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[bookmark: _Toc216538898]Introduction 
The international marketing offers both opportunities and challenges to the global brands that are interested in expanding beyond their own countries. The ability of multinational corporations to adjust marketing policies without losing their key brand identity in various cultural, economic and social backgrounds is the key to their success. Starbucks is a worldwide-known coffee company that is based in Seattle and was founded in 1971 and characterises this strategic balance by operating in more than 80 countries. Starbucks has already shown strong market penetration and brand loyalty with 36.18 billion USD in revenue all over the world and more than 40,000 locations globally (Starbucks, 2025). This report discusses the marketing approaches of Starbucks in two different markets, one in the United States and the other in Dubai, UAE. The US is the mature home market of Starbucks, where it generates 70% of global sales of Starbucks are in 2024, and Dubai represents the emerging high-growth market where cultural diversity and rapid shifts in consumer preferences are observed (IIDE, 2025). This report compares the ways in which Starbucks can modify its international marketing strategy to meet the market-specific requirements in both countries and remain as a premium brand. 
[bookmark: _Toc216538899]Brand overview 
Starbucks is a renowned global coffee brand that emerged in Seattle in the year 1971 with the sole aim of elevating the coffee experience for its customers (Starbucks, 2025). The name was inspired by the iconic tackle of “Mobi-dick’’ because of the relation with the early coffee traders.  Starbucks was made with the idea of giving it a new space for enjoying coffee, a place that is much better than having coffee at home or at work. Starbucks differentiated itself with great product quality and superior brand positioning as compared to the other Brands. Starbucks is solely responsible for revolutionising the coffee market. 
A Starbucks outlet is filled with the aroma of freshly brewed arabica coffee, with great customer service elevates the customer experience. With the growing world, Starbucks has also taken various initiatives for sustainability, like using reusable cups, investing in tech that reduces its carbon footprint and also investing in local coffee sourcing communities (Wang, 2025). Consistent taste over all of its outlet locations is one of the main reasons why Starbucks has progressed over the years. With the rising competition, Starbucks has transformed its brand positioning to a more affordable coffee brand that is relevant to both youngsters and millennials. 

[bookmark: _Toc216538900]Comparison of the socio-cultural context of Country A and Country B 
Political Factors
The political system of the United States has been stable with a democratic system that offers predictable business environments to multinational companies, but labour activism has become a much higher level of operation (Claassen and Magalhães, 2023). Central American coffee imports have been imposing trade restrictions, which directly affect the costs of Starbucks' supply chains. In 2023-2024, union organising accelerated dramatically, and as of December 2024, there were more than 500 unionised Starbucks stores, indicating the change in employee expectations and possible regulatory changes in the area of employee rights (Voronoi, 2025). 
The United Arab Emirates is a totally different political environment that is characterised by an autocratic system, which is stable, business-friendly friendly and pro-growth oriented in its government policies. The UAE government is focused on economic diversification based on strategic plans such as Dubai Economic Agenda (D33), which aims at doubling Dubai economy by the year 2033, and the overall UAE Vision 2031 roadmap that focuses on innovation and development of the private sector (Crupi and Schiliro, 2023). The policy of the government helps to promote foreign direct investment, which is facilitated by the increased freehold ownership areas, the Golden Visa programme, and the Dubai 2040 Urban Master Plan. 
Economic Factors
The US is a well established and developed economy and has a high consumer spending potential on buying premium beverages. Coffee market in the US, which is from USD 108 billion in 2024 is forecasted to hit USD 167.72 billion by 2034, indicating a compound growth rate of 4.5-5.8 percent per year. The median household income is around USD 75,000 and this is affording the high-end Starbucks products even in the face of recent inflationary pressures at 2.6% per year (GlobeNewswire, 2025). 
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Figure 1: U.S. Coffee Market Size to Exceed USD 167.72 Billion by 2034
(Source: GlobeNewswire, 2025)
There are positive growth dynamics in the economy of the United Arab Emirates, which are associated with clear benefits for expansion-oriented approaches. The UAE coffee market is estimated to reach USD 22.47 million in 2025 and is estimated to grow 11.27% with a compound annual growth rate by 2029 (LinkedIn, 2025). The 2023 figure of non-oil GDP growth was 4.7% and this shows that the economy is robust. 
