis-Chadwick, 2020, pp. 180–183).
Starbucks employs this method through its premium Starbucks Reserve locations to attract coffee devotees.
UK Example: The Starbucks Reserve Roastery in London caters to coffee enthusiasts (Starbucks UK, 2024).
Japan Example: The Starbucks Reserve in Tokyo features rare beans and specialty beverages (Starbucks Japan, 2024).

· Niche Marketing
This strategy focuses on serving small, specialized consumer groups with unique products or experiences (Brassington & Pettitt, 2019, pp. 162–165).
Starbucks engages niche markets by offering limited editions and collectible items.
UK Example: Holiday-themed tumblers and exclusive collectible merchandise (Starbucks UK, 2024).
Japan Example: Cups designed by local artists and seasonal products for collectors (Starbucks Japan, 2024; Solomon et al., 2021, pp. 132–137).
[bookmark: _Toc216394121]4.7 Positioning

[bookmark: _Toc216394122]UK Positioning Strategy

· Benefit Positioning
Highlights the combined advantages of sustainability and digital ease (Starbucks UK, 2024).
Starbucks underscores its dedication to ethical sourcing while delivering smooth customer experiences through technology.
For example, the “Starbucks Rewards” app enhances transparency in coffee sourcing and enables customers to place orders quickly via mobile.

· Competitive Positioning
Competes with major UK coffee brands like Costa Coffee and Pret A Manger (Mintel, 2024).
Starbucks sets itself apart through ethical sourcing, high-quality products, and excellent customer experience rather than competing on price (Jobber & Ellis-Chadwick, 2020, pp. 352–355).
For example, marketing campaigns emphasize Fairtrade-certified beans and eco-friendly packaging to resonate with ethically conscious consumers.

[bookmark: _Toc216394123]Japan Positioning Strategy

· User Positioning
Targets young professionals and consumers with a lifestyle focus who appreciate relaxation, refinement, and aesthetic experiences (Solomon et al., 2021, pp. 288–290). 
Starbucks Japan aims to cultivate a serene, emotionally engaging environment that supports well-being and mindfulness (Kotler et al., 2021, pp. 303–305). 
As an example, seasonal drinks and tranquil store designs foster emotional connection and brand loyalty among design-oriented customers. 

· Product Positioning 
Tailors its products and store ambiance to align with local tastes by incorporating aspects of Japan’s tea culture and design heritage (Armstrong & Kotler, 2022, pp. 247–249). 
It emphasizes authenticity and cultural adaptation to improve market relevance (Brassington & Pettitt, 2019, pp. 162–165). 
For example, locally inspired drinks such as the Matcha Frappuccino and Sakura Latte celebrate seasonal and cultural traditions (Starbucks Japan, 2023).
[bookmark: _Toc216394124]5. Perceptual Map 
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Figure 8Perceptual map of coffee brands by price and accessibility (Author’s own, 2025).
Definition of Perceptual Map
A perceptual map is a graphical tool utilized in marketing to showcase how consumers view competing brands or products based on important characteristics like price, quality, accessibility, or brand image (Kotler & Keller, 2021, pp. 274–276). It assists companies in pinpointing market opportunities, tracking positioning tactics, and modifying offerings to align more closely with customer desires. As noted by Armstrong and Kotler (2022, pp. 214–216), perceptual mapping allows businesses to comprehend their position in consumers' minds and create strategies for differentiation to secure a competitive advantage.
How Starbucks is Positioned
Starbucks is recognized as a global coffee brand that combines premium quality with accessibility, integrating quality, experience, and ethical principles. It falls within the “high-end yet approachable” segment on a perceptual map, indicating that it provides top-tier coffee and an upscale in-store environment while also boasting a vast international presence with numerous locations. The essence of Starbucks’ brand centers around dependable quality, customer service, sustainability, and community involvement (Starbucks Corporation, 2024).
Pricing: Higher than mainstream brands such as McDonald’s McCafé or Costa Coffee.
Quality: Utilizes 100% Arabica beans, highlighting ethical sourcing and skilled preparation.
Accessibility: Has more than 38,000 stores globally (Starbucks Annual Report, 2024).
Experience: Prioritizes atmosphere, customization, and digital interaction (e.g., Starbucks Rewards App).
· Similarities with Competitors
Costa Coffee: Both brands prioritize high-quality coffee, customer comfort, and convenience by ensuring easy access to stores and takeaway choices (Mintel, 2024).

