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[bookmark: _Toc213168369]Introduction
This report is a critical analysis of the international marketing policies used by Starbucks, and the case of its operations in the United Kingdom and India. Since its inception in 1971, in Seattle Starbucks has become one of the most successful coffeehouse chains in the world, with operations in over 80 countries ( Starbucks Stories Asia, 2024.). The ability of the chain to fit into various markets but maintain a global image makes it a perfect example of a study of international marketing. This report aims to explore how Starbucks can be both global and local responsive in the face of opposing economic, cultural, and regulatory settings. In this regard, the report will critically compare marketing strategies of Starbucks in UK and India, highlighting major dimensions in which the marketing strategies of the company have been applied, namely; macro-environmental influences, segmentation-targeting-positioning (STP) strategies, the marketing mix (7Ps), performance in the market and ethical dimension. 
The report will consist of a number of analytical sections, it will start with a macro-environmental comparison based on the PESTLE framework, and then the analysis of Starbucks' STP strategies in both markets. This is then illustrated by an elaborated discussion of the marketing mix (7Ps), which involves product, price, place, promotion, people, process and physical evidence. The following paragraphs assess marketing performance and ethical conduct and finally give the strategic recommendations. The discussion is based on the already developed theoretical frameworks, such as the PESTLE and STP models and the 7Ps framework, and supported by the Brand Equity Model created by Keller and the CSR Pyramid introduced by Carroll (Gairola, 2024). 
[bookmark: _Toc213166874][bookmark: _Toc213168370]Brand Overview
Starbucks Corporation is the largest coffeehouse chain in the world, and it was established in 1971 in Seattle, USA It is known to have revolutionised the coffee culture across the globe (Starbucks. (2025a). The mission statement of the brand, Inspire and nurture the human spirit, one person, one cup, and one neighbourhood at a time, shows its desire to offer the human soul the experience of a premium coffee with the sense of community and responsibility (Starbucks, 2025b). Starbucks has grown to more than 35,000 outlets in more than 80 countries, developing a good reputation for quality, sustainability, and customer experience.
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Starbucks in the UK has been in the market since 1998 with the acquisition of the Seattle Coffee Company. The UK was among its oldest and most developed markets in Europe, and it has more than 1,100 stores there (Starbucks, 2023). The customer base of Starbucks UK includes individuals of different levels, including professionals and students, with more focus made on convenience, digitalisation (e.g., mobile ordering), and sustainability (Ullagaddi, 2024). Its business is operationally consistent with the local trends of plant-based food and ethical sourcing, making the brand a socially responsible market leader among competitors like Costa Coffee and Caffè Nero.
Starbucks has a joint venture 50:50 agreement with Tata Consumer Products, which was formed in 2012 in India. Tata Starbucks has managed to incorporate the global image of the brand and local sensibilities with more than 390 outlets in 50-plus cities (Starbucks, 2024). The Masala Chai Latte and Tandoori Paneer Roll are some of the offerings that reflect the accommodation of Indian preferences. With high aspirational positioning as the urban youth brand, Starbucks India focuses on high-quality experience, culture-relatedness, and sustainability, including local sourcing and employment programmes, which contribute to a high annual growth (Starbucks, 2025b).
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[bookmark: _Toc213166875][bookmark: _Toc213168371]Comparison of the Socio-Cultural and Macro-environmental Contexts 
[bookmark: _Toc213166876][bookmark: _Toc213168372]PESTLE Analysis
Political Factors
The political environment defines the stability, policy trend, and investment climate of a nation. The UK has a comparatively stable democratic state, which provides an open-minded regulatory system and excellent institutional governance (Meuleman, 2021). But the consequences of post-Brexit have changed the trade relations, particularly in the case of the import tariffs, free movement of labour, and the supply chain disruptions (Imtiaz and Muzaffar, 2025). The government encourages foreign direct investment (FDI) but has high standards of compliance with taxation, employment, and environmental protection. The political agendas are more oriented towards sustainability, support of small businesses and digital transformation. 
In the meantime, India is the largest democratic nation in the world with a multi-party system and a federal government (Mitra and Enskat, 2022). A conducive business environment has been promoted by a pro-business government that has enhanced political stability due to initiatives like Make in India and Digital India (Garg and Deswal, 2024). Taxation has been made easier with the introduction of reforms such as the Goods and Services Tax (GST), and the FDI policies have been liberalised to allow other countries to access many of the sectors (Mishra et al., 2024). Nevertheless, bureaucracies and political disparities in the region and challenges in regulation are still there. 
Economic Factors
Economic indicators are indicative of purchasing power, growth patterns and the consumer behaviour patterns of a country. Being one of the developed economies in the world, Tahir et al. (2021) claim that the UK boasts of high GDP per capita, well-developed financial sectors, and a diversified service-based economy. Nevertheless, consumer spending has been marginally limited by new inflationary pressures, the cost-of-living crisis, and low growth in the post-pandemic recovery (Umeaduma, 2022). A high disposable income upholds premium consumption, whereas market saturation in specific industries requires innovation and differentiation. 
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Figure 1: Food and beverage purchase trend in the United Kingdom (UK) Q1 2014-Q4 2025
Source: (Statista, 2025)
