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[bookmark: _Toc234801586]Chapter 1: Introduction
[bookmark: _Toc234801587]1.1 Background and Rationale
International marketing has developed into a much more complex sector, triggered by globalization, digitalization and the increase in cultural diversity. For multinationals, a global brand strategy must also reflect its local cultural adaptation to accommodate different consumer preferences (Kotler and Keller,2022). This is a challenge especially noted in the UK coffee retail sector, which moves beyond high-quality product to include customer experience, cultural association, sustainability and emotional attachment.
Starbucks and Costa Coffee are leading competitors in the UK market but employ different international marketing strategies. Starbucks offers a global standardisation counterparted with selective adaptations locally, focusing on premium experiences, digital innovations and ethical sourcing. On the other hand, Costa Coffee builds itself up on its British roots with an international expansion and deepening British identity (Costa Coffee, 2025). Cross-cultural international marketing enables organisations to adapt marketing strategies to different cultural contexts, enhancing consumer engagement and long-term brand loyalty (De Mooij, 2021).
Recent studies highlight those cultural values significantly influence consumer behaviour, brand trust and loyalty (Rahman, Hassan and Floyd, 2022). However, limited research has comparatively examined how cross-cultural international marketing strategies affect consumer brand loyalty between Starbucks and Costa Coffee in the UK. Hence, this qualitative secondary data study is innovatively designed to fill this gap providing theory and practice inputs on culturally responsive marketing strategies improving consumer brand loyalty and competitive advantage.




[bookmark: _Toc234801588]1.2 Research Aim
The purpose of this research is to critically examine the effect of cross-cultural international marketing strategies on the brand loyalty of the consumers by comparing Starbucks and Costa coffee in the UK market by secondary data analysis.
[bookmark: _Toc234801589]1.3 Research Objectives
1. To critically discuss the cross-cultural international marketing and its relevance in the context of multinational coffee retailers.
2. To analyse the international marketing strategies of two companies (Starbucks and Costa Coffee) in the UK market.
3. To examine the effect of cultural adaptation, customer experience and brand communication on consumer brand loyalty.
4. To analyze and compare the effectiveness of international marketing by Starbucks and Costa Coffee on enhancing consumer brand loyalty across the cultures.
5. To offer suggestions for the improvement of cross-cultural international marketing strategies that will help to promote customer loyalty in the long term in the UK coffee retail sector.
[bookmark: _Toc234801590]1.4 Research Questions
Primary Research Question
How do cross-cultural international marketing strategies influence consumer brand loyalty towards Starbucks and Costa Coffee in the UK market?
Secondary Research Questions
1. What are the key aspects of cross-cultural international marketing in the coffee retail business?
2. How does Starbucks and Costa Coffee adjust their marketing to fit the cultural expectations of people in the UK?
3. What are the most relevant cross cultural marketing practices that impact consumer trust, satisfaction and brand loyalty?
4. How similar and different are the cross-cultural international marketing approaches of Starbucks and Costa Coffee?
5. Which strategic recommendations can increase the brand loyalty of consumers by marketing the brand in an international way that is culturally responsive?
[bookmark: _Toc234801591]1.5 Problem Statement
The UK coffee retail market is becoming more competitive, as consumer lifestyles evolve, cultural diversity grows and digital innovations and sustainability requirements are becoming more common, which means that the multinationals must maintain a global image whilst being locally relevant. Starbucks and Costa Coffee have different marketing strategies for the international market but there has been limited research comparing the effect of cross-cultural international marketing on consumer brand loyalty in the UK. To fill this void, this study uses secondary data synthesis to determine cross-cultural marketing practices which can increase customer loyalty and sustainable competitive advantage.