Pret A Manger: Like Starbucks, it emphasizes ethical sourcing and sustainability, appealing to urban professionals who are looking for high-quality yet convenient food and drink options.

Tim Hortons: While it provides coffee and quick service, Starbucks sets itself apart with a more robust brand image and a premium store aesthetic.
· Differences from Competitors
Pricing and Market Positioning: Starbucks sets its prices higher, seeing itself as a lifestyle brand as opposed to just a coffee supplier. In contrast, Costa and Pret are positioned in the mid-range market, highlighting convenience.

Brand Atmosphere: Starbucks fosters a “third place” vibe  a community setting that exists between home and work  while Costa and Pret prioritize quickness and efficiency.

Menu Personalization: Starbucks offers extensive customization for drinks (size, flavor, type of milk), while Costa and Tim Hortons provide more standardized choices.

Global Uniformity: Starbucks upholds a cohesive global brand identity with localized variations (like the Matcha Latte in Japan), whereas Costa and Pret focus more on specific regional elements.
· Competitor Comparison Summary (UK Context)
	Brand
	Price Level
	Accessibility (Stores)
	Brand Positioning
	Unique Selling Point (USP)

	Starbucks
	Premium
	Very high
	Global, ethical, and experiential coffee culture
	Ethical sourcing, digital rewards, and premium experience

	Costa Coffee
	Mid-range
	Very high
	Local convenience and consistency
	British familiarity and loyalty rewards

	Pret A Manger
	Mid-range
	High
	Urban, healthy, and ethical fast-service brand
	Fresh food and organic ingredients

	Tim Hortons
	Economical
	Moderate
	Affordable, friendly Canadian-style cafés
	Low price, comfort food focus

	Caffè Nero
	Premium
	Moderate
	Authentic Italian-style coffee experience
	Artisan quality and ambiance



[bookmark: _Toc216394125]6. 7P’S 
[bookmark: _Toc216394126]6.1 Product
The product aspect encompasses both the primary service and additional features designed to satisfy customer demands (Booms & Bitner, 1981; Kotler & Keller, 2016).
· [image: ]UK
Starbucks maintains a consistent global core menu but modifies certain offerings, such as seasonal drinks and UK-specific food items (Starbucks, 2024).  
Example: there are bakery and sandwich choices exclusive to the UK.  
The UK-exclusive Honey & Oat Latte aimed at the country’s high plant-based adoption rates.Figure 9https://www.bing.com/images/search?view=detailV2&ccid=wivs2bg%2f&id=D6C9FBE658F4042F0362EFC29B98BA78BD69C2A8&thid=OIP.wivs2bg_Q_GYNa_1hvkERQHaHa&mediaurl=https%3a%2f%2f1krecipes.com%2fwp-content%2fuploads%2f2024%2f02%2fd8208e2a-c8ab-4e81-b7b6-3a073ac8368

Approach: A combination of standardization at the core and local customization.

