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[bookmark: _Toc113635605][bookmark: _Hlk113651786]Introduction
In the twenty-first century, the majority of businesses now prioritise enhancing user interaction across touchpoints. In performing so, the corporate houses redirect the focus away from greater pressing issues. It makes sense for businesses to engage in personal transactions via consumer interactions because they constantly work to guarantee that their customers are happy as well as satisfied, whether it be via their goods, selling representatives, marketing plans, or consumer service. Starbucks is a supplier of gourmet coffee. Specialized coffee is roasted, marketed, as well as sold in stores. The business sells a variety of coffee mixes, artisan drinks, goods, as well as culinary products via its outlets (Michelli, 2009). Additionally, Starbucks provides ready-made beverages, pastries, whole seeds as well as ground coffee, as well as other libations. Starbucks has been chosen in this study as an example of a business whose marketing approach prioritises individualised touchpoints as well as guarantees consumer happiness. The globe's biggest coffee giant, Starbucks, is located in Seattle, Washington, in the United States. Starbucks will have more than 34k locations worldwide as of 2020, with a $30B market worth. In 2020, the corporation expects to generate $23.5B in overall revenue and earn $1B. This paper includes a critical evaluation of Starbucks' present marketing approach (Argenti, 2004). A creative new marketing strategy has been offered for the organisation to analyse as well as handle the consumer journey along a range of communication platforms in order to meet stakeholders' current & upcoming requirements, in addition to that critical appraisal of the present approach.
[bookmark: _Toc113635606]Background of the company
[bookmark: _Hlk113652366]Starbucks Corporation is a global network of coffee shops with headquarters in Seattle, Washington, in the US. It started off as a single tiny business in 1971 and by the turn of the century had grown to enormous proportions. Starbucks is at the forefront of the global coffee explosion. Three individuals, Jerry Baldwin, Zev Siegl, and Gordon Browker, started the shop (Lemus et al., 2015). For the first nine months, Peet's Coffee supplied coffee to Starbucks. Starbucks started off by opening five locations. While Howard Schultz, who had been recruited in 1982 to oversee the business's store advertising and profits, was on a shopping trip to Italy, another coffee-related discovery was made, Starbucks acquired Peet's Coffee in 1983. He went to one of Milan's well-known espresso bars and was enthralled by the romanticism of Italian coffee shops and the culture of coffee. The higher powers didn't back him when he went home intent to introduce that kind of culture to the US. He quit the firm as a response and made the decision to create his own business strategy. The founders of Starbucks supported Schultz's concept after their amicable separation, and he later travelled back to Italy to do research while stopping at coffee and espresso shops. In 1996, the corporation made its first international foray. At first, they collaborated and obtained licences from neighbourhood merchants. Now Starbucks becomes one of the most popular companies in the world. "To inspire and nurture the human spirit - one person, one cup, and one neighbourhood at a time," is how Starbucks describes its mission.
[bookmark: _Toc113635607][bookmark: _Hlk113652538]Communication in marketing
The term "marketing communication" relates to the strategies used by businesses to reach out to clients directly or indirectly with information regarding the goods and brands they offer in an effort to influence them to make a buy. The marketer employs advertising communication techniques to spread brand recognition across target consumers, that results in the development of a perception of the company that influences their purchase decisions (Kitchen and Burgmann, 2010).
[bookmark: _Toc113635608]Public relations and publicity
Public relations tactics include spreading product awareness using social networks & viral marketing to reach a wider audience. The company has to improve its PR tactics in order to raise brand awareness as well as increase sales while maintaining a strong brand value proposition. Using a promotion having a set time frame, the corporation may provide free pastries or muffins with the coffee, similar to joyful times in pubs or cafes in other nations, when patrons receive a 1:1 item for a set period (Shankar, 2012). Businesses may create consumer loyalty tickets for their programmes were buying a coffee would add a particular set of stars to the ticket that the consumer can subsequently redeem for or acquire a free pot of coffee in order to boost exposure & public relations.
[bookmark: _Toc113635609]Advertising
In 2020, the company will spend a sum of 258.9M dollars on marketing & advertising. Overall funding was 245.8M in 2019 (Sui and Yang, 2010). The business must make greater investments in marketing & public relations via print plus communication channels including social networking, email, push notifications, modernising its smartphone application, etc. The business must establish its marketing plan and promotion campaign with a clear image of the unique pleasure of sipping high-quality coffee in its locations.
[bookmark: _Toc113635610]Sales promotion
Additionally, the company can employ point-of-sale items, deals & reductions, freebies like buy one, get one free each Friday in the merchandising department, winter specials, Christmas sales, & Starbucks red holiday cups are traditional Christmas holiday campaigns. To promote sales, various boards may be shared on social network platforms including Instagram, Facebook, & Twitter with hashtags like #tweetacoffee & #BlondeRoast to draw in consumers. Additionally, these would increase the organisation's recognition among youth (Aminattaheri, Sorooshian and Aghabakhshi, 2013). 
