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Abstract 

In recent years, there has been increasing globalization and competitiveness of fast food companies. 

The continued growth and prosperity of these types of companies, brought the challenge of 

internationalization, also leading to the inherent consideration of cultural considerations to reflect 

local traditions and cultural diversity of societies and markets.  

In this framework, European food companies that were primarily focused on local customers and 

did not directly profit from the strong growth in demand outside the European Union began to 

expand into international markets, especially to the rich Middle East region, to compete with 

American and Asian food companies’ dominance there. 

The United Arab Emirates (UAE), with its oil wealth and diverse economy, is the best area in the 

Middle East for doing business since expatriates account for two-thirds of the population, and 

thousands of foreign companies are based there.  

The H3 Hamburger company is a famous Portuguese brand that started its business in Portugal and 

spread to other countries like Spain, Brazil, and Poland. Now it prepares to go global and to 

challenge the big players in both malls and street restaurants virtually everywhere. 

The purpose of this research is to study the famous and rich Dubai market in an attempt to 

internationalize the h3™ brand and cross it to the Arab world and to present it as a competitor to 

hamburger restaurants there. 

A qualitative and quantitative analysis approach was used to collect data. The qualitative research 

was performed using cross-communication with people who work and live in Dubai (through 

online interviews), to accurately understand consumer’s behavior and preferences. 

The quantitative research was performed using an online survey, to test the conceptual framework 

of the ancestors and the results of consumer participation in society. To ensure the accuracy of the 

results, the survey was published in Arabic, which is the official and national language of the UAE.  

The internationalization strategy used for the case of Dubai steers the course of the company into 

its international expansion in the Middle East based on its identity, in addition to enhancing 

competitive advantages, so that the H3 company can find its growth and sustainability. Finally, this 

study helps new Western brand managers expand and succeed in the UAE. 

Keywords: Internationalization, h3, fast food, UAE, Dubai city, Dubai market, Marketing 

strategy 
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Resumo 

Nos últimos anos, tem havido uma crescente globalização e competitividade das empresas de fast 

food. O contínuo crescimento e prosperidade deste tipo de empresas, trouxe o desafio da 

internacionalização, levando também à consideração inerente de considerações culturais para 

refletir as tradições locais e a diversidade cultural das sociedades e mercados. As empresas 

europeias de alimentos que se concentravam principalmente nos clientes locais e não lucravam 

diretamente com o forte crescimento da procura fora da União Europeia começaram a expandir-se 

nos mercados internacionais, especialmente na região rica do Médio Oriente, competindo assim 

com o domínio das empresas alimentícias americanas e asiáticas nessa zona. 

Os Emirados Árabes Unidos, com a sua riqueza em petróleo e a sua economia diversificada, são a 

melhor região do Médio Oriente para fazer negócios, com os expatriados representando dois terços 

da população e milhares de empresas estrangeiras. 

A h3company Hamburger é uma marca portuguesa de renome que se prepara para conquistar o 

mundo e desafiar os grandes players tanto em centros comerciais como em restaurantes de rua. A 

empresa começou em Portugal e espalhou-se por outros países como Espanha, Brasil, Polónia, etc. 

O objetivo desta pesquisa é estudar o famoso e rico mercado de Dubai na tentativa de 

internacionalizar a marca h3 ™ e cruzá-la com o mundo árabe no Oriente, apresentando-a, desta 

forma, como concorrente às hamburguerias locais. 

Uma abordagem de análise qualitativa e quantitativa foi usada para recolher os dados. 

A pesquisa qualitativa foi realizada através de (entrevistas online) comunicação cruzada com 

pessoas que trabalham e moram no Dubai para entender com precisão o comportamento e as 

preferências dos consumidores. 

A pesquisa quantitativa foi realizada através de estudos online para testar a estrutura conceptual 

dos antecessores/ empresas anteriores e os resultados da participação dos consumidores na 

sociedade. A estratégia de internacionalização utilizada no Dubai ajuda a organização a perspetivar 

a sua expansão internacional no Médio Oriente a partir da sua identidade, para além de 

potencializar vantagens competitivas para que a h3 encontre o seu crescimento e a sua 

sustentabilidade 

Finalmente, este estudo pretende ajudar/incentivar novas marcas ocidentais a expandirem os seus 

negócios e a terem sucesso nos Emirados Árabes Unidos. 

Palavras-chave: Internacionalização, h3, fast food, UAE ,cidade de Dubai, mercado de Dubai, 

Estratégia de marketing 
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CHAPTER 1: Introduction of the thesis 

1.1 Introduction  

Nowadays, the internationalization of business and the conduct of international operations have 

become vital strategies for companies(Räsänen, 2010). On the other hand, internationalization is an 

essential pillar for their long-term stability and sustainability (Bagheri et al., 2019). also represents 

a pivotal moment in multinational companies' economic life cycle (Lavra et al., 2015). 

Despite wars and international struggles, the Middle East has been famous for thousands of years 

as a link between East and West (Lewis, 2014). In addition to the geographical location where travel, 

tourism, and trade intersect at the global level (Jameel, 2020). This area of the world is attempting 

to turn itself from a set of rather conservative, closed, and authoritarian countries center of 

international business attraction in the modern age(Aisawa, 2019). Strong foundations, abundant 

opportunities, abundant investment ingredients, strong demographics, the government's willingness 

to improve growth prospects, ambitious cohesive people, and the resolve of its promising youth are 

the main characteristics that companies see most when they decide to invest in the Middle East 

region(Horizons, 2018). With comfortable entry rules and friendly policies, the UAE has emerged 

as a favorite player in the Middle East which is preferred by international companies to establish 

their base in the region(Adel Maniar, 2019). Through large investments in infrastructure, 

transportation, technology, and logistical capabilities, Dubai, one of the semi-autonomous city-

states that make up the United Arab Emirates, has become the main regional trade gateway and re-

export of goods in Europe / East Asia Trade Route.  Dubai market is a global market, it is targeted 

by large, medium, and small international food companies To establish their main base in the region 

(Ziadah, 2018). 

h3 is a Portuguese fast food restaurant chain that is mostly found in shopping mall dining halls. It 

serves a variety of menus with one product (hamburgers). As competition is growing in the 

Portuguese saturated market, the company has been developing different internationalization 

strategies in some countries and it thrived and grew in the Brazilian and Angolan markets. 

This study is a company project, proposed for the h3 brand to expand internationally in the Middle 

East, particularly in Dubai city. 

The reasons for choosing this company are as follows: firstly, h3 is a popular Portuguese business 
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with a creative culture that introduces a new fast food concept. Secondly, it is targeted at health-

conscious consumers, many of whom have started to change their eating patterns in Dubai, so the 

brand is expected to keep pace with their new needs. 

1.2 Research aims  

 The main objective of this study is to prepare a strategic marketing plan for the Portuguese 

brand h3 Hamburgology to specifically enter the Middle East region Dubai city in the UAE, 

by studying the market, competitors, distribution channels, potential distributors, 

customers, strengths, and weaknesses. These are key points for building an 

internationalization plan and understanding the dynamics of penetrating this developing 

market. 

 highlighting the concept of h3 Hamburgology. In addition to Exploring the Dubai market, 

which serves as the primary entry point for Western foreign companies looking to expand 

into the Middle East and North Africa (MENA) area and the rest of the world. 

1.3 The Methodology of research 

For this study, the survey was designed as a straightforward research methodology that would allow 

an exploratory study of the target consumer, the potential differentiation factors between different 

food chain restaurants, and consumer preferences. (Appendix D: Questionnaire). The online 

questionnaire was sent by (e-mail, Facebook, WhatsApp, Instagram....... etc.).in addition to 

conducting online interviews with people who live, work, in Dubai on social media sites.  

1.4 Research problem 

The difficulty of spreading occidental companies in the oriental markets. thus, the research 

problem relates to how h3 directs its strategy to achieve success and prosperity in the Dubai 

market, a new market, a different culture, very competitive, which includes large and old 

companies such as McDonald's and Burger King, and others. In addition to the difficulty of 

assessing the needs and requirements of consumers in light of the continuous change in their 

behavior. 

1.5 Research questions 

 What is the appropriate strategy for expanding and penetrating the market? 

 What are the critical factors that affect the success of the H3 brand in the Dubai Market? 
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 Does company h3 have the characteristics and strategy that are needed for success in Dubai 

and long-term growth in the Middle East? 

  Is the study likely to attract other Portuguese brands to enter the Middle East market? 

Because this type of content is also a corporate project. 

1.6 Organization of thesis 

The following is a presentation of the structure of this thesis: 

The first chapter includes Introduction to the research, objectives, and methodology, the problem, 

and the research questions. 

The chapter 2 presents the concept of Portuguese brand h3, explains its marketing mix, and 

addresses the countries in which internationalization has taken place, as well as the reasons for 

success and failure in each of them. 

The chapter3 reviews the literature on various internationalization strategies, as well as the most 

important ways to enter markets and the characteristics of entering the Dubai market, in addition 

to the differences between the people of the UAE and Portugal. 

The chapter 4 provides an insight into the Dubai market by analyzing (SWOT, PESTLE, potential 

competitors, communication and distribution channels, market trends, Procedural rules, and 

regulations). 

The chapter 5 introduces the proposed marketing strategy for implementation in the Dubai market, 

including Survey results, SWOT analysis, target consumers, brand positioning, and marketing mix, 

as well as a preliminary analysis of capital required for investment.  

Finally, in chapter 6, we will be able to draw some conclusions and Recommendations on whether 

the h3 brand will find a niche in the Dubai market, with a summary of the most important 

limitations and future research. 

CHAPTER 2: Description of h3– Hamburgology 

2.1 Café 3 is a trial run of the h3 

In May 2004, Construction of the Café 3 restaurant, located on Avenida da Liberdade in Lisbon 

began. When three friends: Antonio Cuna Araujo (lawyer), Miguel Van Odin (consultant), and 

Albano Homem de Mello (one of the advertisers) decided to create their businesses and invest 

Their savings to complete their professional activity. Willpower to build something from scratch 
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in the three friends, Café 3 was a bold move that would change their lives and revolutionize the 

Portuguese fast food market. 

From the start, Cafe 3 had aimed to provide good, quality food at reasonable prices. Chef Victor 

Lorenzo was the man behind the menu, make sure all foods are carefully prepared. Cafe 3 was born 

without any professional marketing or managerial financial expectations, where market research 

or market tests were not conducted because they did not believe it would be necessary, as a result, 

they will not lose any money, although they will not make any profit at all. 

Over time, Café 3 has been a hit mainly at lunchtime, serving until 4 pm, dinner until 12:30 am. 

Also serving 3 fast high-quality meals at reasonable prices, so much so that customers have had to 

pre-book for hamburgers at Café 3, It was a business that has a similar process to a traditional 

restaurant Because the vast majority of its clients were people who worked in that area of town, 

which means he has maintained relatively acceptable sales( Morais, 2016). 

2.2 The rise of the healthy fast food concept (h3 new Hamburgology) 

Although the restaurant has achieved Success and recognition, However, the invoices were not 

commensurate with the expectations and aspirations of the partners. Based on this, the three 

partners collaborated and they started the innovation process by changing the strategy and 

developing a new approach that includes the best-selling product for the restaurant which will be 

able to succeed and thrive in a very competitive fast-food market. 

Friends discovered that the gourmet hamburger menu (which was served on a plate with rice and 

fresh potatoes and fried at the time) was the most popular and most customers resorted to it in the 

cafe after observing and studying customer behavior(Teixeira & Correia, 2012). 

From the perspective of the intersection between fast food and healthy food, the concept of 

"hamburgers" was created, which consists of a simple burger with a more sophisticated twist. The 

burgers came with a variety of side dishes and toppings, including fried spinach, boiled eggs, 

porcini mushrooms, and a variety of other choices. This was a brand-new idea in Portugal, and it 

was an instant hit. On the other hand, they began to improve the new concept based on Café 3, 

which has been expanded to include dining halls in malls across the region. The entrepreneurial 

spirit of the three friends led to the creation of the h3 concept, which opened its first store on 

7/7/2007, in the midst of one of Portugal's worst economic crises ( Carvalho, 2011). 
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2.3 The Brand 

As a result of the impact of Café 3, the h3 brand was born, with the same logic of combining the 

concept name with the number of business partners. 

Initially, originally intended to use "hc3" (Hambrguer Café 3), but the brand name was changed to 

"h3” because the previous restaurant's popularity was still present and did not add value to the new 

brand, On the other hand ,the image became simpler and the name more attractive ( Fernandes, 

2015). 

Concerning the logo, the same “3” pattern used for the Café 3 symbol (the three founders) has been 

used, and the “g” can be considered a gourmet image. The colors blue, white, and burgundy were 

chosen to differentiate, innovate, and build contrast with the colors typically used in fast food logos 

(red, black, yellow, green, etc.). These colors were adopted because they are degrees that were not 

present in the dining halls. Reliability and productivity (blue), transparency and cleanliness (white), 

quality and richness (burgundy) ( Saraiva, 2014). Figure 1 introduces the h3™ logotype.  

                                                                           

According to Miguel & Nunes, (2014) the h3-Hambúrguer Gourmet trademark and logo are already 

registered in Portugal and within the European Union, the terms "New Hamburgology" and "Not 

so fast food" are registered as trademark patents in the World Intellectual Property Organization 

(WIPO). 

Figure 1:h3-Hambúrguer logotype - Source:( www.h3.com, 2021) logotype 
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 Not so fast food 

It's meaning opposed to the traditional fast food way, where Its definition does not refer to the pace 

at which a meal is served or the amount of time spent consuming it; rather, it refers to the feeling 

we feel when we enjoy a good meal. The new concept shares with the traditional concept the ability 

to provide low-cost meals in a short period. It sets itself apart by rejecting the common belief that 

fast food is unhealthy and low-quality(H3, 2021). 

 New Hamburgology 

According to a new doctrine, the Burgers should not be fluffy, frozen, tasteless, or eaten between 

two slices of bread. It was developed in 2007 by h3 and originated in Europe(H3, 2021). 

2.4 Product and Price 

The main Plate for h3 consists of gourmet hamburgers, made with 200g of lean beef from an 

exclusive Portuguese product, grilled with pure sea salt, accompanied by Thai rice or fresh French 

fries. We have many different specialties for burgers (grilled, with sauce, mushrooms, toga, 

Benedict, cheese, French bread, and fine bread). The product is served on hot plates and metal 

cutlery(H3, 2021). 

Additions: fresh spinach salad and bread required 

Drinks: Industrial drinks (Coca-Cola, Sprite, Fanta, beer, wine in the glass), lemonade, and iced 

tea are also available, which are prepared daily in the store.  

Desserts: profiterole or coolant chocolate, ice cream, and other sweets. 

 The company's strategy to maintain the high quality and flavor of these healthy hamburgers is the 

specialty, since the company only sells one item (hamburgers), there is a greater need to enhance 

the ingredient (one product strategy). This level of consistency would have been difficult to sustain 

if there were 20 different items. As a result, the company focuses on a single product and is 

constantly searching for ways to develop it(Pessoal, 2011). 

for the price, Customers have to pay 5.50€ to 11€ mainly for the menu, while the price for desserts 

ranges from 1.95€ to 2.75 EUR. The average meal per person is around 8.60€. 
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it notices that the prices of h3 products are slightly higher than the competitors, this is due to the 

pricing strategy of h3 in providing high-quality fast food, and thus creating a value-for-money 

proposition, the high price also consists of the character of the brand, which differs from other fast-

food restaurants with a tangible differentiation , based On the high quality of their products (using 

fresh and high-quality ingredients, such as foie gras, sun-dried tomatoes, and fresh 

mushrooms(José Crespo de Carvalho  & Marco Vera-Cruz, 2012). Figure 2  introduces the h3 

Menu. 

Figure 2:h3 Menu - Sources: pull-ups from the H3 website, Instagram, and Facebook 



 

13 | P a g e   

                        

2.5 Place and Process 

The place is beautiful, new, and funky: where a white space wide welcomes you, square tables 

enclosed in designer chairs in pink and white tones. 

 the walls are covered in bits of pink, white, and beige. 

 The counter: well-lit with 3 blue lights and decorated with signs of all filed sheets with 

beautiful pictures. 

 The roof is covered with white wood and decorated with blue plastic circles, on the walls, 

you can read the Hamburg flag along with its definition. 

Restaurants are designed according to the space available for cash registers and the front length of 

the unit, the main concerns when deciding on the layout of each store are to keep customers waiting 

to a minimum, as customers must keep their trays until giving them the meal. 

The average wait time per customer is around 30 seconds, but a record time of 17 seconds has been 

reached! However, the time varies greatly from restaurant to restaurant and this process is not 

adequately controlled(H3, 2021). 

According to Crespo et al ( 2017), Initially, the scarcity of space in large malls for an unfamiliar 

brand posed a barrier to h3 restaurants being placed in the best locations, as it was difficult to 

persuade them that h3's presence would benefit both parties, given the abundance of burgers 

restaurants. However, after huge success, now, h3 is available in all major shopping centers in 

Portugal. As a result, h3 considered opening more street restaurants, it debuted in Lisbon, for 

example, two restaurants opened in Parque das Naçes and Chiado, the city's historic district.  

Due to the unique characteristics of the street store and the need for more variety, this new model 

was followed by several new menu items (more deserts and additions), to reach more people, h3 

worked with a partner called No Menu (www.nomenu.pt) and Central 

Menu(www.centralmenu.com.pt) For indirect distribution, Companies specialize in-home delivery 

to several regions in Portugal . also, The company contracts with the most important delivery 

companies in Portugal, for example (Uber eats, Bolt food, Glvo… etc.). Figure 3 presents images 

of the h3 Chiado Lisbon store. 
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2.6 Promotion and Communication 

According to Andrey Oliver, Delilah Pereira,( 2015), Initially, since h3 had a limited marketing 

budget at that time, it decided to devote the majority of its marketing budget to internal 

communications rather than external communications, and it also believed strongly in word of 

mouth as a weapon of communication. 

On the external level, most of the external communication with the consumer is made via the 

Internet through the company's website (www.h3.com) and social networks such as Facebook, 

Instagram, to view all products and maintain the goal, let the public know the latest news. Also, h3 

has (an application) for smartphones, to know all List updates, information in digital format, the 

customer downloads the application for free and enters his data, where every time the customer 

buys a meal, the application is accessed, a QR code is generated, also the number of meals in the 

customer’s application is updated and the sales invoice automatically. Loyalty campaigns and 

offers are also launched on this app, for example, "The Greater Tuga in Portugal", a customer who 

eats all kinds of burgers on the menu (10 items) will get a free meal. Occasionally, the company 

runs area-specific advertisements in malls to announce the opening of an h3 restaurant (the 

announce the brand's arrival). The corporation has decided against investing in other forms of 

advertisement, such as newspapers or television. 

Internally, h3 partners acknowledge that their employees are the keys to their success, thus, the 

company’s policy includes investing in communicating with its employees as internal customers 

who need support with many types of information to understand the company's vision and mission 

Figure 3:Pictures of h3 Chiado Lisbon - Source:   (Zomato, 2021) 
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and to make employees feel deeply involved in the business. Internal communication is a vital 

aspect of company effectiveness, so theme parties are organized for all employees (Informal parties 

with an open bar in some of the Lisbon clubs, to provide a moment to relax, meet with friends and 

colleagues and have fun, an example of this activity is the celebration of the third anniversary of 

the brand (on July 7, 2010), in which all 550 employees were invited)(Diego Marques Malhão, 

2014). Also, the Company partners believe are a large part of their success due to employees, they 

are part of the organization, they have a great responsibility for marketing and they have to feel 

they convey a good image of the brand. Thus internal communication and professional training is 

a central issue that aims to ensure employee happiness and pride in working in h3. 

2.7 People (Clients, Human resources) 

Human resources are one of the aspects of the company's daily operations that it values highly, 

where investing significant resources in its planning because h3 finds its workers to be a major part 

of its organizational success. All store employees undergo a month of training, which was jointly 

developed by the company's training center and stores, during which they learn all procedures and 

practice any kind of routine they may encounter(Cruz, 2011). 

 According to Teresa & Fernandes ( 2015), Particular attention is given here to the aspect of contact 

with the customer, so training is provided to improve friendship, service, speed, friendliness, 

sympathy, caution, and careful attention while handling food and the personal offer. The company 

motivates employees and compensates them for their efforts, that is through a point-based rating 

system for example (employees who get better grades at the end of the year get monetary rewards). 

Due to their need to understand supply chain processing, store managers are trained over a longer 

time intensively.  also for the future of the organization, always some departments are renewed, 

developed, and expanded, with emphasis on (the marketing department to help with 

internationalization, the Food Security and Control Department to follow up on implementation 

and adherence to food safety and hygiene rules). Besides, all employees have health insurance. 

