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[bookmark: _e4pkzrfuqs8u]1. Introduction 
In the global era of business, international marketing principles and management are significant in business expansion in the global market. An international marketing strategy promotes selling products and services to customers in more than one country. International marketing strategy is important to meet the unique, economic, cultural and regulatory needs of different global markets that highlight the pricing strategies, marketing strategies and distribution. The significant goals of international marketing are to increase brand reach and awareness beyond its domestic business (Alsabt, 2021). This report specifically focuses on the international marketing of Starbucks, one of the leading coffeehouse brands globally. This report highlights the marketing strategies of Starbucks in two specific countries such as UAE and Australia. Starbucks entered the Australian market in 2000, while it started its business in the United Arab Emirates (UAE) in 2000, but these two markets demonstrate contrasting business outcomes.
This report examines the international marketing strategies of Starbucks while analysing the socio-cultural context of the company in the two different markets, such as the UAE and Australia. In the following section, the report highlights the STP approach, marketing mix, ethical marketing practices, cultural adoption and environmental factors in both markets. Finally, includes a recommendation to improve marketing and ensure sustainable business growth, and concludes the report with a brief conclusion.  
[bookmark: _g1iw1ardj0md]2. Brand overview
Starbucks is an American multinational coffeehouse chain operating in the global market with a total of 40,199 stores in 87 countries. The company was founded in 1971 by Jerry Baldwin, Gordon Bowker and Zev Siegl. The company is headquartered in Seattle, Washington, USA. Initially, the company was a coffee bean wholesaler that gradually made changes in its business strategy and coffeehouse chain serving espresso-based drinks (Starbucks, 2023). The company expanded their business in various markets with a franchise market entry strategy. The current CEO of the brand is Brian Nicol. The total revenue of the brand is US$36.18 billion as of 2024, while the operating income is US$5.409 billion. The company offers employment opportunities to 361,000 employees. The brand identity of the business is built upon the three key pillars, such as store ambience, product excellence and quality and community connection. 
Starbucks entered the Australian market in 2000 with the aim of replicating the North American success in this market, but the company struggled in the Australian market due to the sophisticated independent cafe culture of Australia. In 2008, the brand closed significant stores and repositioned the business under the Withers Group. After 23 years in 2023, the company experienced its first profit in the Australian market. Currently in Australia, Starbucks operates 72 stores across the states of Victoria, Queensland and New South Wales. In contrast, Starbucks entered the UAE market in 2000 through a licensing agreement with Alshaya Group and experienced success from the initial level (Starbucks, 2024). As per Eiermann (2025), in the UAE market, Starbucks experienced success due to the increasing disposable income of the population, cosmopolitan population and western brand affinity among the customers.  International marketing strategy of the brand is based on quality, personalisation and sustainability, while the company focuses on adapting to local preferences (Tewari, 2019). Starbucks integrates sustainability through green-store initiatives globally and aims to achieve carbon neutrality in business operations by 2030. 
[bookmark: _5y7ie5pupmpu]3. Comparison of the socio-cultural context of Australia and the UAE
Introduction to PESTLE Framework
PESTEL framework is an analytical instrument that is strategic to assess the macro-environmental factors of a nation based on Political, Economic, Social, Technological, Legal and Environmental factors or conditions. This can help MNCs like Starbucks to evaluate opportunities and risks of doing business in various cultural and regulatory setups (Starbucks, 2024). Using the PESTLE analysis on both Australia and the UAE, it is clear why Starbucks has performed better in UAE than in the Australian coffee market where it has been struggling to gain momentum.