[bookmark: _Toc113635611]Direct marketing
Using a referral scheme, the company may also offer its goods straight from the stores. Consumers must receive a review form plus a special code that they may communicate with others who haven't been to the Starbucks location yet. Each fresh client who enters the store with his friend's special code is eligible to receive a set amount of the order of coffee, drinks, snacks, or products.
[bookmark: _Toc113635612][bookmark: _Hlk113652777]Proper communication channels
[bookmark: _Toc113635613]Marketing and promotion using the traditional channels of communication
Conventional marketing methods including TV, radio, paper, and outside ads are diminishing the ability to attract a worldwide audience. The company has to reorient its efforts into cutting-edge marketing platforms including social media, search engine marketing, YouTube advertisements, as well as sponsorships for games including cricket, football, as well as tennis that are becoming more and more famous (Mi et al., 2021). Such streams are increasingly well & appealing to newly informed people in regards to technology, have wider geographic coverage, as well as are also increasingly affordable.
[bookmark: _Toc113635614]Promotion using a modern communication medium
In order to build brand recognition, it must also concentrate on promoting its goods plus loyalty programmes via various social media platforms, email, and web pages, as well as additional methods like push messaging on smartphone devices (Wei, 2016). You may use social network advertising, blogs, posters, sponsored partnership programmes with media celebrities, youth bloggers, or social media stars to promote coffee companies & raise brand exposure among youthful people.
It also has to increase its marketing as well as advertising budget and take advantage of cost-effective opportunities by using social media accounts. The business may likewise use the HubSpot CRM system, which would aid in spreading the word about its goods even in far-off places. The corporation must additionally pay attention to its price approach. Programmes for marketing & promotion must be run on Facebook, Twitter, Instagram, or WhatsApp by the firm. For example, in its advertising efforts, it may use the logos "Beware of Cheap & Cheater Coffees (Azriuddin et al., 2020). The Best Coffee Comes at a Price" or "Compromise Leaves a Really Bad Aftertaste... Choose Starbucks." The company must spend on sponsored search engine advertising that is inorganic and not organic.
[bookmark: _Toc113635615]Critical analysis of current marketing strategy
Since 1985, Starbucks has carved out a niche for itself as a quality label. This business focuses mostly on the high-end market of buyers who like coffee with a distinctive flavour plus excellent grade. The market for Starbucks is expanding in developing nations. Additionally, the organization has expanded its offerings beyond coffee plus roasting facilities to include meals, additional beverages, and goods such as coffee cups, scoops, coffee grinders, & tumblers. Using a fair-trading philosophy, the corporation is concentrating on rapid growth franchisees (Taecharungroj, 2016). As a global brand working with high items plus marketing platforms, the firm does, nevertheless, confront some challenges with its present marketing approach.
[bookmark: _Toc113635616]Issues in current marketing strategy 
Integration with small and failed brands:
The minor coffee businesses that struggled in the marketplace & had quite distinct workplace environments have been included in Starbucks' present marketing plan. Due to the fact that it interacted with businesses having extremely distinct workplace cultures, this organization has not been incredibly effective in the marketplace in regards to mergers & acquisitions.
Inadequate methods for predicting market demand:
In terms of market research & the analysis-based prediction of goods need & development, Starbucks has consistently fallen behind its rivals. Poor market analysis plus a lack of skill in predicting consumer needs and wants to be led to the organisation's decision to maintain far more stock than its rivals, both in the channel as well as internally (Tălpău and Boşcor, 2011). As a result, the firm has excessively filled its stock, locking up a significant amount of money.
Inadequate spending on research, promotion, and technology:
The business makes subpar investments in market study & innovations. Starbucks needs to spend significantly on tech to offer its brand a wider global exposure because of its global growth & operations in various geographic areas. The organisation's present expenditure on technological strengths is out of step with the market's rapid technological progress of its rivals plus with its long-term goals.
Low profitability ratio:
Starbucks' net contribution, as well as profitability ratio, are likewise below average for the business as a whole since the business has struggled to compete with established players as well as newcomers to the market & small coffee brands. The Starbucks item line has enormous gaps in it (Nair et al., 2021). The organisation's price strategy, which is similarly premium, has a weak market presence whereas its competitors' price strategies are becoming more aggressive.
Ineffective measures are taken to combat the worldwide financial downturn:
The UK economy's inclination to isolationism has likewise risen as a result of the financial downturn brought on by the epidemic plus other disruptions. Starbucks sales are typically impacted by this. The organisation's continuous expansion has been hampered by the worldwide scarcity of competent workers. The limited accessibility of a large market base featuring incredibly profitable & demanding items in the premium consumer sector has likewise prevented it from reaching developing nations like India.