Social Factors
The American society is based on the idea of individualism, convenience and experience consumption. Millennials and Generation Z, who constitute 53.5 percent of Starbucks customers in the USA, exhibit a strong commitment to sustainability, ethical consumption, and social responsibility (Mitchell, 2022). Digital behaviour defines contemporary behaviour; a substantial proportion of Starbucks transactions are recorded in the Rewards loyalty programme, indicating high levels of digital engagement. Based on the insights from Hofstede’ cultural dimension model, it can also be found that there exists major difference in the cultures of USA and UAE, based on which, the company focuses on following a strong SOP, where, adaptation with the cultural differences in each of the country is key aspect of its business strategy. Long term orientation, power distance and indulgence are some of dimensions based on which both the countries are different (The culture factor, 2025). 
The UAE society is characterized by a complex integration of traditional Arab, Islamic, and modern global cultures, with a significant rate of expatriate diversity of 80 percent (Matherly et.al 2017). The expatriate population is the basic determinant of the consumption pattern; the Western expatriates are those who follow the consumption pattern which focuses on luxury and convenience and the expatriates of South Asia have the unique consumption tastes in favour of value products. Tourism has a strong impact on the socio-cultural dynamics; the international tourists are in search of well-recognized international brands and establish a huge demand. Online presence correlates with the tech-inspired UAE population; it boasts of more than 95 mobile penetrations, and its consumers are very comfortable with online payments and customised apps. 

Technological Factors
The United States has a global benchmark technological infrastructure that is highly digitized. The use of mobile technology has over 85 percent penetration, with smartphones being the main commerce tools (Puiu et.al 2022). Starbucks' mobile application enables mobile ordering and payment, with digital orders constituting half of the company's stores in the US. Personalised recommendations and location-based offers are generated using machine learning algorithms. The use of e-commerce is incredibly high, and online sales of coffee products are an emerging channel. 
The United Arab Emirates has been experiencing a fast digitalization process, as government programs such as the Smart Dubai programme. The quality of digital infrastructure is par with developed nations; 5G networks have a coverage of over 85 percent in urban locations, mobile services have a penetration of 95 percent, and the internet penetration and coverage are above 99 percent (CodeGuru, 2025). 
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Figure 2: E-commerce market
(Source: Mordor Intelligence, 2025)
Furthermore, from the image above, it can be determined that the pace of e-commerce adoption is so fast that by 2025, the UAE e-commerce market will reach USD 20.54 billion by 2030. 
Legal and Environmental Factors
The legal systems in the USA have imposed a significant level of regulation on the use of food safety regulations of the FDA, minimum wage requirements related to the Fair Labor Standards Act (USD 7.25 nationwide), union protections in the NLRA, data privacy under CCPA, and supply chain compliance requirements (Fortin, 2022). The Extended Producer Responsibility California legislature requires coffee retailers to create a take-back and recycling programme. UAE laws provide business-oriented regulations with less red tape by protecting consumer rights in the Consumer Protection Law 2006, and the minimum wage in the Labour Law, creating a minimum wage of AED 2,500-3,000, along with the Personal Data Protection Law 2021. 
The environmental aspects vary significantly; the USA has to deal with changing EPA requirements on emissions and state-related environmental policies, taking into account sustainability with the Net Zero 2050 policy, the Dubai Clean Energy Strategy 2050, which aims to achieve 75 percent of clean energy, and compulsory green building regulations (Zubi et.al 2025). The greatest UAE environmental issue is water scarcity, which is to be addressed with vigorous conservation efforts. 
[bookmark: _Toc216538901]Comparison of Brand’s STP strategies in Country A and Country B 
[bookmark: _Toc216538902]Segmentation Strategy Analysis
Starbucks has advanced segmentation plans that are focused on the demographic and psychographic traits of the market. In USA, the company has multi-dimensional segmentation which includes the following dimensions; demographic, geographic, psychographic, and behavioural segments. Starbucks demographics are the 25-60 age group stratified on income level (90,000 or more), education and professional status (Musonera, 2021). Geographic segmentation places premiums on urban and suburban cities that are densely populated, with the location of the stores being concentrated in metropolitan centres, university campuses, airports, shopping malls and office complexes of corporations. Psychographic classification singles out busy achievers and explorers who are high-income, education-aware consumers who appreciate lifestyle expression, environmental sustainability and embracing community. Behavioural segmentation identifies customers who are loyal and buy a lot; Starbucks Rewards members, which constitute almost 85 percent of the purchases in the stores where the company operates, are the most profitable segment as they purchase the products over and over as well as spending more on them. 