India, on the other hand, is one of the major economies in the world, growing at an alarming rate due to an increased middle income, urbanisation and rising disposable income (Sahasranaman et al., 2024). An ever-growing involvement of a young population in the workforce leads to consumption demand. According to Muhammad (2023), the economic reform has fostered investment and inflation, and changes in unemployment are still areas of concern. The Indian economy has tremendous potential for both home and foreign companies that are interested in expanding in the emerging markets since the economy has strong GDP growth rates and is also becoming more digitalised (Garg and Deswal, 2024).
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Figure 2: Food and Beverage Market in India
Source: (Dartconsulting, 2021)
Social Factors
Social trends indicate cultural values, demographics or lifestyle preferences that determine consumer habits. The UK is a diversified society which appreciates diversity, inclusivity, and ethics in consumption (Rachwal-Mueller and Fedotova, 2024). Customers recognise quality, sustainability, and convenience and tend to favour brands that comply with social and environmental causes. The level of education, the advanced age, and the hectic lifestyle of urban inhabitants have increased the need for such time-saving technologies (Petrokofsky et al., 2021). Social awareness has also increased, and preferences have shifted to health, wellness, and responsible consumption. 
Compared to this, India has a population of more than 1.4 billion, with its population being very young; more than 65% are below 35 years old (Agarwal et al., 2020). The high pace of urbanisation, the western factor, and exposure to digital systems and technologies have transformed the way people live, especially in major metropolitan cities (Tahir et al., 2021). Consumption of leisure and branded experiences has become more discretionary because of the emergence of the middle classes and two-income families.
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Figure 3: Age group preferences of drinks in India
Source: (Dartconsulting, 2021)
Technological Factors
The innovation, efficiency and competitiveness of the market are fuelled by technology. The UK has always been at the forefront of going digital, having one of the most developed internet penetrations, fintech innovations, and a flourishing start-up ecosystem (Sahasranaman et al., 2024). Large-scale adoption of online payment solutions, artificial intelligence, and e-commerce platforms provides companies with an opportunity to introduce data-driven marketing and personalised services (Mishra et al., 2024). Examples of government efforts to facilitate technological change and digital inclusion include the UK Digital Strategy and the AI Sector Deal. 
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Figure 4: Food and drink manufacturing sector productivity in the United Kingdom (UK) 2000-2016
Source: (Statista, 2023)
Compared to India, which has also experienced a digital revolution, which has been brought about by government initiatives such as Digital India and cheap internet connectivity (Sindakis and Showkat, 2024). The country has more than 700 million smartphone users, and it is a frontrunner in digital payments, especially the Unified Payments Interface (UPI) (Umeaduma, 2022). The use of technology in both rural and urban regions has increased the pace of growth of e-commerce and online services. Metropolis cities like Bengaluru and Hyderabad have a vibrant start-up scene and other technology-based companies. 
Legal Factors
Laws establish rules and procedures of operation, consumer legislation and conformity requirements. The UK has a strong legal framework, with well-developed consumer protection legislation, data privacy and labour laws (Khan and Naseeb, S., 2024). The ethical and fair business practices are addressed by regulations like the UK Data Protection Act of 2018 and the Equality Act of 2010. The authorities, such as the Advertising Standards Authority (ASA), put a strong check on advertising and labelling (Petrokofsky et al., 2021). 
 Although India is a developing country whose legal environment is undergoing fast development to facilitate its growing economy, the tax system was made simpler with the introduction of the Goods and Services Tax (GST), and the consumer rights got more empowered with the Consumer Protection Act 2019 (Mitra and Enskat, 2022). Laws on employment focus on the security of the workers and their remuneration, but these are not implemented in all areas. The foreign companies are forced to act in accordance with FDI laws and licensing, which may vary by each state (Meuleman, 2021). 
Environmental Factors
Sustainability practices, resource utilisation, and environmental practices influence regulation. The national policy and consumer behaviour are highly environmentally conscious. The Net Zero Strategy by the UK government will see carbon neutrality realised by the year 2050 (Imtiaz and Muzaffar, 2025). Policies promote the use of renewable energy, waste minimisation and green packaging. Customers are becoming more attracted to the eco-friendly products and those companies that show concern for the environment. 
Conversely, India is an area that has a high level of environmental issues, such as air pollution, waste disposal, and water shortage. Sustainability consciousness is on the increase; however, policies such as the National Action Plan on Climate Change and the Swachh Bharat Mission (Clean India Mission) are increasing (Dash and Dash, R.K., 2021). Companies are embracing the use of environmentally friendly packaging and renewable energy sources, especially in cities (Agarwal et al., 2020). The incentives that are given by the government for the use of solar energy and sustainable manufacturing show a gradual transformation to greener practices. 
[bookmark: _Toc213166877][bookmark: _Toc213168373]Comparison of STP Strategies 
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	Geographic Segmentation
	Concentrated in urban and suburban hubs such as London, Manchester, and Edinburgh. High presence near offices, universities, and transit points.
	Focused on metropolitan and Tier-1 cities like Mumbai, Delhi, Bengaluru, and Pune, with expansion into Tier-2 cities (e.g., Chandigarh, Jaipur).
	Both emphasise urban clusters; the UK market is saturated, while India continues geographic expansion toward emerging cities.