[bookmark: _Toc113635617][bookmark: _Hlk113652950]Branding and brand equity
Brand equity is the worth of possessing a recognisable and well-recognized brand and also the amount of influence a brand name has on customers' thoughts. Companies build brand equity by offering customers satisfying encounters that encourage them to stick with them instead of switching to rivals that provide comparable goods (Theurer et al., 2016). Brand equity is often developed by awareness-raising initiatives that appeal to the values of the targeted customer, fulfilling promises and criteria when customers are using the item, and commitment and retention initiatives. The following section discusses about branding strategy of Starbucks.
The Customer-Based Brand Equity (CBBE) Model, commonly referred to as Keller's Brand Equity Model, is a pyramid. Keller's reasoning for the model is straightforward: in order to build a powerful brand, one must produce the optimum brand interactions or experiences. Consumers or prospective consumers must come away from every interaction with the brand with favourable ideas, feelings, and values (Kayaman and Arasli, 2007). If you can demonstrate the value your brand can deliver, you've established brand equity, and other people will start to share your customers' beliefs.
[image: ]
Fig: Determinants associated with the brand equity (Kayaman and Arasli, 2007).
It comprises every term or sign that raises or lowers the value that consumers receive from the firm's goods or services. As an equivalent, brand equity may also be defined as the economic interest that is generated by the impression that consumers have of a particular product or service's brand. Because brand equity has the ability to impact a company's market share, earnings, impression of the product's quality, stock prices, resilience to crises, and other factors, companies like Starbucks often take it into account when planning their different marketing initiatives.
[bookmark: _Toc113635618]Brand loyalty
Starbucks could utilise the strategy of focusing increasingly on food plus various drinks products in addition to the greatest coffee in the globe in regards to flavour & cleanliness since this has many benefits in drawing the youthful people in emerging nations' markets. The cornerstones of the brand's reputation in the marketplace are its exceptional purity & delicious flavour of coffee seeds. But throughout the period, consumers' needs have evolved, as well as now they want a wider variety of products from different brands. Starbucks locations ought to provide extra creative food products including sandwiches, buns, muffins, cakes, mixed drinks of many varieties, cool beverages, coffee-flavoured desserts, various dessert dishes, and so on (Palmer, Simmons and Mason, 2013). Such would boost the market share of this label, giving it the opportunity to expand its presence in emerging markets, which would improve sales as well as raise brand recognition.
[bookmark: _Toc113635619]Brand awareness
Starbucks has previously cemented a place for itself among high-end coffee companies in the industry. Considering the excellent grade & flavour of the coffee, the brand's value proposition must offer a superior consumer journey. For such, Starbucks might think of ways to expand by focusing on emerging nations & its major towns.
Targeted locations for small to medium businesses must include university campuses, campuses of IT hubs, shopping areas, movie theatres, office campuses, corporate residence campuses, & other developed regions. These locations must have distinctive shop ambience and designs that draw buyers into an area to unwind & relieve stress after workplace hours, business time, or academic hours (Jang and Jung, 2013). Such a plan must establish the business as a wholly customer-focused, moral, as well as quality-based supplier of goods & services. Starbucks has to focus on countries including Africa, Bangladesh, Nepal, and India.
[bookmark: _Toc113635620]Target Market
	Age
	Premium segment: 20 to 50 years Medium to premium segment: 18 to 25 years

	Gender
		Male, Female, Trans-community 

	Income status
	Economy, medium, high, premium

	Psychography
	Coffee aficionados, burgeoning coffee culture marketplaces, plus those seeking calm as well as refreshment during long workdays, schooldays, as well as office times 



Since its founding, Starbucks has concentrated on serving the upper-middle class as well as the upper-class population as its primary consumer group (Thi, 2022). It has to change its approach to focus on youthful individuals in urban, semi-urban, & metro areas, particularly those in the 20 to 50 age range.
[bookmark: _Toc113635621]Brand association
The organisation needs to change its focus to include youths entrepreneurs, aspiring businesspeople, experts making between the middle & strong salary earning people, middle-class consumers, college students, freelancers, bloggers, & gig employees as well. In marketplaces like India, Bangladesh, and others, individuals primarily in the 20 to 50 age range are embracing fast-paced living. This audience is a rising proponent of premium coffee tradition & requires a warm, welcoming, and tranquil setting to unwind with a glass of coffee plus a few snacks after a long day. Starbucks could likewise focus on the classy, environmentally sensitive, & health-conscious customers who are willing to pay 20 per cent more for speciality coffee over rival companies (Yang and Tu, 2016). Starbucks can also aim its marketing efforts at the tech-savvy younger population who are fascinated by the amazing modern technology for consumer connection as well as social network marketing.