The UAE strategy is primarily geographic with a dense location of stores in tourist and business high-traffic areas: shopping malls (Dubai Mall, The Galleria), airports, hotel complexes, and business districts. Dubai alone has 167 Starbucks outlets with a population of 4.18 million, which would mean to one store per 25,000 people, much higher density than the USA markets (Bodkin, 2023). 
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Figure 3: Total Starbucks restaurants in the UAE
(Source: Xmap.ai. 2023)
The UAE demographic segmentation will focus on the two main groups of expatriates and Emiratis: high-income premium segments of affluent Emiratis and Western expatriates, and lower-income value-based segments of the expatriates who make up the majority of the market. Through psychographic segmentation, it will find luxury-aspirational customers who desire to feel different and experience-driven customers who appreciate Instagram-worthy environments and exclusive drinks. 
[bookmark: _Toc216538903]Targeting Strategy Comparison
The USA targeting focuses on the core wealthy groups as it broadens the marginal segments. Primary targeting: The primary targeting will be the 25-40 age bracket with a lifestyle-based message of sustainability, community, and individual expression (Bensalem and Benouhiba, 2025). The secondary targeting is available to students and young professionals who require study areas and social places. The company applies precision targeting based on data analytics from the Starbucks Rewards programme, enabling customized promotional messages tailored to individual buying behaviour and preferences. Location-based offers and personalised recommendations are made possible by mobile targeting with the Starbucks app, and this aspect builds customer experience at the individual level. 
The targeting strategy is a compromise between the mass-market and the premium segment. Primary targeting focuses on wealthy Emiratis and expatriates of Western origin by positioning the brand as a luxury brand and basing marketing on experiences (Maspul, 2022). Secondary targeting covers the rest of the expatriate population and international tourists by using the convenience-oriented communications and convenient high-end placement. Partnerships with hotels and other places of interest is an instance where Starbucks specifically targets tourist segments through the strategic choice of location in hospitality high-traffic areas. 
[bookmark: _Toc216538904]Positioning Strategy Analysis
The positioning strategy of Starbucks is incredibly consistent on a global scale but embraces the specifics of a particular market. In both markets, the core positioning, which is premium everyday luxury, is the same. Starbucks is a brand differentiated by quality, offering a higher-quality coffee experience at affordable prices (premium but not exclusive) due to the high quality of its products, a cozy atmosphere, and uniform service. Positioning in the USA focuses on the third-place concept, lifestyle aspiration, and social responsibility concept (Fang and Slaper, 2022). 
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Figure 4:  Starbucks Positioning in the USA
(Source: Medium, 2025)
The marketing messages emphasize the ethical procurement, environ.mental sustainability efforts and community participation, which appeal to American consumers who are socially conscious. The brand presents itself as one that is giving back to the local communities, with the design of the stores being inspired by the regional aesthetics and the menu being offered with location-specific offerings. 
The positioning of Starbucks in the UAE makes some adjustment without losing the main premium identity (Hanaysha and Hasouneh, 2024). The brand also operates as a lifestyle brand worldwide, emphasizing global glamour. The high luxury consumption culture in Dubai has enabled Starbucks to position its stores in high-end locations and have an inspirational interior design that depicts the modern luxury lifestyle in the emirate. The menu positioning considers local taste, e.g., Starbucks provides date-flavoured drinks and saffron-flavoured beverages, and localises its offerings, while still keeping the high-quality standards. 
[bookmark: _Toc216538905]Comparison of Marketing Mix Strategies in Country A and Country B 
[bookmark: _Toc216538906]Marketing Mix of Starbucks in the USA
Product
The market in the USA is very diversified, as the demand of the customer’s changes as per the season and the global trends. Starbucks offers various products as per the demands, the range goes from starting with Expressos to cold brews to customised drinks (Starbucks, 2025). Starbucks also offers bakery items and various milk substitutes for the rising vegan culture, so that the customers can have more plant-based options. Starbucks also offers merchandise of anime and K-pop trends, creating a differentiation in the product offering from the competition. The products are designed to cater for all types of consumer base.  
Price
Starbucks goes for a premium pricing strategy in the US that helps position the brand on the premium side while making its brand positioning competitive with other brands. As the customer feels like the brand is a little on the premium side as compared to the other brands, while sustaining its quality. One of the reasons why the brand can have a premium pricing is that of the customisation, as the price compensates for the options that are available (Rohit et.al 2025). Starbucks also keeps the price as per the rapidly growing fast food market in the USA.