	Demographic Segmentation
	Targets working professionals, students, and middle- to upper-income consumers aged 20–45.
	Focuses on young urban professionals and upper-middle-class millennials aged 18–35 with increasing disposable income.
	The UK market includes a broader age range with established brand loyalty; India caters mainly to a youthful, upwardly mobile demographic.

	Psychographic Segmentation
	Appeals to sustainability-oriented, quality-conscious, and socially responsible consumers who prioritise ethical sourcing and convenience.
	Attracts aspirational, experience-driven consumers seeking global exposure and social recognition through premium experiences.
	UK consumers are value- and ethics-driven, while Indian consumers are motivated by social identity and aspirational lifestyles.

	Behavioural Segmentation
	Frequent purchasers who value brand loyalty programs, seasonal beverages, and digital convenience (mobile app, delivery). Consumers seek consistent quality and personalised offers.
	Increasingly, occasion-based consumers engage during social gatherings, festivals, and leisure outings—behaviour driven by novelty, digital engagement, and shared experiences.
	UK consumption is habitual and routine-oriented, whereas India’s is social, festive, and novelty-driven, reflecting different brand engagement patterns.



[bookmark: _Toc213166879][bookmark: _Toc213168375]Targeting
Starbucks uses different targeting strategies in accordance with the demographic, economic and cultural setting of a given market. The brand is sold mainly in the UK to high-income customers, tech, and convenience-focused, where quality, speed, and digital connectivity are essential factors in their coffee experience (Starbucks, 2023). These customers are urban professionals, students, and digital nomads who value the high-quality atmosphere of Starbucks, their ethical sourcing, and digital bridge services like the Starbucks Rewards app and mobile ordering (Ullagaddi, 2024). According to Mitra and Enskat (2022), the UK market is associated with a mass-premium positioning strategy, providing an advanced, but affordable experience, which is likely to please consumers who are ready to spend a little more on a reliable quality and convenience.
In India, on the other hand, Starbucks targets the young market segment and the rising middle classes, which are propelled by aspirations, social interactions and improving their lifestyle (Starbucks, 2025a). The brand is a symbol of contemporary lifestyle and the world in general, which makes it the destination of young professionals and students who want to have a high-end, but social experience. Muhammad (2023) explains that the aspirational positioning strategy of Starbucks in India defines exclusivity, global position, and in-store experience, which makes the company attractive to consumers who consider the brand as an indicator of lifestyle advancement.
[bookmark: _Toc213166880][bookmark: _Toc213168376]Positioning
[image: ]
Figure 5: Positioning Map for Starbucks in the UK
Source: (Author)
Starbucks in the UK positions itself as a mass-premium brand of coffeehouses that offer high-quality beverages, ethical sourcing, and online convenience. It attracts professionals and students who are interested in consistency, comfort and efficiency (Starbucks, 2024). Costa Coffee represents a strong domestic presence and affordability, Caffè Nero is targeted at those who want to have the taste of the Italian-style cafes, and Pret A Manger is targeted at busy people who want their food fast and modern, and this creates a dynamic market where Starbucks needs to compete with experience and brand prestige.
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Figure 6: Positioning Map for Starbucks in India
Source: (Author)
Starbucks is an aspirational, experience-based premium brand in India, which symbolises modernity and worldly-wise. It is mostly appealing to young urban consumers and the new middle income who appreciate interaction, atmosphere and foreign standards (Starbucks, 2025b). Competitively, Café Coffee Day (CCD) controls the cheap, mass-market, high accessibility segment, Baristas controls the mid-tier consumer segment, with its Italian coffee image, and Blue Tokai coffee roasters controls the niche, quality-conscious segment, who demand artisanal brews, forcing Starbucks to continue with its elite, lifestyle-oriented image in the rapidly expanding Indian cafe market.