[image: Why Should Internal Auditors Use PESTEL Analysis to Identify Risks During Strategic Audit Planning? ]
Figure 1: PESTEL Framework Elements
(Source: Aqqad, 2024)
[bookmark: _k82gm7cfve0k]3.1 Political Factors
The democratic political system that is present in Australia provides the country with transparent governance that is characterized by high levels of competition and high standards of consumer protection which facilitate the stable business operations. Nevertheless, these protections serve to ensure fair competition among all the players, and this makes the already dominant cafe industry of independent players even stronger (Tewari, 2019). Not so with the UAE where the federal monarchy entails a centralised process of decision making thus speeding up changes in policies towards foreign investment and economic diversification. The government is actively focusing on the presence of international high-end brands that enable Starbucks to gain high-profile retail stores and grow at a high rate.
Favourability: Australian political conditions are mostly favourable since there is stability but not a guarantee of competitive advantage of international chains. In the meantime, the political situation in the UAE is very favourable as the policies actively promote the development of Starbucks (Alabdullah, 2023).
Similarities: The two nations enjoy a stable political environment, which forms a safe investment and long-term business environment.
Differences: Australia favours equality in the market, but the UAE favours foreign business development, which results in more positive political consequences to Starbucks in the UAE.
[bookmark: _2xngg3o66j7y]3.2 Economic Factors
Australia reflects a high-income economy with a GDP per capita is USD 67,500 as of 2024. The coffee market of Australia market is valued at AUD 11 billion, while the coffeehouse business chain is drive by sophisticated coffee culture, culture of artisanal, independent cafes and locally roasted coffee. The strong consumption power of the Australian economy is due to high income but the fact that the cafe culture is mature implies that the customer will prefer independent cafes that provide high-quality coffee at competitive prices.
Favourability: The economic environment of Australia is less favourable since the local competition and the sensitivity to price is high. The UAE has favourable economic conditions since consumers are more inclined to the global premium brands and less price sensitive.
Similarities: Both economies can permit premium beverages and cafe experiences to be affordable to their customers.
Differences: Australians perceive value with local quality and UAE consumers with branded status and modernity giving Starbucks an improved economic traction in UAE (Alabdullah, 2023).
[bookmark: _6lgdwqo2ynei]3.3 Social Factors
Social forces are the most pronounced in defining the level of acceptance of Starbucks in its market. The drinking of coffee is entrenched in locality in Australia, craftsmanship and identity. The independent cafes are also a part of the community culture, and this makes Starbucks appear commercial and unauthentic to customers. The UAE is a socially interactive country when it comes to visiting cafes and global brands help create social identity. Modern appeal is offered by the Western cafes and are used as meeting places particularly among the youth population.
Favourability: Social factors play a very un- favourable role against Starbucks in Australia since the brand contradicts the cultural inclinations. Social conditions in the UAE are very favourable, because Starbucks brand experience is matched with customer expectations.
Similarities: Both markets strongly have cafe culture, and these have been associated with social bonding.
Differences: Australia appreciates local specificity, and the UAE appreciates international prestige thus making them more inclined to accept and remain loyal in the UAE.
Hofstede Culture Dimensions
The model by Hofstede proves cultural divergence that leads to the opposite performance of Starbucks. Australia is characterised by low power distance and high individualism that persuade decisions that do not go with global standardisation. The homogenous experience at Starbucks does not fit with the desire to have cafe experiences that are unique and locally owned. High power distance and collectivism in the UAE bring the appreciation of luxurious international brands that strengthen belonging and social presence (The Culture Factor, 2025). The context of increased uncertainty avoidance in the UAE also contributes to trust to well established brands like Starbucks. Although Hofstede offers advice aiding in changing strategies, it oversimplifies the complex cultural identities and does not display the quickly changing consumer behaviours.
[bookmark: _rqndj6sv1uua]3.4 Technological Factors
The technological advancement of the two countries is similar, but the influence varies depending on the number of stores and consumer adoption trends. Australia is open to digital retail innovations, but a low concentration of Starbucks stores limits the performance of mobile ordering and the loyalty programmes. As per Hujran, Alkayid and Hajar (2024), the markets attract the FDI for sustainable business growth, and the consumers prefer Western brands that benefited Starbucks. On the other hand, this rapid digital transformation in the UAE encourages the Starbucks to integrate with the delivery platforms and customisation through apps. Digital consumption of food and beverages is a common practice among UAE consumers, which makes Starbucks more responsive and frequented by customers.