Place
The Brand positioning plays the most vital role in marketing and sales. Starbucks strategically places itself in the areas that have the most footfall for its consumer range, like airports, universities, malls and corporate offices, amusement parks, near luxury hotels and also locations with the most traffic. These locations ensure great brand visibility and good retail (Rakasiwi, 2025). With the growing culture of door-to-door delivery, Starbucks also offers the option of delivery to homes using the various apps and also has driven-through for its customers. The brands also sell their coffee beans and packaged coffee in supermarkets and stores for new customers. 
Promotion
The promotion strategy of Starbucks in the USA is mainly to have a good social media presence, along with rewarding the customers for their loyalty. They do this by having a loyalty program, which ultimately gives their customers reward points that can be used later on for purchasing Starbucks products (Starbucks, 2025).. The Social media strategy generally includes having an engaging social media including user-friendly and engaging content. Starbucks also collaborate with multiple Hollywood celebrities and social media stars to promote the brand's visibility. The brand also funds various local events and gives personalised offers to various customers depending on their likes.  
[bookmark: _Toc216538907]Marketing Mix of Starbucks in Dubai 
Product
Starbucks in Dubai offers various premium coffee drinks with a little mix of their local taste (Starbucks, 2025). The brand brings in global coffee taste with various options to customise. The product range includes standard and premium quality expressos, cold brews, frappes, tea flavoured drinks and seasonal quenchers. The customer base in Dubai is very specific in taste, so the brand ensures to match that without compromising on the quality. The brand also offers desserts and snacks that have a little local touch, such as date cookies or beverages that contain a bit of saffron flavour. The brand also offers products that closely align with world worldwide consumer base present in Dubai. 
Price 
The brand opts for a premium pricing strategy in Dubai. The consumer base in Dubai is not very price sensitive, so the brand can position the products as premium. This helps in differentiating the brands from the local competitors and also elevates the value of the brand as the price reflects the high-quality product (Rohit et.al 2025). The Seasonal customisation also helps in justifying the product pricing. Exclusive offers also help in making the consumer aware of the uniqueness of the product while keeping the price as a negligible factor. 
Place 
In Dubai, Starbucks is placed in such a way that the brand reflects on having a luxury lifestyle. The brand outlets are present in all of the tourist as well as local places, Such as amusement parks, malls, near residential complexes, airports, metro/bus stations, business complexes, and also near world exposes. These places have people who come in all sorts of consumer criteria. Starbucks is also available through quick commerce, as this ensures greater product consumption (Starbucks, 2025). The products are also placed in supermarkets and retail stores so that they can be easily accessible to the experimenting audience. 
Promotion  
Starbucks focuses more on promoting its brand through social media rather than traditional methods of promotion. This includes making content that is very engaging to the local people as well as to the tourists. The brand focuses on telling a story rather than just running an ad on various social media platforms. The brand uses various local festivals and their significance in the brand storytelling. The Starbucks in Dubai also has a loyalty program, which contains rewards. The brand also uses the city’s luxury lifestyle for its promotion, as both have this factor in common (Belz et.al 2025). The brand also uses merchandise as one of the means of promotion. 
[bookmark: _Toc216538908]Common Differences and Similarities in Both Countries 
Starbucks in both of these countries have a similarity of offering high-quality products across the market (Starbucks, 2025). The brand focuses more on customer experience and brand visibility. The brand offers customisation in both of these countries as per their demographic and geographic demand. The brand follows a similar placement in both countries, with outlets in the areas with the most footfall and the desired customer segment. The brand also offers similar services across all domains, like cafes and delivery services. 
One of the differences between these countries will be the kind of customisation the customer prefers, as the USA prefers global trends, whereas Dubai focuses more on having customisation as per their local taste, like saffron and date flavours. Another would be the price, as Dubai is not that price sensitive, and people there can spend a lot more than people from the USA (Rakasiwi, 2025). The style of brand promotion in the USA is completely different from that of Dubai, as the promotion in Dubai is more festival-driven driven whereas the promotion in the USA is more loyalty-driven. 