[bookmark: _Toc234801592]Chapter 2: Literature Review
[bookmark: _Toc234801593]2.1 Introduction
This is a literature review which critically examines the existing research on the topics of cross-cultural international marketing and consumer brand loyalty in today's world. It presents the synthesis of the latest research (2020-2026), provided a critical assessment of the viewpoints of consumer behavior in the coffee retail industry and determined the research gap as the basis for the present study.
[bookmark: _Toc234801594]2.2 Theoretical Foundation
Four theories that complement each other and explain the influence of the cross-cultural international marketing on the consumer brand loyalty are the base of this research.
[bookmark: _Toc234801595]2.2.1 Hofstede's Cultural Dimensions Theory
Hofstede's Cultural Dimensions Theory (Hofstede, Hofstede and Minkov, 2010) helps to understand how cultural values such as individualism, uncertainty avoidance and long-term orientation influence consumer reactions to marketing strategies. The framework has been criticised for its use of national level cultural assumptions but still widely used for consumer segmentation and localisation (De Mooij, 2021; Steenkamp, 2023). In the multicultural UK market, Starbucks and Costa coffee are facing challenges of maintaining the consistency of their global brand while being culturally appropriate.
[bookmark: _Toc234801596]2.2.2 Consumer Culture Theory (CCT)
According to Consumer Culture Theory (Arnould and Thompson, 2005), consumer identity is a process that is created by consumers in their interactions with the market. Consumers are interested in buying products but want brands that align with their lifestyle and values (Hamilton et al., 2021). In this sense, Starbucks builds a brand value based on the quality of the café whilst Costa Coffee builds a brand value based on its Britishness.

[bookmark: _Toc234801597]2.2.3 Relationship Marketing Theory
Relationship Marketing Theory (Morgan and Hunt, 1994) suggests that the sustainable competitive advantage can be gained through the creation of long-term customer relationships through trust, commitment and satisfaction. Recent research reveals that digital engagement and personalised communication can have a profound impact on the quality of such relationships (Rather and Hollebeek, 2021), making the theory especially relevant when considering how Starbucks and Costa Coffee are working to enhance customer loyalty.
[bookmark: _Toc234801598]2.2.4 Brand Loyalty Theory
In accordance with the Brand Loyalty Theory, loyalty is the behaving of a consumer to repeatedly buy a preferred brand regardless of competitor's marketing strategies (Oliver, 1999). Today, the idea has been expanded, with emotional attachment, authenticity, trust and customer experience being highlighted as crucial factors for loyalty (Rather, 2021; Foroudi et al., 2022). This theory is the basis for analyzing the cross-cultural marketing that supports the loyalty of consumers.
[bookmark: _Toc234801599]2.3 Key Themes and Models
Theme 1: International Marketing and Cultural Adaptation across cultures
International marketing is cross-cultural when marketing strategies are adapted to differences in language, values and consumer behaviour across cultures (De Mooij, 2021). The main discussion is the issue of standardisation or adaptation. Standardisation encourages efficiency and uniformity of the brand across the world (Kotler and Keller, 2022) while adaptation helps to build cultural relevance and customer engagement (Steenkamp, 2023).
A hybrid “glocalisation” strategy has been increasingly recommended in recent studies, which promotes that a firm should have a global brand and localise certain marketing strategies (Rahman, Hassan and Floyd, 2022). Starbucks does this in its products and promotions, which are globally branded but locally adapted, whereas Costa Coffee's approach is to highlight its British heritage and to have local partnerships. But too much adaptation could lead to a loss in brand consistency, while over-standardisation might contribute to a lower cultural relevance (Mandler, Bartsch and Han, 2021).