Favourability: In Australia, technology is moderately favourable to Starbucks whilst in the UAE, it is very favourable using both infrastructural support and user behaviour.
Similarities: Cashless and digital ordering technology is popular in both nations.
Differences: The wider digital activity in the UAE can support the operational scope of Starbucks but in Australia the lack of a reach to a large number of stores is a derailment to its efficiency.
[bookmark: _ukzuag1n0prk]3.5 Legal Factors
Australia has stringent application of compliance to marketing ethics, environmental assertions, food security and labour rights. As per Chernutskaia(2023), the government in Australia maintains robust consumer protection laws, transparent governance and clear food safety regulations. Although, these laws have a positive effect on consumers they require high level of transparency of Starbucks and the reputational harm that may follow failure to meet expectations. According to Ćosić and Hibler (2022), Currently, the UAE has become a sustainable and attractive market for businesses like Starbucks. legal framework, such as Personal Data Protection Law (2021) and UAE Consumer Protection Law (2020), promotes data security with digital transparency and promotes ethical marketing. Regulatory processes in the UAE are more centralised than in Australia.
Favourability: In Australia, legal aspects are neither favourable nor unfavourable to rapid growth because of strict implementation. The legal environment in the UAE is more conducive to growth of the international market.
Similarities: These two nations are both interested in maintaining responsible business practices by means of consumer-protection laws.
Differences: The UAE lacks regulations of large international brands as much as Australia does, but it ensures commercial expansion through legal compliance which is simplified.
[bookmark: _w66gealvzqqd]3.6 Environmental Factors
In Australia, the environmental expectations are stiffer, and sustainability is a cultural agenda. Independent cafes usually set the pace of innovations in waste reduction, raising the level of consumer attention to the pace of environmental development of Starbucks (Mekhdiev and Benashvili, 2021). Environmental objectives in the UAE are emerging and led primarily by the government as opposed to instant consumer demand, which leaves Starbucks with more room in incorporating sustainability policies.
Favourability: The environmental conditions are mostly unfavourable in Australia since Starbucks is exposed to more sustainable performance expectations. In UAE, the situation is also quite moderate since the sustainability is a developing but less commercially imposed concept.
Similarities: Sustainability is one of the issues that both societies appreciate in the future.
Differences: In Australia, the sustainability culture is more directly affecting the consumer choice compared to the UAE.
[bookmark: _qybx3fqczeov]4. Comparison of Brand’s STP strategies in Australia and the UAE
Global success of the Starbucks business highly depends on its effective segmentation, targeting and positioning strategy that supports the brand to adapt in diverse cultural contexts as well as economic and consumer contexts. Starbucks maintain a global brand identity in the market based on its sustainability commitment, premium quality and ethical sourcing, but still its STP strategies differ in various markets due to changes in the consumer preferences, cultural values and social norms. This section includes the STP analysis of Starbucks in two different markets, the UAE and Australia. 
SEGMENTATION 
In the two markets, Starbucks uses both the demographic, psychographic and behavioural segmentation, although the consumer profile in both countries differs a great deal. In Australia, the brand targets primarily urban professionals, students and tourists in the age bracket of between 18 to 45. Their psychographic factors indicate convenience-based lifestyles and the use of digital. The behavioural traits show the occasional indulgence as opposed to daily consumption, since the Australians already possess strong emotional attachment to the independent cafes. According to the VALS view, Starbucks primarily appeals to Experiencers (those who appreciate novelty and online connections) and Achievers (those who like high-quality cafe atmosphere but are discriminating in terms of authenticity and quality) (Razouk, 2021).