[bookmark: _Toc213168377]Comparison of Marketing Mix (7Ps) Strategies
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Figure 1 The 7P's Components of the Marketing mix 
Source: Simamora et al. (2019)
[bookmark: _Toc213168378]Product
Starbucks uses the standardisation and localisation to fit in every market. Its premium and ethical image is supported by its core line in the United Kingdom, espresso beverages, seasonal products such as the Pumpkin Spice Latte and plant-based beverages (Starbucks Stories EMEA, 2024). The use of Fairtrade beans and environmentally friendly packaging, e.g., recyclable cups and oat milk, is attractive to the environmentally conscious consumers. The brand is localised in India with local products (Chai Tea latte, masala spice Frappuccino, vegetarian snacks like paneer wraps) (Gairola, 2024). The avoidance of beef and pork are due to the cultural norms. Starbucks has over 1,000 stores in the UK and about 390 in India, which indicates a developed presence in the former and a development stage in the latter.
[bookmark: _Toc213168379]Price
Each country has its economic situation as well as brand perception reflected in pricing. Starbucks has a high-end price, which is a bit higher than the price of Costa or Caffés Nero in the UK, which makes it a more socially responsible brand as a high-end supplier (et al., 2025). An average latte is priced at about 3.75 making Starbucks a status and quality signifier. The company uses a value priced strategy in India to be aspirational but affordable, and the drinks in India are usually priced between ₹250 and ₹350 (Reuters, 2024). 
[bookmark: _Toc213168380]Place (Distribution)
Starbucks distribution strategy is flexible to the infrastructure and lifestyle of consumers. The company has built an urban network that is dense in the high streets, stations, and business areas in the UK (Companies House, 2025). Drive-through and partnerships with Uber Eats and Deliveroo provides services to consumers who want convenience and speed. The growth in India is focused on the cities of Mumbai, Delhi, and Bengaluru. It has a joint venture with the Tata Group, which guarantees sourcing and the availability of supply chains locally (Tata Consumer Products, 2025). 
[bookmark: _Toc213168381]Promotion
There are differences in culture and behaviour in terms of promotional strategies in the two markets. Starbucks engages in sustainability, digital interaction, and personalisation using a Rewards App in the UK (Starbucks UK, 2025). Ethical sourcing and environmental responsibility are upheld through other campaigns like Every Cup Tells a Story. Marketing in India is localised on such areas of the Indian culture as Diwali and Holi (Starbucks Stories Asia, 2024). Influencer marketing and use of social media help the company to reach the younger audience. According to the data, 38.6% of the respondents do not use the Starbucks Mobile App, and among the users, the most frequent uses are paying in-store (31.7%) and ordering ahead (26.1%). 
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Figure 2 Starbucks Mobile App Reasons for Use  
Source: Chu Dieu (2024)
[bookmark: _Toc213168382]People
The starbucks brand experience depends on employees. Professionalism, inclusion, and service delivery are the areas of training in the UK ( Starbucks Stories EMEA, 2023). Programmes like the inclusion academy are based on diversity and equality. India is more about warming people and serving them individually. Baristas call them by name and suggest drinks that fit their taste. The two markets have one thing in common of devotion to service quality, which is manifested differently in the different cultures. 
[bookmark: _Toc213168383]Process
The process design of Starbucks determines the contact of a customer with a brand. Efficiency and technology are at the centre of the UK, where, on average, half of UK sales are now carried out via digital platforms (Chitez et al., 2025). There is speed and convenience of mobile ordering and contactless payments. Here the process in India is rather experience-oriented (IJCRT, 2025). Despite the mobile ordering, most of the customers want to be served face-to-face because cafes are seen as a social venue.
[bookmark: _Toc213168384]Physical Evidence
Brand image and connexion with the locality are enhanced by physical environment. The stores of the UK are contemporary and environmentally friendly (Zuno Carbon, 2024). In India, there is a tradition of using the store design that incorporates international style with a local touch. Moreover, the flagship store in Mumbai features hand-painted murals (Gairola, 2024). With such localisation, Starbucks is in effect allowing it to blend global upscale and national pride at the same time.
[bookmark: _Toc213168385]Comparative Summary