· Japan
[image: ][image: ]Starbucks implements further localization by introducing drinks made with matcha, tea beverages, and flavors unique to the region (GlobalDeal, 2024).  
Example: the Matcha Cream Frappuccino and limited-edition regional items. 
Sakura Blossom Latte released every spring, aligning with the cherry-blossom season and Japanese cultural symbolism. Figure 10 https://www.bing.com/images/search?view=detailV2&ccid=Hyv1arBa&id=C0E4FE084C2CE47713C9DB9846962A1C36CBED08&thid=OIP.Hyv1arBabyxwcawiRPCNigHaFj&mediaurl=https%3a%2f%2fstarbmag.com%2fwp-content%2fuploads%2f2022%2f09%2fimage-40-768x576.png&cdnurl=https%3a%2f%2fth.bing.com%2fth%2fid%2fR.1f2bf56ab05a6f2c7071ac2244f08d8a%3frik%3dCO3LNhwqlkaY2w%26pid%3dImgRaw%26r%3d0&exph=576&expw=768&q=japan+starbuks+menu&FORM=IRPRST&ck=A2E67F8F52CD6364B6BC717C8B5DD11E&selectedIndex=1&itb=0&ajaxhist=0&ajaxserp=0
Figure 11https://www.bing.com/images/search?view=detailV2&ccid=pjzr3AMD&id=7614D7FDFCFF1BBE56800C0E44E8E3F1ADC5F23E&thid=OIP.pjzr3AMDdJP3sg3k6CbTPAHaE7&mediaurl=https%3a%2f%2fsoranews24.com%2fwp-content%2fuploads%2fsites%2f3%2f2025%2f02%2fStarbucks-Japan-sakura-f

Approach: Primarily focused on adaptation (Nikkei Asia, 2025).

• Depth & Width
While coffee is the main offering at Starbucks, the company also provides tea, various beverages, food items such as pastries and sandwiches, packaged products like beans and ground coffee, merchandise, and brewing tools (Starbucks, 2023).
Additionally, there is a premium selection for instance, Starbucks Reserve featuring more unique and high-quality coffee options (Schultz & Yang, 1997).
In Japan, Starbucks tailors its product selection to align with local preferences; for example, it includes matcha-infused beverages that resonate with the local tea culture (Yoshida, 2019).
In the UK, although Starbucks offers localized food choices such as sandwiches and pastries similar to its approach in many other markets, there is less adaptation to “tea-ceremony style” preferences. Instead, the product assortment leans more towards the global standard of Starbucks while integrating some UK-specific food items (Smith, 2020).

• Branding Strategy
On a global scale, Starbucks positions itself not merely as a coffee brand but as a premium lifestyle experience (Moon & Quelch, 2006).
In Japan, Starbucks' branding highlights a blend of its global identity and local sensitivity, often incorporating elements of Japanese architecture or traditional décor in its stores (Yoshida, 2019).
In the UK, Starbucks utilises its global brand recognition while maintaining familiar store designs and placing importance on community initiatives commonly referred to as “the third place” alongside digital advancements such as its mobile app and loyalty programme, and offering premium-quality coffee products (Starbucks, 2023; Smith, 2020).

[bookmark: _Toc216394127]6.2 Price
The price indicates the amount that customers are charged and reflects the strategic approach applied (Kotler & Keller, 2016).
· [image: ]UK
Starbucks presents itself as a brand with premium pricing, bolstered by loyalty programs and promotions available through the Starbucks app (Starbucks, 2024).  
Example: Price of a standard latte (£3.40+) is higher than Costa or Caffè Nero, emphasizing brand reputation.Figure 12https://www.bing.com/images/search?view=detailV2&ccid=GmRXwYWD&id=A860EEB7987636F72AAC60EC99978E012EF33444&thid=OIP.GmRXwYWDLWzNHJTNBo1lmgHaDm&mediaurl=https%3a%2f%2fblog.smile.io%2fcontent%2fimages%2f2023%2f03%2fStarbucks-App-Screenshot.jpeg&cdnurl=http

Strategy: Premium pricing combined with targeted promotions.
· Japan
[bookmark: _Hlk214288023][image: ]Pricing adheres to a premium-tier strategy, featuring high-cost Reserve and Roastery products along with smaller servings that conform to local customs (Nikkei Asia, 2025).  
Example: Sakura beverages typically priced 10–15% higher due to seasonal exclusivity.Figure 13https://www.bing.com/images/search?view=detailV2&ccid=MyID2Ltj&id=C0E4FE084C2CE47713C9984C9BD8E513D9A734D1&thid=OIP.MyID2LtjE7KnnMgRL5MmyAHaFj&mediaurl=https%3a%2f%2fstarbmag.com%2fwp-content%2fuploads%2f2022%2f09%2fStarbucks-Japan-menu.png&cdnurl=https%

Strategy: Premium pricing along with value segmentation.

