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Introduction 

Client Data 

Starbucks Australia is the local arm of the world renowned coffee chain. Star-
bucks Corporation, developed in Seattle, Washington in 1971 entered the Austral-
ian market in 2000, bringing a global reputation for consistent customer service, 
strong brand identity and high quality coffee. Besides facing early challenges in 
a background where coffee was already settled, Starbucks Australia has reestab-
lished itself through a growing digital presence, strategic store placements and 
convenient prices. Nowadays, it operates across major cities including Melbourne, 
Sydney and Brisbane. 
This report shows a comprehensive social media audit of Starbucks Australia, ana-
lysing its present performance and position in the main platforms such as Tiktok, 
Instagram and X. The analysis delves into the audience engagement, brand’s con-
tent strategy, and visual consistency, illustrating comparisons with the two rele-
vant competitors in the Australian market: Gloria Jean’s Coffees, and The Coffee 
Club.

Starbucks Australia’s social media strategy shows a brand consistent, coherent 
and neat approach across its many platforms: Instagram, Facebook, TikTok and all 
the others. The brand keeps a visually integrated presence through the strategic 
use of its iconic white and green palette, with quality images of its signature bev-
erages, and a consistent communication centred on quality. 
Across platforms, Starbucks Australia posts frequently, with Instagram and Face-
book updated up to 5 times a week, while their TikTok profile is restored less 
frequently, with an average of 1-2 videos per week. Content mostly consists of 
product promotions, seasonal campaigns, community engagement and in store 
experiences. The brand has also added user generated content (UGC) and reposts 
stories from their loyal customers, strengthening its focus on creating a commu-
nity and customer inclusion.
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The brand’s tone is inclusive, experience driven and warm, with captions that 
want to stimulate feelings of connection and comfort. Figure 1 (Instagram Grid 
Sample) shows how Starbucks merges a strong brand consistency with a clean 
aesthetic to appeal consumers to engage. 
Starbucks’s social strategy profoundly promotes owned media through neat con-
tent and paid media via sponsored posts, especially on Facebook and Instagram. 
On the other hand, unlike some competitors, Starbucks Australia doesn’t use a lot 
of earned media, such as trend participation or influencer collaborations. This can 
restrict organic engagement, particularly on platforms like TikTok, where algo-
rithm driven visibility and relatability determine reach.

image 1
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Starbucks Social Channels 

Table 1 combines Starbucks Australia’s presence across its four platforms: Instagram, Face-
book, TikTok and Linkedin, detailing their profile pictures, follower counts, posting frequency 
and engagement rates (ER).   
- Instagram/Facebook -> shows a high number of followers (104k) with similar post frequen-
cies (3-5 times a week) with an ER of 0.36%. This is a low percentage, indicating a strong brand 
awareness but with a limited active engagement, probably due to a strong amount of promo-
tional content instead of an interactive or trend-driven. 
- TikTok -> 1000 followers, post 1-2 videos per week achieving a maximum of 10% ER. This 
shows that even if the audience is smaller, its content works better, probably due to TikTok 
algorithm preferring visually engaging and relatable videos. 
- Linkedin -> posting once a month to a 6020 follower base, also reaches a high 10% ER, prov-
ing that employer branding content motivates strong interactions with a professional audi-
ence.