(António Araújo, 2010) one of the partners said in an interview that, unlike traditional hamburger 

restaurants, which have a strong influence on the youth market, the buyer of h3 is extremely 

diverse. Although this concept is consumed by different age groups, the typical h3 consumer is an 

adult who wants a nutritious meal delivered quickly and at a reasonable price. He also said that 

they did not intend to limit their products to a specific market segment to distinguish themselves 



 

16 | P a g e   

from other international hamburger chains, as such, our clients are all the people who travel to 

commercial places and consume different concepts there, so some days they prefer h3 and other 

days they don't(Mota, 2012).   Figure 4  introduces us to the h3 hierarchical organizational structure 

 

Figure 4:General organization chart of the h3-Hamburger Gourmet-: Source:h3 
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2.8 Internationalization Strategies for H3 

 Internationalization and exports, according to an increasing number of businesses, have become a 

more appealing strategy than focusing solely on the domestic market(Couto & Ferreira, 2017). The 

globalization and growth of foreign markets resulting from the removal of tariff barriers, 

technological changes, and liberalization of international trade, led to a decrease in costs, stagnation 

in domestic markets, besides a significant increase in competition, which led to companies moving 

to the global arena (Siddiqui, 2017). 

According  to (Fervença Rocha de Almeida et al., 2016)  the reasons why the company decides to 

start its activities outside its local market are: 

 Interest in reaching new consumers while trying to increase revenues and profits. 

 Reducing costs and increasing the competitiveness of the company. 

 Discovery of their core competencies and working to improve performance and profitability 

in the next day. 

 Access to resources and capabilities found in external markets, such as employment, natural 

resources, distribution networks, and technical knowledge. 

 The distribution of risks associated with different activities across different markets, 

because when implementing operations in different countries, the risks are less than 

complete dependence on the local market 

"Internationalization( i18n) is the design and development of a product, application, or document 

content that enables easy localization for target audiences that vary in culture, region, or 

language(Ishida, 2021)". 

2.8.1 Expansion within the borders of the homeland 

Initially, the owners of h3 planned to open their chain of restaurants, with a focus on the Downtown 

area, However, due to the rapid success of the h3 brand, sales were steadily rising and New 

possibilities for opening and expanding into other Portuguese regions started to emerge. 

The initial plan was to expand to the north of the country with the opening of two stores, although 

these restaurants were well received by the public, management quickly discovered that they lacked 

the capital, structures, and means to closely track operations in the north.  
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From above, the partners decided to abandon this scheme in favor of a franchise in the north. 

According to Antonio Araujo (2010), CFO stated that they did not want to grant the franchise and 

that convincing them to follow this policy was difficult, Therefore, they have given the privilege 

to people who they trust and who are essential partners.  

João Ventura is responsible for expanding h3 in the northern region of Portugal (over Coimbra), 

The first concessionaire assumed ownership of existing stores in the north, as well as the right to 

open new restaurants throughout Coimbra's territory, this franchisee demonstrated excellent 

organization and made a significant contribution to the group's overall performance. 

Concerning the Portuguese continental territories, the company abstained to offer the concession, 

this decision was because h3 continued to expand internally and was able to gain the ability to 

control operations in the remaining regions. Furthermore, the profits recorded provided enough 

financial flexibility to fund the opening of new stores. 

However, the franchise model was open to planned expansion into the autonomous regions of the 

Azores and Madeira, with the brand's first restaurant opened in December 2010 through another 

responsible franchisor. 

Since opening its first store in 2007, h3 has taken chances by opening 6 more stores in 2008 and13 

more in 2009 and This remarkable expansion has been followed by a very high acceptance rate, 

enabling the opening of 12 additional stores in 2010. By 2012, H3 was in food halls in malls all 

over Portuguese territory.  

At the moment, we have 54 local for h3 stores in Portugal, it costs around 250,000 euros to set up 

a store. See Appendix A_ h3 Restaurants and Growth Portugal h3 deployment map. 

In Figure 5, The chart illustrates, a brief analysis - income/expenses/profits or losses/markets - we 

can see the success and rapid growth of the h3 fast food restaurant chain in Portugal in the last three 
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years preceding covid_19, we can see an increase in income of 24.6€ million in 2017 To 31.2€ 

million for 2019. profitable h3 company since its inception. 

 Also According to the Racius rating (2021) rating, modern company indicators give high points 

for (Net results 9/10, and Liquidity 7/10, maturity 10/10)) look Figure 6) 

 

Figure 6:Rating Racius  - a chart showing the company's indicators h3-  Source: (Racius, 2021) 

 

Figure 5:: chart summary - Income / Expenses / Profits or Losses / Markets- Source:(Racius, 2021) 
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2.8.2 Internationalization of H3 (Beyond Domestic Success: Going Global) 

It is not possible to talk about h3 without mentioning its internationalization strategies. 

 From the start, three friends (Antonio, Albano, and Miguel) have expressed their desire for h3 to 

become the largest burger chain in the world. 

During its early years, H3 experienced phenomenal development, However, due to concerns about 

the saturation of the Portuguese market, the company attempted various internationalization 

strategies, because growth rates of around 100% soon began to stagnate at 30 percent and lower. 

 Poland  

H3 began the process of internationalization with the opening of its first store in Poland, in the 

Warsaw region in December 2010, more precisely in a shopping center called Mokotów Gallery, 

this mall is located in the middle of an upscale residential area.  

Poland is the country chosen by H3 as its first international experiment, H3 chose this country 

because it believed it was a market that responded well to the brand. Poland was a highly developed 

country with a shopping center culture similar to Portugal as its population increased to 40 million, 

and it had high economic and political stability. 

Although h3 entered the Polish market with high expectations, this internationalization step failed. 

Many reasons were identified, the most important of which is the result of the lack of knowledge 

of the Polish local market (for example, the additional costs of building and designing the store 

through lack of knowledge of the local law) and The inability of Polish customers to correlate the 

value of meals with the premium price of the products(Diana & Saraiva, 2014). 

 Spain 

H3 has also noticed a significant chance for expansion and growth in the adjacent country of 

Portugal, the Spanish market. H3 has opened two stores in Madrid shopping malls, Kinépolis de 

Pozuelo de Alarcon and Diversia Shopping Center, under a licensed franchisee of the Vips Group, 

Spain's market leader in the restaurant industry, which was interested in the h3 brand and its 

strategies. As in the Polish case, the Spanish market was not the same as the Portuguese market at 

all. The second failure of internationalization is attributed to a flawed analysis of the Spanish 

market and the failure of h3 to pass its core message to this audience. Also, Spaniards have a habit 
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of taking a lunch break to go home and take a regular siesta, which normally lasts two hours, so 

having lunch at malls is frequent, but not as frequent as it is in Portugal. in addition, Spanish 

customers prefer to eat in street restaurants(Lopes Raimundo, 2016). 

 Brazil 

 According to (José Carvalho, 2018) It seems that internationalization in Brazil and North 

America has been present at the head of the administration since the beginning of the h3 

internationalization step.  

Strategic reasons for choosing Brazil: 

 H3 concluded that the culture of the Brazilian shopping center is very similar to that of 

the Portuguese shopping center, indicating that it is a mature fast food market, reinforced 

by the lack of a language barrier. 

 the large size of the Brazilian population, as more people enter the middle class. 

 Meat consumption is very high, compared to other countries, specifically European 

countries. 

 The internationalization of the h3 group in Brazil began with the opening of two stores in Morumbi 

Shopping, Vila Olimpia, in São Paulo in 2011, and seven more in 2012. In 2013, they opened 3 

more stores in Recife, Salvador, São Paulo, followed by the opening of the first restaurant in Rio 

de Janeiro in 2014. To this day, h3 has managed to achieve tremendous success and growth in the 

Brazilian market, through the model used in current Brazilian stores, which is a joint venture model 

with its Brazilian partners as the master franchisor, it was the most successful method of rapidly 

expanding into the area and ensuring that competitors did not, in addition to the strategy of 

investing in wholly-owned local stores (In Brazil there are more than 20 restaurants between a 

wholly-owned and a franchisee). 

Miguel, one of the three founders, revealed that the investment in the first store in São Paulo 

amounted to 2.5 million Brazilian reals (about one million euros). 

Albano Homem de Melo, António Araújo, and Miguel Van Uden said After opening a store in 

Angola in 2015, Shortly, we see the h3 brand present in “many countries around the 

world(Dionysus, 2015). 

 At the moment, the partners are conducting numerous studies in an attempt to enter the UK and 

USA markets. 
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The fact is that Portugal remains the most important source of income for the brand and its stability, 

which provides it with the necessary cash for expansion and growth in foreign markets. 

From Figure 7, it is evident that the net income increased from 1.59€ million in 2017 to 1.88 € 

million in 2019. We note a decrease in the total assets owned by the company from 8,29 € million 

in 2017 to 6,65€ million in 2019, while the capital increase is owned by the company. Shareholders 

(total equity) from € 1.77 in 2017 to 2,061€ million, Finally, we could see a good increase in cash 

flow from 558€ million in 2017 to 975€ million euros in 2019.  

From the above, it notes the good financial health of the company, which enables us to say that H3 

is strong enough for growth and expansion in the Middle East region. 

                    

 

Figure 7:Financial analysis of the h3 company- Adopted by the author, Retrieved from 

     https://www.racius.com/relatorio-financeiro-detalhado/h3-portugal-s-a/#report-2019 

https://www.racius.com/relatorio-financeiro-detalhado/h3-portugal-s-a/#report-2019
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CHAPTER 3: Literature Review 

3.1 Internationalization Strategies 

It is the strategy through which the company aims to create a competitive advantage by being 

present in several markets outside its home country (Harvard Business Review, 2018). Thinking 

globally and understanding international cultures are what companies interested in 

internationalizing their businesses need to survive and thrive (Hitt et al., 2016).  Research and 

literature also indicate that companies' search for external expansion can be driven by their search 

for other important resources and assets, such as technological knowledge, research, and 

development capacity, raising and updating management skills, and compete with the most 

advanced brands in the world (Eisingerich et al., 2010). One of the most critical and nuanced 

decisions to be taken by business leaders is internationalization(Cakmak, 2018). 

  According to Tuppura et al., (2008) Companies who plan to realize internationalization must 

make   several strategic decisions, the most important of which are: 

 Path to internationalization. 

 Selection of entry modes. 

  the choice between geographic focus and diversification. 

These three decisions are to some extent interrelated, and it can be said that it is indispensable 

features of any international strategy. 

but according to Kubíčková & Toulová (2013) Participation in the process of internationalization 

cannot be understood as simply an opportunity to gain greater profits and competitive advantage. 

The possible risks associated with this process need to be taken into account because engaging in 

the process of internationalization will bring many different real risks to businesses. The biggest 

barrier to international expansion is the lack of knowledge of foreign markets(Figueroa-de-Lemos 

et al., 2011). Also, there are economic risks such as (exchange rate fluctuations, trade exchange 

(import and export), financial procedures for the facility (loans and investments) ... etc. and 

political risks such as (political stability of the host country, foreign currency exchange procedures, 

protectionist measures such as customs tariffs, Restrictions on transferring profits and capital 

abroad ... et  ( (StarTimes, 2020).  
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International companies' research, review, and understanding of the target market decreases 

possible risks and improves the likelihood of successfully entering the market by a significant 

percentage (Tariq Khan, 2017). 

3.2 International market entry strategies 

Globalization forces are pushing businesses to go to the foreign market, so when a company thinks 

of extending its business beyond the local market, it needs to explore the type of mechanism 

through which it reaches the global market (Barua, 2014). 

Choosing the optimum entry position is one of the most critical issues in the foreign market entry 

strategy (Zhao & Decker, 2015). It determines whether the company has complete control over the 

foreign unit or must share control with a partner (Schellenberg, 2015). 

International research on the entry method is important because the chosen entry position has 

substantial performance implications, also the decision on the entry position has long-term 

repercussions for the organization because it is difficult to alter once it is formed (Ulrich et al., 

2012). The literature review indicates that there are at least six main dimensions of the external 

environment associated with the option of entry mode: cultural distance, business attractiveness, 

host country environment instability, host country legal environment, host country 

competitiveness, and home country culture. For most of these six dimensions, different facets are 

used and different variables are investigated(Vidal-Súarez et al., 2013). 

Above all, Morschett (2010, p. 60) defined the entry mode as “a structural agreement that allows 

a firm to implement its product market strategy in a host country either by carrying out only the 

marketing operations (i.e., via export modes), or both production and marketing operations there 

by itself or in partnership with others (contractual modes, joint ventures, wholly-owned 

operations)”. 

Multiple entry strategies take into account the different levels of commitment and risk that the 

organization is willing to take(Buckley et al., 2020).  

The following Table1 shows the classification of entry positions 
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Table 1:Market Entry Positions 

Modes Entry Concept Forms 

Non-property rights situations 

They are situations that do not 

involve investment in the 

capital by a foreign expatriate 

 Export (direct export and 

indirect export). 

  Contractual agreements 

(licensing, strategic alliances) 

Status of property rights 

 

They are partially or wholly-

owned operations 

 Direct investment 

 Joint venture 

 Wholly owned 

subsidiary (green fields, 

acquisitions). 

SOURCE: Adopted by the  author retrieved from (Morschett et al., 2010) 

In this particular case of h3 internationalization, the brand started to expand with a direct 

investment strategy, franchising, and a transactional strategy was introduced in some cases due to 

the insights acquired over the years and the rapid growth of restaurants. 

Among these different types of entry positions, some relevant entry positions are discussed below, 

it well as specific methods of penetration into the target market. 

3.2.1 Market entry strategy by arranging franchisees 

Franchising is a strategy for entry into the international market where a semi-independent business 

owner (the franchisee) pays the franchiser fees and royalties to use the name of a corporation to 

sell its goods or services (Kotler and Armstrong, 2012). 

The main advantage of the franchise is the ease of independent work and the most common benefits 

of franchising are that it capitalizes on an already successful strategy(Bereznov, 2020).  
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The franchisee typically has local expertise, it is less costly than foreign entry modes dependent on 

equity(David, 2016). The franchisor is not exposed to risks associated with the foreign 

market(Franzetti, 2015). 

A franchisor has many advantages of franchising approval, it can use the franchisee assets such as 

money, time, communications, ideas, and other people's resources to expand and increase 

collective purchasing power and research and development for new products and services (Advisor, 

2012). 

The brand can be featured in exhibitions of franchise companies in the Middle East(FME), the 

largest international franchise exhibition in the Middle East, supported by IFA (International 

Franchise Association), held annually in Dubai and facilitates direct communication between 

entrepreneurs and potential buyers from the region and beyond. The exhibition gained a reputation 

for being the ideal networking opportunity for international franchisees, to reach the booming 

Middle East and North African markets, and to unleash their franchise concepts (Agreement & 

Combined, 2015). 

In 2019, the fair hosted 80 brands and more than 1,600 investors and participants, and the fair 

enjoys active participation from several new countries such as Croatia, Latvia, and Estonia (Diaa 

Center, 2019). Concept of franchising in the United Arab Emirates, there is no specific law for 

companies, as franchising is subject to commercial and agency regulations(Ahmad Bin Hezeem, 

2019). While franchising is a low-risk way of expanding the brand and sharing costs and 

experiences, there are also downside risks, said Sari Hamway, World Franchise Associates COO 

who says that although franchising generates revenue, it also generates additional work and 

additional workers (Scott, 2017). Franchising allows for rapid expansion that is unlikely to be used 

by other forms of international entry (Abrams, 2019). Dubai remains the preferred base for 

franchising operations in the region due to its tax situation, the relative stability of its legal and 

regulatory systems, and its openness to foreign investment 

3.2.2 Market entry strategy through licensing and setting up a business- Direct Investment  

The main advantage of retaining the whole or the majority of restaurants is to allow them to control 

and manage their brand in the Dubai market, as the company demonstrates its commitment to the 

market by promoting in this way a better image of itself, especially deeper relationships with 

customers, suppliers and local distributors, allowing the company to better design its products to 
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meet local needs, and, they will have strict control over the process and will not lose their 

technology to others(Pedro et al., 2012). 

The detailed pricing for the individual items shown may vary depending on the licensing authority, 

rental value, and suppliers used. However, the average cost of opening a small independent 

restaurant ranges from 0.5 million dirhams to 1.25 million dirhams) 125,000€ to 400,000€ 

(depending on the size of the restaurant and the rental costs and doubles this value for a higher-

level restaurant. 

Starting a restaurant business in Dubai and running a successful business requires careful planning, 

experience, and adherence to the law because food habits are an integral part of the country, so one 

strategy is to contact consultants based in Dubai, which may help in adapting the offer (in terms of 

menu, pricing, and brand) with the Local market. Example The Consultants at Commitbiz Business 

Setup Consultants Dubai provide solutions and information that can save time and capital. 

The new Foreign Direct Investment Law )2018 ,( provides several incentives and advantages 

including (100% ownership percentage, guaranteeing the right to use real estate, making financial 

transfers outside the country, and ensuring the confidentiality of technical, economic, and financial 

information and investment initiatives), as, before the issuance of this law, foreign investors were 

entitled to own only 49% Off the capital of companies incorporated in the Emirates. 

Entering the market alone can be difficult, due to the lack of knowledge of this new market and the 

required initial investment, and is risky in terms of restricted and devalued currencies, bear markets, 

or government changes (Kotler & Armstrong, 2008). 

3.2.3 Market entry strategy - Joint venture (JV) with a local Partner  

There are many different reasons why a company might seek to enter into a joint venture, they may 

wish to leverage their joint venture partner's expertise, access new markets, develop new products, 

or share risks and resources (Haden & Partners, 2019). also, an effective local partner for a joint 

venture can have a huge effect on a company's competitiveness because it can serve as a cultural 

bridge between the producer and the market(Citeman, 2017). 

A joint venture in Dubai is an agreement between a foreign party and a local party licensed to carry 

out the required activity. Participation in the local capital in the joint venture must be at least 51% 

but the distribution of profits and losses shall be determined(Depierrefeu, 2020). also, the two 

parties agree to work with each other in a joint venture and the term of a joint venture may be 
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specified or opened, Specific deadlines and targets are usually decided by the parties to the joint 

venture agreement. Dubai has become a site of attraction for tourists due to its investment in a large 

group of shopping centers that provide access to retail stores of world-class luxury brands, which 

makes it one of the most important retail destinations in the world, so we can choose restaurants 

and retailers as potential partners in a business agreement, reducing the investment risk and sharing 

their expertise in local retail operations (Economical Development Department, 2019). 

Because of the versatility, the process offers, joint ventures as a legal entity are among the most 

favored choices globally. Under the UAE Commercial Companies Rule, this form of corporate 

company in the UAE is recognized and regulated.  

According to some Dubai government officials, it will the prerequisite for local ownership is being 

phased out. 

In the following Table2, we will explain the most important features and benefits. 

 

Table 2: The advantages and Benefits of Joint Venture in Dubai 

 advantage Benefits 

 

 

 

 

Joint Venture in  

Dubai 

 One of the greatest advantages of starting a 

joint venture is no compulsion of licensing as 

the local partner will have a business license 

to carry out the activity.  

 The local contribution coming from your 

partner will be very beneficial by giving your 

company increased access to the new market 

  When entering the Dubai market, the joint 

venture would be safe for companies. 

 No personal income and capital 

taxes 

 No corporate taxation 

 100% repatriation of capital 

and profits 

 No currency restrictions 

 Competitive import duties (5% 

with many exemptions) 

 Abundant and economic 

energy supply 

 Competitive freight charges 

SOURCE: Adopted by author retrieved from (Lantceva, 2020) 
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3.2.4     Market entry strategy by Free Trade Zones (FTZs) - Direct Investment 

More than 20,000 businesses are located in the UAE Free Zones. Free Trade Zones allow 100% 

foreign ownership, expedited registration, and advanced logistical support, mostly organized along 

sectoral lines. also, Capital repatriation at a 100 percent rate of benefit, multi-year rentals, 

convenient access to the sea and airports, rented houses, electricity connections (often at subsidized 

rates), employee recruiting assistance. Besides, significant support services are offered by the free 

zone authorities, such as funding, worker accommodation, jobs, and protection( International Trade 

Administration[ITA], 2020). 

Free trade zone companies must share 51% of the business with local distributors, sponsors, or 

agents who are citizens of the UAE (outside the free trade zone structure) to access the local UAE 

market, However, the main attraction of free zones remains the waiver of local ownership 

requirement to the majority with 100% renewable tax exemptions for 50 years. (Judith Baker, 

2019). In the United Arab Emirates, there are more than 38 free zones in operation; Table (3) lists 

the most significant free zones in Dubai, also see Appendix B:: Distribution of free zones in Dubai 

(Google Map) 

Table 3: Important Free Zones in Dubai 

Free Zones in Dubai 

Dubai Internet City 

 

          Dubai Knowledge Village (DKV) 

 

Dubai International Academic City 

 

Dubai Production City (DPC) 

 

Dubai Media City 

 

Dubai Energy and Environment Park 

(EnPark) 

 

Dubai Studio City (DSC) 

 

 

Dubai Outsource City (DOC) 
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Dubai Gold and Diamond Park (GDP) 
Dubai Silicon Oasis Authority (DSOA) 

 

Source Adopted by the  author retrieved from (International kotsomitis FBS, 2020) 

 

3.2.5 Market entry strategy   by licensing of food trucks - direct investment 

There is also another way to enter the market that the region is witnessing in the QSR (Quick Service 

Restaurant) sector, which are concepts like mobile food trucks and pop-up kiosks especially in the 

UAE where operators take advantage of the country's international flavor and spread local food 

options, also helping to create some brand awareness and looking for a partner in the 

market(Nisreen, 2021). 

This type of restaurant represents an innovative idea that attracts visitors, Tourists, and investors. It 

is also an opportunity to provide food and beverage supply services during festivals and external 

events, especially with the diversity of social, official, and specialized activities in Dubai.  

