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1.1 Background of the Study
Digital marketing is a fast-growing industry that has popularized new approaches to reaching consumers and new channels and techniques for fostering loyalty. Worldwide digital ad investment in 2020 was $378bn. 16 billion is expected to increase to more than $ 526 billion by 2024 (Statista, 2021). Such growth shows that organizations are turning to the Internet to cover their ground in the market. To Starbucks, one of the fastest-growing coffeehouse franchises in the globe, digital marketing has proved to be a vital CRM element. Employing different techniques like social networking, application, and email marketing, it effectively communicates and creates fruitful bonds with the targeted or potential customers to enrich their experience and revenue generation. Signs of digital marketing strategies effectiveness are evident at Starbucks through the effectiveness of the mobile application. According to (eMarketer, 2021), Starbucks app usage in the United States was 31 million plus people as of 2021 and it is one of the most popular restaurant loyalty apps. This is evident from the mobile ordering, rewards, and customized service offers, which are some of the ways Starbucks has adopted digital marketing in CRM. Not only does this integration lead to increased customer satisfaction and loyalty but also helps Starbucks to gather more data to define the further direction of its marketing strategies. The insights into the customer’s buying behavior and preferences will help Starbucks adapt its marketing strategy to the changing customer needs, which will allow the company to maintain its leading position in the extremely competitive coffeehouse market.

[bookmark: _Toc172792772]1.2 Rationale of the Study
In the current business world, the opportunity to improve the relations with the customers is a significant factor vital for the organization’s success, and digital marketing is a method of delivering these improvements. In the case of Starbucks, a brand that prides itself in excellent customer service, it is essential for digital marketing to supplement the company’s growth and market position. In this research, Starbucks’ uses of digital strategies such as mobile applications, social media, and newsletters will be analyzed to determine their effects on consumers’ actions and attitudes. Therefore, through evaluating these initiatives the research aims at establishing the practices as well as the important factors in effective customer relationship management. This research also seeks to contribute to the existing literature in the following ways: To present a detailed examination of the diffusion of digital marketing and CRM in a global brand. The study will advance academic research and provide detailed guidelines for corporate organizations, which plan to incorporate digital marketing for the improvement of their CRM strategies.

[bookmark: _Toc172792773]1.3 Aim of study
This present research focuses on the following main objective: To screen the impact of digital marketing on the customer relationship management of Starbucks. This research aims at establishing the role and impact that Starbucks uses in employing digital marketing communication and the role it plays in engaging, their customers and making them loyal and satisfied. Thus, by focusing on the analysis of the particular digital marketing activities used by Starbucks, including the use of the mobile application, interaction with social networks, and individual marketing campaigns, the study intends to apply a more precise evaluation of the effectiveness of the company’s CRM strategy. Moreover, this study will seek to establish the effects of these digital marketing activities on the customers and hence propose objectives on how firms can effectively incorporate the two strategies of digital marketing and customer relationship management to create a successful business by acquiring and retaining customers.

[bookmark: _Toc172792774]1.4 Research Objectives
The research objectives of this study are designed to systematically explore and evaluate the integration of digital marketing with customer relationship management (CRM) at Starbucks. The specific objectives are:
1. To examine and characterize the digital marketing activities that Starbucks uses in its CRM practices.
2. To determine the value of these forms of digital marketing on the customer base by evaluating indicators such as user engagement, participation in loyalty programs, and social network activity.
3. To measure the effectiveness of these particular uses of digital marketing to determine their impact on increasing customer satisfaction and loyalty, as evidenced through customer behavior, including frequency of purchase, word-of-mouth promotion, and customer experience.
4. To assess how the use of digital marketing can be linked with CRM systems using lessons from Starbucks that can be implemented by other firms desiring to advance the ways they engage their customers through the use of technology.

[bookmark: _Toc172792775]1.5 Research Questions
To guide the investigation and achieve the research objectives, the study seeks to answer the following research questions:
1. What are the primary digital marketing strategies used by Starbucks for customer relationship management?
2. In what ways do Starbucks' digital marketing efforts influence customer satisfaction and loyalty?
3. What are the customers' perceptions of Starbucks' digital marketing initiatives?
4. What are the best practices for integrating digital marketing with CRM, as demonstrated by Starbucks?
These questions are designed to provide a structured framework for the research, ensuring a thorough exploration of how digital marketing can be effectively utilized to enhance customer relationship management.
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[bookmark: _Toc172792777]2.1 Overview of Digital Marketing in CRM
Thus, developing it into an important part of CRM, as a tool that aims at improving the quality of customers’ communications. Literature reveals that focused use of digital communication consisting of social media marketing, email promotion, and applications increases customer marketing and retention. For example, the use of recommendation systems that provide targets based on the behavior and interests of customers can boost customers’ loyalty by increasing their relevance and perceived value (Li & Kannan, 2020). Furthermore, data analytics can help to sort the clients more accurately and adjust the marketing strategies in line with the demographics and psychographics criteria. However, there is a realization that aspects such as data privacy and the fact that firms have to keep on innovating to meet the ever-evolving technological front are some of the issues that make it hard to execute digital CRM strategies (Hosseini et al., 2020).