Segmentation in the UAE is more luxurious and lifestyle oriented. Starbucks targets young expatriates who are between 18 and 35 old and belong to the upper middle classes or affluent Emirati nationals that equate western brands with prestige and modernity. Psychographically, they are in the VALS category of "Innovators" that desire high-end consumption and world-wide lifestyle experiences and the "Strivers" who seek social recognition through brand selections. The UAE customers are more likely to visit Starbucks more often to socialize, enjoy high-quality products and convenience via mobile ordering, which means their higher dependence on the brand.
Segmentation Similarities
The two nations are targeting young, urban and worldly-wise consumers who accept high quality drinks and online convenience.
Segmentation Differences
Australia favours the concepts of authenticity, sustainability, and experiences with independent coffee, while the segment in the UAE desires luxury, social belonging and Western lifestyle wishes, reinforcing the cultural fit of Starbucks in the country.
TARGETING 
According to Heath (2023), in Australia, the brand targets a Niche targeting specifically focusing on tech-savvy and young customers. The brand awareness among the millennials has increased with digital loyalty programmes and app-based ordering.
In the UAE markets, the brand appeals to both expatriates and Emirati nationals with premium products, gender-inclusive spaces and family-friendly ambience. 
Targeting Similarities
The two markets are both aimed at young, aspirational customers and digitally minded coffee purchasers who are conscious of convenience.
Targeting Differences
In Australia, the targeting is niche and recovery-oriented and in the UAE, it is mass-premium, socially aspirational and highly associated with brand lifestyle integration.
POSITIONING 
Starbucks' position in the Australian market 
[image: ]
Figure 2: Starbucks Position Mapping in Australia
(Source: Self-developed)
According to Heath (2024), in Australia, the brand represents itself as a modern and global lifestyle cafe and differs from a mass market coffee chain. Starbucks in Australia offers a digitally integrated functional experience vehicle, focusing on sustainability and connection building to represent itself by building an emotional connection with its customers. 
Starbucks' position in the UAE market 
The strong competitors in the UAE market are Costa Coffee, Dunkin, McCafe and others, where Starbucks seeks to position the brand as an aspirational cosmopolitan brand that symbolises comfort, modern socialisation and luxury. 
[image: ]
Figure 3: Starbucks Position mapping in the UAE
(Source: Self-developed)
Positioning Similarities
Starbucks is a global brand in both nations with emphasis on high quality drinks, store environment and digital customization in its retail stores.
Positioning Differences
In Australia, more localisation is needed to create a higher emotional appeal whereas in the UAE, the global premium positioning is closer to the expectations which allows high brand equity and brand loyalty.
[bookmark: _t7cq98vhu4as]5. Comparison of Marketing Mix Strategies in Australia and the UAE 
Marketing Mix strategies of Starbucks varied across countries, aligning with cultural preferences, consumer expectations and market maturity levels (Liu, 2024). Application of the 7Ps of marketing includes Product, Price, Promotion, Place, People, Process, and Physical Evidence to reveal the Starbucks adoption in its marketing approach and compare based on the two countries, Australia and the UAE, to achieve success in the markets while maintaining global brand consistency.
PRODUCT
In the Australian market, the company experiences challenges initially as consumers prefer local products and Starbucks felt to align its product with local preferences (Musonera, 2021). To reposition the brand, the company reintroduces stores with a localised product range, cold brews, flat whites and includes plant-based milk alternatives that reflect Australian Coffee culture (Zhang, 2022, April). To attract a younger demographic, Starbucks in Australia can add Seasonal beverages such as pumpkin spice and revise the menu with locally sourced bakery items.  
In contrast, in the UAE, the branch achieved success with a western cultural menu and beverages as the customers prefer global smell and taste with regional influence, such as items like Arabic desserts, Saffron Frappuccino and date-flavoured lattes during special occasions like Ramadan.