Last Exit is one of the most popular places that provide food trucks in Dubai, with its branches 

located in several regions in the emirate, including Al Khawaneej, Jebel Ali, the South, Al Qudra 

area, and every cart, It has a decorative pattern that distinguishes it from the cars spread in other 

areas(Sami, 2021). 

according to(Sami, 2021), General Manager( Last Exit), the most important feature offered to 

tenants and entrepreneurs is the option to agree on a short-term lease contract, which gives them the 

knowledge to evaluate and study their offered products, Before committing to long-term contracts. 

It is worth noting that all Last Exit venues are not limited to serving food, but also provide places to 

sit in a fun and enthusiastic atmosphere 

Kite Beach and La Mer: These are two of Dubai's best beaches, where there are food trucks, and 

Which attract individuals and families greatly to spend the most enjoyable times. 

Although food trucks in Dubai are seasonal, meaning they are associated with festivals and 

celebrations, the places mentioned above have food trucks available throughout the year. 

Appendix B: A map showing the locations of the free zones in Dubai and other areas of the spread 

of food trucks (Google Map) showing the food truck locations. 
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3.3 International Development Strategy 

expansion can lead to the risk of disrupting the company's current business operations, but with the 

formulation of an international growth strategy through analysis, planning, and adequate vision, 

and a clear pre-implementation understanding of the target market, It is possible to improve the 

private expansion strategies of multinational companies(Velocityglobal, 2018). 

To assess and study a potential market, we need to collect information on: 

 Demographics (demographics - age, gender, education level, income, profession, behavior - 

loyalty, attitude, willingness to buy, usage rates, Lifestyle, social class, personality, and personal 

values) 

 PESTLE analysis (political, social, cultural, environmental, and technological factors) 

 SWOT analysis (strengths, weaknesses, opportunities, and threats) 

 Analysis of competitors 

 Existing distribution and communication channels 

 Barriers to entry 

 Knowing the regulations 

The main topics to be considered regarding the regulations: 

 Licensing restrictions, labor laws, wage levels, and the most important social legislation 

 What is the assistance provided by the government and political forces? 

 Capital movement and knowledge of the restrictions imposed on profits 

 Pricing regulations, marketing, and advertising laws. 

Finally, the major challenge for companies that do planning and research before implementing the 

international strategy is to ensure that the elements of the marketing mix work together to achieve 

the marketing objectives. 

In the past, the marketing mix was taken to encompass four 4PS elements: (Product, Price, 

Promotion, and Location). In recent years, three new elements have been added to the marketing 

mix to form the so-called 7ps (Extended Marketing Mix). 

In some areas of thinking, there are 8 elements in the marketing mix, and the final component is 

(productivity and quality) (8 PS).  

This came from the old service marketing mix and has been folded into the extended marketing 

mix by some marketers. So far, the marketing mix is still largely applicable to the day-to-day 
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business of a marketer. So a good marketer will learn to adapt the theory to fit not just the modern 

era but the company's business model 

Marketing elements are illustrated in the following Table 4 

                                           Table 4:Marketing Mix 8ps 

Marketing Mix Concept  

Product The good or service the consumer purchases 

Price The amount that the consumer pays for the item 

Place How the product is distributed to the customer 

Promotion are all the means used to educate and sell consumers about products 

People People who interact with consumers in introducing the product 

Process 
They are all the processes and systems that affect how employees handle goods and 

deliver them to consumers 

Physical 
The tangible thing relating to the product or the physical environment in which the 

consumers receive the service 

Productivity & 

Quality 

The company's ability to provide services in a timely and cost-effective manner while 

retaining quality characteristics, how to pass that on to its customers. 

Source: Adopted by the  author retrieved from (Lahtinen et al., 2020) 

3.4 International Digital Marketing Strategy 

Over the past decade, technology and the way it is used have changed dramatically, As the digital 

revolution affected consumers and businesses alike, the Internet has become from a source of 

information to a place where people come together to share their stories and experiences, In 

addition to displaying and selling their marketing products(Tarnovskaya et al., 2010). 

Digital technology has become increasingly integrated into the corporate identity, As a result, 

digital marketing has become a key component of the company's overall marketing plan(Zucker, 

2020). According to Niemisto(2018), the complexity of your digital marketing strategy mainly 

depends on the size of your business and your long-term goal. international Digital marketing is 

the most effective way to attract customers, as it helps in the brand development process, is marked 

by enthusiasm, innovation, continuity, and allows things to move in the right direction(Bates, 

2018). Nowadays, the digital sphere appears to be a real and rapidly expanding phenomenon that 

affects the majority of people and businesses all over the world, this means that the company's 
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website also needs to be part of the global mix(Ryan & Damian, 2020). Companies need a strong 

international digital marketing strategy if they want to concentrate on trading and exporting their 

goods and services globally(Commentator, 2017). 

According to Nasser) 2021) There are many ways for a company to choose the best digital 

marketing strategy, but some methods are considered fundamental, which means that they should 

always be used regardless of the type of business it is running. 

First: Search engines are the best friend of the public with all their characteristics and interests, so 

no individual does not own a mobile phone and uses it when wanting to search or inquire about 

anything or any information or any place. Where we can say the most famous of them is Google, 

as everyone has the conviction that the famous search engine Google knows everything! That is 

why we resort to Google when we want to learn about new information or search for a new place 

to hike or search for a product that we want to acquire or search for a service that we would like to 

benefit from. All these motives were the reason for Google becoming one of the most important 

types of electronic marketing that can be applied to achieve the highest rates of sales and revenue 

for brands. Search engine marketing includes many techniques that help you improve, market, and 

promote the product or service that the company provides to the public, the most important of 

which is SEO, Search Engine Optimization (SEO) is a must for all companies looking to build an 

online presence, it’s not just about topping the search engine result rankings, It is mainly about 

gathering the right information about internet businesses to let search engines and human viewers 

know what you have to offer. 

Secondly: Marketing through different social media platforms (Facebook, Instagram, Twitter, 

YouTube, LinkedIn, Pinterest, Snapchat, WhatsApp...etc.) is also essential, due to the role it plays 

in the consumer market. Almost every potential customer has a social media account, so companies 

use it as a platform to deliver the marketing message, promoting their activity and branding 

whatever product, good, or service they offer, It also helps you achieve more important goals than 

selling, which is documenting the brand with the target audience of the company, this is a result of 

direct communication with them with different types of content, the language, behavior that 

resembles their behavior and interest. 

For a strong international digital marketing strategy that relies on additional types of e-marketing, 

according to international market requirements and consumer behavior there such as (Content 
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Marketing, Search Engine Optimization (SEO), Pay Per Click (PPC) Ads, Affiliate Marketing, 

Email Marketing, Radio Advertising, traditional marketing, Pay-Per-View Advertising, Mobile 

Application Marketing . (  

Besides the above, we cannot overlook the importance of traditional marketing such as (TV ads, 

print, newspaper, and magazine ads, billboards scattered in the streets and public places) and it is 

one of the types of marketing that can be used today as well. But with the development of consumer 

behavior now as we mentioned, it was The marketing method must also evolve to suit the behavior 

and thinking of the now-consuming audience, whose interests have shifted to the Internet only. 

3.5 International Strategy Implementation  

Companies need to constantly update their business strategy to stay ahead(Alexander, 2015). in 

today's rapidly changing global environment, traditional boundaries are disappearing and 

technologies change rapidly(Saleh Ibrahim, 2016).  

 Strategy implementation is the last stage in the business transformation process that begins with 

formulating strategic initiatives, where the successful implementation of strategy, acquires more 

importance as the need for organizations to adapt to the new reality increases (Yaprak et al., 2011). 

The implementation process can entail essential changes in the structure, culture, and systems of 

the organization(Kruger, 2012). The volatile nature of the world today makes the execution of the 

strategy more complicated(Kosiom, 2013). 

Back in the 1980s, it was said that the global market had become so homogeneous that, through 

similar tactics, multinational corporations could market uniform goods and services worldwide,) 

Global Strategy). 

Levitt(1983)was one of the first to defend this standardization strategy in the monolithic market in 

his Harvard Business Review paper. Levitt argued that marketers are faced with an "A 

homogeneous global village,” He recommends that companies create standardized, high-quality 

global goods and sell them through standardized advertising, pricing, and worldwide distribution. 

 According to Yalcin & Cimendag(2012) Nowadays, many companies have learned that the 

standardized approach is ineffective, Certain consumer needs may be universal, but there are 

different behaviors, motives, and expressions of needs, Consumer behavior often does not converge 

on a global scale, rendering the global marketing approach suggested by Levitt highly doubtful. 
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So companies began to take into account locally relevant issues in the performance of commercial 

activities, by meeting the needs and requirements of local markets around the world by customizing 

their products and services with local tastes, (Multidomestic Strategy). 

Companies seek a compromise between the multi-company strategy and the global strategy, to 

achieve a balance between the desire for efficiency and the need to adapt to local preferences within 

different countries(Expansion, 2020). (Transnational strategy) 

Brand name, product, packaging, and labelling are the easiest variables for the marketing mix for 

standardization, so the strategy needs to be combined Countries by social, cultural, technological, 

political, and economic similarities(Bernier & Meyer, 2010). 

Large fast-food chains, such as McDonald's and KFC (Kentucky Fried Chicken), rely on the same 

brand names and the same basic menu items around the world, but These companies make some 

concessions to local tastes too(Stock, 2020) 

3.6 Cross-cultural customer service 

language, culture, lifestyle, faith, and customs give rise to cross-cultural threats, Language service 

levels Differences may trigger communication difficulties, and employee conduct at work and 

buying behavior can be greatly influenced by culture and lifestyles(Hollsten, 2016). 

The difference in culture is one of the considerations that must be taken seriously when selecting 

an international marketing strategy for a particular food service company since culture is an 

important factor in affecting the consumer market and shopping behavior, so international 

marketing managers should at least be careful about ensuring they understand cultural 

differences(Cui & Ting, 2009). 

From above, if the company is not aware of the country's religious customs and beliefs, this may 

cause the company to do marketing, which the locals may find offensive. For example, if the 

company is going to a peaceful country and does not care about Islamic culture in marketing, then 

the company can offend its customers and get a very negative image and in the worst case, it may 

withdraw from the market 

According to Hofstede (2001), he states that to define a cross-cultural customer service strategy, 

one must take into account the differences in cultures, thinking, feelings, and behaviors in different 

countries, which are acquired during their childhood and are then shaped by their social 

environment. 
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Therefore, Hofstede (2001) identified five dimensions of culture with the addition of a sixth 

dimension later: 

 Power Distance Index (PDI) 

Power distance is the degree to which less powerful members of organizations and institutions 

(such as the family) accept that power is unevenly distributed. In countries with a high distance 

of power, less strong people accept the power relations that are recognized by subordinates 

based on their position in a formal hierarchical position, and as such, Hofstede's (strength) 

distance index does not reflect an objective difference in the distribution of power, rather, it 

reflects the way people perceive power differences. 

 Individualism (IDV) versus collectivism 

The extent of the integration of individuals into groups.  In individual societies, the focus is on 

personal achievement and individual rights, and people are expected to stand up for their rights, 

the rights of their families, and the choice of their affiliations. In contrast, in collective societies, 

individuals often act as members of a cohesive and lifelong organization. 

 The Uncertainty Avoidance Index (UAI) 

It indicates the extent to which members of a culture feel threatened by various, unknown 

situations and vague beliefs, which they try to avoid or adapt to this basic fact of human life. 

 Masculinity (MAS) versus femininity  

The distribution of emotional roles between social groups. The values of male cultures reside in 

competition, assertiveness, materialism, ambition, and strength, while female cultures place 

more value on relationships and quality of life. 

 Long-term orientation (LTO), versus short-term orientation  

It describes the time horizon of societies. Long-term-oriented societies attach more importance 

to the future. These societies foster real, reward-oriented values, including sustainability, 

savings, and resilience. In short-term oriented societies, underpinned values are linked to the 

past and the present, including constancy, respect for traditions, preservation of face, reciprocity, 

and fulfillment of social obligations. 

 Indulgence encounter self-control (IND) 
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This dimension is defined as the extent to which people try to control their desires and impulses, 

based on the way they were raised. Relatively weak control is called Indulgence and relatively 

strong control is called Restrain
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3.6.1 Dimension of Culture (Hofstede) for Portugal and UAE 

 
Figure 8: UAE Hofstede indicator 

 

 
Figure 9: Portugal Hofstede indicator 

 

 

 



 

39 | P a g e   

 

 

 

Table 5: Difference Hofstede indicator between UAE and Portugal 

                           UAE                           Portugal 

PDI In this dimension, the United Arab Emirates scores high (a score of 

90), which means that people embrace a hierarchical structure in 

which everyone has a position. Hierarchy in the organization is seen 

as representing inherent inequality, centralism is prevalent, 

subordinates expect to be told what to do, and the ideal boss is a 

benevolent despot 

The score of Portugal in this dimension (63) represents the acceptability of the 

hierarchical gap and the permission of those in the most important positions to 

provide compromises for their positions. Controls of management, that is, the 

manager needs input from his subordinates and their boss, these are expected 

to be controlled by their boss 

IDV The United Arab Emirates, with a score of 25 is considered a 

collectivistic society. This manifests itself in a close, long-term 

commitment to a group of members, Loyalty in a group culture is 

critical and transcends most other societal rules and regulations, 

Everyone has responsibility for fellow members of their group, and 

employer/employee relationships are viewed ethically (such as a 

family bond), Hiring and promotion decisions take into account the 

employee's group within the group, and management is the group 

management 

Portugal, in comparison with the rest of the European countries, is collective 

(due to its score in this dimension: 27). This manifests itself in a close, long-

term commitment to the group of members. In a group culture, loyalty is 

paramount and transcends most other community rules and regulations. 

Everyone takes responsibility for the fellow members of their group. In group 

societies, employer/employee relationships are viewed ethically (such as a 

family bond), hiring and promotion decisions take into account the employee's 

group within the group, and management is the management of groups. 
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UAI The UAE scores 80 in this dimension and thus has a high preference 

for avoiding uncertainty. Countries with a high level of uncertainty 

keep avoiding strict codes of belief and behavior and do not tolerate 

unorthodox behavior and ideas. 

If there is a factor that quite specifically distinguishes Portugal, it is the 

avoidance of ambiguity. In this dimension, Portugal scores 99 and thus has a 

very high preference for avoiding uncertainty. Countries with high ambiguity 

avoidance maintain strict standards of belief and behavior and are intolerant of 

unorthodox conduct and thoughts. 

MAS The Arab Emirates scores 50 on this dimension and can be considered 

to be neither Masculine nor Feminine 

Portugal ranks 31 on this scale and is a nation where consensus is the keyword.  

So polarization is not well-considered or excessive competitiveness 

appreciated. 

LTO Ther on this dimension, There is currently no score available for the United Arab Emirates on 

this dimension 

The low score of 28 shows that Portuguese culture prefers normative thinking 

over realism thinking. 

IND 

 

There is currently no score available for the United Arab Emirates on 

this dimension 

A relatively low score of 33 indicates that Portugal has a culture of Restraint 

Source : (Hofstede Insights, 2020)



 
 

 

 

CHAPTER 4: Market UAE  

The Emirates or (officially: The United Arab Emirates -  UAE) is a federated Arab state located 

in the east of the Arabian Peninsula in the southwest of the continent of Asia overlooking the 

southern shore of the Arabian Gulf, the southeast with the Sultanate of Oman. 

UAE Population in 2020 is 9.89 Million according to the data provided by the World Bank, 

While Dubai Population in 2020 is 3.38 Million according to the official Dubai Government 

website (Blogger, 2020). There is a large number of expatriates in the United Arab Emirates, 

where expatriates make up two-thirds of its population there are more than 200 nationalities 

and thousands of foreign and international companies. 

No conversation about the UAE market is complete without talking about the amazing changes 

that the country has undergone in recent decades, the UAE has witnessed in a very short time 

rapid development and change, has been able to be a regional centered trade and business due 

to its oil resources, Open market economy, and rational management (Kirat, 2016). 

according (Statista, 2021), The statistics show the growth of the gross domestic product of the 

United Arab Emirates during the period from 2015 to 2019, as the GDP decreased to 1.29% in 

2018, followed by a good increase in 2019 of about 1.68% compared to the previous year. But 

we have a sharp decline due to the Covid-19 crisis 2020 to -6.57%, according to the report, 

there is expected growth and improvement to 2.57% in 2025, as the chart shows in Figure 10. 

 

  Figure 10:Gross domestic product (GDP) growth from 2015 to 2025:Sources:(Statista,2021) 
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Portugal has a current population of 10 million, roughly the same as the population of the 

UAE(World meters, 2021) . but in Portugal, the economic situation differs greatly from that of 

the UAE economy, the services sector is currently the most important component of the 

Portuguese economy, as it represents 75.8% of the total value added (GVA) and employs 68.1% 

of the employed population. It is followed by the industry sector which accounts for 21.9% of 

total value-added, proving 24.5% of jobs. It saw fisheries and agriculture only 2.4% of GDP 

while employing 7.5% of the working population Tourism should be emphasized as well, taking 

advantage of Portugal's geographic position, environment, and long coastline,(Wikipedia, 

2019). 

Following the negative effects of the financial crisis on the Portuguese economy in the period 

2007-2008, the Portuguese economy has remained stable, with an acceptable change from 2015 

to 2019, with a GDP growth of 2.17 % in the year 2019. However, due to the Covid-19 crisis 

in 2020, we have a steep drop to -10%, according to the report, there is a growth and 

improvement of 6.5 percent GDP in 2021, as shown in the graph in Figure 11(Statista, 2021). 

   

Figure 11:Growth rate of the real gross domestic product (GDP) from 2015 to 2025 

                                                                   Sources::(Statista, 2021) 
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Figure 12  comparing GDP Growth Rate for Portugal and UAE 

Figure 12:comparing GDP Growth Rate for Portugal and UAE: Source: Adopted by the 
author, Retrieved from (Statista, 2021). https://cutt.ly/Kc2ALyC             https://cutt.ly/xc9lYt8 

According to KPMG (2019), the UAE continues to lead the food and beverage market in the 

Middle East, driven by a growing number of foreign direct investments, tourists, and local 

companies. 

In addition, the sector's growth was supported by the introduction of new global and regional 

brands, especially Dubai, which continues to attract global and local food and beverage brands, 

the report also made clear that the restaurant footprint in the United Arab Emirates, specifically 

in Dubai - is measured by the number of restaurants and food outlets and Drinks per million 

people, compares well with other global food and drink markets, which include Paris, London 

and New York. 

The foodservice market in UAE is segmented by type as foodservice outlets such as full-service 

restaurants, fast food restaurants (QSR), cafe/bars, 100% home delivery service, and street 

kiosks.  

 

 

 

https://cutt.ly/Kc2ALyC
https://cutt.ly/xc9lYt8
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4.1 Dubai Food Service Market 

 It is one of the seven emirates that make up the state, Dubai is the most populous city in the U 

AE, it is located on the northern coast of the emirate, its population in 2020 is 3.38 million 

people. equivalent to 90.5% of the total population are foreigners. Dubai has emerged as a 

global city and business center in the Middle East and has been named the Capital of Arab 

Media for 2020. Figure 13  Map showing the location of Dubai 

 

Dubai is a global city and a commercial, financial, and tourism center, on the other side, it is 

growing into a center of space, defense, and information technology, attracting green 

environmental industries, expanding outside the petrochemical center. 

The food services market in Dubai consists of a large number of regional and international 

players such as McDonald's and other local companies.  

Some USA fast-food chains still dominate the fast-food restaurant segment market in Dubai, 

with major chains such as Kentucky Fried Chicken, McDonald's, Pizza Hut, Burger King, 

Hardee's, and Domino’s Pizza. Additionally, competition among food service providers is 

intense, based on costs, quality of food service, calories per meal, and healthy menu options.  

The restaurant sector is the busiest in Dubai with all food and kitchens represented. Despite the 

huge influx of new concepts, there is a constant flow of newcomers and current residents, and 

of course the great impact of tourism throughout the year.  

Figure 13: Dubai Location: Source: Google map 2021 
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Dubai restaurants make up a large part of the social culture, which means that despite the 

presence of a large number of restaurants, they are profitable and have a Consistent customer 

base, as long as they provide a high standard of food and most importantly the service. 

According to a report issued by the Commercial Registration and Licensing Sector in the 

Department of Economic Development in Dubai ( 2020), the total number of restaurants and 

cafes operating in the Emirate of Dubai until the end of 2019 reached about 12,000 restaurants 

and cafes, with a total increase of 1051by 641 restaurants and 410 cafes, with a growth rate of 

9.7%. 

Burgers continue to be the most common food item among Dubai residents, according to the 

results of this study survey, when customers asked what types of restaurants they prefer, 

restaurants serve burgers at a rate of 69.4 %.and salad restaurants came second of 50.5 %, 

followed by sandwich restaurants with 28.5 % )figure 14 (. 