The comparative analysis of the 7Ps of Starbucks in the United Kingdom and India depicts the strategic balance between the world standardisation and localisation. The product and promotion become most localised and show the differences in cultural norms, purchasing power, and consumer behaviours (IJCRT, 2025). Process and people elements exhibit a hybrid way of operation, which combines global systems of operations with the regional customs, whereas price and place are adjusted to the context of the economic and infrastructural setting in the respective countries. The marketing mix used in the UK also focuses on the convenience and innovation digital features and sustainability that are in line with the demands of the developed and highly competitive market (Zuno Carbon, 2024). The Indian mix, on the other hand, predicts cultural authenticity, social experience, and affordability, and as such serves an emerging, youth-driven economy (Coffee Board of India / CRISIL Ltd, 2024). The same balance can be compared to the globalisation-versus-localisation debate promoted by Levitt, according to which the key to international success lies in standardising features that are universally transferable and tailoring those that are local (Oe and Deng, 2022). 
A case in point is Starbucks as the company maintains the core values such as high-quality and sustainable sourcing, but adapts the marketing elements to the contextual environment. This strategy is further supported by the Ghauri and Cateora International Marketing Model, which provides an outline of how cross-border adaptation of the marketing mix is determined by environmental and cultural determinants at companies (ICICI Securities, 2024). It can be seen through the performance of Starbucks in both markets that a globally recognised brand can be relevant even when it adapts responsively to the demands of the market. Through these two pillars, consistency and flexibility, Starbucks is able to strengthen its position in the global marketplace and further its cultural ties in the UK and India (Chitez et al., 2025).
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Figure 3 Revenue growth of Starbucks over last decade and sales projection for next five years 
Source: Becić et al. (2018)
[bookmark: _Toc213168386]Evaluation of Marketing Performance
[bookmark: _Toc213168387]UK Performance
Starbucks is a firm in the United Kingdom, which is a very competitive and mature coffee market with other brands like Costa and Caffé Nero controlling the market (Chitez et al., 2025). The company has a strong presence despite more than 1,000 stores across the country, it has a strong customer base, and a unique premium positioning (Companies House, 2025). The saturation of the market has not affected the performance of Starbucks due to its focus on customer experience and digital convenience. Loyalty has been strengthened by the introduction of the Starbucks Rewards App, which offers individualised offers and online payment systems (Starbucks Stories EMEA, 2023). A significant level of technological integration and interaction with customers has created a high level of activity in digital channels, and around 50% of UK transactions have been made through the digital channel (Financial Times, 2025).
[bookmark: _Toc213168388]India Performance
Starbucks has a joint venture with Tata Consumer Products, which enables it to source locally and have brand credibility in India (Tata Consumer Products, 2025). Starbucks has grown exponentially over the past few years to have close to 390 stores in major cities such as Mumbai, Delhi and Bengaluru since it began operating in the country in 2012. The cultural adaptability and high quality experience brought by the brand have contributed to the successful customer acquisition, especially of young professionals in urban areas (Goel, 2022). Starbucks recorded growth in its revenue by a double-digit percentage over the past few years despite increasing operating expenses as indicated in the annual report (Business Standard, 2024). Programmes like the Starbucks Delivers and menu differentiation on a local basis, like the Chai Tea Latte, have continued to keep the customers curious and buying the beer again and again. The focus on building a social third-place experience makes Starbucks stand out in a tea culture-dominated market, which is a promising indicator of long-term growth (Coffee Board of India / CRISIL Ltd, 2024).
[bookmark: _Toc213168389]Comparative Analysis
Comparing the two markets, Starbucks has a higher level of financial stability and brand maturity in the United Kingdom, although it has a better growth momentum and future potential in India (World Coffee Portal, 2024b). Using the Customer-Based Brand Equity (CBBE) Model proposed by Keller, the UK market is characterised by high brand salience and brand loyalty that can be explained by the presence of regular customer experience and a reputable image. Starbucks has a higher brand image and resonance in India because it is not only a brand of modernity and international identity (Gairola, 2024). The performance of the UK is an indicator of consolidation in a competitive environment, as compared to India, which is an indicator of growth in an emerging economy (Financial Times, 2025). In general, the fit of Starbucks to local tastes in India and its technological advancement in the United Kingdom are both contributing to the global brand equity. The UK demonstrates the leadership of operational strength and sustainability, whereas India displays the growth, innovativeness, and cultural relevance, thus representing the ability of Starbucks to flourish in the opposite market conditions (Starbucks, 2024).
Table 1 Comparative Analysis Starbuck's Performance
	Performance Indicator
	Starbucks UK
	Starbucks India (Tata Starbucks)
	Critical Insight