[bookmark: _Toc216538909]Evaluation of the performance of marketing strategies 
[bookmark: _Toc216538910]USA Market Performance Evaluation
The marketing strategies of Starbucks have been highly performing in the American market as indicated by extensive quantitative and qualitative measurements. On the financial front, the United States contributes 74% of the total revenue of Starbucks in the world, and the fiscal 2024 revenue of 36.18 billion USD indicates its continued domination of the market. The firm has about 15,000 outlets in North America, where it sells about 5 million drinks every day making Starbucks the undoubted market leader (Macrotrends, 2025). Same-store sales measures show that the company is still resilient; the company had six quarters of negative comparable sales up to mid-2024, but recovery efforts introduced by CEO Brian Niccol showed positive comparable sales growth beginning in September 2024, which implies that the company has adjusted its marketing strategy and improved its operations. Marketing strategy effectiveness is supported by customer loyalty measures. Starbucks Rewards loyalty programme has 33.8 million members in the United States alone, contributing 50 per cent of store sales operated by the company and reaching 44 per cent customer retention rates, which is significantly higher than the industry averages of 25 per cent (LinkedIn, 2025).
[bookmark: _Toc216538911]UAE Market Performance Evaluation
The presence of Starbucks in the UAE market shows that it has a high penetration and growth curve, but the situation is different compared to the one in USA. The UAE market includes 324 Starbucks outlets throughout the Emirates, and Dubai itself consists of7 169 outlets dealing with a population of 4.18 million, which is an impressive presence in the market and a strategic location. Starbucks increased its presence in the UAE between 2023 and 2024, indicating successful market performance and continued investment (Bodkin, 2023). The UAE has high customer engagement metrics, which indicate a high brand attraction. Dubai Starbucks outlets are characterized by a higher-than-average visitation; 203 of them have an average foot traffic of over-average daily, 45 of them are heavily visited and clustered in the most upscale commercial and tourist developments. Customer satisfaction is validated by the volume of online reviews; Dubai Starbucks locations have over 21,783 reviews on location-based websites, and Abu Dhabi has 21,783 reviews, which means that the venue has interacted with and engaged with customers significantly (Xmap.ai. 2023). . 
[bookmark: _Toc216538912]Comparative Performance Analysis
On the comparative analysis, markets display varying growth patterns and strategic orientations. The USA market is characterized by market maturity, with a focus on consolidation, improvement of the customer experience, and integration with digital features, whereas the UAE is characterized by a focus on market expansion, with the aim of penetrating the market and positioning itself in the lifestyle. Each of the two markets is profitable in its own way; USA by penetrating high-volume loyalty programmes, and UAE by premium prices and leveraging tourism. The performance issues are different; the USA deals with a saturated and growing competition in the market, whereas the UAE has to deal with the competition saturation (4,800+ coffee shops in Dubai) and face the threat of international and new specialty coffee brands. The adaptive marketing strategies adopted by Starbucks can effectively meet the market-specific challenges, indicating an excellent international marketing implementation in various divergent market block situations. 
[bookmark: _Toc216538913]Evaluation of marketing ethics practice 
[bookmark: _Toc216538914]Common Ethical Marketing Challenge
Brands need to be more aware of ethical marketing, as in the modern world, any wrong step may result in severe consequences that can hamper the brand’s image and credibility. Today's consumers are very sensitive towards the transparency of marketing claims made for promotion. The constant urge to stand out can be one of the major challenges in ethical marketing, and maintaining transparency in accordance with the claims made can be another one (Dastane et.al 2025). Cultural insensitivity also proves to be one of the challenges in ethical marketing. Greenwashing under the sustainability claims would be another challenge towards ethical marketing, as brands can brag about their claims to lure customers.  
Price manipulation is one of the challenges, as hidden charges and fake discounts destroy the credibility of the brands and break the trust that they have created over the years. Data privacy also adds upto to a major challenge towards this, as many customers have been profiled on the basis of their data. This can also trigger the vulnerable groups that are present in the local community (Wang, 2025). Honest communication proves to be the solution to these challenges, as people like a lot of transparency when they receive a service.  
[bookmark: _Toc216538915]Ethical Marketing Challenge in Country 
Starbucks is a very renowned and reliable coffee brand in the USA. One of the most basic challenges the brand faces in the market of USA is being completely transparent, as the consumers in the country are highly aware of the claims made and want transparent communication for the same. Claims need to be much more than authentic. Any sort of miscommunication can hamper the brand image and pose a challenge to ethical marketing. Starbucks claims to be sourcing their ingredients and raw materials ethically, but was once sued as its sourcing was perceived as not ethical. The allegations were made as the brand made claims to ethical sourcing, but was aware that the farms that are being used to source their products were enforcing forced labour and also child labour (NBC News, 2025). The brand claimed 100% ethical sourcing, but the people who sued the brand claimed that the basic human rights of the labourers were violated.    