 

Figure 14:Graphic representation of kind of food do you prefer- Source: Adopted by the 

author from the survey 

      

 

 

28.50%

9.10%

50.50%

24.70%
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19.90%

69.40%
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4.2 PESTLE analysis for UAE 

The Middle East is a region with great diversity, not only in terms of religions, customs, 

traditions, languages, and ethnicities but also in terms of political, economic, and cultural 

systems. Despite the need to develop specific strategies to enter the Middle East market, 

multinational companies (MNEs) are strongly attracted to this region, especially the Arab Gulf 

states, also these companies are already facing some problems when trying to cross and work 

in the Middle East, this is due to the internal and international political situations, such as wars 

and conflicts. the Middle East is home to many of the largest multinational companies in the 

world, most of which enjoy sustainable profitability from their operations in the region (Mellahi 

et al., 2011). 

A restaurant chain that wants to enter a new market will have internal controllable 

environmental factors, for example, salaries, employees, finances, recipes, and furniture. On 

the other hand, external environmental factors cannot be controlled, for example, safety 

guidelines, tax reforms, consumer taste, income, technology, etc. Therefore, PESTLE analysis 

will allow us to get a better understanding of the target Dubai market, which developed through 

institutional and other websites mentioned in the references, World Bank, United Nations, UAE 

law. 

 Political 

 In 1971, seven kingdoms (Abu Dhabi (the capital), Sharjah, Fujairah, Ajman, Ras Al-Khaimah, 

Umm Al-Quwain, and Dubai) formed a federation that made the UAE Estate. The Supreme 

Council for Legislation was established and a president and vice president are elected every 5 

years. The ruler of Abu Dhabi is the president of the UAE, and the ruler of Dubai is the prime 

minister, and since then the country has cooperated in creating a stable economic and political 

environment. Also, The Maktoum family leads Dubai and today Sheikh Mohammed Rashid Al 

Maktoum, the ruler of Dubai, is the prime minister and vice president of the UAE, however, 

each emirate still maintains great independence (Zahlan, 2016). 

In the United Arab Emirates, both the UAE and the federal government have put in place 

regulations regarding economic activity. Over the past years, political decisions have been 

taken to create a market-oriented economy with a well-regulated and unrestricted business 

environment like many western economies. However, little was done to try to establish 

democracy as power and influence remained concentrated in the ruling family. Sheikh 
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Mohammed Rashid Al Maktoum's liberal outlook and determination to transform Dubai into a 

center of economic and social progress played a major role in development(Adel, 2021). 

Since the integration of Dubai into the United Arab Emirates, the Kingdom has not engaged in 

any major conflict. There are no major violent domestic opposition activities in Dubai like the 

rest of the Arab countries. The United Arab Emirates maintains active diplomatic relations with 

more than 60 countries, most of the European and Asian. But relations with Iran are strained 

due to the nuclear agreement concluded by the United States of America and Iran(BBC, 2017). 

The following table was created to find out some of the necessary political points for the UAE 

that must be looked at: (corruption, political stability, support for political forces. 

 

Table 6: Political Factors 

 

Corruption 

According to the analysis of Transparency International ( 2020), the 

UAE ranks first in transparency and anti-corruption in the Arab world 

and regionally with 71 points and 21 among the best countries in the 

world. Being part of the United Arab Emirates, Dubai is seen as having 

a transparent political environment Extremely. 

Political stability 

 The UAE represents a distinct model of political stability at the 

regional and international levels, and this political stability that the 

Emirates is witnessing is the other side of the active and pioneering 

development policy adopted by its wise leadership that makes the 

citizen a higher target(Stiftung, 2020). 
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Trade policies 

(Supporting 

political power) 

Government policies encourage foreign direct investment in Dubai. 

Over the past decade, Dubai (and the UAE) has continued to improve 

its business environment by building infrastructure and enacting 

business-friendly laws and policies aimed at making it competitive in 

the region. These efforts increased the flow of investment, according 

to the FTSE 2019 Index, Dubai ranked third in the ranking of the most 

attractive locations for investment, confirming its position as a global 

investment environment that keeps pace with the aspirations of 

investors, technology shifts, and the aspirations of entrepreneurs and 

innovators in the region and the world. 

According to the Foreign Direct Investment Confidence Index 2020, 

the UAE ranks 19th in the world, a leap from the 21st place it achieved 

in the latest 2017 ranking(Khan, 2020). 

Source: Adopted by the author 

 Economical 

The economy has witnessed remarkable growth in recent years. since the discovery of oil in the 

1960s, the country enjoys a very strong international standing as a natural result of its policies 

based on an open economy and free trade, Dubai at present is only directly dependent on about 

4% of its GDP on oil revenues.  

Today, everywhere visitors look, they will find evidence of a large number of spending on 

infrastructure, roads, airports, residential areas, hotels, and attractions (Adamkasi, 2017). 

The service sector is the main driver of the economy, as the main sources of income are related 

to public utilities, oil, state-owned enterprises, government-owned properties, including 

industries such as real estate, transportation, financial services, restaurants, and hotels. 

The UAE is one of the richest countries in the world in terms of per capita income, according 

to World Bank data, the per capita share in the UAE has jumped by 8% since 2015, which 

amounted to $ 65.22 thousand per person, to $ 70.24 thousand in 2019, and it has achieved 

remarkable economic progress over the years. The factors that mostly contributed to this are 

abundant natural resources, economic diversification, innovation, and the influx of FDI 

(Rahman, 2019). 
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According to Santander (2019), Companies and individuals in the UAE do not pay any income 

or wealth taxes. However, major oil and gas companies and subsidiaries of foreign banks are 

subject to corporate tax of a maximum of 55%. Since the United Arab Emirates has one of the 

highest levels of per capita income in the world and a highly developed welfare system, it has 

one of the lowest unemployment rates in the Middle East (while Dubai has the lowest 

unemployment level in the world, at around 0.5%) and relies heavily on foreign labor (More 

than 85% of the workforce). 

After the retreat in GDP and the increase in inflation rates, due to the Covid-19 crisis, Sheikh 

Mohammed bin Rashid confirmed in a tweet on his official account on "Twitter" that the United 

Arab Emirates is seeking to achieve economic leaps through quality projects and exceptional 

ideas. 

  Shortly after, the UAE's development strategy for fifty years was launched, which includes a 

plan to lay down a new economic map for the country and develop exceptional economic 

projects and policies to achieve qualitative leaps with the help of citizens and residents in the 

public and private sector(Almasar, 2020). 

The UAE is a member of some international economic and political forums such as the United 

Nations, the World Bank, the International Monetary Fund, the League of Arab States, the 

Organization of Islamic Conference, OPEC, and the Gulf Cooperation Council countries. It is 

the 27th largest economy in the world (Vision, 2020). 

 Socio-cultural  

As mentioned previously, the total population of the United Arab Emirates is around 9.8 million 

as of October 2019, with Emiratis making up only 20% of the total population, making the 

country home to one of the highest immigrants in the world. There are no recent official data 

available for broader details of the population mix in a country where expatriates (non-citizens) 

make up the overwhelming majority of its population, as there are more than 200 nationalities 

in the UAE that reside and work on the country's territory (World Meters, 2019(. 

The average life expectancy for men is 76 years and 78 years for women, the official language 

of the United Arab Emirates is Arabic, and other languages such as English, Farsi, Hindi, and 

Urdu are also spoken. The predominant religion is Sunni Islam (BBC, 2018). 

Although the citizens of the UAE are deeply rooted in the traditions of the Middle East, they 

live a cosmopolitan Western lifestyle with a very high standard of living, sustainable with their 

wealth which has continuously increased over time. also, Emiratis are very social people, 
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families love to live together, Religious, tribal, and traditional ties and values of cooperation 

and care are practiced(Ezzeddine, 2019). 

Lunch is the main family meal and is eaten at home at around two o’clock, it usually consists 

of fish, rice, meat, and a vegetable dish, Many Emiratis prefer the traditional style of right-

handed eating, Also, Emiratis are famous for their hospitality, they feel proud when welcoming 

visitors and interacting with friends and relatives, Guests are welcomed with coffee and dates 

that are new, Incense is passed on so that the scent in the headgear is picked up by visitors. 

Restaurants emerged with the immigrant community offering a variety of ethnic foods, and fast-

food restaurants became popular(Salem, 2019). 

From a social and cultural point of view, Dubai has a culture strongly shaped by the Islamic 

religion, however, Dubai law is very tolerant towards other religions as immigrants from other 

religions are allowed to have their places of worship. 

the majority of Dubai residents are allowed to drink alcohol and wear a bikini On the beaches 

when compared to the rest of the world. 

Dubai is an important regional trade Center and ranks first as one of the most advanced Emirates 

in the Gulf region. Dubai citizens lead a Western, cosmopolitan lifestyle with a very high 

standard of living, supported by their wealth (Barghouthi, 2015). 

 Technological 

In today's world, technological variables are becoming more prominent than ever before, in the 

United Arab Emirates, the number of internet users is constantly increasing, Emiratis are very keen 

to use social media. They spend, on average, 2.56 hours on social media per day. Almost 82% of 

the UAE population has Facebook profiles while YouTube penetration is also at 82%. Other social 

media used are Twitter, Linked In, Pinterest, Instagram, and Tumblr(Al-Essawi, 2020). 

Dubai is known as the center of innovation. it is also a pioneer in various technological sectors, 

Dubai's stated ambition is to transform 80% of government services into smart services with a 

focus on health, education, safety, innovation, retail, tourism, and hospitality.  

to make life better and easier, the new Artificial Intelligence (AI) lab will soon begin training 

government officials to apply AI in a variety of tasks and technologies such as deep machine 

learning, neural networks, and natural language processing(S. Dubai, 2020). 

In Dubai already working government working to give restaurant owners more ways to use 

data, by offering a more advanced AI analytical tool that helps restaurants identify problem 

areas faster and with more detail. Not only that, AI capabilities allow our clients to discover 

new opportunities by analyzing thousands of reviews, which in turn provide insight into 
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consumer trends such as new menu items, service delivery, and new outlet expansion(Eshani, 

2020). Over the years, the UAE government has invested heavily in space sciences, life 

sciences, nuclear sciences, and information and communication technology, and as of now, the 

UAE is the most attractive ICT market in the world and the Middle East. 

On Tuesday, February 9, 2021) Figure 15  ( , the United Arab Emirates achieved a big surprise 

for itself and the Arab nation by announcing the success of the space exploration trip to Mars. 

tower Khalifa in Dubai, the tallest man-made building on Earth, has begun to count down to 

the most important moments of the news announcement(Amos, 2021). 

 

 

 Legal 

The United Arab Emirates is a federal constitutional monarchy. All workers, regardless of their 

nationalities, are protected by the labor law. Maximum working time of eight hours a day for 

an employee (48 hours per week)(Law, 2020). 

With low crime rates, the United Arab Emirates is one of the safest countries in the world, It 

seems that the laws and regulations in the country are very strictly applied(Phil Sylvester, 2019). 

The law includes articles covering labor issues such as employee rights, labor contracts, 

settlement of labor disputes, disciplinary rules, labor inspection, protection of workers ’wages, 

and others. On the other hand, the state has signed many international agreements that have 

been ratified by the UAE government to promote workers' rights like (Concerning equal wages 

between male and female workers for work of equal value, cancellation the forced labor, the 

issue of working at night (women), kids work) 

 

Figure 15:Khalifa tower shows  space exploration trip  date: Source: (Skynews, 2021) 
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Employers in the UAE are required to pay employees' salaries once a month on their due dates, 

which must be on the day following the end of the period specified for salary entitlement, and 

provided that payment is not later than ten days from the due date (Federal Labor Law does not 

provide for a minimum wage but it has general indications that wages must meet the basic needs 

of employees). 

The national government has not issued any tax legislation leaving each emirate to determine 

how to tax individuals and resident companies registered in the state. 

The tax system in Dubai is based on a set of tax decrees issued in 1969, but several tax laws 

were issued in 2018 by the government of the United Arab Emirates. The implementation of 

value-added tax and excise tax was alluded to in these rules(Sunil Thacker and George SK, 

2020). 

The UAE Food Law was founded in 2013 to help restaurant owners or food businesses to 

comply with important food safety rules and regulations. In other words, the general food safety 

requirements in the United Arab Emirates apply to the security of the health of customers and 

the safety of the environment, which must be issued by all restaurants until the documents 

relating to this matter have been accepted. 

 So to legally open a restaurant in the United Arab Emirates, a food license issued in compliance 

with the Department of Economic Development's rules and regulations must be taken into 

account(S. up an R. in UAE, 2018). 

 Environmental 

 
The United Arab Emirates is situated near several coastal areas, making it easier to trade by 

sea. The UAE has a hot and dry climate, but it is cooler in the mountains and long periods of 

sunshine (about eight hours a day in winter and 11 hours in summer) where the hottest months 

are July and August, it may surpass the average maximum temperatures of 48 ° C in the coastal 

plain, so labor productivity may not be as high and agriculture may not produce as much(G. of 

the UAE, 2020). 

The United Arab Emirates is one of the most visited countries in the world, some of the factors 

that attract millions of tourists every year are the perfect balance between traditional religious 

culture and modernity, luxury hotels, stunning shopping malls, skyscrapers, crystal-clear 

beaches, historical monuments, covered gardens, and varied cuisine, It should also be noted that 

the UAE is particularly safe for individual female travelers (Hinai, 2018). 



 

46 | P a g e  

 

The United Arab Emirates is struggling to diversify its sources of revenue and give up the oil. 

In January 2012, Sheikh Mohammed launched the Green Economy Initiative under the slogan: 

Green Economy for Sustainable Development, which aims to create a green economy in the 

United Arab Emirates. This initiative aims to position the country, through policies in the fields 

of energy, agriculture, investment, and transportation, as an export center for green products 

and technologies(Allen & Clouth, 2012). 

The UAE is now facing some environmental threats the environmental impact of persistent 

building noise, invasive species, carbon footprints, small water supplies, overfishing, waste 

production, air pollution, land degradation, and desertification is massive(Government, 2019) 

4.3 SWOT analysis for market  

Conducting a SWOT analysis for the fast-food industry where the strengths, weaknesses, 

opportunities, and threats are analyzed helps in better understanding the marketing strategies 

that the company can use to maintain its competitiveness in the market(Simerson, 2011) 

Strengths Weaknesses 

• Political stability 

• A tolerant, stable, progressive, and relatively 

liberal society 

• A healthy and robust economy, with a stable and 

freely convertible currency, as there are no 

foreign exchange controls. 

• Global/progressive business environment. 

•  global recognition as a marketing and 

investment destination for global and regional 

companies. 

• Free Trade Zones, relatively easy to start a 

business. 

• No trade barriers, competitive labor costs. 

• Advanced communication services, IT 

infrastructure, and connections to major sea 

routes, highly developed ports 

• Attractive climate (winter sun) with wonderful 

desert views 

• MICE (Meetings, Conferences, and Events) is 

well established 

 

• High living costs in the main area of 

the Emirate 

• Low frequency of visitors 

• Per capita consumption is still very low 

compared to Western 

Countries 

• Strong consumer loyalty towards 

known brands 

• One needs a network of people to 

expand opportunities. 
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              Opportunities                     Threats  
 

 Income and population levels are growing 

 Consumer trends towards the consumption 

of healthier, natural, and organic products 

 Entering Dubai is a chance to reach MENA. 

 Missions and trade agreements with major 

industrialized countries. 

 The market is open to quality goods and 

provides significant margins 

 Tourism industry (such as the largest arch 

bridge in the world, Dubai skyscrapers, 

hotels, towers). 

 Hosting the most important international 

exhibitions every year, such as hosting 

Expo 2020. 

 Economic wealth and investment in the 

infrastructure of the world-class 

 Government support for investors 

 Being part of a dynamic region, the risk 

profile of a country could be influenced 

by regional and international relations 

issues. (Regional armed groups and the 

nuclear program of Iran) 

 Increasing competition in the fast-food 

sector in the UAE especially Dubai, 

where international brands have existed 

for a long time 

 Political instability prevailing in the 

Middle East 

 Continued rapid tourism development 

may cause supply to exceed demand 

 Large international companies dominate 

the market 

 Competition from both domestic and 

foreign companies 

 

4.4 potential competitors 

The foundation of a powerful marketing campaign is strategic analysis, After all, you'll fail to 

distinguish yourself and your product from the crowd if you can't recognize your rivals and 

their marketing strategies(Biggart, 2018). 

We have three types to consider when identifying competitors in your target market: direct, 

indirect, and alternative. 

 Direct competitors are businesses that sell the same products to the same audience and 

are competing for the same potential market (These are the competitors we will think 

about). 

 Indirect competitors are businesses that sell products or services that are not necessarily 

the same but that meet the same consumer needs. 

 Alternative competitors (also called "virtual competitors") are companies that sell a 

product or service that is different in category and type, but your customers can choose 

to spend their money instead(Khattab, 2020). 
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According to Carroll (2020)Identifying competitors (and communicating who they are to your 

entire team) provides several benefits: 

You can identify the parameters that need improvement, in addition to tracking the movements 

of your competitors, you can also anticipate them and you can better understand your limits or 

limitations that may cost you potential sales. 

also Researching and studying potential competitors also enables us to understand:  

 current clients;  

 future clients;  

 opportunity for business;  

 The strengths and vulnerabilities of rivals.  

To establish a successful strategy, collecting this information is important, with this knowledge, 

the most significant competitive risks and threats will begin to be assessed. 

 

 

 

 



 

47 | P a g e  

 

 

Direct Competitors 
  

M
A

C
D

O
N

A
L

D
’S

 

Product Strategy 
In the UAE market, and especially in the city (Dubai), McDonald's 

restaurants are achieving tremendous success, as evidenced by market 
penetration and customer acceptance. 

the description: 

Quick Service Restaurants (Take-out / Delivery) 115g burger (beef or 

chicken), fish fingers, bread/wrap 
Additions: sirloin cheese. bacon; Tomatoes; Lettuce; Jalapeno. 

Barbecue sauce with one onion; mayonnaise; mustard; ketchup. 

Kids menu: coffee salads, breakfast, desserts - ice cream, muffins, fruit, 
muffins, biscuits, apple pie, milkshake. 

- McDonald's attaches great importance to developing products and 

providing a menu of dishes that suit all members of society because it is 
constantly changing over time, so every time you add new dishes to the 

menu and delete others. 

-McDonald's in Dubai has some things on the menu that I haven't seen 

anywhere else (they have the Mac Arabia sandwich, which looks like 
regular beef or chicken with flatbread instead of bread). 

-They also sell chicken fillets which are similar to what you see at Long 

John Silvers, only boneless chicken fillets and no sandwiches. 
McDonald's fast-food restaurant in Dubai offers a Mac meal that is not 

natural or strange, but rather it resembles fictional meals because it is a 

meal sprinkled with 24 karat gold water and edible and its value, 
according to activists, is $ 650 

. Also, MAC applies a strategy that includes several products in one dish 

and gives special names according to the target 

 

promotion Strategy 
Advertising campaigns are one of the most popular 

methods used by McDonald's 
. The company uses television, radio, advertisements 

via social media (Facebook, Instagram, ...), 

newspapers, and publications for their advertisements. 

On the other hand, sales offers are used to attract more 
customers to the company's restaurants. McDonald's 

also relies on discount offers to obtain more customers, 

and do not forget also the free discount coupons for 
some products, as a way to get new consumers. 

Also, the company uses direct marketing, such as 

events, community parties, and national holidays in 
Dubai. 

With developing 

        - A special application for delivery of orders 

(McDelivery) 
       - McDonald's Rewards Program 

        - New order receipt service 

-additional services: 
Entering into contracts with well-known food delivery 

companies (Uber Eats, Talabat, Zomato). 

Car Shuttle Service: McDonald's was the first 

restaurant to establish this fast-moving service. 
McDonald's Arabia, "The Open Door"): 

The restaurant maintains an open-door policy that 

allows its customers to gain knowledge about how food 
is prepared in the kitchen. 
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Place Strategy 

 
The restaurant pays due attention to customer comfort, by ensuring that 

its outlets are equipped with advanced technologies and care services, 

such as parking lots, outdoor seating services, and party rooms. It also 

provides online delivery services to its customers in Dubai (McDonald's 

Arabia, “the sites”). In Dubai, there are also restaurants dedicated to cars 

and drivers only, and others to provide coffee, ice cream, and other 

drinks, and restaurants for vegetarians only, in addition to 

comprehensive restaurants that offer all forms of Meals, and don't forget 

some makeshift booths for sporting competitions and other seasonal 

events. 

This diversity gives McDonald's - McDonald's great power in targeting 

customers and opening places according to the culture of each location. 

 

 

 

 

                                                                      

 

Price Strategy 

 
Price setting strategy: 

There is no doubt that anyone who visits McDonald's 

restaurants will notice a big difference in prices 

compared to those of other restaurants, the goal is to use 

prices to increase profit margins and increase sales 

volume. 

McDonald's uses a combination of the following pricing 

strategies: 

 Meal Pricing Strategy: (In Meal Pricing Strategy, 

McDonald's - McDonald's offers meals and other 

products at reduced prices, compared to purchasing each 

product separately. 

Psychological pricing strategy: (The company uses rates 

that seem reasonable, like 19 instead of 20. 

This pricing strategy helps in encouraging consumers to 

buy the company's products as they turn out to be a 

discount or something similar). 

McDonald' price list ranges from 8 AED to 40 AED                                              

[2€ to 11€] 

Source: (ALI, 2020) 
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Product Strategy 

Burger King - serves the burgers as the main product 115 

grams (beef or chicken, vegetarian). In addition to some 

other products such as (chicken and fish, salads and 

vegetables, drinks and sweets, nuggets, French fries, ice 

cream, some appetizers, and many other items, Besides, 

the company collects its products as individual valuable 

meals and also there are meals for children). 

