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This is an analysis of the case study, Tata Starbucks: How to 
Brew a Sustainable Blend for India, by Dev Das (Pace University), 
Professor Alan B. Eisner (Pace University), and Professor Helaine J. 
Korn (Baruch College CUNY).
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Seattle, WA
Jerry Baldwin, Zev Siegl and Gordon Bowker opens their 
first store called “Starbucks,” named after a character in 
Moby Dick, in Pike Place Market, Washington.

1981-1983

Howard Schultz joins Starbucks as Director of Retail Operations & Marketing. In 1983, Schultz 
travels to Milan, Italy to obtain a better understanding of the popular concept of espresso bars. 
After returning and opening the first successful concept store in Seattle offering espressos, 
Schultz decides to leave Starbucks and found his own store, II Giornale. 

1987

II Giornale acquires Starbucks and opens its first store 
outside the United States in Vancouver, Canada.

1992
Successfully spreading throughout the U.S., 
Starbucks decides to go public with an initial 
public offering (IPO).

1996

Under the leadership of Schultz, Starbucks expands 
internationally to Japan and Singapore in 1996, then 
proceeds to establish a presence throughout Asia into 
China, India, and later Europe. 

2017
In April 2017, COO Kevin Johnson succeeds Howard 
Schultz as CEO. As of 2017, Starbucks operates 
over 24,000 stores in 70 countries.

• Japan was Starbucks’ first foray outside North America 
and into Asia. Then-CEO Howard Schultz chose to adopt a 
premium brand positioning, creating high quality coffee and 
plush air-conditioned cafes.
• This strategy effectively capitalized on Japan’s affluent 
status as the country with the 3rd highest per capita income 
in the world. Prior US-Japan trade also fostered a loyal and 
wealthy clientele that seeked to emulate Western culture. 
• The combination of these factors culminated in strong 
demand and superior business performance in Japan. In 2001, 
Starbucks held an IPO in Japan, just 5 years after it opened its 
first store. At one time, the amount of sales volume was twice 
as high in Japan than in the U.S. 
• The resistance to coffee was overcome with changes in 
consumer attitudes and sentiments brought on by increased 
travel and trade between Japan and the world.  
• However, the key question remains as to whether Starbucks 
could adopt a similar strategies to achieve the same level of 
success in India and China.

INDIA: TATA STARBUCKS
• In India, Starbucks was a late entry to a growing coffee market. The market was being 
dominated by an Indian brand, Cafe Coffee Day (CCD), using a similar strategy to that 
of Starbucks in the U.S. Quick-service restaurants (QSR), such as Dunkin’ Donuts, were 
beginning to penetrate the coffee market as well. 
• CCD provided lower prices and a sit-and-talk atmosphere. Starbucks had to match, and 
preferably, exceed this. 
• Rental costs for stores in major cities such as Mumbai and Delhi were too high for a 
new venture.

CHINA: CONTINUED SUCCESS
• In China, consumers’ tastes and preferences were unique. 
Starbucks quickly recognized this and proceeded to customize 
their “Starbucks Experience” to fulfill these customers’ 
expectations.
• The taste of coffee was altered to be less bitter as Chinese 
consumer did not like bitter coffee. Store layouts were 
spacious and expansive in order to cater to the Chinese who 
preferred to consume their coffee on-location rather than on-
the-go.
• The success of Starbucks Japan taught the firm that they 
had to be culturally sensitive to the local country’s customs 
and traditions.
• Starbucks China was careful in its marketing in order to 
avoid appearing like they were attempting to replace the local 
culture. They made a long term commitment and steadily 
established a presence in prime high-traffic locations in 
capital cities such as Shanghai, Beijing, and Tianjin.
• It was this success with China that led CEO Howard Schultz 
to expand into India. • In major Indian cities, Starbucks should adopt a differentiation strategy by selling its 

distinct American appeal and trademark “Starbucks Experience.” Its main competitor, 
CCD, can offer lower menu prices, but it cannot replicate the Starbucks brand image.
• In smaller cities and rural areas, Starbucks should leverage its partnership with Tata 
Brands to create and market pre-packaged drink mixes in order to tactfully increase 
exposure  of the Starbucks brand.
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