	Market Stage
	Mature, highly competitive
	Emerging, high-growth potential
	UK shows stability, India offers expansion opportunities.

	Store Count (2025)
	~1,000+ stores
	~390 stores
	Reflects market maturity vs developing footprint.

	Annual Growth Rate
	Slow (≈3–4% annually)
	Strong (≈20% annually)
	India growing faster due to rising coffee culture.

	Revenue Trend
	Stable but impacted by inflation
	Rising steadily year-on-year
	Indian operations driving regional growth for Asia-Pacific.

	Profitability
	Consistently profitable
	Revenue positive but margin-sensitive
	UK margins stronger, India reinvesting for expansion.

	Customer Loyalty
	High, strong Rewards App usage (~50% of orders digital)
	Moderate, loyalty growing via mobile integration
	UK benefits from digital maturity.

	Digital Sales Proportion
	High adoption of mobile ordering and contactless payments
	Growing use of delivery apps and digital payments
	Both markets leveraging technology differently.

	Brand Positioning
	Everyday premium and sustainable
	Aspirational, international lifestyle brand
	Adaptation to local perceptions of prestige.

	Key Campaign Example
	“Greener Stores” and ethical sourcing initiatives
	“Diwali Blend” and localised festival campaigns
	Promotion reflects local values and global alignment.

	Cultural Relevance
	Focus on sustainability and individuality
	Emphasis on community and social experience
	Tailored experiences to cultural expectations.

	Brand Equity (CBBE)
	High in loyalty and performance dimensions
	High in imagery and resonance dimensions
	UK = trust, India = aspiration.