Burger King gives great importance to developing 

products and providing a list of dishes that suit all 

members of society. 

S Burger King brought Rebel Whopper made with vegan 

waffles to Dubai, after introducing a new no-meat option, 

and it comes at a time when the mainstream food industry 

is facing greater demand from its customers to make their 

menus environmentally friendly. 

Also, a strategy is applied that includes several products 

in one dish and gives special names according to the 

target customer group 

promotion Strategy 
 Burger King uses different tactics to promote its products and 

advertising campaigns are one of the most popular methods the 

company uses. 

 The company mainly uses promotional advertising to promote its 

products. The company always advertises on the Internet, on 

television, and social media (Facebook, Instagram, ...), 

 And do not forget also that it uses promotional offers for sales by 

providing discount coupons and other offers through the website and 

the application (Burger King Arabia) and Entering into contracts with 

well-known food delivery companies (Uber Eats, Talabat, Zomato). 

 Restaurant staff also use personal selling to encourage customers to 

buy more products from the menu, such as sweets when the customer 

orders.  

About advertising through public relations, the company provides 

scholarships and financial aid in educational programs, which helped 

it strengthen the brand. 

 Burger King has successfully combined different merchandising 

methods and this is one of the reasons for its success in the UAE 
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Place Strategy 

Place strategy is essential, and employing it to serve the 

target group is very important; Customers can reach the 

restaurant and complete the order there. 

customers can use the application to order through it, they 

can also get some free offers, customers can use the 

company's website to order from and to the home.  

the restaurant pays due attention to customer’s comfort 

through modern and advanced technologies, parking and 

services, comfortable and spacious seats indoor and 

outdoor 

 

 

Price Strategy 
Burger King's pricing strategy is mainly based on its overall cost 

leadership strategy, which reduces costs and prices.  

In this component of the marketing mix, appropriate pricing of 

products is considered, where Burger King pricing strategies are as 

follows: 

Market-oriented pricing strategy & Meal or quantity pricing strategy: 

Burger King uses a market-oriented pricing strategy as its primary 

approach to pricing, Pricing strategy involves setting prices based on 

market conditions. Including supply and demand terms in addition to 

competitor pricing. 

Another approach that this company takes, is the meals pricing 

strategy, For example, customers can purchase generic meals and 

meals for children at lower prices than purchasing each product 

separately. 

 Burger King price list ranges from 5 AED to 40 AED 

                                            [8€ to 11€] 

Source : (ALI, 2020) 
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Product Strategy 
The brainchild of Emirati entrepreneur Sheikha Issa is (She 

Burger), which makes her burger unique in that it adds chopped 

potatoes to provide a friendly taste and a good crunchy texture. 

The menu is divided between appetizers/ burgers, sides, salads, 

and desserts. There is also an array of soft drinks, milkshakes, 

and cocktails, and there's one vegan burger on the menu plus 

several vegetarian and healthy salads. 

-Beef burger with crispy fries, onions, cheese, and short rib slider 

-Bread and Butter Made with She Berger 

-Red secret sauce  

Eissa said it’s her secret sauce that makes She Burger stand out 

from competitors. “I love experimenting with different flavors 

and creating my sauces. Sometimes you have to be bold and 

follow your gut,” she said as she made us run through her menu 

which offers eight burger choices including their best sellers - 

Mad Chicken which comes with Santa Fe sauce, and Damn 

Burger - a cheddar infused black Angus patty with homemade 

sauce, crispy beets onion, and caramelized shallots. 

Cost: Dh35 for a burger, Dh18 for Cajun Fries 

 
 

promotion Strategy 
 

Ms. Eissa has a knack for catching the public’s 

attention, her main method of marketing her 

business has so far been via social media – 

Facebook, Twitter, and, most importantly, 

Instagram, where she has more than 25,000 

followers 

 

Place Strategy 
The atmosphere at She Burger at Dar Al Wasl 

Mall is elegant and urban, and relaxed. There are 

circular booths for intimate lunches and dinners, 

as well as tables for small groups and an outdoor 

seating area when the weather permits. Valet 

parking and an underground car park are 

available 

Price Strategy 
Cost: 35 AED for a burger, 18 AED for Cajun 

Fries 

                

               {9€ burger & 5€ Batata} 

 
 
 

 

                                                                                                       Source:(Gutcher, 2018) 
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Product  
Quick-Service Restaurants (Take-away / Delivery) 

Their burger patty is made with black Australian onyx beef, 

rather than regular cow beef which I think works to its advantage, 

it gives it such a different flavor and it’s succulent and juicy.  

They also have a very unique white bread bun, sprinkled with 

black sesame seeds.  

Their cheese fries are served with melted gruyere cheese, rather 

than that plastic stuff that comes out of a pump. 

The Meet Me There Dubai burger is no ordinary one, from a 

burger mill. This burger is made from pure black onyx, which is 

cooled & dispatched from the best suppliers and farms in 

Australia. 

 There are only three types of burgers on offer: the ME burger 

(salad and sauce only), the Meat Me (cheese), or the Juicy 

Double (double slice with cheese). 

  Hand-cut French fries are fresh daily and available loaded, 

plain, or with paprika for a little bit of garlic. 

 It’s the perfect burger for many consumers in Dubai 

 
 

promotion  
 

The restaurant uses modern technologies and 

advanced technology in its work 

 -Uses social networking sites (Twitter, Facebook, 

Instagram ...) for offers and rewards 

-Contracting with the most famous food delivery 

apps in Dubai (Talabat, Zomato, Uber Eats 
  

Place  
Overlooking a wonderful view of the sea and 

Burj Al Arab for the outdoor seating, and its 

attractive wooden décor 

available 

Price 
Dubai Cost: 38 AED for the Meat Me Burger and 

25 AED for the fries 

 

       {11€ Burger & 6€ fries}   

 
 

 
 
 

 

                                                                                          Source: (Mazhar, 2020) 
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This burger has hit Dubai by storm.  

Anytime you eat, you will find a large number of delivery 

drivers waiting to take orders, as well as a group of people 

ordering to eat there. You can't deny that their burgers are 

really good. They ship their beef especially from the USA, 

and they use potato cakes to soak up all their sauces, meat 

juices, and cheese so it's a delicious burger. 

  Their fried chicken is one of the best in town, it tastes high 

quality, every dish is served with a side of sliced pickles, 

depending on your preference. 

Alcohol-free, the drinks menu offers shakes and soft 

drinks. The free Wi-Fi on offer and plethora of seating 

options make this a great casual spot to get some work done 

and grab a late lunch, and the family-friendly vibes mean 

you can also bring the whole crew for a casual weeknight 

dinner. 

Dubai Cost: 35 AED Burger and 20 AED for the fries       

                       {   9€ burger & 5€ Batata}        
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Bringing the most delicious London burgers to Dubai, Bite 

Me Burger Co offers 15 delicious burgers, from lamb and 

duck to beef and vegan, each mini burger with a fun 

homemade sauce.  

The Bite Me Burger Co is perfect for lunch hour in the 

DIFC, it also offers office delivery services and sharing 

boxes of 12 to 24 mini burgers (perfect for team meetings). 

You can sit inside the quirky themed restaurant or outside 

on the spacious patio 

Bite Me Burger uses (Uber Eats, Zomato) ... to deliver their 

delicious burgers across Dubai. 

 Cost: 42 AED for a box of 2 mini burgers (DUO) and 18 

AED for regular fries. {  12€ burger  &  5€ fries } 

              Source: (Huntr, 2020)                                               Source: (Fletcher, 2020) 
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a new burger company in Dubai. 

Ugly Burger stands out because it offers delicious messy 

burgers that may not match the aesthetics. 

The recently launched burger restaurant offers different 

types of burgers, including juicy wagyu beef, shrimp katsu, 

crunchy fried chicken burger, truffle burgers, and their latest 

addition, Bulgogi Burger, which lends a distinctive touch to 

Korea's favorite dish. 

. In addition to the side sides, it includes spicy chicken 

nuggets and shrimp balls. The restaurant also has an 

assortment of truffle and kimchi fries, which you can season 

with the popular hot sauce range from Ugly Burger. 

Ugly Burger runs delivery from 11.45 am until 10 pm daily 

and operates out of Dubai Media City. 

    Cost:: 18 AED to 38 AED    { 5€  to  10€ } 
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Burger Pit is a quintessentially classic American burger 

place, located at Dubai’s Last Exit. The venue draws its 

inspiration from the retro 1950s but combines an old-

fashioned concept with the fast-paced life in Dubai. This 

gourmet food truck’s motto is simple — good quality food, 

done well. Classic beef burgers are paired with fries and the 

classic all-American shakes are there to wash it all down. 

Burger Pit also serves a vegetarian special ‘Portobello’ 

burger made of crispy mushrooms, garlic butter, beetroot 

slaw, rocket, and tarragon butter. 

 Cost: 30 AED for the original, 20 AED for loaded cheese 

fries.   {8€ burger &  5€ fries} 

 

Source:(Mathieson, 2020)        Source:(Chesters, 2020) 
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Smokin’9 - the burger is one of the most popular fast food 

in Dubai. They sell intense mini burgers with specialties. 

The menu contains beef, chicken, and veggie burger 

options, burgers: Agnes, The Great, French, Don Gonzola, 

Classic, Paneer, Grinch, Kenny, there is a small mozzarella 

vegan burger with some basil, very Italian. 

On the sides of the menu, there are two options of Hand Cut 

Potato Fries and Sweet Potato Fries, which are both crunchy 

fresh and hot potatoes. 

The most amazing thing is the place's interiors. Super fluffy 

and elegant with very minimal style and few chairs and 

tables make it comfortable too. The kitchen and staff can be 

seen preparing the food.  

The menu is small but has many varieties of burger 

Cost: 35 AED           {  9€} 

   

S
H
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Shake Shack is a modern restaurant chain specializing in 

burgers and hotdogs prepared from 100% natural Angus 

meat, all characterized by simple and high-quality fresh 

food and interesting and environmentally friendly decor; 

Shake Shack is famous for its wonderful and distinctive 

atmosphere as it offers its customers the most delicious 

burgers. 

combining Shack Stack Burger is between two classic 

burgers, Shack Burger and Shrimp Burger, to make one 

delicious burger, chicken burger, hot dog sandwiches, 

crinkle fries, frozen custard, lemonade with different 

flavors. Shake Shack is the favorite place for many in Dubai 

who want to have their meals with family and friends in a 

distinctive and wonderful atmosphere. 

Ccost:25 AED Burger   18 AED for FRIES  

                  { 7€ Burger &5€ FRIES  }                   

           Source:(A. Dubai, 2019)                                           Source:(Ruchi, 2016)       
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Indirect competitors 

 

Burak Restaurant in Dubai is one of the best restaurants in 

Dubai recently opened and it is supervised by the famous 

Turkish chef Burak who has a wide reputation on social 

media. The restaurant is located on Sheikh Mohammed bin 

Rashid Boulevard and offers a wide variety of Turkish food 

and grills of all kinds, and the restaurant is characterized by 

an attractive and elegant design with outdoor seating. 

Cost: The list starts from 50 AED and above 

                                       {   12€  }  

 

The most famous Turkish restaurant in Dubai, located in the 

Four Seasons Resort, offers the most delicious steakhouse 

dishes, as well as burgers, kofta, and steaks, as well as salads 

of various kinds. The restaurant is owned by the famous 

Turkish chef, Nusrat Gökçe, and the Dubai branch was 

opened in 2010 to become one of the best restaurants in 

Dubai 

Cost; The list starts from 50 AED and above. {   12€  } 

 

Babel Restaurant is one of the best restaurants in the Dubai 

Mall, and the menu includes many varieties of Lebanese 

food such as tabbouleh, fattoush, kibbeh, shawarma, 

hummus, grills of all kinds, in addition to a variety of 

international sea dishes and a wide choice of delicious 

desserts. 

The restaurant has a charming view of the Dubai Dancing 

Fountain and Burj Khalifa on the outdoor terrace, as well as 

a wonderful decor consisting of mirrors and columns made 

of sandstone and a design inspired by the ancient Lebanese 

monuments. Cost; start from 20 AED.   { 5€ } 

 

Al Safadi Restaurant is classified as one of the best Arab 

restaurants in Dubai, United Arab Emirates, and has several 

branches in various parts of the glittering city of Dubai, the 

most prominent of which is its branch on Sheikh Zayed 

Road, which has an outdoor terrace for sitting and dining in 

the open air. 

The menu includes many traditional Lebanese food and 

dishes, and a wide variety of meat dishes, grilled chicken, 

cold and hot mezes, and spicy Lebanese omelets. Al Safadi 

Restaurant is one of Dubai's most famous restaurants, which 

many residents and tourists accept as it is the best Lebanese 

restaurant in Dubai. 

Cost; start from 30 AED .                {7€}  
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Indirect competitors 

 

A Syrian restaurant in Dubai that offers the most delicious 

meals that are characterized by unique Syrian cuisine. The 

menu of Al Shorfa Restaurant, which is one of the best 

restaurants in JBR Dubai, includes a variety of Aleppian 

dishes such as Samakia, Kebab, Sajia with chicken, meat, 

moussaka, and Mahashi, in addition to a wide variety of 

appetizers and sweets of various kinds that you can enjoy 

eating in the wonderful outdoor sessions of the restaurant. 

Cost; start from 30 AED.      { 7€ } 

 

Yasmine Al-Sham Restaurant is located on Sheikh 

Mohammed bin Rashid Boulevard and it is considered the 

best Shami restaurant in Dubai. It offers chicken, beef, and 

broasted shawarma meals, and it is also one of the most 

famous fast-food restaurants in Dubai that offers authentic 

Syrian food. Laffah Restaurant owns many branches in both 

the emirate of Dubai and the city of Sharjah, and the 

restaurant is crowded with customers during weekends and 

public holidays. 

Cost; start from 40 AED.        { 8€ }     

 

Kentucky Fried Chicken is the first quick-service restaurant 

chain in the Middle East, and the brand name has been 

associated in popular culture with the Arab world, 

especially in Dubai, thanks to the wonderful taste, varied 

options, delicious side dishes, and tempting desserts, in 

addition to the distinctive service, friendly handling and 

reliable delivery services that She established an authentic 

relationship with customers, of course, backed up in her 

secret delicious chicken recipe to be part of the famous 

Kentucky Fried Chicken chain. The menu (box meals, 

burgers, fried chicken, salads, wrap and burritos, children’s 

menu, snacks, appetizers, and drinks. Meal: burger 

(includes fries and drink) / salad and drink) 

Cost; start from 25 AED to 50 AED.      {7€ to 13€}     
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Indirect competitors 

 

Pizza Hut Delivery recently announced the opening of its 

11,000th international restaurant in Dubai. bringing the 

company's total number of branches in the UAE to 112, of 

which 53 are in Dubai. It provides integrated services, 

including fast, efficient, and high-quality delivery, and 

continues to develop its services to keep pace with the 

changes in consumer lifestyles. Menu (large / medium / 

industrial pizza (traditional, hot and spicy or vegetarian), 

Stuffed Crust, Cheesy Bites, gluten-free, thin, and fried. 

Accompanies, drinks and desserts. No alcohol served, 

Meal: individual pizza with soda.) 

Cost; start from 25 AED  to 50 AED      { 7€ to 13€ }     

 

Tasca Restaurant serves the first Portuguese brunch in 

Dubai. Portuguese dishes were prepared by the famous 

Portuguese chef Jose Aviles. 

Where: Mandarin Oriental Jumeirah Resort, Dubai The 

restaurant has two sessions, the first indoors with stunning 

views of the sparkling Dubai skyline on one side and the 

Arabian Gulf on the other, and the second on the open-air 

terrace with a sprawling swimming pool overlooking the 

Gulf The menu (A variety of seafood, grilled meats, 

delicious creamy desserts, creatively decorated dishes with 

fine drinks, a wide selection of delicious Portuguese 

appetizers) 

Prices: 30 AED with soft drinks and 400 AED with various 

drinks.         {7€    to 100€}      

 

 

4.4.1 Competitors analysis 

The UAE is not just one of the most profitable industries in the world, it is also one of the most 

competitive markets. There are no reliable figures on the number of restaurants in Dubai that 

serve hamburgers, but according to Dubai government records, there are 88 restaurants that 
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specialize in burgers. The unpleasant side is that the burgers are saturated in Dubai, and it faces 

many challenges. while, the upside is that service providers come up with more complex ideas, 

generate different trends. 

building a strong brand and identifying a unique location, in addition to strategic, physical, and 

digital advertisements that help attract new customers, the current trend in Dubai to face market 

saturation. 

Based on this, we analyzed the marketing mix strategy of major companies in Dubai 

(McDonald’s, and Burger King) as strong direct competitors. 

Other direct competitors from the aforementioned local and international companies were able 

to attract consumers and build a strong brand that distinguishes them from others, by relying on 

unique products with more complex ideas 

Indirect competitors are businesses that offer goods that aren't exactly similar to H3's but meet 

the needs of the same customers Who it is targeting: 

 Turkish Chef Burak and Turkish Chef Nusrat were able to attract customers through 

promotions inside and outside the restaurant on the Internet, which had a great impact 

on consumers in Dubai. 

 While international companies Pizza Hut and Kentucky are popular choices for 

consumers in Dubai 

 Tasca for Chef Jose Aviles, a Portuguese restaurant, is an indirect rival in that it is a 

well-known Portuguese brand in Dubai, and it competes with H3 to draw Portuguese 

customers who work and live in UAE. 

 Other indirect rivals are those who have the best local Arabic meals. 

Competitors' strengths (unique burger ingredients, varied menu, and successful promotions). 

While competitors' weaknesses (high price, small meal size) 

The fact is that in this industry, regardless of the degree of competition, success can still be 

achieved if unique concepts are paired with the right promotion for the brand. 

By analyzing and evaluating the competitors, we are taking advantage of their strengths and 

weaknesses in the Internationalization Strategy of H3 in Dubai. 

4.5 Market size and trends 

Over the past few decades, the United Arab Emirates has become a melting pot of ethnicities, 

resulting in a global destination for the foods and drinks we see today, especially fast 

food(Plaza, 2020). 
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size of the restaurant sector in the UAE amounts to 29.3 billion dirhams (6.5 billion euros), and 

fast-food restaurants account for 40% of the total sector, with a value of 11 billion dirhams (2.5 

billion euros). The growth rate of the Middle Eastern fast-food chain is 5.6% year on year, while 

the overall fast-food restaurant services growth is 7% year on year (Al-Laithi, 2019). 

The fast-food market can be divided into five sectors - burgers, pizza, fish, chips, chicken, fast 

food, and other fast food - and although all of them have recorded growth, their sales output 

varies widely. 

According to a research study conducted by the global networking company KPMG to find out 

the latest food trends in the UAE, the most popular types of food outlets were quick-service 

restaurants and fast-food restaurants, and informal restaurants came in second. Although fine 

dining came last, the statistics saw an increase as income levels rose. 

Burgers are still the largest sector in the United Arab Emirates, especially in Dubai, but they 

face strong competition from other fast food in recent years such as kebabs and outlets: Chinese 

and Indian home delivery, emerging Mexican fast-food chains (different and exotic flavors) 

and the chicken sector ( It's based on the idea that chicken is healthier than red meat) (Arabian, 

2017). 

according to the International Diabetes Federation (IDF), approximately 32 % of the adult 

population (ages 20-79) of citizens and ex-pats in the UAE suffer from diabetes, with a 

predicted rise in the years to come(Haziq, 2020). statistics indicate 47.5% of UAE residents 

(66% of men and 60% of women, including children and adults, are overweight or obese, and 

this is, of course, The case carries a high risk of death and disease), The bulletin of the BMC 

Public Health Medical Center, the UAE ranks fifth in the world in terms of obesity rates, coming 

directly behind countries such as the United States of America, Kuwait, and Qatar(I. Saad, 

2020). 

Besides the growing awareness among the Emirati public of these health issues, many brands 

have considered these facts in their strategy by launching large numbers of new health products. 

The Middle East captured $ 176.5 million in 2019 from the vegan meat market, with annual 

growth expected of 4 to 5 percent over the next four years(SMITH, 2021). 

From the above, the market for plant-based burgers has witnessed an increase in demand, due 

to the development of customer tastes, as well as the desire to adopt sustainable and safe food 

options, as this trend is expected to continue in the future(Fmi, 2020). [future market insight] 

In Dubai, several quick-service restaurants serving burgers have started adding vegan burgers 

to the menu (MacDonald recently announced the launch of a vegan meat alternative product 
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offering line called "McPlant" in 2021, through the acquisition of the popular vegan burger 

company "Beyond Meat"(AP, 2020) 

food distribution sites and third-party meal delivery plans in the UAE have become important 

outlets for any foodservice operator in the country that seeks to sustain order volumes. 

 With major platforms such as Zomato and Talabat, which cater to existing customers, and 

UberEats and Deliveroo, targeting their particular community of consumers, competition has 

increased in the delivery sector itself(Sami, 2020). 