Figure 1
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Social Channels 

Figure 2 Figure 3

Figure 4

Figure 5
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Competitor Data 

At first, both competitors The Coffee Club and Gloria Jean’s Coffees show a different 
creative direction for their social media presence. The Coffee Club’s channels (see Figure 
4) show a brand-led aesthetic consistency among TikTok, Facebook and Instagram. Each 
platform has the same themes and messaging focused on “Good Times, Great Coffee” 
ethos, strengthening a premium cafe position. While Gloria Jean’s channels (Figure 7) 
are less united, varying in bio structure and the visual approach between platforms. 
While the brand identity is still recognisable, the theme changes in each channel. For 
example, TikTok has more relatable and lifestyle content, while Instagram has more of a 
product centric approach.
Both brands use the trend based content to connect with their consumers, The Coffee 
Club focuses on a limited edition product launches and experiential promotions. By the 
creation of inspiring cafe moments they encourage in-person visits. Gloria Jean’s Coffee 
also likes to be part of trend based content, like using POV storytelling connecting prod-
ucts into lifestyle moments as shown in the next table or styling chilled drinks as “ac-
cessories”. These strategies work with a younger demographic responding to culturally 
relevant and relatable content. 
Both competitors encourage a community through interactive campaigns and comment 
responses. The Coffee Club’s posts and events foster a direct customer interaction, while 
Gloria Jean’s themed product drops issue content that drives user participation. This 
two way engagement strengthens the brand’s relationship with customers, positioning 
both companies as audience focused and approachable within Australia’s coffeehouse 
market.
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The Coffee Club

Table 4 shows The Coffee Club Australia’s presence across its main social media platforms: Ins-
tagram, Facebook, TikTok, and Linkedin posting frequency, follower counts, brand descriptions 
or engagement rates (ER). 
Instagram and Facebook -> strong customer base (Instagram: 41.8k, Facebook: 104k), with a 
consistent posting frequency of 3-4 times a week. Engagement rates (ER) are still low
TikTok (2290 followers) -> posts with an average of once a week and has a higher ER of 1.04%, 
suggesting a stronger resonance on video platforms, probably due to its use of aesthetic bev-
erage content, trend integration and behind the scenes preparation. 
Linkedin -> has a smaller audience (4340), but still has more followers than TikTok. The ER is 
not present because the brand has never posted on the website.

Figure 6
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Figure 7

Figure 8

Figure 9

Figure 10
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Gloria Jeans Coffee

Table 7 shows Gloria Jean’s Coffee social media platforms (Facebook, Instagram and TikTok) 
and an analysis of their presence. 
Instagram -> 21.9k followers, has a solid following with posts published 2-3 times per week, 
reaching a positive outcome having a bigger customer base than other cafe brands.
Facebook -> 321k followers, posts on a similar schedule but has a very low ER of 0.08%, show-
ing that besides its high number of followers, interactions are still minimal. 
TikTok -> considered a newer channel with just 1118 followers, still has a stronger ER, 3.2%, 
thanks to engaging and short beverage preparation content and lifestyle videos.

Figure 11
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Figure 12

Figure 13
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2025 Social Media Audit

Client Analysis

Starbucks Australia’s social media strategy focuses on a brand consistent, organised approach 
among all platforms. With a strong following on both Facebook and Instagram (over 100k 
on both), their ER remains moderate (0.36% in both platforms), while Linkedin and TikTok 
achieve a higher engagement besides their smaller audiences (See Figures 1,2,3). This distinc-
tiveness implies that while their visual branding is instantly visible and coherent, the profes-
sional nature of their content might restrict interactions, especially on platforms where trend 
led content flourishes. 
The brand has a strong focus on owned media, with content conforming to promotional posts 
aligned with global Starbucks ads. While this results in a professional and precise feed, it risks 
creating an idea of repetitiveness, leading to customers getting bored of the company. Without 
integrating more experimental formats or trend driven content Starbucks’s social media page 
might struggle to leverage through platform algorithms that prioritise authenticity, reliability 
and authenticity (Tuten 2024, p 106). While this approach ensures a brand familiarity, Serazio 
and Duffy (2018, p. 746) states that controlled and corporate messaging lower relatability, 
making consumers less stimulated in engaging naturally. According to Hootsuite’s social trends 
2024 survey (cited in Tuten 2024, p. 110), “brands that publish entertaining content on social 
media will succeed in winning eyeballs and engagement, (compared to) brands that keep on 
publishing the same old stuff”, emphasizing the need for Starbucks Australia to diversify its 
mix of contents. 
When compared with competitors like The Coffee Club and Gloria Jean’s Coffees, Starbucks 
social media marketing strategy looks more centralised and corporate, as these brands exhibit 
trend driven TikToks, behind the scenes clips, and a lifestyle focused photography, to strength-
en a community engagement and make their products reliable
Even though Starbucks sometimes features user generated content and local store activations 
(e.g. 100k Followers Celebration), these examples are rare and usually obscured by global 
brand imagery. These contrasts with competitors who regularly feature customers, influences 
or employees, strengthening relatability and agreeing with Tuten’s (2024, p. 121) awareness 
that community representation and public figures enhance positive brand associations and 
consumer interaction.
Concluding, Starbucks Australia keeps a premium and precise brand image, reinforced by a 
strong visual identity and a consistent posting. However, compared to competitors’ strategies, 
the brand looks more conventional and less original. A prominent investment in trend respon-
sive and earned media initiatives could not simply improve the ER, but also strengthen the 
brand’s positioning within the highly competitive Australian coffee market.
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Opportunities Threaths