Both countries emphasised product innovation as the product mix reflects cultural sensitivity, but consumers in Australia focus on authenticity and local tastes, and in the UAE, they prefer cultural relevance with premium quality and luxury. 
Similarities
The two markets enjoy the standards of high-quality coffee, international signature drinks and a customised order. In both cases, product innovation is the focus in order to inspire consumer interest and in line with lifestyle trends.
Differences
Australia insists on authenticity, local sourcing and sustainability in product perception, that the UAE insists on the high-quality indulgence, cultural festivity consistency and improvement of social experience.
PRICE
In the Australian market, the brand implements a value-based pricing strategy with competitive pricing to maintain competition with the local brands and to offer high-quality coffee at low prices. Starbucks in Australia includes tiered pricing to balance premium quality and affordability to attract students and young professionals.
In the UAE, Starbuck maintain business operations with premium pricing strategies as the target markets are high-income categories and affluent customers who prefer Western brands with prestige. Low Price sensitivity supports the brand to become successful and enhance aspirational appeal. 
As per Fitriani et al. (2024), pricing strategy in Australia is competitive and price-sensitive, while in the UAE it is premium and status-driven. 
Similarities
In both countries, pricing is a strategy to support the high brand equity of Starbucks.
Differences
The competitive pricing of Australia aims to achieve the acceptance whereas the premium pricing of the UAE aims to preserve the brand desirability and social status.
PROMOTION
In both markets, to promote the brand, the company highly relies on digital marketing and social media engagement (Sherpa, 2021).
In the case of the Australian market, promotional campaigns emphasised digital rewards, sustainability efforts and customisation through mobile apps and collaborated with the local social influencers.
In contrast, in the UAE, the brand leverages influencer marketing, social media and promotes luxury and culturally aligned campaigns specifically during events such as the UAE national day, Ramadan and others. The promotions focus on lifestyle storytelling, luxury and community engagement. 
Promotions in Australia highlight ethics and individuality, while in the UAE’s emphasise luxury and social belonging.

Similarities
Both are based on loyalty programmes, seasonal innovations and experiential messages to create engagement.
Differences
Australia focuses on social responsibility and repositioning on the market, but the UAE focuses on culturally immersive promotional storytelling and communicated strong prestige.
PLACE
In Australia, the company closed many of its stores in 2008 and now operates only in strategic urban locations, such as shopping centres, transport hubs and international tourist spots (Siwu, Tumbuan and Rumokoy, 2023). But currently, the distribution is supported through digital delivery networks such as Uber Eats and e-commerce.
In contrast, in the UAE, Starbucks enjoys a wide range of locations as the company has more than 220 outlets in premium locations such as airports, malls, and business joints. Starbucks in the UAE meet the regional market demand and operates with the Alshaya group partnerships. Both countries include omnichannel distribution strategies. 
Similarities
Both nations provide omnichannel distribution, which is a mixture of physical accessibility and online delivery service.
Differences
The distribution of Australia is still rather limited and recovery-based, and UAE can enjoy good geographic penetration and a successful licensing partnership.
PEOPLE
In Australia, the brand gets access to the trained staff to deliver personalised services that reflect the egalitarian culture of Australia. Inclusivity and staff empowerment align with the workplace values in Australia (Hanaysha and Hasouneh, 2024). It employs an estimated 1,000 to 5,000 people in the country.
In the UAE, the company needs to arrange training for the employees and train the employees on cultural sensitivity and personalised service deliver. The brand emphasised respect, politeness and professionalism to address the high power-distance culture of the country.  In UAE, Starbucks has stores in over 325 locations, with an undisclosed number of recruits.
Both countries prioritise service quality, but the cultural expectations in the different markets shape the interaction style of the employees. 
Similarities
The two markets focus on employee education, service delivery uniformity, and customer-focused activities.
Differences
Tone of service varies: Australia is promoting informal, friendly communication and the UAE is promoting professionalism and hospitality based on social hierarchy.