According to analyses released by SEMrush ) 2020), searches for online food ordering in the 

UAE have increased by 560% since the first case of Covid-19 was reported in March, and 

delivery service and consumer goods providers have seen an increase in the number of searches, 

On Zomato, Uber Eats, and Amazon - 55%, 96%, and 44% respectively, While fast food 

websites saw an overall increase of 33% in the number of searches. The results of the survey 

showed that 30% of Dubai residents prefer delivery to work or home, Probably the increase 

was due to the Covid-19 crisis (See, Figure 16(. 

the culture of long working hours combined with a large number of ex-pats in the country means 

that regular visits to Quick Service Restaurant (QSR) operators are an inevitable part of the 

daily life of large segments of consumers, making QSR the largest foodservice channel in 

Dubai, Despite the Corona pandemic, the survey results showed 35% of Dubai residents prefer 

to consume the meal Eat-in the restaurant, and 34% prefer to take-away.  

 

Figure 16:Graphic representation of Consumption preferences in eating fast food -Adopted by 

the author from the survey 
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4.6 Possible restrictions on import, production, or sale of the products of interest 

4.6.1 Imports 

Food safety is an essential component of food security, especially in the United Arab Emirates, 

which relies on imports to meet a significant proportion of its food requirements(Valaandern, 

2018). 

 According to MoCCAE( 2021) In the UAE, at the federal level, the Ministry of Climate Change 

and the Environment (MoCCAE) and its partners, through the National Food Safety Committee, 

are implementing Federal Law No 10 of 2015 on Food Safety and its implementing regulations, 

which provide controls and guidelines to ensure food safety across the food chain. (MoCCAE) is 

responsible for sanitary and phytosanitary issues. so the Health Department is responsible for 

ensuring the implementation of federal food safety regulations, through the departments of food 

safety regulation and inspection operating at the level of the Emirates, which will apply to local 

and imported foodstuffs. 

The main aspects of food law include: 

 Foodstuff, including meat imports into the UAE, regardless of its purpose, whether it is 

final consumption, food processing, or re-export, are subject to national import 

regulations and standards, which aim to protect human health, and only allow products 

suitable for the purpose in the market. 

 Special approvals are required for the import of alcoholic beverages, tobacco, and pork. 

All beef or poultry products must be accompanied by a health certificate from the country 

of origin and a halal slaughter certificate issued by an accredited Islamic center in the 

country of origin 

 Inspection by the Dubai Central Food Laboratory or any other internationally accredited 

laboratory to assess the suitability of products for human consumption. 

In 2018, the UAE presented the National Food Accreditation and Registration Scheme, this new 

scheme is an online food registration portal - commonly referred to as "Zad". 

This system records all foodstuffs before they are sold in the United Arab Emirates and verifies 

that the product complies with the food laws in the country, the registration of food products in 

Zad is designed in addition to the import inspection procedures to ensure that they meet the 

following requirements: 
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1. UAE sanitary and phytosanitary requirements, regulations, technical standards, or any of 

the requirements mentioned in any bilateral agreement signed with the supplying country 

2. The source should not be prohibited by the authorities in the supplying country for health 

reasons 

3. The product complies with all other technical regulations such as food labels, shelf life, 

and Microbiological criteria, etc. 

4. All laboratory test results conform to the UAE technical regulations and standards. 

5. The product should be from an animal source from an approved facility in the country of 

origin. 

4.6.2 Production or Sales 

For some customers, particularly infants, pregnant women, the elderly, and those with 

compromised immune systems or allergies, foodborne illnesses may be very severe and even 

life-threatening(Sharif et al., 2018). 

In controlling microbiological, chemical, and physical hazards, good product handling is 

essential, during all phases of handling to which the food is subjective processing, distribution, 

storage, preparation, show, and sale, great care must be taken to ensure that it is carried out as 

accurately as possible. 

Food cleanliness, adequate temperature, good cooking of most foods, and personal cleanliness 

are among the Dubai government's key priorities in facilities where food is treated and prepared 

because their activities minimize the risk of harm to the customer.  

Food poisoning may occur if the company fails to meet the safety requirements, leading to 

disease, death, and customer dissatisfaction, leading to lawsuits, loss of reputation, bankruptcy, 

and exposure to legal measures such as (imprisonment, closure, and fines) 

 According to Dubai Municipality )2021) Foodwatch is an advanced digital platform for food 

safety and nutrition anchored on the DM's vision to make Dubai a healthier, happier, and 

sustainable city. A Foodwatch platform has been created by the DM's Food Safety Department 

to promote the sharing of data between authorities, food producers, service providers, and 

consumers. 

One of the most important aspects of it 

 

 



 

64 | P a g e  

 

 Digital ID 

Everyone who uses the system including the Food Safety Responsible Persons (PIC) in every 

food establishment, food handlers, advisors, trainers, and auditors a unique and secure digital 

identity 

 Food Monitor Use 

Food safety checks are an important part of a good food safety management system. 

 Responsible person role 

The responsible person must ensure that food areas are clean and hygienic before starting food 

operations on the shift, this should include inspecting the entire area, cleaning equipment, floor, 

walls, ceiling, and surrounding areas, and checking food handlers before starting their work. 

On the other hand, The Dubai government created the Food Code to help food companies and 

law enforcement officials recognize the ways and means of meeting the Gulf, Federal, and Local 

Food Regulations requirements and objectives. 

 The code also allows the Department of Food Control to assess compliance with these 

requirements and facilitates continuity in the understanding and implementation of regulations. 

The overarching purpose of the Code is to provide a high standard of human life and health 

protection and to protect the rights of consumers by protecting them from fraudulent or 

misleading activities, theft, and any other practices that may cause consumer illness or 

injury(Systems et al., 2020). 

The following table7 illustrates food safety practices in the food vending service in Dubai 

Table 7: Food Safety Practices In Dubai 

Food Safety Practices In Dubai 

 Food Types 

 Cooking 

 Temperature Control 

 Product Handling 

 Stock Rotation 

 Cleaning 

 Chemical Control 

 Personal Hygiene 

 

 Display of Foods 

 Pest Control 

 Construction, Equipment, and 

Facilities 

 Emergency Procedures 

 Product Recall 

 Transport 

 Waste Disposal 
 

Source: Adopted by the author, retrieved from (Safety, 2020) 
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4.6.3 Pricing laws and regulations 

The most used metric in the efforts of businesses to measure and manage customer loyalty has 

become customer satisfaction. The assumption is simple and intuitive: highly satisfied 

customers are good for business(Timothy Keiningham, Sunil Gupta, 2014). 

Stabilizing the pricing strategy is very critical in the internationalization strategy, where the 

price is a big decision that businesses have to make, it is the most important factor in deciding 

consumer satisfaction, this decision is important because the prices you set impact the profits, 

income, cash flow, and business results, a very important consideration for business 

growth(Melanie, 2017). 

A firm's decision in setting the price for a particular market is influenced by internal and 

external factors described by Cant et al (2016).   

Internal factors: Organisational objectives, Marketing Mix objectives, Cost of the Product 

Differentiation 

External factors: market, Consumers, Demand curve, Competitors, Channels of distribution, 

Government regulatory. 

 According to Bobker(2016) The store, restaurants, and all food companies in the UAE and 

Dubai are obligated to set a price in UAE dirhams, and this must be accurate. Companies must 

ensure, according to Federal Law Number 24 of 2006, that ads or posters are not deceptive and 

that goods for sale must be accurately priced. This shows that the price quoted and the price 

paid for the item should be the same. The product must be offered to the buyer at the advertised 

price, and any store that violates these laws can report to the Consumer Protection Department 

of the Department of Economic Development with supporting evidence. 

4.7 Movement of capital or repatriation of profits restrictions 

4.7.1 Corporation Tax 

The UAE currently has no system of federal income taxation, Instead, most of the emirates – 

including Dubai – enacted their corporate tax decrees in the late 1960s, on the other hand, Dubai 

is from the viewpoint of investors a major business hub in the Middle East and a tax haven with 

multiple benefits. 

Companies incorporated in Dubai are required to pay taxes on their profits, but not all 

companies are required to do so. Corporate taxes in Dubai are limited to banks and oil 

companies only, Other types of companies in Dubai are not subject to corporate tax. 
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Even if Dubai is nowadays a preferred trade Center due to the lack of tax on profits, things have 

changed, since 2016, the financial authorities in the United Arab Emirates have imposed a 

selective tax on non-essential goods, some of which may reach 100% on tobacco products, 

energy drinks, luxury cars, soft drinks, due these products are considered unhealthy. 

As mentioned earlier, since January 2018, Value Added Tax (VAT) has been imposed for the 

purchase of specific goods and services in Dubai, was determined at a rate of 5%, and was made 

as a recommendation from the International Monetary Fund (IMF) and local financial 

authorities in the UAE.  

In Dubai, healthcare, education, and basic foodstuffs are subject to VAT. 

Businesses that open in Dubai's free trade zones enjoy many advantages, among which is that 

none of the taxes are imposed, but the important thing is the full ownership allowed in these 

jurisdictions. Also, there are no income taxes for individuals who work and live in Dubai. 

The following Table 8 was made to know the types and rates of taxes in the Dubai market: 

Table 8: Types and rates of taxes in the Dubai 

           Tax           Percentage       Type Of Companies 

Income tax 
55% 

20% 

 Oil companies 

 Branches of foreign 

banks 

Excise tax 50% to 100% 

Unnecessary goods) Tobacco, 

energy drinks, luxury cars, 

soft drinks( 

VAT 5% 

Necessary goods) Healthcare, 

education, and food 

Personal income tax 0 % 

There is currently no personal 

tax system in the UAE 

Indirect taxes 

 

10% 

50% 

30% 

 hotels and leisure 

activities. 

 import of alcoholic 

beverages 

 purchases of alcohol 

Tax exemption 0  % Free Zones 

Capital gains tax 0  % 

There is no tax on capital 

gains in the UAE or There is 

no tax on capital gains in the 

UAE or Dubai 

Withholding Taxes 0    % 
There are no withholding 

taxes in the UAE 

                    Source: Adopted by the author retrieved from (The corporate group, 2020) 
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4.7.2 Repatriation of profits 

Multinational corporations repatriate foreign profits through transactions with related 

parties(Firas Abdul Jalil, 2019). 

Dividends, interest, technical fees, and service fees charged by international subsidiaries of the 

parent companies are the most common methods of repatriating profits. Most notably, 

depending on the tax regime of the multinational country of origin, the tax burden on foreign 

income repatriated through these transfers varies(Hasegawa & Kakebayashi, 2020). 

As mentioned earlier, companies in the UAE and Dubai are generally not required to pay any 

direct taxes on corporate profits there are no restrictions on repatriating capital and profits.100% 

of the return and capital gains can be made(Ibrahim, 2021). 

Finally, the double taxation treaties signed by the UAE make it possible to profit from them. 

More than 100 double taxation deals have been signed by the UAE with countries around the 

world to avoid paying twice the income tax. There are numerous tax benefits in this direction, 

such as not taxing dividends, royalties and dividends repatriated. 

The UAE and Portugal signed a double taxation agreement in January 2011, which came into 

effect a year later. 

The object of the double taxation arrangement between the UAE and Portugal is clear and refers 

to payroll taxes, pensions, salaries, royalties, revenues, and benefits received only in one of the 

countries referred to above. It's good to note that withholding tax is set at 5 percent and is 

available in the UAE or Portugal for registered entries. 

The important agreement between the UAE and Portugal protects corporate profits from double 

taxation when repatriating them. 

Table 9, the list of agreements to avoid double taxation signed with the UAE 

Table 9: Agreements to avoid double taxation 

Country 
Final 

signature 

Cabinet 

Resolution 

Number 

Federal 

Decree 

Number 

Date of 

issuance of 

the decree 

Date of 

endorsement 

Portugal * 

UAE 

17/1/2011 (94/6 and 

10) of 2011 

(67) for the 

year 2011 

6/7/2011 22/5/2012 

            Source: Adopted by  the author retrieved from ( Ministry Finance, 2021) 

4.7.3 Licensing restrictions 

The Food Code contains the key provisions for creating restaurants in Dubai, help restaurant 

owners, and include guidelines for food safety and regulations to be followed when owning a 

food establishment in Dubai. 
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like the United States or Australia, the Dubai Food Code was created according to other food 

codes, the rules of law developed by the Department of Food Control are also included in the 

Dubai Food Code.  

To ensure that clients go to restaurants in Dubai to have a healthy environment and to protect 

their health, the Food Code specifically sets out the requirements to be met: 

The type of structure used for the company must first be chosen by an investor to open a 

restaurant or some other sort of food business in Dubai, It is then for the business owner to 

decide if the company will be licensed in mainland Dubai or one of its free zones.  

The conditions for registration and licensing to open a restaurant are the same regardless of the 

place chosen 

 - A trade license from the Department of Marketing for Tourism and Commerce is required, 

The restaurant owner must also choose the required type of business suitable for the type of 

food establishment he/she wishes to open, as the license specifies the operation to be performed 

by the restaurant. 

 -The second step would be to seek permission, which must be according to certain 

requirements, for the construction plans. These requirements are developed in Dubai by the 

Food Control Department. 

Restaurant blueprints must contain the following information:     

 -the space for food processing and storage. 

 The sanitary areas, such as toilets. 

 The ventilation system and windows. 

 The position of the machinery used to process the food. 

 The passages for entry and exit. 

The spot where the washing machines are located.                

It is also important to note that the restaurant must be located at least 30 meters from waste 

disposal sites that could lead to pollution and must be kept clean at all times for at least 10 

meters of the space around the restaurant. 
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Table 10: types of licenses to open a restaurant in Dubai 

Licenses type concept 

trade license      which is issued upon the registration of the company 

food license T    that grants the company the right to process and manage food 

  construction        

license 

      if the owner decides to run the restaurant in a new building. 

a liquor license, 

which requires special attention and must be obtained from the 

police department, a no objection letter from the Dubai 

municipality must also be obtained. 

Other special licenses 

-The food truck license that is issued for delivery services can be 

obtained, but this license is required most of the time for catering 

establishments. 

-In Dubai, a pork permit may also be given for serving pork meat 

and a Ramadan license. We remind investors that these are not 

obligatory licenses. 

                         Source: Adopted by researcher retrieved from  : (MSZ, 2019) 

4.8 Marketing and advertising regulations 

The Consumer Protection Law's Executive Regulations stipulate the right of consumers to 

provide them with information that assists them with acceptable transactions and consumption. 

The executive regulations deal specifically with advertising, provided that: 

(It is not permissible for any person to advertise any product or service in any medium in a way 

that leads to consumers being misled or confused)(Steyn, 2020).  

Decree No. 06 of 2020 regarding the regulation of advertisements in the Emirate of Dubai was 

issued by Sheikh Mohammed bin Rashid Al Maktoum, Vice President and Prime Minister of 

the UAE, and Ruler of Dubai. 

    In general, the new decree seeks to preserve the visual appearance and beauty of the city and 

to ensure that advertisements are in harmony with the design of the buildings, The decree also 

seeks to maintain public and traffic safety and monitor advertisements to prevent 

misinformation and violations of public order, morals, and customs(D’Mello, 2020). 

According to the new legislation and regulations in Dubai: 

 Advertising cannot be placed on historic buildings, places of worship, cemeteries, traffic 

lights, signs, government buildings, trees, restricted areas, military zones, residential 

buildings, or any other place restricted by the competent authorities. 

 the site to its original state when the approved time for showing the ad expires or the 

contract expires. 

 All advertising shown in Dubai must be pre-approved by the competent authorities in 

Dubai, such as the Roads and Transport Authority (RTA), the Department of Economic 
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Development of Dubai (DED), and the relevant free zone authorities, in the form of 

authorization. 

Finally, brands need to remember that their advertising activities are regulated in the United 

Arab Emirates through a complex web of laws and regulations that require them to maintain 

correct contact with consumers, The level of regulation rises greatly if the advertisement is 

about controlled goods and services, such as health care or tobacco, etc.(Suboh, 2020). 

4.9 Characteristics of existing distribution and communication channels 

To send goods, information, and finance to customers, most businesses use distribution and 

communication channels, where Creating and maintaining distribution and communication 

channels requires a lot of thought, effort, and money(Mulky, 2013). 

According to Peter( 2016)with the growth of specialization and improvements in transportation 

and communication methods, the channels of distribution have become longer and more 

complex, However, distribution channels have an important role to play in delivering the 

products/services provided by the company to the right people at the right time, with special 

consideration for profit and efficiency. 

4.9.1 Food Supplier 

Reliable access to equipment, and food suppliers/distributors, is the lifeblood of any restaurant 

or coffee shop and the first step in the distribution channels for restaurants(Ortiz-Barrios et al., 

2020). When food companies decide to enter international markets, it is not an exaggeration to 

say that choosing suppliers for food may be the difference between success and failure(Kenton, 

2020). Choosing quality suppliers aims to deliver products to the right place, at the right time, 

and at the lowest cost (Rifai, 2019). A good food supplier is one of the keys to obtaining a good 

reputation , Having good local and international food suppliers for restaurants in the selected 

market is almost as important as having the best food (Fork, 2018). 

 According to Khaos(2020) and Steinfeld (2020)Some key points to consider when selecting a 

food supplier: 

 Quality inspection 

The restaurant must check the quality of the food supply before signing the contract (size, degree, 

and type). Also, various items on the menu necessitate different Quality of food supplies; for 

example, solid and fresh tomatoes are used in the main courses, while older and more mature 

tomatoes (not spoiled) are used to make tomato sauce. 

 

 Timely delivery 
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The most important quality that a good supplier must possess is timely delivery of raw materials, 

since running out of items during business hours disrupts the restaurant's operations, resulting in 

lost customers. 

 Reliability and previous experience 

When an organization selects food suppliers, it must bear in mind that it is ultimately entering 

into a long-term partnership with them, they must have a strong reputation, business experience, 

and deal with trust when problems arise, the supplier who should be the reference the company 

returns to him. 

 Transportation and packaging 

The mode of transport must meet the requirements for the safe delivery of the components or 

goods, as well as a reasonable price. 

Packaging should secure goods in transit, be easy to store and treat, and preferably be made of 

biodegradable and recyclable materials, also while purchasing packaging materials, we need to 

assess whether or not it blends with your brand identity. 

 Location and price 

Location is a big factor to consider, focus on finding a resource located nearby and shares your 

values, where business rules and regulations can be clarified, as well as shipping products easier. 

Since the prices of raw materials vary widely, especially perishable vegetables and meats, it is 

best to purchase goods at a fixed price on a weekly, monthly, quarterly, or yearly basis. Price 

fixing helps control and control food costs, for example, (it is better to have fixed prices for 

seasonal vegetables because vegetable prices vary widely throughout the year) 

Ultimately, you have to search for a new supplier, it can take time to find the right relationship. 

In Table 11 we explain the most important and best food suppliers in Dubai 

Table 11:list of the highest five food suppliers in Dubai, UAE 

      Supplier                                     description 
SAFCO International 

General Trading.  

Safeco is one of the best distributors, importers, and 

exporters of premium quality foodstuffs, as it operates 

in the Middle East and international markets. 

Lamont Foods 

(international food 

distributor). 

A company established in Dubai in 2006, has become 

a leader in the distribution of food products in the 

Emirates, and other countries of the world 

 

Benchmark Foods Trading.  
Founded in 2006 in Dubai, they are also known as the 

pioneers in the food field due to high-quality standards 

and customer satisfaction. 

Greenhouse Foodstuff 

Trading Company. 

Established in 1977, and is a comprehensive supplier 

of the foodservice channel in the UAE 
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food Emporium. 
It deals in the trade, distribution, and operation of 

FMCG products in the GCC region. They cater to the 

retail, food service, and wholesale market sectors. 

                Source: Adopted by the  author retrieved from, (DxbFirst, 2020) 

4.9.2 Operations Management and Restaurant Layout 

The goal or purpose of operations management and planning in most food organizations is to 

convert inputs (restaurant or factory facilities, equipment, ingredients, and personnel) into 

outputs (high-quality goods or services), The term operations include all activities required to 

create and deliver the goods or services of an organization to its customers. 

The ancient literature appears to regard competitive advantage through quality service as an 

increasingly important weapon in business survival. 

According to Bojanic & Rosen (1994), Worsfold and Jameson (1991) explain, the primary 

variables that contribute to customer satisfaction are restaurant meal quality, environment, and 

service - the previous two can easily be improved, but it is the service component that will 

ultimately provide the business with a sustainable competitive advantage. 

One of the main advantages of service quality is the fact that it has been widely used in ancient 

and modern literature to measure customer expectations and perceptions about it, by setting 

attributes that the service should have as critical tasks in managing operations in services such 

as (consistency, attitude, experience, conditions, Convenience - easy access, quick customer 

service, food safety ... etc. 

The quality of service has evolved in the modern literature, and after studying it we can mention 

16 characteristics that the service must have, which can be considered critical tasks in managing 

operations in services, suitable for the Dubai market, it is a model for evaluating and classifying 

the quality of service provided by restaurants from the customer's point of view, Which was 

developed by (Paros, 2013) and referred to by Kuhn, Vitor Roslindo Benetti, Antônio Carlos et 

al (2018). 

(reliability * acceptance * security * empathy * product quality * environmental conditions * 

hygiene * facilities * design * electronic equipment * sitting comfort * staff * tableware * 

environmental measures * Reaching people with special needs). 