[bookmark: _Toc216394128]6.3 Place
The term "place" refers to the various channels and locations through which customers obtain the service (Kotler & Keller, 2016).
[image: ]
· UK
 Starbucks is experiencing rapid growth with its drive-thru options, urban stores, and delivery services (MCA Insight, 2024).  
Approach: Expansion across multiple formats.
Figure 14https://www.bing.com/images/search?view=detailV2&ccid=ttxiPcem&id=B47B45B28D86E7042B0B67193A749796FA1A8333&thid=OIP.ttxiPcemO8vVXZAAr2sGAwHaE7&mediaurl=https%3a%2f%2fabout.starbucks.com%2fuploads%2fsites%2f29%2f2022%2f12%2fDSC_8797-Edit.jpg&cdnurl=https%


· [image: ]Japan
Starbucks focuses on creating unique and aesthetically pleasing experiences in its stores, such as the Tokyo Reserve Roastery (Nikkei Asia, 2025).  
Approach: Strategy of selective premium locations.


[bookmark: _Toc216394129]6.4 Market Entry Approach (Direct / Indirect)Figure 15https://www.bing.com/images/search?view=detailV2&ccid=PO2kcEHY&id=D279F578327787778031B5265A3F6C08F2819C1D&thid=OIP.PO2kcEHYhcm17pxVPJjB6wHaD4&mediaurl=https%3a%2f%2fwww.starbucks.co.jp%2fimages%2fog%2froastery-20spring.jpg&cdnurl=https%3a%2f%2fth.bing.c



Starbucks HQ → Local Partner (Sazaby) → Starbucks Japan Stores → Customer

Starbucks first entered the Japanese market through a joint venture with a local entity (SAZABY Inc).  
[image: ]
 UK, Starbucks opted for a wholly-owned subsidiary by acquiring the Seattle Coffee Company to facilitate its entry.  Figure 16https://www.bing.com/images/search?view=detailV2&ccid=M%2FsFOyi4&id=EC8AF58E1B043B77038C0300192DE70A36F3BE37&thid=OIP.M_sFOyi4Es7t21oZLFS0rgHaEK&mediaurl=https%3A%2F%2Ffinancialfalconet.com%2Fwp-content%2Fuploads%2F2023%2F07%2FStarbucks-supply-chain-flow



· Definition of those entry methods:

Joint Venture: a strategy where a company collaborates with a local firm to share ownership, resources, risks, and profits.  
Wholly-Owned Subsidiary: a strategy where a company retains 100% ownership of a foreign business, having no shared ownership with others.  

Rationale for using these methods:
Japan, Starbucks faced challenges due to a lack of local knowledge and the significant differences in the business and cultural landscape, so partnering through a joint venture enabled them to reduce risks and gain local insights.  
UK, given the closer cultural ties to the U.S., Starbucks was confident enough to fully own the business, and acquiring the Seattle Coffee Company provided them with immediate market presence.  

ADV&DIS ADV of the selected approach (focus on joint venture in Japan):

Advantages (ADV)
Shared financial risks and costs with a local partner (Hill, 2022).
Access to the local partner’s market expertise, networks, and operational capabilities (Root, 1994).
Facilitates navigation of regulatory, cultural, and business environments more effectively (Cavusgil et al., 2020).

Disadvantages (DIS ADV)
Potential conflicts between partners regarding strategic objectives and management styles (Johnson, Scholes & Whittington, 2017).
Shared profits, as the firm does not retain full ownership (Hill, 2022).
Reduced operational control compared to a wholly-owned subsidiary (Cavusgil et al., 2020).

Reason for Starbucks Choosing This Strategy
The joint venture approach in Japan allowed Starbucks to combine its global brand strength and coffee expertise with the local market knowledge of its Japanese partners. This was critical due to cultural differences and the need to tailor product offerings, store design, and service experiences to suit Japanese consumer preferences (Moon & Quelch, 2006; Yoshida, 2019).