The brand also focuses on providing a customised experience to its customers using the mobile app, but it also poses a threat to consumer data. In the USA, data privacy is a major area of concern for citizen as their data must not be used ethically. The consumer market in the USA is very price sensitive, and any form of marketing that uses the advantage of a surge price or a limited-time offer price can create a negative image of the brand as being costlier as compared to the value offered for the product (Belz et.al 2025). Another challenge could be ethical inconsistency, which means not taking a stand on the social issue or ethical issues that are being highlighted. The audience in this scenario will require good communication and consistency over the communication related to these issues, as the brand is highly visible in the consumer social spectrum. 
[bookmark: _Toc216538916]Ethical Marketing Challenge in Country 2 
Dubai is known to be a base of the international supply chain and business, so the marketing strategies here need to be designed in such a way that they don’t hamper brands' global image. Starbucks claims to be environmentally sustainable and ethically sourced, but the brand needs to ensure that these policies are enforced and implemented on a grassroots level, as people are very much concerned about the brand they interact with daily. The communication gap can lead to huge losses (Yousefi et.al 2025). The demography in Dubai is also highly diversified due to the work culture, making marketing strategies according to this data very critical for the brand. Starbucks need to respect the local tradition and needs to stay relevant to them to sustain the market in Dubai. This can be translated as a major ethical marketing challenge to the brand. 
The privacy around data should also be something that needs to be conveyed very smartly through marketing, as the demography makes the data privacy concerns very intriguing. Also, communication in terms of the health benefits of the products consumed should be conveyed transparently due to rising health concerns, and no false claims should be made, as the consumer base now is very much aware of misleading claims made by other brands. The brands also need to be very ethical towards the employees, as any type of violation of human rights will hamper the global brand image (Belz et.al 2025). Initiatives towards local community interactions are some tactics used by the brand, but these initiatives should provide transparency to the consumers and locals about the brand's intentions and plans. Ultimately, the ethical marketing challenges of the brand in Dubai are of mix of various aspects that are directly or indirectly related to the global business chain and the diverse workforce available in the country.
[bookmark: _Toc216538917]Recommendation 
It is recommended that Starbucks can focus on adopting franchising as choice of market entry strategy for expanding into new markets. Franchising is one of most effective approach that enables brands to expand into new market by allowing the brand to give permission and rights to use the brand’s name in exchange of fees. Through this strategy, the brand can also reduce any potential risk of expanding into new market, since it does not required additional resources for expansion in new market. 
It is also recommended that the management of Starbucks can incorporate sustainable marketing principles within its business operations for expanding into the new markets. Showcasing sustainability-led initiatives and programs of the company can allow the brand to attract more audience, while also building positive reputation and brand image in the new market. Additionally, sustainable marketing can also be proved to be effective strategy for establishing better position in the market. 
It is suggested that the selected brand can look forward to invest in experiential marketing efforts for building strong loyalty and retention among the customers. Through delivery of immersive experiences, the brands can attract more audience as it improves their overall experience in the business. It can also help in establishing premium positioning of the brand in the minds of customers and in the market. This will also improve in-store experience of the client, while also promoting digitalised experience for other customers of Starbucks. 
It is recommended that the management of the Starbucks should utilise digital and social media tools for the purpose of enhancing overall customer experience and retain them for longer duration. The use of various forms of marketing such as influencer marketing, and content marketing can be done in combination by the brands to create visually appealing content and materials that can attract more clients towards the brand. This strategy will help Starbucks to stay ahead of competitors in the real-time. 
It is also suggested that the management of Starbucks can focus on promoting digital leadership development among its employees and workers to quickly facilitate the frequently changing trends and transformation within the business. This will also involve prioritising skills such as agility, transformational and digital leadership, and knowledge regarding the aspects such as digital marketing as well as analytics. Through this, the management of Starbucks can also easily transition and transform with time that can help in further case of expansion and market diversification in the future as well. 
[bookmark: _Toc216538918]Conclusion
It is concluded that Starbucks is a USA-based coffee house chain that has strong brand presence in the global markets, and huge reputation of being a premium coffee brand. It is concluded that the brand mainly focuses on promoting sustainability within its operations, and its inter-cultural approach of business and marketing is also renowned for focusing on adaptation as key aspect of its approach as the brand aesthetic is quite similar in both of these countries, like having the same colour furniture, design and aroma.    
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