SWOT Analysis

Strenghts Weaknesses
-> Starbucks is really well known with a strong 
international reputation, having this recognition 
strengthens loyalty and customer trust in Austral-
ia.
-> Starbucks keeps a coherent brand identity 
among platforms, from its premium to its green 
logo, this creates an inspirational image (Tuten, 
2024, p.139).
-> Starbucks influences multiple platforms (Tik-
Tok, Instagram, Facebook) with adjusted content 
strategies to interest and attract diverse demo-
graphics. 
-> The company uses improved loyalty program 
data and analytics to personalise offers through 
email marketing and fortify customer relation-
ships (Sutherland, 2022, p.609)
-> High quality images and storytelling work well 
with lifestyle branding, strengthening the brand’s 
affiliation with premium coffee culture

-> Previous issues in Australia due to the mis-
match with the local cafe culture (favoritism to-
wards artisanal expertise and independent cafes)
-> Social media content may look overly profes-
sional and less authentic, lowering relatability 
(Tuten, 2024, p.111)
-> Limited local storytelling might make content 
feel detached from the Australian customer val-
ues and preferences. 
-> Dependence on algorithm driven reach and 
paid promotion may put the brand at risk of a 
low organic engagement (Serazio & Duffy, 2018, 
p.484)
-> Propensity to concentrate on follower counts 
and likes instead of building a meaningful rela-
tionship with the consumer base (Sutherland, 
2022, p.613)

-> The company could motivate customers to 
share coffee moments, this would amplify its 
authenticity and reach. (Serazio and Duffy, 2018, 
p.484).
-> Potential collaborations with Australian influ-
ences or food bloggers would boost relevance 
and credibility.
-> TikTok trends, polls and quizzes can strength-
en engagement and coincide with participatory 
culture (Tuten, 2024, p.121)
-> Explaining the Australian coffee culture and 
sustainability efforts could enhance a better cus-
tomer relationship with the brand and increase 
the brand’s relatability. 
-> Trying TikTok trends/challenges or behind the 
scenes storytelling might improve its relevance 
with younger demographics.

-> The company could motivate customers to 
share coffee moments, this would amplify its 
authenticity and reach. (Serazio and Duffy, 2018, 
p.484).
-> Potential collaborations with Australian influ-
ences or food bloggers would boost relevance 
and credibility.
-> TikTok trends, polls and quizzes can strength-
en engagement and coincide with participatory 
culture (Tuten, 2024, p.121)
-> Explaining the Australian coffee culture and 
sustainability efforts could enhance a better cus-
tomer relationship with the brand and increase 
the brand’s relatability. 
-> Trying TikTok trends/challenges or behind the 
scenes storytelling might improve its relevance 
with younger demographics.
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Recommendations
Social media is known as “the ideal means for commercial coaxing”, (Serazio & Duffy, 
2018, p.726). While Starbucks Australia keeps a polished and consistent feed, its strat-
egy risks becoming repetitive. To stand out in a filled market, Starbucks could:
-> Make interactive content (polls, challenges) to activate a two way engagement 
(Tuten, 2024).
-> Use Australian influencer partnership to boost reach and add authenticity
-> Using humorous content, trend driven to correspond with customer culture (Braun 
& Eklund, 2019)
-> Evolve a distinct brand persona that goes farther than the visuals to promote a 
genuine connection (Sutherland, 2022).
These changes could help Starbucks Australia move from consistency to cultural rele-
vance and a stronger engagement.
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