[bookmark: _Toc216394130]6.5 Promotion
Promotion involves communication tactics aimed at educating and swaying consumers (Kotler & Keller, 2016). [image: Transactional Model of Communication: A Guide to Success]
Figure 17https://www.textmagic.com/blog/transactional-model-of-communication/
[image: ]UK
Promotional efforts depend on seasonal campaigns, the Starbucks Rewards app, and local public relations, although the brand has encountered reputational challenges related to tax matters (The Guardian, 2024).
Example: Promotional campaigns for “Bring Your Own Cup” rewards linked to UK environmental concerns.
Strategy: Integrated marketing communication.
Figure 18https://www.bing.com/images/search?view=detailV2&ccid=Lp17PIr8&id=50D162D8AB9EB00A42D52C67608BE4D5CE2FBB0E&thid=OIP.Lp17PIr8wrrip6kOY73KTgHaLG&mediaurl=https%3a%2f%2fwww.groundstobrew.com%2fwp-content%2fuploads%2f2023%2f04%2fbring-own-cup-to-starbucks-be

· Japan
[image: ]
Promotional activities center around limited-edition launches, collectible items, and cultural partnerships (GlobalDeal, 2024).
Example: Sakura-themed social media campaigns with artwork, pink visuals, and traditional motifs.
Strategy: Scarcity-focused and culture-oriented promotion.Figure 19https://www.bing.com/images/search?view=detailV2&ccid=%2fGI3wzbr&id=CF891519DE0911D1CBD162D7A9817C58BA55E4CC&thid=OIP._GI3wzbrxuB1OYf0y8ILfgHaEU&mediaurl=https%3a%2f%2fjw-webmagazine.com%2fwp-content%2fuploads%2f2025%2f02%2fsub4-min-scaled.jpg&cdnurl=htt


[bookmark: _Toc216394131]6.6 People
Individuals embody the staff who provide the service experience (Booms & Bitner, 1981).
· UK
Starbucks focuses on the training and development of baristas to ensure uniformity across its growing network (Starbucks, 2024).  
Approach: Service consistency through training.
· [image: ]Japan
Service delivery embodies the Japanese hospitality concept of “omotenashi,” highlighting courtesy and meticulousness (Nikkei Asia, 2025).  
Approach: Service style adapted to cultural context.Figure 20https://www.bing.com/images/search?view=detailV2&ccid=w9zIsMkp&id=E0E90B8789EF4A0237538058615AF4903964BCDA&thid=OIP.w9zIsMkpJcTr4wlFkYLBqQAAAA&mediaurl=https%3a%2f%2fpages.palomar.edu%2fmcastillo%2fwp-content%2fuploads%2fsites%2f81%2f2018%2f06%2fJapanese



UK: As stated in the Gender Pay Gap Report (2024) from Starbucks UK, the company employs over 5,600 “partners” (staff members).  
Japan: In the past, when Starbucks operated as a joint venture, it had approximately 25,000 employees in Japan.  
Note: The term “partners” refers to Starbucks' employees, including baristas and staff, rather than simply business associates.
Starbucks places significant emphasis on training its baristas to maintain consistent service quality, enhance customer interactions, and uphold the brand culture. Employees are crucial since they provide the “Starbucks experience” factors like how baristas engage with customers, the speed of service, and the overall atmosphere of the store are all important.

[bookmark: _Toc216394132][image: How Does Starbucks's Deliver It Forward Program Work? | POPSUGAR Food]6.7 Process
The term "process" refers to the systems involved in delivering services, including the flows of ordering and production (Kotler & Keller, 2016).
· UK
processes focus on speed and the convenience of digital options, integrating features like Mobile Order & Pay and delivery services (Starbucks, 2024).  
Approach: Efficiency driven by technology.Figure 21https://www.bing.com/images/search?view=detailV2&ccid=ZvqZslTd&id=76CE941437B5082FF34A932DEEB586809154D0D6&thid=OIP.ZvqZslTdQMClvPd4Tm3GUQHaF7&mediaurl=https%3a%2f%2fmedia1.popsugar-assets.com%2ffiles%2fthumbor%2f1lOaXbWHiLAipwdvDvufA4upLhI%3d%2ffit-in%2

· Japan
processes highlight craftsmanship, notably in Reserve stores, where beverages are crafted with ceremony and meticulous attention to detail (Nikkei Asia, 2025).  
Approach: Design of premium experiential processes.