While we always focus on food and service. often overlook the restaurant design, which plays 

an important role in the overall customer experience, restaurant interior design is also known 

to influence customer ordering behavior, restaurant planning also plays an important role in 

restaurant operations and workflow(BluEntCAD, 2020). 
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 According(Alalmai et al., 2020) The interior and exterior design of the restaurant must 

be appropriate to the operation process, where is still an important aspect of the 

marketing strategy.  

 Designing a space that contributes to the operational process and increases its efficiency 

and effectiveness, and reduces the distance between process information, equipment, 

components, and people who participate in the process so that the work noise in the 

kitchen and others is far from the ears of customers. 

  Also, the restaurant design should meet customers' perceptions of wall decorations, 

hanging, paintings, seating arrangements, used linens, lighting, entry, dining, and 

waiting for space. 

Current marketing concepts lie in understanding guest psyche and expectations such as 

simplicity, cleanliness, and good restaurant service, a satisfied guest is always a frequent guest 

or an oral announcer. 

4.9.3 Channels Communication 

Channels Communications, like conventional written communications, electronic communications, 

and communications through the Internet, is necessary to keep employees well aware of the 

organization's vision and business plan and to communicate, correct message to the customer from 

the company, and most recently from the customer to the company, in addition to helping everyone 

in the organization to work towards a common goal(Ean, 2010). However, good contact in the 

workplace is not easy to achieve, the key is to share with the right consumers the right content 

through their preferred platforms and devices at the right time(Smarp, 2020). 

According to Genchev & Todorova,( 2017) the main tools for promotion actions  (advertising, 

sales promotion, public relations, and direct marketing). 

The main channels that marketers use to reach their goals are: 

Ancient Traditional marketing channels Marketing through TV advertising, SMS Marketing, 

Broadcast Marketing, Street sign marketing, Marketing through newspapers)(Matisse, 2017). 

newly, expanding marketing platforms have been created, including (radio, television, 

magazines, newspapers, the Internet, the outdoors, product placement, sales promotion, personal 

sales, advertising, public relations, direct marketing communications, and points of sale). But 

nowadays the Internet, especially digital marketing, is the most important(Camilleri, 2018).  

Digital Marketing Channels work much like traditional marketing channels by coordinating the 

delivery of products and services(Martin, 2017). 
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Online advertising has grown in importance, and social networks have become a new medium of 

communication in the field of marketing in recent years, also Social networking promotes 

increased targeting and plays a vital role in marketing operations (Chiang et al., 2019).  

Social media marketing is a type of internet marketing that includes the social sharing of content, 

videos, and images to reach marketing goals (WordStream,2013). 

. Social networking helps businesses and clients to connect in ways that were not possible in the 

past, Many platforms allow for this interconnection(Li et al., 2021). Some examples of social 

media platforms are Facebook, Instagram, Pinterest, Twitter, Twitter, YouTube, Vine, Snapchat, 

etc. 

Mobile marketing has opened new opportunities for companies to communicate and interact with 

their target audience more effectively, with the level of speed and personal interactions it 

provides, it is not possible to think of a more powerful platform and channel, Mobile devices are 

ubiquitous and the value they create for consumers is unparalleled (Smutkupt et al., 2018). also, 

Mobile marketing has a tremendous impact on all elements of the marketing mix, its main 

advantage lies in its unique ability to provide information in a personal and interactive way. 

Some examples of mobile marketing tools: text messages (SMSs), instant alerts, QR codes, 

various phone applications, paid advertisements of all kinds, e-mail, social networking sites 

(Facebook - Instagram - YouTube ...), locating Geographical ... etc. 

Sales promotion is a marketing communication tool to stimulate revenue or provide additional 

incentives or value to distributors, sales staff, or customers within a short period to increase 

sales(Locallux, 2019), So The company should take into account:(What is the cost of promotion 

- how well does sales promotion align with brand image, the resulting sales increase justifies the 

investment? Sales promotion will attract customers who will continue to purchase the product 

once it is finished.) 

Examples of sales promotion tools (Discount coupons, contests, free giveaways, point collection 

systems, loyalty cards, sweepstakes, point-of-sale materials - such as posters and booths). 

The personality, basis, and roles of personal sales and sales promotion vary significantly from 

other marketing communication tools and are thus regarded as separate marketing 

communication tools(Barbara, Fill & Jamieson, 2011).  

The importance of digital marketing in UAE is increasing, According to the Media Lab report, 

the number of Internet users in the UAE is 9.52 million, and its population is about 9.6 million, 

This means that users of several cell phone lines are included, It makes digital marketing 

mandatory for any organization that aims to target the region and serve the citizens(Magenton, 
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2020). Facebook was the most popular social media platform in 2018, But in 2019, YouTube 

users have grown to the same level as the Facebook platform. The Facebook platform has found 

a preference among business entities, the political class as well as the country's masses. 

The latest statistics for 2019 indicate that with 7.88 million users, Facebook is about to remain a 

force for many years to come, due to many famous brands using their Facebook profiles to reach 

out to fans and provide them with unique offers and messages. 

But the 2020 statistics came against expectations. The YouTube platform, which has 8.65 million 

users, was the most used. The huge rise in YouTube usage due to the increased prevalence of fast 

internet connectivity. 

The Facebook and YouTube platforms are facing stiff competition from Instagram, as a very 

large percentage of Instagram's 6.68 million users are young people, especially teenagers. 

The most used and popular social media platforms and chat applications in the UAE are included 

in Table 12 statistics 2020. 

 In Dubai, companies use social media extensively as a strategy to strengthen the relationship 

with customers, because it allows direct interaction with the audience, in addition to increasing 

its interaction with the brand, where you can respond to comments and provide relevant content 

in various formats, such as images, videos, and texts. 

According to a survey in Figure 17, 63 % of respondents, social media influenced their 

preferences for fast food restaurants. 

 

Figure 17:Graphic representation to effect of social media marketing on customer buying 

decisions- Source: Adapted by the author from the survey 
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Table 12:The number of active users of social networking websites 2020 

Social media platform             Users % 

 
8.65 million 88 % 

 

7.77 million 79% 

 

6.68 million 68% 

 

5.21 million 53% 

 
4.42million 45% 

Messenger Applications Users % 

 
7.77 million 

79% 

 

6.09 million 
62% 

 

3.24 million  33% 

 
2.95 million 30% 

 

2.85 million 29% 

            Source: Adopted by researcher retrieved UAE Social Media(Statistics, 2020) 
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CHAPTER 5: Internationalization Strategy of H3 in Dubai 

 

5.1 Mission  

 

5.2 The vision 

 

 

 

 

Mission  

The mission of this marketing strategy is to introduce the 
Portuguese brand h3 Gourmet Burger to the Middle East 

markets, starting from the United Arab Emirates, specifically 
Dubai. The plan is to present high-quality burgers in a friendly 
environment at a low price and with quick service while trying 

to adapt the product to consumers' tastes and preferences.

• A New doctrine which says we make real food
for real people because we haven't seen a plastic
customer yet, modern philosophy asserts that
hamburgers do not have to be thin, frozen, or
tasteless, nor do they have to be eaten between
two slices of bread

New 
Hamburgology

• A vision that rejects the widespread belief that
fast food is unhealthy and of low quality

Not so fast 
food 
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5.3 Strategic goals 

 

Main Goal Sub-goals 
 

 

 

 
 

establish a Partnership with Local 

Businesses 

 finding common ground 

 Building a cultural bridge between the 

product and the market 

 Using experience to help break into the 

market 

 Help to discover opportunities, risks, 

and challenges 

 Domestic legal legislation is simplified 

and better understood. 

 Build a supplier’s network – guarantee 

reliable supplies and competitive 

prices. 

 

 

Main Goal Sub-goals 
 
 
 

Adapt the offer to the Dubai market 

 Adapt the ingredients to the taste of 

Dubai residents 

 Adaptation of services to meet the 

needs of Dubai's residents 

 Adapt the price according to the 

different income levels of Dubai 

residents 

 

Main Goal Sub-goals 

   
 
 
 
 

Building a professional work team 

 

 Building strong, long-term 

relationships with H3 clients 

 Maintain a happy and proud staff and 

reward the top performers. 

 A high level of dedication to achieving 

the goals and principles of h3 

 A work team that has an 

entrepreneurial spirit and effective 

participation 

 

 

Main Goal Sub-goals 

 

best location 
 The abundance of various resources. 

 Reaching the largest segment of 

potential customers 
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 Transport costs are lower, and 

resources are more easily accessible. 

 

 

Main Goal Sub-goals 

  

 

An effective digital marketing strategy 

 Create Brand Awareness 

 Promote customer loyalty 

 Using the most popular social media 

platform to keep in touch with 

consumers and attract them. 

 Knowing customer needs and 

perception 

 

5.4 SWOT analysis of the h3 bran 

Strengths 

 

 

Weaknesses 
 

 Quality products. 

 Use drinks and desserts unusual in the 

fast-food sector. 

 The brand image with its own identity, 

its concept that is different from the 

Competitors. 

 International experience. 

 Healthy food menu (healthy and 

delicious burger). 

 Internal contact and staff preparation 

are prioritized. 

 brand and logo registration at the 

Community level. 

 

 

 

 No other type of meat on the menu (only 

beef burger). 

 Weak digital marketing 

 The price is higher than competitors. 

 scarcity of media campaigns. 

 Little creativity in introducing new products. 

 The burger market in Dubai is saturated 

 

Opportunities 
 

Threats 
 

 The continuous growth of the fast-

food market around the world. 

 A rising trend among consumers to 

eat more healthily. 

 Consumption of hamburgers by all 

age categories. 

 Increase the number of people who 

eat out (work habits). 

 Regulating the movement of goods 

and capital between countries 

 Rice dishes with meat in Dubai 

have a long and illustrious history. 

 

 

 Currency risks, outside the Euro Zone. 

 The restaurant industry is very competitive 

 international financial, economic, and 

political crisis 

 Global pandemic crisis (covid -19) 

 Dubai's burger market is overcrowded 
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5.5 Marketing Strategy 

A marketing strategy is a company's overall plan for reaching out to potential clients and 

converting them into customers of their goods or services(Barron, 2021). 

 A clear marketing strategy revolves around the company's value proposition, key brand 

messages, how it works, and data on the target customer's demographics, why their business is 

worth it, and other high-level elements) Marketing mix elements ((James, 2021). The ultimate 

aim of marketing strategy is to create and communicate a long-term competitive advantage over 

competitors' businesses. 

5.5.1 Target Market Segment 

For marketing purposes, all demographics in Dubai (young and old) will be targeted, this 

increases the level of attractiveness, However, the unique feature is that the potential clients are 

(people of working age, students staying for study, visitors, and tourists to Dubai). In addition 

to the unemployed, as women account for a significant percentage of them due to Arab culture, 

but they regularly visit shopping centers with their children during the week to enjoy shopping 

and lunch, relying on their Emirati husband's high income. 

 According to government statistics, the rate of women's participation in the UAE labor market 

was about 58% during 2019, and it is continuously improving(Al Ain News, 2020). 

Our target audience has a busy schedule, they have little time, prefer to eat lunch while at work, 

but they are still looking for a tasty and healthy food solution, and they have to eat many times 

a week, so the price of a meal is a point to focus on. 

The demographics are attractive, as we have 14.45% of the total population under the age of 

15, while 75.97% of the total population is in the 15-54 age group, and 9.58% are 55 years and 

over, the average age in Dubai is 33.5 years. Hence we have a young market that is open to 

fresh ideas( Dubai Statistics Center, 2021). Also, 
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the graph of the age of the survey sample (Figure. 18) shows, the largest proportion of 

respondents are young people between the ages of 25 and 34 years between the ages of 25 and 

34. 

In Appendix C: survey results, Gender, Age. Education, Job, and Income, Table 14 represents 

the research sample (job, education, gender, age) and  Table15 (Describe the customer’s 

behavior) of the consumers who participated in the research survey. 



 

82 | P a g e  

 

 

Figure 18:Ages of sample  

Source: Adapted by the author from the survey 

5.5.2 Customer’s choosing criteria 

By analyzing survey results and millennial trends (Figure 19) there was some convergence in 

the answers, but it appears that price is one of the most critical selection criteria.  

it can explain this, by the fact that most Dubai residents rely on fast-food restaurants in their 

daily life rather than cooking at home. 

According to Al-Marzouq )2019), studies and research indicate that Dubai residents eat outside 

more than ten times a week. 

The second most important selection criteria are the taste and quality of the food 

Due to the wide range of options available at the Dubai Fast Food Market, which includes 

brands from all over the world, both global and regional, the majority of potential customers in 

Dubai, are drawn to restaurants that provide high-quality, Delicious fresh food. 

We can see results that are close to the food customers service and the calorie standard, 

Lack of time for lunch is one reason for the need for express service, as well as the preference 

of the majority of Dubai people for healthier food 
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Figure 19: Graphic representation of the intention to consume fast food- Source: Adapted by 

the author from the survey 

5.5.3  Positioning and differentiation 

After defining the target segments of the company, and the criteria for choosing the customer, 

the need arises to determine how the company intends to position itself in the market, that is, 

the position that the company intends to hold in the minds of customers as when compared to 

the products of competing companies. 

Positioning and differentiation is the basis of strategic marketing, as it defines the firm's value 

proposition to the consumer, the competitive advantage that can motivate the consumer to buy 

the company's product and not the competing product(Kotler, 2010). 

H3 is a gourmet hamburger company, positioning itself in the market by advocating a new 

principle of hamburger for the fast-food market (burgers should not be thin, frozen, tasteless, 

or served between two slices of bread). 

Thus, h3 distinguishes itself from its rivals by providing new, high-quality ingredients with a 

delectable taste at a low cost in a short period, (The burger is served in hot and fresh dishes, 

with premium Thai rice, Fried potatoes, natural iced tea ... etc.) 

We can say that h3 ™ - Gourmet Burger has achieved differentiation in terms of quality, size, 

style, and use, ability to develop and supply a product different from the competition, 

(Differentiation based on product). In Figure 20 a perception map (price vs quality) to locate 

h3 between  the big brands. 

38.20%

51.60%

26.30%

58.10%

21%

Calories

Taste and food quality

Food menu

Price

Customer services

Intention to Consume Fast Food 



 

84 | P a g e  

 

Figure 20: Perceptual map of major brands the direct competitors in the Dubai 

market (Price versus Quality, with h3 positioning)- 

 

 

                                                                   Quality 

 

 

 

 

                                                                                                                                  Price                                                                                                                                                                

       

 

 

 

 

Source: Adopted by the author 

 

5.5.4  Marketing mix 

The marketing mix represents a set of coordinated tactical tools aimed at shaping company 

success in terms of revenue, earnings, and return on investment in the short and long term(Blut 

et al., 2018). 

The marketing mix concept has been reached in the 1960s by Professor Jerome McCarthy, and 

then developed by the well-known economist (Philip Kotler), and it is a concept that takes into 

account four basic pillars that any marketing strategy should include) product, price, promotion, 

and place, or what is known as the 4 Ps. Like what we mentioned in the Literature Review, 

doubts have been raised about the concept of 4Ps, some modifications occurred over time, for 

example, marketing professionals in retail services proposed adding three additional elements 

- people, Process, and physical evidence - which contributed to the idea of the marketing mix. 

7Psi, in the present time, a final variable has been added (productivity and quality) 8 PS (Kwok 

et al., 2020(. 
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5.5.4.1 Product 

The product is a commodity (tangible) or service (intangible) or anything that can be offered to 

the customer in the market for interest, acquisition, use, or consumption related to satisfying 

requirements or meets the needs (Mustapha, 2017). 

For the product to be successful: 

 The product must meet the needs of the consumers, and be able to function as promised. 

 Current and prospective consumers should be informed about the product's functionality 

and benefits. 

 The branding of the product is also important since it distinguishes it from other similar 

products on the market. 

 Aside from the product itself, packaging, quality, services, choices, and warranty are 

other factors that attract consumers. 

When entering a new market, the only product that consumers would like to purchase in this 

situation is the main product (Burgers and other foods are served - high-quality ingredients, 

healthy and delicious food). Furthermore, the current product can be enhanced, updated, and 

strengthened to differentiate itself from competitors and reach a broader audience, also for an 

account of the target market's social and cultural factors. 

To adapt the product/menu to Dubai consumers, we must take into account that the Portuguese 

people's eating habits are different from those of the UA E. Although different, there are many 

similar behaviors, for example, The UAE has one of the highest rice consumption rates in the 

world and area, averaging 70 to 80 kg per person per year, this is because, the Emirati Society 

considers rice as one of the permanent food habits on the table (H. Saad, 2020). Also, Portugal 

is one of the European countries that have a high rice consumption, with a per capita 

consumption of about 20 kg per year. 

Main product presentation should be preserved - 200gm burger of grilled fresh meat on a hot 

plate with pure sea salt. The burgers are served in warm dishes with Thai rice or freshly fried 

potatoes that are eaten with a metal fork and knife. Drink and side dish options can be preserved 

as well. 

One of the changes that must be added to compete and ensure access to most consumers 

(chicken burgers and vegetarian burgers), according to the results of the survey that was 

conducted. 

 In Figure 21, when asked whether prefer another burger as an additional option, we can notice 

that the chicken burger gets 55.9% while the Vegetarian burgers at 45.2%. 
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These results can be explained by the fact that Emirati society considers chicken one of the 

permanent Food habits on the table, such as rice. Also the recent trends of Dubai people towards 

healthy lean foods. 

Secondly, Families getting and going out to eat together is a tradition to enhance harmony have 

Emiratis(Nora, 2021). If there are people among the Emiratis who are vegetarians or prefer a 

different form of meat. They can change their destination to a more diverse restaurant. 

 

Figure 21:Graphic representation to order a burger as an extra option- Source: Adopted by the 

author from the survey 

  

 

 

Getting a children's menu is one of the recommendations that enhance the attractiveness (a 

small plate containing 100 g of delicious gourmet burger with Thai rice or fried potatoes, 

where a special price can be set for this meal). According to the findings of our survey 

(Figure 22(, a significant majority of The participants agreed with this viewpoint, at the rate 

of 70 %.   

44.6%

55.9% 

45.2%

8.1%

Burger extra option

 Sheep burger

 Chicken burger

   Vegetarian burger

Just beef burger
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Figure 22:Graphic representation   to prefer having a special kid’s meal (a small plate of 

burgers)- Source: Adapted by the author from the survey 

The culture of the Emirates is represented in hospitality with coffee and dates, due to the 

importance of this, you will notice the presence of a coffee dallah on the Emirati 

dirham(Currency)(Mybayut, 2021). Therefore, visitors can be welcomed in h3 by serving dates 

as well as Emirati coffee mixed with cardamom and saffron in small cups, (the cost is very low, 

so the coffee is provided free of charge). 

These additional options will be the first step to move from a strategy of specialization to a 

strategy of diversification for the ability to grow and be sustainable in the Dubai market 

5.5.4.2 Price 

Price in the simple sense is the amount of money that is paid by the buyer in exchange for 

obtaining the product, in other words, it is the value that an individual sacrifices and is willing 

to exchange with the set of benefits, and advantages that are associated with his owning or using 

the product. 

 According to Loy et al)2020,) Price is the most important factor influencing buying behavior, 

as well as product and store selection, particularly when consumer income levels in the target 

area different. Price can be a good predictor of quality, but for regular purchases, the consumer 

will still wonder whether they have gotten their money's worth, as price perception has a direct 

impact on customer loyalty, turnover, and opportunities to suggest to friends(Kuhn et al., 2018). 

70%, 

30%, 

A small burger dish for children

yes

No
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Price, along with taste and food quality, is one of the most significant factors influencing 

consumer preference, according to the questionnaire conducted for this study (see, Figure 19). 

Also, according to the survey's findings (Figure 23), the proportions of people who visit fast-

food restaurants two to three times per week are equal to the willingness of people to pay the 

usual fast-food price between 20 and 30 AED (5 € to 8 €), while we can see39.2% of people 

are willing to pay between 30 and 40 AED (8 € to 11 €), the majority of the responses obtained 

offer a positive impression of the price option. 

Since h3 uses quality ingredients in their products, the cost is slightly higher than other burger 

companies. As a result, the price should be slightly higher than other restaurants in Dubai, 

including well-known brands. 

The prices on the menu should be - the main product: burgers, Thai rice and/or French fries or 

burgers in bread with French fries or salad) with the drink. differs from 25 to 40 AED the same 

applies to a chicken burger and a vegetarian burger with rice Thai and/or French fries). 

exchange approximately (6 € to10 €). 

Desserts vary from 10 to 20 AED. exchange approximately (2.50 € to5 €). 

 

Figure 23:A Graphic representation of the number of times people intend to go to the restaurant 

/ versus the budget people are willing to spend per meal- Source: Adapted by the author from 

the survey 
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5.5.4.3 Place 

In the field of marketing, the idea of place is sacred, and it is codified in the Marketing Mix 

Model as one of the four components(Rosenbaum et al., 2017). 

marketers  (Philip Kotler, veronica wong, john saunders, Gary Armstrong, 2015) see the place 

defined as a set of acts or activities that make a product accessible to the target market. 

Dubai is an emirate with a large number of "small towns" that make up its geographical 

composition. With more than 200 nationalities different populations, choosing a region for a 

restaurant depends on the target audience you are trying to introduce. As a result, we must keep 

in mind that the place must be ideal for establishing the company, provide enough room for 

people and equipment, and provide convenient access to wholesale food supplies. 