[bookmark: _Toc113635622]Customer journey map
Customer journey mapping (CJM) is a marketing strategy that is underutilised. It might be enticing to try alternative methods to boost conversion rates on a business website or online store since creating customer journey maps can be challenging and their outcomes aren't always measurable.
[image: ]
Fig: Customer Journey Map of Starbucks.
In this cutting-edge graph, Starbucks solicits input from its consumers about their visits to its locations and records their experiences on the chart. The three main parts of it are as follows: Poached experience: It tells its customers how they felt generally about the store they visited, particularly during peak hours. Enhanced experience: It also considers the consumer's unfavourable encounter and how to make it go away so it won't happen again. Touchpoints: This term refers to the quantity and quality of interactions between a customer and a consumer. It could take place in person, online, through an app, etc. The whole process is a component of the business' CRM ambitions.
[bookmark: _Toc113635623]Evaluation of marketing strategy
[bookmark: _Toc113635624]Customer feedback
One of the greatest crucial methods for assessing the marketing plan that a company is presently implementing is client feedback. Consumer review gives an insight into the weaknesses of the existing strategy plus the needs of the target market. As a result, the business can alter its goods & services to suit the demands of clients or industry trends. General client feedback via surveys sent via mail or social networks can potentially provide insightful information about whether the marketing plan is effective or poor.
[bookmark: _Toc113635625]Sales growth
The success & development of the company’s sales throughout the allotted 6-month duration may likewise be used to evaluate the marketing approach. If it can be determined that the company was capable to meet its target objectives in just six months, then the marketing plan appears to become effective.
[bookmark: _Toc113635626]Social media reach
The Starbucks social network presence is the 3rd technique for marketing assessment (Sukhumpong Channuwong, 2014). It is possible to assess if a marketing plan is effective or not using Google Analytics, comments, followers, etc.
[bookmark: _Toc113635627]Recommendation for an ingenious marketing plan
[bookmark: _Toc113635628]Marketing objective
Strong brand statement:
Despite being a worldwide leader in the coffee industry and having a sizable operational income, Starbucks has had a lot of trouble keeping up its sales during the past few years. The distinctive positioning of the business in the marketplace must be the focus of Starbucks' proposed marketing goals. "To inspire & nurture the human spirit- one person, one cup, & one neighbourhood at a time," is Starbucks' present positioning slogan (Tsai et al., 2020). For a successful positioning for the rising youthful client base in developing nations, such assertion is highly challenging as well as significant. Starbucks has to alter its approach and employ clear, succinct slogans that effectively draw people. In order for clients to consider the brand statement particularly appealing & catchy, it must likewise be constant, concise, & straightforward.
Attractive brand loyalty and reward programme:
Starbucks needs to create the concept of a brand loyalty or rewards programme in order to develop a possible brand loyalty programme. The corporation must place a strong emphasis on the reward plus loyalty programme created to disseminate a positive feeling in the marketplace as it concentrates on the premium consumer sector of the marketplace, which comprises 20 per cent of consumers and provides 80 per cent of income.
Research on consumer lifecycle value:
The business must initially do a study on the expense of client acquisition for a specific time frame and compare it to the overall income generated by every buyer before implementing a loyalty programme (Aljarah, 2021). In such a manner, the business would be capable to calculate the CLV, as well as through doing so, the cost of the business in comparison to the offers, discounts, and deals made to customers as part of loyalty or reward programmes may be assessed.
Proper pricing strategy:
The majority of the new coffee companies on the marketplace have aggressive price policies, endangering Starbucks' potential upcoming sales & income. Despite the strength of its brand plus the size of its marketplace, Starbucks is having trouble competing on price. As a result, while establishing the organisation's goals, attention must likewise be paid to creating a market niche for mediocre level 2 small-level clients in developing countries. By studying the psychographics of clients as well as taking into account generation, salary, gender, colour, ethnicity, schooling, family structure, & faith, the business may likewise appeal to a sizable consumer base in emerging nations (Ferrell, Hartline and Hochstein, 2021).
[bookmark: _Toc113635629]Conclusion
It has been established that the organization began its operations in the coffee industry in the USA & has since set its sights on worldwide expansion. The company’s business has grown dramatically in China as well as similar emerging, competitive markets for coffee & drinks. Starbucks' marketing approach begins with high-quality goods. Starbucks' main engine for growth is its superior coffee brand & flavour. This business has used an excellent business differentiation strategy to set its coffee apart from that of its competitors. To address the current and foreseeable issues, the company has been advised to adapt its marketing approach in order to maintain its excellent market position going forward.
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