· Ordering process: In both countries, Starbucks employs a streamlined ordering system, allowing customers to make purchases in-store, through the mobile app (where they can pre-order and pay in advance), or occasionally via delivery or pick-up options. The mobile ordering feature is thoroughly integrated into their service framework.  

· Quality control: Baristas adhere to strict guidelines for drink preparation to ensure a consistent taste and overall experience for customers.

· Complaint handling: Starbucks gathers customer feedback through various channels — including in-store, through the app, and via their customer service hotline. Marketing mix analyses indicate that this feedback is utilized to enhance their products and services.

· Supply chain process: Starbucks operates a global supply chain, where they source coffee beans, handle shipping, roasting, and distribution to local markets.

[bookmark: _Toc216394133]6.8 Physical Evidence
Physical evidence encompasses the tangible features of the service environment, including aspects like store layout, décor, and packaging (Booms & Bitner, 1981).
· [image: ]UK
Stores adhere to global design standards, while also being tailored for UK high streets and drive-thru settings (MCA Insight, 2024). 
Strategy: Uniform branding with environmental customization. 

Figure 22https://www.bing.com/images/search?view=detailV2&ccid=wooXHpJX&id=9F131417C228A515970D3ADDA0044EE76B0EE61D&thid=OIP.wooXHpJXLDu-djPH_bBftgHaE8&mediaurl=https%3a%2f%2fth.bing.com%2fth%2fid%2fR.c28a171e92572c3bbe7633c7fdb05fb6%3frik%3dHeYOa%252bdOBKDdOg%26

· [image: ]Japan

Stores are crafted with a focus on aesthetic value, merging the Starbucks brand with local Japanese design, especially in flagship locations (GlobalDeal, 2024). Figure 23https://www.bing.com/images/search?view=detailV2&ccid=POmZr68d&id=F5DD665CEE42C96092057F05F846299F11B75529&thid=OIP.POmZr68dTX3DY8tD4vSSzwHaFj&mediaurl=https%3a%2f%2fi.pinimg.com%2foriginals%2fa7%2f24%2f8b%2fa7248bb03898413547c6d7d072d66d56.png&cdnurl=ht+

Strategy: A design-centric premium physical experience. [image: ]
Figure 24https://www.starbucks.co.uk/menu
[image: ]
Figure 25https://www.starbucks.co.jp/?srsltid=AfmBOopOK3VWH3eTkNiSLZ6q1TMxnoYJktiogB26B6ETuHkd117jlP2k

[bookmark: _Toc216394134] 7. Similarities & Differences Across All 7 Ps

· Similarities
Product: Both regions offer a wide variety of products—including coffee, tea, food, and merchandise—while maintaining Starbucks’ premium, experience-oriented brand image (Moon & Quelch, 2006; Starbucks, 2023).
Promotion: Both markets utilize loyalty programs, mobile ordering through apps, in-store engagement, and foster a sense of community (Starbucks, 2023; Smith, 2020).
Process: Ordering methods (in-store and via app), quality assurance practices, and mechanisms for customer feedback are consistent across both markets (Cavusgil et al., 2020).
Physical Evidence: Starbucks globally preserves a consistent brand identity through logos, packaging, and store ambiance, supporting the concept of the “third place” (Moon & Quelch, 2006; Yoshida, 2019).
People: Both markets emphasize staff training and service excellence, with employees acting as brand representatives worldwide (Schultz & Yang, 1997).