Theme 2: Customer Experience and Consumer Brand Loyalty
It's well known that customer experience is a key factor in consumer loyalty. Lemon and Verhoef (2016) state that customer experience is the sum of all the cognitive, emotional and behavioural responses the consumer had throughout engaging with a brand. Recent studies emphasize the need of digital engagement and personalisation experiences (Rather and Hollebeek, 2021).
The combination of “third place” concept, premium atmosphere and digital innovation with Starbucks and convenience, accessibility and customer loyalty programmes with Costa Coffee are the differentiators. However, Bhattacharya, Rao and Glynn (2023) state that customer experience is not enough as consumer assessment of sustainability and corporate social responsibility has become more important in addition to service quality.
Theme 3: Brand Trust, Authenticity and Consumer Loyalty
Brand trust decreases perceived risk and enhances repeat purchasing behaviour (Chaudhuri and Holbrook, 2001). Authenticity, ethical sourcing and transparency have been shown to have a significant impact on trust and loyalty in recent studies (Napoli et al., 2020; Foroudi et al., 2022). Starbucks is encouraging ethical sourcing with its C.A.F.E. Practices, whereas Costa Coffee highlights responsible sourcing and environmental considerations. Delmas and Burbano (2021) warn, however, that conflicting sustainability claims can result in consumers feeling deceived by greenwashing, which can erode consumer confidence.
Theme 4: Digital Cross-Cultural Marketing and Consumer Engagement
The international marketing landscape has been changed by digital transformation and the use of social media, mobile apps and personalised communication. Dwivedi et al. (2021) state that digital technologies improve customer engagement and provide a means for culturally appropriate marketing. Starbucks has rolled out mobile ordering and personalised loyalty programmes, while Costa Coffee has boosted its digital presence with Costa Club and targeted online marketing. Digital personalisation, however, should be culturally appropriate as the message of online communication can be understood differently across cultural contexts (Steenkamp, 2023).
[bookmark: _Toc234801600]2.4 Research Gap
While existing research has contributed to the fields of international marketing and customer experience/brand loyalty, there are several key areas that have not yet been fully explored. Previous studies have tended to focus on cross-cultural marketing and consumer loyalty individually and fail to look into the relationship between cross-cultural marketing and consumer loyalty in a multinational coffee retailing context. Moreover, there is a lack of research comparing Starbucks and Costa Coffee on the UK market.
Customer experience, brand trust and digital marketing have been a growing area of study in recent years, and the combined impact of these three on consumer brand loyalty via cross-cultural international marketing strategies is relatively under-researched. Furthermore, most of the literature is concerned with a comparison of different countries and not with the multicultural market in the UK.
However, there is a need to find new evidence on how multinational coffee retailers can build consumer loyalty by leveraging culturally responsive marketing channels in the post-pandemic world and the changing expectations of sustainability. This study, therefore, aims to fill those gaps by conducting a qualitative comparative analysis of the two brands, Starbucks and Costa Coffee, in a single conceptual framework by bringing together the concepts of cross-cultural marketing, relationship marketing and brand loyalty.