PROCESS
In the Australian market, Starbucks streamline business operations through contactless payments, mobile ordering and efficient service delivery and significantly appeals to the time-conscious urban consumers.
In the UAE markets, the brand emphasised hospitality-driven operational principles to deliver quality and premium service to the customers, where the customer enjoys longer stays in comfortable settings (Šostar, Jupek and Huška, 2024). In the UAE markets, the brand integrates an advanced ordering system that is effective in communication gathering. 
The UAE emphasised experiential services while Australia markets prioritise operational efficiency. 
Similarities
Technology is applied in the two markets to improve quality of services and responsiveness.


Differences
Australia is more concerned with speed and efficiency of tasks, and the UAE is more concerned with comfort, interaction and high hospitality.
PHYSICAL EVIDENCE
Globally the company maintains a recognisable global aesthetic but makes changes in the style design based on the local preference and availability. In Australia physical stores are featured with eco-friendly interiors, minimalist with community boards that is reflects the local cultural preferences
[image: Starbucks Australia - littil LED Lights]
Figure 4: STARBUCKS Store Australia
(Source: littil.com.au, 2025)
The following section presents the snip of Starbucks Australia website landing page.
[image: A black and green cup with a straw
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Figure 5: STARBUCKS Australia Website Landing Page
(Source: starbucks.com.au, 2025)
In contrast in the UAE, the stores are design in large space with luxurious interiors and often located in premium places (Hadi, Sari, and Khairi, 2023, May). The stores are designed with elegant designs, Arabic-inspired decoration and spacious seating to enhance the premium image. 
[image: Starbucks Coffee | Cafes Shops in Dubai | Al Barsha Mall]
Figure 6: STARBUCKS Store UAE
(Source: Al Barsha Mall, 2025)
The following section presents the snip of Starbucks UAE website landing page.
[image: A screenshot of a website
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Figure 7: STARBUCKS UAE Website Landing Page
(Source: starbucks.ae, 2025)
Similarities
Both markets have familiar global brand identity in terms of store layout, aroma, branding colours and ambience.
Differences
Australia highlights environmental communication and understatedness; UAE highlights classiness and materialism.
[bookmark: _jvmbop6jves6]6. Evaluation of the Performance of Marketing Strategies
[bookmark: _z69avm5qwbwj]6.1 Market Performance Overview
Starbucks’ marketing performance in Australia and the United Arab Emirates (UAE) produced very different results because of cultural fit, market structure and responsiveness. In Australia, Starbucks entered in 2000 with a rapid expansion plan but struggled to establish itself (The Strategy Institute, 2024). This led to many store closures by 2008 and poor performance in the years that followed. Although Starbucks saw a 35% revenue rise in 2023 and posted its first operating profit since entering Australia, it remains a niche player facing stiff competition from a well-entrenched independent café culture (World Coffee Portal, 2023).
[image: SBUX Earnings: All you need to know about Starbucks' Q4 2023 earnings  results | AlphaStreet]
Figure 8: Starbucks' Q4 2023 earnings results
(Source: AlphaStreet, 2023)
In comparison, Starbucks has fared exceptionally well in the UAE after gaining entry into the country via the Alshaya Group. Starbucks has grown to over 250 stores and established a solid grip when it comes to high-end retailing artifacts and business areas (Starbucks, 2024). Tourism has facilitated the adoption of the brand in the UAE market, which is mostly composed of the younger generation as well as the existence of a cultural inclination towards Western brands of lifestyle. Consequently, Starbucks has been in a position to maintain growth and gain loyalty.