· Differences
Product Localisation: Japan features more localized options, such as matcha beverages and Japanese-style store design, whereas the UK has fewer adaptations to local tastes (Yoshida, 2019; Smith, 2020).
Entry Mode (Place): Starbucks entered Japan through a joint venture, while UK expansion occurred via a wholly-owned subsidiary (Hill, 2022; Moon & Quelch, 2006).
Control and Risk: In Japan, the joint venture initially limited Starbucks’ operational control but reduced financial risk; in the UK, full ownership gave more control but increased cost and exposure to risk (Cavusgil et al., 2020; Hill, 2022).
Physical Evidence (Store Design): Japanese stores sometimes incorporate local architectural and cultural elements, which is less common in UK locations (Yoshida, 2019).
Scale of People: Starbucks UK Ltd. employs about 5,600 staff, while Japan reportedly had around 25,000 employees at one point (Starbucks, 2023; Yoshida, 2019).

· Official Social Media & Digital Accounts
	Platform
	Starbucks UK
	Starbucks Japan

	Official Website
	https://www.starbucks.co.uk/
	https://www.starbucks.co.jp/

	Global Website (incl. UK)
	https://www.starbucks.com/
	https://www.starbucks.com/

	Instagram (official global)
	https://www.instagram.com/starbucks/
	https://www.instagram.com/starbucksjapan/

	Facebook (official global)
	https://www.facebook.com/Starbucks/
	https://www.facebook.com/StarbucksJapan/

	X / Twitter (official)
	https://twitter.com/starbucks
	https://twitter.com/starbucksjapan

	YouTube (official)
	https://www.youtube.com/Starbucks
	https://www.youtube.com/Starbucks Japan

	Local Mobile App
	Starbucks UK app (iOS/Android)
	Starbucks® Japan Mobile App – official app for Japan rewards and purchases. (Google Play)



· Sales & Profit
	Metric
	Starbucks UK
	Starbucks Japan (Global Starbucks context)

	Total Revenue / Sales
	£525.6 million (year ending Sep 29 2024) – down 4 % year‑on‑year (Starbucks, 2024). 
	Not published separately; global Starbucks International sales rose ~3 % in recent quarter. 

	Profit / (Loss)
	£35.2 million pre‑tax loss in 12 months to Sep 29 2024 (vs £16.9 m profit prior year)(Starbucks, 2024).
	Japan is part of Starbucks International; global profit metrics include Japan growth but no separate public profit figure (international up). 

	Profit Trend Comment
	Shifting from profit to loss due to tough environment and costs(Starbucks, 2024).  
	Starbucks International segment net revenues up ~6 % in recent period. 



· Positive Reviews
	Country
	Most Positive Reviews
	Most Negative Reviews

	Starbucks UK
	5★ reviews (24 %) praising staff service, quality drinks, and store experience. (Trustpilot, 2025a)
	1★ reviews (54 %) highlighting poor staff behavior, high prices, slow service, and disappointing experience. (Trustpilot, 2025a)

	Starbucks Japan
	4★ reviews (17 %) praising friendly staff and good-quality beverages. (Trustpilot, 2025b)
	2★ reviews (25 %) noting service inconsistency, pricing issues, and minor operational problems. (Trustpilot, 2025b)



[bookmark: _Toc216394135]8. Ethical and Unethical Marketing: Starbucks Analysis
[bookmark: _GoBack]Ethical marketing involves the promotion of goods and services in a way that aligns with moral values, showcases social responsibility, and emphasizes honesty, fairness, and transparency in all marketing messages (Crane and Matten, 2016). According to Murphy et al. (2005), ethical marketing encompasses the consideration of the well-being of consumers, society, and the environment in addition to profit maximization, ensuring that marketing approaches do not take advantage of vulnerable groups or mislead customers.

JAPAN - Example of Unethical Marketing  
Product: Sakura Frappuccino promoted as "natural" despite containing artificial flavorings and 45g of sugar.  
STP: Aimed at health-focused professionals in Tokyo aged 25-35, presented as a healthy option when it is not.  
Key Issues:  

· Misleading "natural" assertions lacking evidence, a deceptive practice identified by Smith and Quelch (2017).  
· Absence of clear nutritional information available at the point of sale.  
· Premium pricing (¥680) implying the use of high-quality ingredients that are not actually present.  
· Staff directed to highlight false health advantages.  