[bookmark: _Toc213168390]Evaluation of Marketing Ethics Practice
[bookmark: _Toc213168391]Ethical Sourcing
Starbucks shows a passion to ethically source by using Fairtrade-certified coffee and meeting the C.A.F.E. Practises framework which in the United Kingdom is highly regulated to provide fair payment, safe working conditions, and environmentally friendly farming techniques (UK Government, 2024). The transparency of the supply-chain of the company is demonstrated by the fact that the company states that 99% of coffee is responsibly sourced on the global scale. In India, Starbucks operates with Tata Coffee to encourage local sourcing and offers to train farmers to support ethical actions in a wider agro-economic environment (Tata Consumer Products, 2025). Ethical sourcing meets the brand expectations in the UK and serves as a social-development tool in India (Starbucks, 2024). The figure 4 illustrates the distribution of surveyed farmers in the UK region with Scotland, Wales and South West being well represented.
[image: Sustainability 16 06851 g001]
Figure 4 Classification of the location of the farmers by the UK region of the survey participants. 
Source: Jones et al. (2024)
[bookmark: _Toc213168392]Environmental Sustainability
Starbucks has a vision of becoming carbon neutral by 2030, whose focus is on environmental ethics. The company has 150 so-called Greener Stores that use renewable energy and have massive cup-recycling programmes in the United Kingdom (Starbucks Stories EMEA, 2023). These programmes are in line with national sustainability programmes and satisfy consumer expectations. Starbucks promotes the use of paper straws and reusable cups in India, but due to the structural constraints, large-scale recycling cannot be carried out (World Coffee, 2024b). In terms of environmental consciousness, the United Kingdom focuses on legislative frameworks and consumer action, but India focuses on awareness and gradual change of behaviour, which is opposite (Goel, 2022).
[bookmark: _Toc213168393]Cultural Sensitivity and Labour Ethics
The reputation of Starbucks in the two markets is determined by cultural and ethical awareness. In the UK, gender-identity rights and overall social responsibility are supported with the help of initiatives like the one named “#WhatsYourName” (The Guardian, 2024). Starbucks also uses the cultural events in India, like Diwali, to promote the culture and diversity, never engaging in culturally insensitive advertising (Starbucks Stories Asia, 2024). In the UK, employees enjoy better diversity policies, high salaries (Zuno Carbon, 2024), whereas in India, Starbucks invests in barista training and equal-opportunity programmes to improve the employability of young employees (IJCRT, 2025). 
[bookmark: _Toc213168394]Recommendations and Conclusion
[bookmark: _Toc213168395]Recommendations
The presence of a global-local marketing strategy is based on the performance of Starbucks in the United Kingdom and India (Oe &‬Deng, 2022).
[bookmark: _Toc213168396]Strategic Localisation Balance
The company can increase its localisation approach in India by providing additional beverages and foods based on the local preferences. Examples of this kind of localised creativity are the Chai Tea Latte and Masala Spice Frappuccino (Starbucks Stories Asia, 2024). The expansion to tier-two cities and affordable menus will ensure increased accessibility and brand quality by Starbucks. The organisation needs to maintain the essence of oil as being of high quality, ethically sourced, and community-focused to protect the global coherence.
[bookmark: _Toc213168397]Leverage Sustainability Branding in the UK
Starbucks can intensify its sustainability storey in the United Kingdom whereby the environmental awareness plays a major role in deciding on the purchases. The company can enhance the labelling of the carbonometrics and follow-up with zero-waste experiments based on the already existent programmes, Greener Stores and the programme of the reusable cups. Starbucks can use its international experience in ethical sourcing to become the most ecologically friendly coffee chain, same as Costa is becoming increasingly committed to sustainability (Safrain, 2024).
[bookmark: _Toc213168398]Increase Digital Integration Across Both Markets
In the United Kingdom, where the digital engagement is high, the corporation can improve customer experience by using AI based promotion optimisation and order prediction analytics. Mobile-payment systems, loyalty applications and specialised delivery alliances would enhance convenience and retention in India. The integration of the app rewards and in-store experiences as omnichannels would simplify the global consumer experience and capture the local online behaviour (World Coffee Portal, 2024a). The figure 5 shows that Google Pay and Paytm are the leaders in the Indian market in the field of online payments, followed by Amazon Pay.
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Figure 5 Indians Use Mix of Foreign and Homegrown Digital Payments 
Source: Statista (2025)
[bookmark: _Toc213168399]Enhance Cross-Market Learning and Global Consistency
Starbucks ought to establish knowledge-sharing system between the United Kingdom and India. The efficiency and sustainability levels of the United Kingdom in the digital field can guide the activities of India, whereas the culture adaptation and social involvement of India can shape the community-building patterns in the United Kingdom. This would be encouraged through internal benchmarking, shared innovation teams, which would allow the brand to create a more consistent and but flexible global strategy (Chitez et al. 2025).
[bookmark: _Toc213168400]Emphasise CSR Transparency and Local Sourcing
Lastly, Starbucks ought to publish region-specific CSR reports in both markets in order to make it more transparent. The ethical sourcing is enhanced by the involvement of local farmers via Tata alliance in India as it increases its validity (Gairola, 2024). UK community programmes are social inclusion and environmental education (Starbucks Stories EMEA, 2023).
[bookmark: _Toc213168401]Conclusion
The parallels between the marketing strategy of Starbucks in the United Kingdom and in India indicate the influence of cultural, economic, and ethical factors on strategy. The corporation thrives in the United Kingdom due to digital integration, branding based on sustainability and efficiency in operation in a mature market that is highly competitive and environmentally conscious. In India, cultural adjustment, cost-optimisation and Tata partnership allow local appeal and fast growth. The results show that the success of Starbucks in the global market relies on the necessity to balance standardisation and localisation- one of the fundamental principles of international marketing. Localisation of products and marketing is needed, but price and process are favoured by global standards, which ensures efficiency and quality, as is the case with 7Ps research. Marketing performance analysis shows that both mature markets and developing markets appreciate loyalty and technology and innovation and accessibility respectively. 
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	Stable democracy with transparent governance. Post-Brexit policies influencing trade and labour markets. Strong FDI support and regulatory compliance standards.
	World’s largest democracy with pro-business reforms like Make in India. Liberalised FDI policies, but bureaucratic challenges persist.
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	Mature service-based economy with high purchasing power and strong financial infrastructure. Inflation and market saturation affect growth.
	Rapidly developing economy with a growing middle class and strong GDP growth. Affordable quality is demanded by price sensitive consumers.
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	A multicultural society valuing sustainability, convenience, and ethical consumption. Ageing population and high urbanisation.
	Young, urbanising population with rising aspirations. Cultural traditions influence consumption, and festivals drive seasonal demand.
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	High-tech digital systems, extreme internet coverage, and artificial intelligence. Consumers demand smooth digital experiences.	
	Swift digital transformation with Digital India and UPI. Growing e-commerce and mobile phone use, but disparities in the rural areas.
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	Good consumer, data protection and labour legislation. Regulatory system in support of ethical practises that is predictable.
	Changing legal system involving GST and consumer legislation. Depending on the region, compliance is sometimes delayed by bureaucracies.
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	Strong climate policies targeting net-zero emissions by 2050. High public environmental awareness.
	Environmental challenges like pollution and waste, but there is a growing sustainability focus under Clean India and climate initiatives.
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Table 2 7Ps Comparative Analysis
	7Ps Element
	Starbucks UK
	Starbucks India (Tata Starbucks)
	Critical Insight