[bookmark: _Toc234801601]2.5 Conceptual Framework
Figure 1: Conceptual framework for the study [image: ]

Source: Created by the Author










[bookmark: _Toc234801602]Chapter 3: Methodology
[bookmark: _Toc234801603]3.1 Research Philosophy
Research philosophy is the assumptions which underlie the generation and interpretation of knowledge (Saunders, Lewis and Thornhill, 2023). This research is based on an interpretative philosophy that assumes that the social reality is a social construct and concepts like culture, consumer behaviour and brand loyalty are subject and context. Interpretivism is not positivism, which tests objective hypotheses, but rather an approach that is interested in understanding meaning. This philosophy is suitable since the study involves analysing the current academic literature, and company documents and industry press releases to discuss the effect of cross-cultural international marketing on brand loyalty of consumers in the UK coffee retail market.
[bookmark: _Toc234801604]3.2 Research Approach
In this study, inductive research approach (Saunders, Lewis and Thornhill, 2023) is used. It is not designed to test fixed hypotheses but instead works by systematically analyzing the available evidence to arrive at a conclusion. Inductive approach allowed themes and relationships to emerge that are related to cross-cultural marketing and brand loyalty. It too helps in critical comparison with earlier studies and helps to develop conceptual insights from secondary data.
[bookmark: _Toc234801605]3.3 Research Methods
Research Design
The study is secondary data qualitative comparative case study. Starbucks and Costa Coffee are chosen as they are the two leading players in the UK coffee retail market and both have different marketing strategies and brand positioning strategies internationally.
Data Collection
The secondary data will be gathered from:
· Peer-reviewed journal articles (mainly from 2020-2026).
· Academic books and literature related to international marketing and consumer behaviour.
· Starbucks and Costa Coffee annual and Sustainability reports.
· Market research reports from Euromonitor International, Mintel and Statista.
· Reputable industry publications or official company websites.
The use of multiple sources increases the methodological triangulation, thus adding to the credibility of findings (Saunders, Lewis and Thornhill, 2023).
Data Analysis
Thematic analysis, based on Braun and Clarke (2022), six-stage approach, will be used: familiarisation with data, coding, theme development, theme review, theme definition and interpretation. Including cultural adaptation, international branding, customer experience, digital marketing, brand trust, sustainability and consumer brand loyalty, these areas will be explored in depth, allowing a critical comparison between Starbucks and Costa.
[bookmark: _Toc234801606]3.4 Ethical Considerations
There will be no primary data collected, but ethical considerations are still important. The research will adhere to the ethical guidelines of UWTSD and will be based on only legitimate and publicly available sources, with accurate UWTSD Harvard (Cite Them Right) referencing, no plagiarism or fabrication of data, objective interpretation and respecting intellectual property rights. Ethical risks associated with informed consent, confidentiality and anonymity are limited as the study is only based on the secondary data.
[bookmark: _Toc234801607]3.5 Feasibility
The study is very feasible as it uses only secondary data which can be obtained from UWTSD Library, Google Scholar, Scopus, ScienceDirect, Emerald Insight, SpringerLink and official company publications. There is a sufficient amount of peer reviewed research studies that have recently been published as well as comprehensive corporate reports from Starbucks and Costa Coffee. Since no recruitment of participants and primary data collection is needed, the research can be carried out efficiently within the proposed 12-week time period.
[bookmark: _Toc234801608]3.6 Expected Findings
The study will show positive effects of cross-cultural international marketing on brand loyalty of consumers in the UK coffee retail market. Culturally adapted marketing communication, personalised customer experiences, brand trust, authenticity and digitally engagement are expected to help build long-term customer loyalty. While Starbucks and Costa Coffee may have different approaches to the international marketing, both are likely to build greater relationships with their customers, through a mix of global brand consistency and local cultural adaptation.
[bookmark: _Toc234801609]3.7 Limitations
This study has a number of limitations. First, as secondary data is being used no primary evidence will be taken from UK consumers and the findings will be reliant on the quality of the existing literature. Secondly, the study has been conducted on two companies, namely Starbucks and Costa Coffee which limits the generalisability of the study to other companies. Thirdly, the differences of secondary sources can impact the consistency of comparisons. Lastly, fast-changing consumer behaviour and digital marketing trends could impact the findings' long-term applicability. However, the systematic synthesis of recent evidence is supposed to deliver strong conclusions regarding cross-cultural international marketing and consumer brand loyalty.





[bookmark: _Toc234801610]3.8 Research Timeline and Gantt Chart
Research Timeline Gantt and Chart (07 June 2026 – 26 Aug 2026)
	Activities
	Jun
	Jul
	Aug

	Topic confirmation
	███
	
	

	Literature search
	███
	
	

	Literature review
	███
	███
	

	Methodology
	
	███████
	

	Secondary data analysis
	
	██████
	███

	Findings and discussion
	
	██████
	███

	Conclusion and proofreading
	
	
	██████

	Referencing and final submission
	
	
	██████












[bookmark: _Toc234801611]Conclusion
This research proposal is a systematic study of the influence of cross-cultural international marketing on consumer brand loyalty by conducting a comparative study of Starbucks and Costa Coffee in the UK market. Based on Hofstede's Cultural Dimensions Theory, Consumer Culture Theory, Relationship Marketing Theory and Brand Loyalty Theory, the study suggests that culturally responsive marketing strategies have a strong impact on customer trust, satisfaction, and long-term customer loyalty. According to the literature, there is an increasing competition among the multinational companies using customer experience, digital engagement, sustainability and culturally adapted marketing communications. However, there is not much comparative research conducted on Starbucks and Costa Coffee from the UK context of multiculturalism. The research is conducted through a qualitative secondary research methodology and thematic analysis with the aim of generating knowledge that is based on evidence and supports international marketing studies, while offering recommendations for the sustainable strengthening of consumer brand loyalty and its sustainable competitive advantage.
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