[bookmark: _o7tbj18n8a1]6.2 Performance Indicators and Market Outcomes
Analysis of major performance indicators reveals the obvious variations in the effectiveness of Starbucks marketing in any given market. Performance in Australia has been limited by a small market share as well as by low store density and the extent of brand loyalty is low. On the contrary, the Starbucks of the UAE has been able to maintain high customer retention and brand interaction. This is displayed in the figures: approximately 59 stores in Australia boast over 300 in the UAE (Albeit it has higher population) (World Economic Forum, 2024). The UAE is now strategically significant in the Starbucks Middle East portfolio, which sustains the expansion of the stores and a large volume of transactions when the Australian market remains in the recovery phase of the previous strategic miscalculations.
[image: ]
Figure 9: Pricing range of Starbucks Latte in Different Countries
(Source: Instagram, 2022)
Table 1: KPIs of the two countries for Starbucks 
	KPI (2024 Estimates)
	Australia
	UAE

	Approx. Store Count
	~59
	300+

	Market Position
	Niche, recovering
	Strong, mainstream premium

	Brand Loyalty
	Moderate
	High

	Cultural Fit
	Weak
	Strong


[bookmark: _pqwqdfo6ikyx]6.3 Evaluation Through Standardisation and Adaptation Theory
Standardisation versus adaptation framework assists in the explanation of performance differences. Starbucks entered the Australian market with an almost identical format of the US format of Starbucks, menu and branding. That was not in keeping with what the locals would expect, namely artisanal coffee, regional roasters and a one-on-one connection with baristas.
[image: Export marketing : Standardisation vs. Adaptation - Prime Target]
Figure 10: Framework of standardisation versus adaptation
(Source: Prime Target, 2025)
[bookmark: _peud5b3hru7]6.4 Cultural Influence and Hofstede Evaluation
The differences in marketing performance can be explained using the cultural dimensions as by Hofstede. The much-high individualism and the low power distance of Australia are indicative of the fact that it does not need an international brand that is offered everywhere, but where authenticity and local experiences are valued. The failure betrayed its ability to mirror the values of Starbucks, thus lowering its emotional bond with the Australian consumers.
[image: ]
Figure 11: Cultural Difference between Australia and UAE
(Source: The Culture Factor, 2025)
Comparatively, the UAE is characterized by a more intense power distance and collectivist orientation, which has made the population more open to the world brands that are indicators of status, being modern and belonging to a specific group. These dimensions in UAE have been exploited by Starbucks enhancing brand relevance, social visibility and customer loyalty.
[bookmark: _4avsqnrlglji]6.5 Digital and Loyalty Programme Performance
Digital and loyalty ecosystem also drives the marketing performance of Starbucks. Starbucks Rewards and mobile ordering are even more embraced in the UAE than in Australia due to the high density of stores, malls, and the culture and interest in online convenience (Wilkins and Emik, 2021). These aspects assist in increasing retention and frequency of visitation by customers. Australia, in its turn, has not experienced the same extent of online interaction, in part due to less stores and a perceived lesser value of the loyalty via the app.
[bookmark: _1ajbuesfttbj]7. Evaluation of Marketing Ethics Practice
[bookmark: _4bp7e82wrx9v]7.1 Introduction to Ethical Landscape
An evaluation of the ethical marketing behaviour of Starbucks in Australia reveals the impact that ethical behaviours have on consumer trust, brand names and brand retention in the market. Starbucks is one of the socially responsible brands in the world, which in Australia has prompted us to be deeply concerned about its business practice in terms of cultural interference, effect on the community, management of labour and environmental sustainability (Gregg et al., 2022).
[bookmark: _l5dynx6jspsn]7.2 Ethical Issues in the Australian Market
The action by Starbucks to venture in Australia was met with ethical issues. Its growth rate was perceived to be detrimental to standalone cafes and as a predatory move to take over the market. The coffee culture in Australia is based on local small businesses, and thus the corporate strategy of Starbucks was out of place with the local social and cultural context (Quirk et al., 2024).
[bookmark: _25zf70bux3ua]Another aspect of the brand that has been criticised is the premium prices charged, which have also complicated the affordability aspect consequently encouraging queries about how far the process is to the consumer. Starbucks has been associated with negative publicity on sustainability over the continued use of single-use plastics and packaging waste and slower to move to eco-friendly alternatives than most local cafes, that are as well in sustainability leadership.