According to Daryanani (2021), In addition to analyzing the locations of competitors,  and 

conducted studies and research on the food and beverage sector in Dubai, The following three 

places are considered "hot spots" for new restaurant openings: (Business Bay, Jumeirah Beach 

Residence, Dubai Marina, and Jumeirah Beach Road) Figure 24 and  Figure 25. 

 

Figure 26: image from Google Maps for the Jumeirah Beach Residence, and Jumeirah Beach 

Road: 

 

24
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         Figure 27: image from Google Maps for the  Dubai Marina and Business Bay: Source: 

Google Maps 2021 

can add (The Dubai Mall and Mall of the Emirates, Figure 28) to the list because they have a 

tremendous turnout from all Dubai society, indigenous people and foreigners residing and 

tourists, these shopping centers are a permanent destination for Dubai residents to enjoy eating 

fast food. Also, these centers have all the direct competitors mentioned in the search. We also 

have the option of free zones, which were discussed on page 28 of the search. 

 

Figure 29:image from  Google Maps of Dubai Mall and Mall of the Emirates 

Source: (Maps, 2021) 

25
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5.5.4.4 Promotion 

Promotion is a component of the marketing mix that encompasses all activities involving 

interaction with customers about the product, its benefits, and its advantages(Luenendon, 2019). 

Following the completion of the product, price, and place, a dialogue with the customer about 

the product begins, which involves increasing awareness through different means to maximize 

sales and generate and improve brand loyalty. 

Promotional events are often associated with a substantial expense, However, since the result 

is often a rise in revenue or consumer satisfaction, it is expected that this investment will pay 

off in the long term. 

 Promotion consists of the following components: advertising, personal selling, sales 

promotion, public relation, direct Marketing, Sponsorship. 

As we mentioned earlier in the second chapter of the description of the element of promotion 

for h3. allocating the majority of its marketing budget to internal communications, and it also 

strongly believes in word of mouth as a weapon for communication, where the Internet is used 

for the majority of external contact with customers. 

it will mention some promotional tactics to support and enhance the company's promotional 

strategy, to ensure increased revenue, customers, and brand loyalty, depending on the results of 

the survey for this study, contacts, and research in the Dubai market. 

 Millennials in Dubai are associated with a lot of advanced technologies, and since h3 uses 

its website (www.h3.com) and social networks Facebook and Instagram, to communicate 

with customers, we suggest supporting these platforms with the advantages of VoiceBot 

and chatbots, as chatbots have become widespread, where this Robots can be programmed 

to perform a myriad of tasks ranging from answering common questions, making a 

reservation, ordering food, or processing payment. 

 The most popular social media sites used by individuals in Dubai, according to the results 

of the survey Figure 17, Facebook 78%, Instagram 63.4%, are powerful marketing tools, 

the company should focus on it. 

27:
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Figure27:Graphic representation of the most used social media-Source: Adapted by the author from the 

survey 

 

 In recent years, YouTube is one of the largest gatherings of human beings in the world 

with almost 24.3 billion visits, so it has become important for h3 company to have a place 

on YouTube, for advertising and promotion, by opening a special channel in Dubai market 

(Demos of how to make delicious burgers, photographing everyday activities, making 

professional videos with new ideas) According to the survey results in  

 (Figure), the YouTube platform is ranked third in terms of use by Dubai people. 

 To improve loyalty and continuous engagement, use gifts and sales discounts via discount 

coupons by the company's mobile application, where it is attractive is that the mobile 

application has a special name for the Dubai market (h3 Arabian).  

 The results of the survey showed that individuals in Dubai use discount coupons 

acceptably (Figure).  

Figure 27,

(Figure 28).
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Figure28 : Graphic representation of use discount coupons to buy fast food- Source: Adapted 

by the author from the survey 

 

 Payment facilities through the use of applications that allow bill payment by mobile phone, 

the most famous ones are Pay it, Moyasar, Lev Bank.... etc.(Mohammed, 2020). In 

addition, forming a partnership with the most relevant delivery services in Dubai (Food 

on Click, Carriage, Talabat, and Uber Eats, all of which provide high-quality services). 

 Marketing through public relations, such as participation in local charitable organizations, 

exhibitions, and local and international commercial activities that take place in Dubai. also 

use direct marketing, such as Attending community events, parties, and national holidays 

in Dubai. 

 Common Arab customs include watching television, reading newspapers, and so on. As a 

result, using television, newspapers, and street ads to market the product and attract 

customers is critical.  

In Figure 29 the results of the research survey backed up this argument (TV 73.7%, street ads 

58.1%).  
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Figure 30:Graphic representation of traditional marketing tools- Source: Adapted by the author 

from the survey 

           

 To attract publicity, food critics and food bloggers should be invited to visit the restaurant 

and write about it. 

 Use an open-door policy that allows customers to gain knowledge about how to prepare 

food in the kitchen 

5.5.4.5 People 

If you don't have the right people behind you, it's pointless to create a great brand, creative 

product, or beautiful social media presence. It is critical for the sustainability of your business 

that all of your staff, whether backstage or in front of customers, receive equal training and a 

thorough understanding of their roles and the effect they have on the company. 

h3 needs to continue to pay special attention here to the customer contact aspect, so training is 

provided to improve friendship, service, speed, friendliness, sympathy, caution, and meticulous 

attention while handling food and personal presentation. continuing to ensure that employees 

are compensated for their hard work, and make them feel happy and proud to work with h3. 

From a social and cultural point of view, employees should be trained to understand sensitive 

customs and traditions in the Dubai market, especially those related to Islamic culture. 

29



 

95 | P a g e  

 

5.5.4.6 Process 

Includes the process of all approved procedures for manufacturing the product and preparing it for 

use or consumption by the customer(Movied, 2021). 

Here the requirements are analyzed and all the steps that the service goes through to ensure that it 

reaches the customer appropriately, as well as develop solutions to get out of the bottlenecks that 

may be faced by the process of providing this service. 

H3 was able to save time and space inside the store by using a uniform style of beef, which meant 

only one burger for all menus, and thus only one activity on the grill, which resulted in very quiet 

times during peak demand. 

The process is also very important for h3 in the Dubai market, as they have to maintain On the same 

homogeneity in the process of presentation and preparation, with all this, they must also manage 

the cultural and legal needs of the environment of the United Arab Emirates, such as the use of oil 

ingredients, or the use of wines or pork in food ingredients ... etc. 

H3 should have a homogeneous operation with little addition to country needs because it promises 

to provide high quality and quick service, where Process efficiency is the secret to satisfying 

customers. 

Time can be overcome during peak demand by educating staff and using technology when ordering 

the meal for the types of burgers that have been suggested to be added to the menu (chicken, 

vegetarian). 

5.5.4.7 Physical Evidence 

Physical evidence consists of the tools that contribute to providing a service or product, also, it 

helps define the brand's niche and target the right type of customer(Samy, 2021). 

 According to Lapras)2019)  The Physical evidence refers to the external environment of the 

service, as well as the place where customers and service personnel communicate. As a result, 

the primary goal is to create a system or environment in which services can be provided.  

Among the tools that can be used: 

Ambiance - the seating seats used by the restaurant, the music that is played, the lighting that it 

maintains, etc. 

 Planning- design of the showroom, seating, service facilities 

 Packaging, brand, company communications - although they are part of promotions, they also 

play an important role in physical evidence in the marketing mix. 

Employees -Employees play an important role in consumer satisfaction. 
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The physical evidence used in h3 is one of the most significant points and sources of essential 

strength in the face of rivals in the Dubai market, and it is in line with Dubai people's 

expectations. 

so The modern decoration, as well as the concept of attractive and different colors, cooperative 

and friendly employees, and the traditional relaxed environment, must be maintained for 

success and distinction 

5.5.4.8 Productivity and quality 

This modern element has emerged in integrated service management. Improving productivity 

is a prerequisite in cost management; But quality, as defined by the customer, is necessary for 

the service to differentiate itself from other service providers(Ahuja, 2019). 

For H3 the quality is the lifeblood of the company, simple natural production ideas, they offer 

real food and drink, the burger is made from 200 grams of pure, lean, high-quality, low-calorie 

beef. Sicilian lemonade is made from natural lemons, and the tea is prepared by hand, in 

addition to all the ingredients that make up the fresh dishes, which are inconsistent with most 

fast-food restaurants that operate usually with frozen foods and artificial flavors. 

5.5.5 Assumption of initial capital valuation 

From Table 13, an initial investment evaluation of this project was made within three years, 

based on market research and information obtained from the company's data for the past three 

years before Covid_19, 2020 (2017, 2018, 2019). while other information is necessary 

assumptions, to conduct this exercise. 

The investment number was adopted from the cash flows from investing activities for the year 

2019. 

The sales figure is based on the arithmetic average of the past 3 years 

Cost of Goods Sold, Consumables (CGSMC), Supplies and Outside Services (SES), and 

Personnel costs are approximate hypothetical numbers. 

We can notice a decrease in the commissioning from the first year to the third year due to the 

assumption of the growth of the company and the gain of experience. 

The discount rate is 20% due to the possibility of a rise in the company's debts due to the Corona 

pandemic and high inflation rates. 

The NPV is one of several capital budgeting techniques used to evaluate investment projects or 

to assess whether the project is financially viable. 
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In this specific case, since NPV is positive (NPV = € 6,647,329.03), it will be classified as an 

acceptable investment, and it takes approximately 269 days (period required to recover the 

initial investment). 

Table 13: Expected financial position for investment 

       Year              0               1       2            3  

Investment € - 2,392,812.16 

 

   

sales  € 29,686,196.12  € 29,686,196.12 € 29,686,196.12  

CGSMC  € -7,462,420.08 € -7,262,420.08 € -7,062,420.08 

SES  € -9,367,489.20 € -9,117,489.20 € -8,867,489.20 

Staff costs  € -7,820,197.56 € -7,620,197.56 € -7,620,197.56 

SUM COST  € -24,650,106.85 € -24,000,106.85 € -23,550,106.85 

EBT  € 5,036,089.27 € 5,686,089.27 € 6,136,089.27 

corporation 

tax 

 € 1,143,695.87  € 1,291,310.87  € 1,393,505.87  

net income 

(CFT) 

 € 3,892,393.40  € 4,394,778.40  

 

€ 4,742,583.40 

Discount Rate             20 %    

CFTA   € 3,243,661.17   € 3,051,929.44   € 2,744,550.58  

NPV    €      6,647,329.03  

Source: Adopted by the author, Retrieved from: https://www.racius.com/h3-portugal-s-

a/#report-2017,  https://www.racius.com/h3-portugal-s-a/#report-2018, 

https://www.racius.com/relatorio-financeiro-detalhado/h3-portugal-s-a/#report-2019 

 

Note: sales, CGSMC- Cost of goods sold and materials consumed, SES_ Supplies and external 

services, Staff costs, EBT_ Earnings before taxes, corporation tax, net income (CFT), Discount 

Rate, CFTA- Cash Flow at a certain time, NPV- Net Presented Value  

Discounted Payback = 206 days 

                 3,243,661.17                                                  365 

                   2,392,812.16                                                   x 

                                X= 269.26 

https://www.racius.com/h3-portugal-s-a/#report-2017
https://www.racius.com/h3-portugal-s-a/#report-2017
https://www.racius.com/h3-portugal-s-a/#report-2018
https://www.racius.com/relatorio-financeiro-detalhado/h3-portugal-s-a/#report-2019
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CHAPTER 6: Conclusions, Recommendations, Limitations, and Future research 

6.1 Research conclusions  

 When shifting their operations across borders, Multinational companies face a variety of 

challenges, as their approach must be updated and adapted to the final market. 

  Barriers such as procedural, social, and cultural challenges are hurdles that take well-

thought-out strategies to resolve. 

 This dissertation focused on the importance of internationalization in the Middle East for 

occidental and global companies. Where, during this study, a strategic plan was presented 

to the Portuguese company h3 that provides burgers with fresh and high-quality 

ingredients, and was able to distinguish itself from other competitors, to enter and expand 

in the UAE, and more specifically in Dubai. 

 By analyzing the marketing mix of Portuguese fast-food company h3, its international 

experience, and the financial position, it is noted that the brand has a strong component 

in training and preparing its employees, in addition to an integrated system of operations 

that allows easy monitoring, a high-level organizational management structure, a new 

concept, colors, logo Attractive - high-quality health product, reasonable price, in 

addition to the good international experience and financial ability , so we can say h3 can 

find a place in the Middle East among international brands. 

 The fast-food market in the UAE is expected to continue to grow in the coming years, 

However, this market is mature, saturated, diversified, expensive, and there are many 

direct and indirect competitors, especially the burger sector, on the other hand, we must 

consider the UAE's great cultural and social diversity, as this is a culture where people 

are used to trying new and varied combinations of foods rather than being identified with 

a single form of food. As a result, the h3 philosophy, business model, employee 

preparation, and brand image have a high chance of being accepted and succeeding. 

 Dubai is considered one of the regional and international cities in which there are many 

tourists, businessmen, and famous personalities who come and go, Throughout the year, 

it hosts numerous international sports, social, artistic, and cultural activities, and 

celebrations, in addition to containing more than 200 foreign nationalities employed and 

living in this city, Dubai may serve as a springboard for more growth, fame, and brand 

awareness in other countries. 

 Although entering the Arab market may be difficult, Portuguese companies can find some 

help in government agencies that have the basic knowledge to enter this market, also 
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given that the relationship between Portugal and the United Arab Emirates has improved 

in recent years, through Some of the agreements that enhance and facilitate transactions, 

these developments can be very useful for a market entry strategy. 

 An exploratory study of the target consumer and his preferences was conducted, through 

a questionnaire published in Dubai with the help of the people who live and work there, 

also secondary data was collected through conducting interviews on the Internet to learn 

more about the fast-food market and competitors there 

 After analyzing and research in the Dubai market, with regard to internationalization, it 

appears that a transnational strategy is the only way to introduce the Portuguese brand in 

this difficult market, as This strategy would enable the brand to retain its identity and 

adapt its offer to the needs and habits of Emirati consumers, and bolstering this policy 

with human and financial resources, thus taking into account UAE regulations and laws 

governing fast-food restaurants. 

 It concludes that franchising is the most effective way for h3 to penetrate the Dubai 

market, where Franchising allows for rapid growth, and Dubai is the preferred base for 

franchising operations in the Middle East. Also, the joint venture is safe and organized 

in the UAE, but it must be resorted to as the last option due to the requirement that the 

local partner owns 51% 

6.2 Research Recommendations 

 The customer in Dubai has resorted to the value for money option in food choices as a 

result of global crises, dangerous pandemics that contribute to the economic downturn, 

as well as safe food patterns, so h3 must continue to function according to this effective 

strategy. 

 Consumers in Dubai have a tight schedule throughout the week, and some tend to eat at 

work, so h3 has to bet on takeaway service and food delivery services to take full 

advantage of the market's potential to support its sales and profits. 

 For healthier products, and to increasing quality and differentiation from competitors in 

Dubai, we suggest for h3 provide grassland cow burgers, which are considered superior 

to conventional forage cows, even if they are of high quality. 

 H3 should consider producing chicken burgers, or vegan burgers to protect itself from the 

risk of developing cow disease, further, to attract a larger number of potential customers 

who want a different form of meat or want environmentally friendly products. 
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 Because of their wealth, advanced technology, especially the Internet, has had a 

significant impact on the people of Dubai, as a result, the company must focus more on 

using digital marketing channels to market its products, constantly developing and 

updating its website. 

 In Dubai, expatriates represent two-thirds of the population and thus the diversity of 

consumer patterns, so h3 after entering the Dubai market must gradually move from a 

strategy of specialization to a strategy of diversification in its list, for long-term growth 

in the UAE 

  From the research, the heads of h3 are not in favor of granting a franchise or a joint 

venture, where the  Dubai market is the strongest and most attractive in the Middle East, 

but it is a very expensive market to invest in, so the internationalization can be done 

through mobile food carts, which have been very popular in recent years by Emiratis, 

tourists and residents, with great support from the state, as a result, the initial investment 

is minimal, Brand recognition and reputation can be built., making it easier to open a 

restaurant later. 

6.3 Research Limitations and future  

 The biggest roadblock during these months of research and work was the Corona 

pandemic, which resulted in an ongoing quarantine and the closure of the H3 business, 

preventing us from making direct contact and conducting interviews with relevant 

officials, where communication was limited to email 

 I was able to reach some insightful conclusions, through recent hard-collected qualitative 

and quantitative data, that contributed greatly to understanding the h3 Hambúrguer 

Gourmet vision and the strategic challenges it faces in Portugal, But I was not able to 

adequately describe the international experience in Brazil and Angola due to the 

impossibility of obtaining Updated and accurate data. 

 Regarding the questionnaire design, it may have led to some ideas, but the questions asked 

are mostly subjective, which people tend to rush to answer or randomly answer, which 

leads to a bias of the results. 

 On the other hand, 186 people who live or work in Dubai answered the questionnaire 

through e-mail or social media, in a digital format, in addition to interviews via Skype, 

Zoom, Messenger, phone calls, however, it cannot be considered a representative sample 

of all consumers in Dubai, this may have affected the quality of results. 
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 The numbers used in evaluating the initial capital are hypothetical numbers based on the 

arithmetic average of the h3 data for the last three years before the Corona 2020 

pandemic, and therefore the final number inferred for the investment is inaccurate 

 Fluency in a language: The English language is considered as a second language of the 

researcher, as well as the marketing master was in the Portuguese language, so the 

researcher had difficulties in being able to read and interpret English language research 

studies on the topic. 

 Despite some important results that we obtained, but qualitative research must be 

conducted in the Dubai market, by conducting a focus group and conducting further 

analysis, this method will allow data collection deeper insights into the weaknesses, a 

more accurate understanding of consumer needs, and assistance in testing Product and its 

marketing. 

 We must acknowledge the inability of research to fully predict the fast-food market, so it 

would be good for the future analysis to focus on studying the importance of h3's 

diversification strategy and the options that are made regarding alternatives when facing 

a diversified market or with many tourists, in addition, external threats (Such as Corona 

pandemic, mad cow disease ... etc.). 

 Future research should include a comprehensive economic feasibility study with realistic 

numbers to enter the Dubai market, to determine the potential good and bad outcomes of 

the idea before investing. 
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Appendix A_ h3 Restaurants and Growth 

 

The places where H3 is spread throughout the Portuguese country 
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Appendix B: A map showing the locations of the free zones in Dubai and other areas of 

the spread of food trucks 
free zones in Dubai 
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Last Exit 

 

Kite Beach and La Mer: 

 

 



 

123 | P a g e  

 

Appendix C: survey results, Gender, Age. Education, Job, and Income, Consumer 

Segmentation  

 

 

Table 14:Gender, Age Education, Job, Income 

DEMOGRAPHIC CRITERIA FREQUENCY PERCENTAGE 

GENDER 
Male 

Female 

105 

81 

43.50% 

56.50% 

AGE 

Under 18 years old 

18-24 years old 

25-34 years old 

35 - 44 years old 

45 - 54 years old 

55 years old or older 

1 

24 

90 

60 

9 

2 

0.50% 

12.90% 

48.40% 

32.30% 

4.80% 

1.10% 

EDUCATION 

High school 

Bachelor's degree 

Master's degree 

Doctorate degree 

26 

79 

54 

9 

14% 

52.20% 

29% 

4.80% 

JOB 

Student 

Student employee 

Employee 

Unemployed 

23 

65 

80 

18 

12.40% 

34.90% 

43% 

9.70% 

INCOME 

=> 3000 

3001-5000 

5001-10000 

10001-15000 

> 15000 

25 

70 

54 

18 

9 

18.80% 

37.60% 

29% 

9.70% 

4.80% 

                             Source: Adapted by the author from the survey 
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Table 15: descriptive statistics of the customer's behavior/ Source: Adopted by the author from the survey 

Statment Criteria Frequency Percentage 

Visiting fast food 

restaurants 

 Everyday 

 2 to 3 times per week 

 Once a week 

 2 to 3 times per month 

 Once a month 

 

10 

82 

45 

35 

14 

 

5.4% 

44.1% 

24.2% 

18.8% 

7.5% 

Does the family 

consume fast food 

 Yes 

 No 

74 

112 

39.8% 

60.2% 

how to prefer to eat 

in fast-food 

restaurants 

 

 Eat-in 

 Take-away 

 Delivery 

 

66 

64 

56 

35.5% 

34.4% 

30.1% 

 

Potential time to 

consume meals from 

an h3 restaurant 

 Weekdays for lunch 

 Weekdays for 

supper/dinner 

 Weekends for lunch 

 Weekends for 

supper/dinner 

 

75 

32 

77 

17 

40.3% 

 

17.2% 

 

41.4% 

 

9.1% 

pay for a burger h3? 

 Less than 20 AED 

 20 - 30 AED 

 30 - 40 AED 

 40-50   AED 

 More than 50 AED 

 

27 

82 

73 

4 

0 

14.5% 

44.1% 

39.2% 

2.2% 

0% 

Interest in buying 

and visiting H3 

 every day 

 Once or twice a week 

 During the weekend 

 I am not interested in 

this type of restaurant 

 

12 

93 

75 

6 

6.5% 

50% 

40.3% 

3.2% 
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Appendix D: Questionnaire  
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