[bookmark: _Toc172792778]2.2 Definitions

Digital marketing: Marketing through digital channels, platforms, and technologies for advertising products or services to a consumer. It is a very wide activity that includes search engine optimization (SEO), content marketing, social media marketing, email marketing, and mobile marketing (Chaffey & Ellis-Chadwick, 2019).
Customer Relationship Management (CRM): Customer relationship management is an approach to dealing with an organization's current and potential customer base. It uses data analysis about customers' history with an organization to better business relations, with a focus on customer retention and sales growth (Buttle & Maklan, 2019). 
CRM Engagement: This is the level of engagement by a business in its interactions with its customers in the customer relationship management process. It may encompass loyalty, targeted marketing initiatives, and remaining in touch with the organization through its various digital portals like its mobile app as well as its social networking sites.
CRM Satisfaction: This is the extent to which the customer is satisfied with their experiences and the interactions that are facilitated by the CRM system of a company. This can range from their satisfaction with individualized offers, services, and levels of operation of digital interfaces available through the organization.
[bookmark: _Toc172792779]2.3 Research Objectives Analysis
The objective of this research is to determine how effectively the current digital marketing strategies accelerate customer Relationship management (CRM) at Starbucks. The study intends to measure the effect of personalized digital marketing campaigns on user engagement, retention, and customer satisfaction among Starbucks customers. It attempts to Understand the relationship between Starbucks's digital marketing and customer retention, Explore how data analytics and machine learning leave their mark on CRM strategies at offer suggestions for encouraging positive feedback. The research will also assess the effectiveness of targeted digital marketing campaigns in driving both subscriber acquisition and churn reduction. This study therefore seeks organization-level goals by providing an empirical inquiry capable of informing digital marketing best practices in terms of CRM to enhance competitive success in the coffeehouse industry.

[bookmark: _Toc172792780]2.4 Case Study and Example
Observing well-coordinated digital marketing initiatives, which were concentrated in the field of retail and particularly Starbucks, gives significant tips on the best practices of CRM programs. For example, Starbucks’ app has fundamentally shifted the way that customers engage with the brand by providing the features of loyalty programs, mobile ordering, and personalized offers in one focused application (Statista, 2021). The ability of the app to increase customer interaction and sales shows that now, more than ever, firms need to engage customers via digital media to tailor relevant experiences for them (eMarketer, 2021). Also, through sharing, posting, liking, tweeting, and other social media activities Starbucks has employed the use of interactive content and customer community that has helped in creating a well-established brand image and acknowledgment among its customers (Mintel, 2020). All these cases guard on how the execution of digital marketing strategies can be planned and implemented for the achievement of sustainable customer relationships and competitive advantage in the retail context.

[bookmark: _Toc172792781]2.5 Theoretical Frameworks
Theoretical constructs that can be used include Relationship Marketing Theory and the Technology Acceptance Model (TAM) which give a top-down analysis of digital marketing in CRM. Another theory known as Relationship Marketing Theory posits that the organization should focus on marketing to the customer in such a way that they create a long-term commitment to engage with the organization through the provision of service and interaction. TAM on the other hand looks at the level of users’ acceptance and use of technology-based solutions from the viewpoint of perceived usefulness and ease of use as postulated by (Davis, 1989). Applying these frameworks to the analysis assists in explaining the impact of digital marketing on customers’ perceptions, behavior, and loyalty patterns in the long run.

[bookmark: _Toc172792782]2.6 RACE Model for Starbucks
The RACE model (Reach, Act, Convert, Engage) is a planning model of digital marketing strategy, with an inbuilt customer lifecycle approach to getting results that matter and it considers the full range of online and offline media that could be used across these processes (Chaffey & Smith, 2013). However, an analysis of whether Starbucks applies the RACE model identifies its strengths as well as where it misses the mark.
· Reach: Starbucks easily reaches its target audience through some of the major digital channels, which include social media, email marketing, and search engine advertising. Wide reach enables Starbucks to attract new customers and remain present in a highly saturated marketplace.
· Act: The company prompts its customers to engage with the posted content through the Starbucks Mobile Application as well as social media platforms. Functional features such as mobile ordering and rewards drive customer behavior that, in turn, helps in their experience and loyalty.
· Convert: Starbucks turns engagement into sales through frictionless integration of the digital and physical experiences. Mobile ordering and payment functionalities make it convenient to close the purchase, thereby increasing conversion rates as well as customer satisfaction.
· Engage: It keeps the customer continuously engaged through personalized marketing campaigns, loyalty rewards, and responsive service. Starbucks applies the data on its customers to create a tailored brand experience that sustains the interest and loyalty of the customer in the long run.
Advantages
· Enhanced customer experience: The infusion of digital tools into its system has created a much more enriched customer experience.
· Data-Based Insights: Starbucks uses data analytics to gain insights into customers' behavioral patterns for targeted marketing. Digital marketing strategies like loyalty programs build a lot of customer engagement and loyalty.
Disadvantages 
· Data Privacy Concerns: The collection and use of customer data may raise concerns for their privacy and, therefore, robust measures need to be taken to protect data.
· Technological Dependence: That reliance on digital tools means dependence on continuous technological updates and adaptations.
· Market Saturation: The more common digital marketing becomes, the harder it is to maintain a competitive edge without constant innovation.