JAPAN - Example of Ethical Marketing  
Product: Sustainably grown tea from Japan with transparent sourcing practices  
STP: Targeting consumers who prioritize environmental sustainability, positioned as authentically eco-friendly  
Key Strengths:  
· Transparent nutritional labeling and sourcing details that align with the principles of transparency outlined by Ferrell and Fraedrich (2015)  
· Fair pricing that accurately reflects the true ethical costs  
· Staff equipped with comprehensive product knowledge  
· Genuine collaborations with certified sustainable farms in Japan  
· Energy-efficient retail locations that offer recycling services  

UK - Unethical Marketing Example
Product: "£2 Coffee" promotion with deceptive terms
STP: Targeting budget-conscious students positioned as affordable but misleading
Key Issues:
· Large print "£2" applies only to filter coffee, not advertised lattes - a practice Crane and Matten (2016) describe as exploitative pricing communication
· Lower-quality beans in "value" line without disclosure
· "Handcrafted" claims for automated beverages
· Confusing loyalty programme terms
· Understaffed stores despite "personalised service" marketing

UK - Ethical Marketing Example
Product: 100% Fairtrade certified coffee with transparent sourcing
STP: Targeting socially conscious consumers positioned as responsible corporate citizen
Key Strengths:
· Clear Fairtrade labelling showing farmer partnerships, supporting what Murphy et al. (2005) term "stakeholder value creation"
· Honest pricing reflecting Real Living Wage commitment
· Genuine community partnerships (youth employment, food poverty initiatives)
· Comprehensive employee benefits publicly reported
· Transparent allergen labelling and ethical certifications displayed

Recommendation
Japan:
Get rid of misleading statements: Unless third-party certified, remove the "natural" label (Ferrell and Fraedrich, 2015)
Clear labeling: At the time of purchase, provide complete nutritional information.
True sourcing: Collaborate with trustworthy local sustainable providers
Employee training: Teach employees about the actual makeup of the goods.

United Kingdom:
Honest pricing: Display the true cost of items advertised (Smith and Quelch, 2017)
Fair wages: Retain a Real Living Wage with sufficient personnel levels
Transparent redemption: Use clear terms to make the loyalty program simple.
Community dedication: Establish sustainable relationships with quantifiable effects

Both Markets:
Crane and Matten (2016) state that businesses shifting to ethical marketing should:
· Get fair trade and B Corp independent ethical certifications.
· Perform yearly ethical marketing audits with public reporting
· Create methods for gathering client feedback and taking obvious action.
· Teach all employees ethical marketing practices (Murphy et al., 2005).

Conclusion
This report illustrates that Starbucks' achievements in the UK and Japan are a result of its capability to maintain global brand coherence while also adapting strategically to local markets. Although both regions share a focus on premium branding, digital advancements, and a commitment to sustainability, notable contrasts arise from cultural factors Japan’s pronounced uncertainty avoidance (92) and high achievement orientation (95) differ greatly from the UK’s emphasis on individualism (76) and ease with uncertainty (35) leading to unique service approaches, such as Japan's ceremonial experiences versus the UK's focus on efficiency and convenience. The PESTLE analysis indicates that both countries present favorable environments despite distinct challenges: uncertainties following Brexit and rising inflation in the UK oppose Japan's sluggish GDP growth and aging population. By employing varied entry strategies (a joint venture in Japan, a wholly-owned subsidiary in the UK), tailored product offerings (Sakura drinks compared to plant-based selections), and upholding the consistent "third place" concept, Starbucks exhibits noteworthy international marketing tactics. Nevertheless, recent financial setbacks in the UK and mixed customer feedback emphasize the importance of ongoing commitment to ethical marketing, maintaining service consistency, and fostering transparent communication to uphold competitive advantages and align global objectives with the shifting expectations of local consumers. 
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