7.3 Ethical Decision-Making: Utilitarian Evaluation
Utilitarian ethics makes a judgment based on the consequences of the decision and on the benefit to the society as a whole (Ikechukwu Anthony et al., 2022). The strategy of Starbucks in Australia was flunking that test as the social outcomes had been predominantly adverse. Their expansion plan was not creating a net profit to any group, consumers, communities or competitors. Even though Starbucks has claimed that it provided more alternatives to the consumers, the social costs, and unfavourable social perception, it has also surpassed any slight advantage of another coffee chain.
[bookmark: _3drzr189hw14]8. Recommendations and Conclusion
[bookmark: _itecp4lhfgfi]8.1 Recommendations for Australia
Recommendation 1: Localised Product and Menu Strategy
Starbucks needs to sell beverages that align with the Australian coffee preferences such as more powerful blends of espresso and flavors that reflect on the local tastes. This would be more appropriate to the Australian artisan coffee culture and make the brand more relatable to the customers.
Recommendation 2: Community-Centred CSR Engagement
Starbucks needs to make more efforts to establish relationships with communities and promote coffee projects in the neighbourhood. Starbucks can regain trust as a partner and not a disruptive presence by assisting to reestablish the local cafe ecosystem.
Recommendation 3: Enhanced Sustainability Practices
Starbucks ought to increase its reusable cups initiatives and minimize one use wrappings. With their increased demand on clearer environment responsibility evident efforts will increase value of the brand in the market.
Recommendation 4: Competitive Pricing Strategy
Leaving the rigid high-end pricing scheme and providing cheaper solutions would assist Starbucks to compete in a price-sensitive market focused on the independent cafes with good quality and cheap prices.
Recommendation 5: Decentralised Store-level Decision Making
Giving the local store managers more freedom to customize the experiences allowed to customers will enable Starbucks to provide more genuine, culturally oriented service and achieve better customer loyalty.
[bookmark: _3p0njna78xnu]8.2 Recommendations for the UAE
Recommendation 1: Strengthen Digital and Loyalty Personalisation
Starbucks ought to continue enhancing its data-based loyalty programs to customize the offers and build relationships with customers online in the digitally active market.
Recommendation 2: Improve Ethical and Sustainability Visibility
The company ought to focus more on its UAE communications on highlighting the importance of its ethical sourcing and sustainability to create a better response of consumer confidence and brand responsibility.
Recommendation 3: Culturally Adapted Product Innovation
Selling culturally related beverages such as Ramadan will enable Starbucks to establish a stronger emotional bond with the local consumers and create a cultural sensitivity.
Recommendation 4: Expand Drive-Thru and Convenience Formats
Expanding by driving-thru outlets will align with the need of the UAE consumers to find convenience and enable expansion into prime urban locations with high pedestrian energy.
Recommendation 5: Enhance Tourist-Focused Brand Experience
As the UAE is a global tourist destination, Starbucks must develop campaigns about seasons and other experiences within the store that would then cater to the international tourists, a strategy that would support its high-end global image.
[bookmark: _2tiapny1uq6]8.3 Conclusion
Through a comparative analysis it can be seen that Starbucks has been performing better in its global marketing practices in Australia than in the UAE due to cultural fit, local adaptation and ethical alignment. Starbucks in the UAE had a good strategic fit with good customer interaction, strong brand positioning and responsive marketing. Starbucks in Australia, on the contrary, used a uniform strategy that failed to consider the unique cafes culture of the country, making it less relevant and slowing down the growth. A moral mounting of the stakeholder expectations revealed Starbucks was not performing well in Australia, which was a loss of credibility and adaption. Simply stated, long-term success of Starbucks globally requires it to be responsive and ethical to local markets.
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