	Product
	Standardized menu with global favorites (e.g., Latte, Cappuccino) and seasonal items like Pumpkin Spice Latte, plant-based options and sustainable packaging.
	Localized menu with Chai Tea Latte, Masala Spice Frappuccino, and vegetarian snacks, regional ingredient sourcing.
	UK emphasizes standardization and sustainability, India focuses on cultural adaptation.

	Price
	Premium pricing (Latte ≈ £3.75) reflecting brand’s upscale image.
	Tiered pricing (₹250–₹350) balancing aspiration with affordability.
	Pricing adapts to income levels while maintaining premium positioning.

	Place (Distribution)
	Dense urban coverage, drive-thrus and delivery via Uber Eats and Deliveroo.
	Concentrated in metros, partnership with Tata ensures local supply and quality.
	UK prioritizes accessibility, India focuses on strategic urban growth.

	Promotion
	Digital campaigns, sustainability storytelling, and loyalty app rewards.
	Festival campaigns (e.g., Diwali Blend), influencer and social media marketing.
	UK uses eco-conscious branding, India emphasizes cultural connection.

	People
	Trained for efficiency, inclusivity, and professional service.
	Local baristas promote warmth and personalized interaction.
	Service tone differs: formal in UK, relational in India.

	Process
	Fast, digital, mobile-order-driven operations, contactless payments.
	Focus on in-store experience, comfort, and socialization.
	Process aligns with lifestyle—efficiency vs experiential comfort.

	Physical Evidence
	Modern, minimalist stores with sustainability focus, consistent global branding.
	Fusion of local art and global aesthetics, warm, community-oriented spaces.
	Physical design reinforces global identity with local flavor.

	Overall Strategy
	Standardization-led with digital and sustainability strengths.
	Localization-led with cultural and experiential strengths.
	Balanced global strategy: efficiency in UK, adaptability in India.
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Figure 6 Perceptual Map of Starbucks UK
[bookmark: _Toc213168408]Perceptual Map of Starbucks India
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Figure 7 Perceptual Map of Starbucks India

[bookmark: _Toc213168409]Appendix 4 Market Ethics Practice
	Ethical Dimension
	Starbucks UK
	Starbucks India (Tata Starbucks)
	Critical Insight

	Ethical Sourcing
	99% ethically sourced coffee via C.A.F.E. Practices; strong Fairtrade compliance.
	Partnership with Tata Coffee ensures local sourcing and farmer support.
	UK focuses on global compliance; India integrates ethics with local empowerment.

	Environmental Sustainability
	“Greener Stores,” renewable energy, and cup recycling initiatives.
	Paper straws, reusable cups, and NGO collaborations for waste reduction.
	UK driven by regulation; India by awareness and infrastructure growth.

	Carbon Neutrality Goals
	Target of carbon neutrality by 2030; energy-efficient store design.
	Gradual adoption; sustainability integrated into new store planning.
	Both aligned with global goals but at different implementation speeds.

	Cultural Sensitivity
	Inclusive campaigns like “#WhatsYourName” supporting diversity.
	Festival-specific campaigns (e.g., Diwali Blend), avoiding religious conflicts.
	Cultural adaptation strengthens social acceptance.

	Labour Practices
	Fair pay, diversity, and equal opportunity policies.
	Barista training, youth employability programs, gender inclusion initiatives.
	Ethical employment adapted to market maturity.

	Community Engagement
	Local charity partnerships and social inclusion programs.
	Education and community support through Tata Group collaborations.
	Community engagement tailored to social needs.

	CSR Transparency
	Detailed sustainability reports and public metrics.
	CSR integrated within Tata’s annual sustainability disclosures.
	Transparency higher in UK due to legal and stakeholder expectations.

	Overall Ethical Focus
	Sustainability and inclusivity leadership.
	Local empowerment and cultural respect.
	Both pursue ethics aligned with Carroll’s CSR levels—UK at ethical/philanthropic, India at economic/social responsibility.
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