[bookmark: _Toc172792783]2.7 Gaps in Existing Research
Nevertheless, from the above-discussed literature review, there is general agreement that some areas are understudied and require more attention. For instance, despite extensive literature on the effectiveness of digital CRM approaches to customer engagement, there is a lack of research on how they may influence customers’ loyalty and advocacy in the long run (Rust et al., 2020). Furthermore, it is vital to note that the concept of digital marketing has been discussed in the last decades, however, the cultural and contextual factors that influence its efficiency in various markets have still not been researched to the maximum extent (Vorhies & Morgan, 2020). Closing these gaps will contribute to the knowledge enhancement of the existing information by providing more specifics about how corporate investments in digital marketing help to nurture customer relations to promote sustainable business advancement.
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[bookmark: _Toc172792785]3.1 Quantitative Research Design
The present research adopts a positivist epistemology for it affords an orderly arrangement of the communication and application of digital marketing in the realm of customer relationship management of Starbucks. The quantitative approach facilitates employment of numbers thus identifying data that can be used in putting up parameters by the use of statistical tests. The main emphasis is placed on the quantitative research that aims at the examination of Starbucks’ consumers to assess their impressions of the efficiency of digital marketing strategies utilized by the coffee giant.

[bookmark: _Toc172792786]3.2 Sample Selection

The topics for this examination could be chosen based on unique criteria designed to perceive a sample of Starbucks’ clients who interact with the brand online. The pattern will include approximately 100 participants, selected the usage of a non-probability sampling approach, particularly comfort sampling. The standards contain users who have ever ordered the usage of Starbucks’ mobile app, acquired the organization’s e-newsletter, or engaged with Starbucks on the website’s social media channels. The sample might be comprised of purchaser representatives from different demographics, inclusive of age, gender, and geographic area, to acquire a detailed assessment of their perceptions.

[bookmark: _Toc172792787]3.3 Data Collection Methods
The data is through Google Forms. This will be based on a sample size of approximately 100 Starbucks customers using basic criteria. There are 8 to 10 closed-ended questions in the questionnaire, measuring the attitude, behavior, and satisfaction level of the respondents about the Starbucks digital marketing campaigns. The survey is expected to take about 15 minutes to finish. The survey will be distributed through email and social media platforms. The survey tool could be pre-tested to make certain readability and reliability, with adjustments made primarily based on pilot feedback. moreover, virtual analytics facts from Starbucks' professional channels and survey responses offer a holistic knowledge of client interactions with virtual marketing platforms.
After collecting, the information will be exported into Microsoft Excel for the first organization from Google Forms. The Excel built-in tools will be used to analyze the data for a more thorough statistical examination. Key metrics will be summarized using descriptive statistics, and notable patterns will be found and correlations between various variables will be explored with the aid of inferential statistics including regression modelling and correlation analysis. This strategy will make it possible to fully comprehend how Starbucks' digital marketing initiatives affect the attitudes and actions of its patrons. 
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[bookmark: _Toc172792789]5.1 Data analysis
In this study, the data collected through the survey may be primarily quantitative, which specializes in numerical rankings, frequencies, and specific responses. initially, the data could be organized in Microsoft Excel to ensure clarity and structure. For more special analysis, Excel’s statistical functions might be applied to carry out descriptive facts, along with calculating methods and preferred deviations. Regression modeling and correlation analysis are examples of inferential facts that will be used to investigate links between unique variables and identify meaningful patterns. This in-depth analysis will assist in comprehending how different facets of Starbucks' digital marketing strategies impact consumer attitudes and behavior.

[bookmark: _Toc172792790]5.2 Research Ethics
Research ethics include the ideas and recommendations that guarantee research is carried out in an ethical, responsible, and courteous manner, safeguarding people's rights and well-being. This entails getting informed consent, protecting participant privacy, and preventing injury. According to this observation, research ethics might be maintained by making sure that every survey respondent gives their informed consent, protecting their data, and only using the information for this study. This approach ensures that the study of how digital marketing and advertising affect CRM at Starbucks is conducted ethically and with consideration for the participants.
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