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Starbucks, a popular coffeehouse company, has changed the coffee business since its 1971 establishment in Seattle, Washington. Jerry Baldwin, Zev Siegl, and Gordon Bowker founded Starbucks, which has developed into a recognizable brand known for its dedication to premium coffee, welcoming retail environment, and social responsibility. According to the company's goal statement, "to inspire and nurture the human spirit one person, one cup, and one neighborhood at a time," it is committed to both community involvement and client happiness. Starbucks' ability to create creative marketing campaigns that increase brand recognition and successfully manage and analyze the customer journey across numerous channels of communication. Starbucks can guarantee the satisfaction of customer needs and preserve its position as a leading brand in the coffee market by matching these strategies with the expectations of present and future stakeholders. Schultz, H. and Yang, D., 1997.
In order to do this, we'll look at the idea of communication and its application in marketing, define integrated marketing communications (IMC), go over fresh advertising tactics to raise brand awareness, explore the significance of branding and brand equity, and apply Aaker's Brand Equity Model to Starbucks. The Starbucks customer journey and touchpoints will also be examined, along with the utilization of a customer journey map, and the relevance of the Total Engagement Model to the business's marketing initiatives. With the use of this thorough analysis, we hope to offer insights and suggestions that will help Starbucks come up with creative marketing plans, satisfy stakeholders, and strengthen its market presence. Starbucks Corporation, 2020.  Furthermore, this appraisal will evaluate market penetration and market development strategies, and critically analyze Starbucks' mission and vision statements in relation to online and offline promotion. By examining these aspects and providing practical examples, this critical appraisal aims to provide insights into how Starbucks can navigate the challenges of a crowded marketplace, raise brand awareness, and effectively manage the customer journey. Ultimately, by developing innovative marketing strategies, Starbucks can fulfill the expectations of current and future stakeholders, ensuring its sustained success in the highly competitive global market.


[image: Starbucks Logo (Classic) PNG Transparent & SVG Vector - Freebie Supply]

[bookmark: _Toc143549176]Fig 1. Starbucks Logo
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American coffee chain Starbucks Corporation is known worldwide. Starbucks was started in 1971 in Seattle, Washington, by Jerry Baldwin, Zev Siegl, and Gordon Bowker. Starbucks first sold coffee beans and supplies for making coffee in one location. Starbucks' transformation into a coffee shop was led by Director of Marketing Howard Schultz, who joined the company in 1982. Schultz designed a cosy coffee shop inspired by Italian coffee shops. Schultz grew Starbucks rapidly in the 1980s and 1990s. The company went public in 1992, offering its shares on NASDAQ under the ticker "SBUX." Starbucks' initial public offering funded its global expansion. Starbucks has thousands of corporate-owned and licenced shops worldwide. Sites exist in over 80 countries, including the US, Canada, China, Japan, the UK, and others. It sells teas, pastries, coffee, and other snacks. Starbucks is known for ethical sourcing and high-quality coffee. The company builds lasting relationships with coffee growers worldwide to ensure fair pricing and environmentally friendly cultivation. Starbucks funds farmer support organisations, ethical sourcing programmes, and neighbourhood improvement projects. Kembell, B. and Narus, J., 2002

[bookmark: _Toc143549178]Definition of Communication
Sharing information, ideas, emotions, and feelings through vocal, nonverbal, written, or visual means. Communication is successful when sender and recipient understand and interact. Guffey, E. M. and Loewy, D., 2013.


[bookmark: _Toc143549179]Explanation of a Communication Model
Sender: The party sending a message to the receiver.
Encoding: Transmitting thoughts, ideas, or information through words, gestures, or visuals.
Message: The actual content or information being conveyed by the sender through the chosen channel.
Channel: The medium used to transmit the message, such as face-to-face communication, email, telephone, or printed papers.
Receiver: The person or group that deciphers the communication.
Decoding: Reconstructing the encoded message to understand it.
Noise: Interference or distortion that degrades communication clarity and accuracy. Background noise or psychological distractions might be noise.
Feedback: The receiver's answer to the sender, demonstrating understanding and success. Guffey, E. M. and Loewy, D., 2013.

[bookmark: _Toc143549180]Integrated Marketing Communications (IMC) Definition:

IMC uses several media to communicate with target audiences. IMC optimizes marketing by merging advertising, PR, sales promotion, direct marketing, digital marketing, and social media. To ensure brand consistency and marketing goals, IMC carefully plans, executes, and evaluates all communications. To build customer loyalty and give a seamless online and offline experience. IMC uses several media to communicate with target audiences. Advertising, PR, sales promotion, direct marketing, digital marketing, and social media help IMC market. Amin, S. and Alexandridis, G., 2019.  IMC meticulously develops, executes, and evaluates all communications for brand consistency and marketing goals. to create strong client relationships and provide an integrated consumer experience across online and offline touchpoints. IMC recognises multiple media channels influence customer behaviour. Integrated marketing engages target consumers across platforms and reinforces brand messages. An effective IMC plan includes a well-defined target audience, a clear positioning and messaging strategy, approved communication techniques and channels, brand identity and voice consistency, and marketing activity assessment and evaluation to ensure efficacy and ROI. IMC creates a single marketing plan that uses many communication channels to reach target audiences, increasing brand exposure, customer engagement, and company success. Guffey, E. M. and Loewy, D., 2013.
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Source: Learner
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In Starbucks, Integrated Marketing Communications (IMC) refers to the strategic and coordinated use of various marketing communication channels to deliver a consistent and compelling message about the brand to its customers and stakeholders.cStarbucks uses a mix of traditional advertising, digital marketing, public relations, direct marketing, and experiential marketing to communicate its brand values, product offerings, and corporate social responsibility initiatives. Here's how Starbucks applies IMC:
1.Advertising: Starbucks uses both traditional (print, television) and digital (social media, online ads) platforms to advertise its products and services. The advertising messages are consistent and highlight Starbucks' commitment to quality, customer service, and sustainability.
2. Public Relations: Starbucks has a strong PR strategy that focuses on building and maintaining a positive brand image. This includes press releases, media events, and partnerships with other brands and organizations.
3. Digital Marketing: Starbucks makes extensive use of digital channels, including its website, mobile app, and social media platforms. These channels are used to engage with customers, promote new products, and provide a platform for customers to share their Starbucks experiences.
4. Direct Marketing: Starbucks uses its loyalty program, Starbucks Rewards, as a direct marketing tool. Members receive personalized offers and rewards, which encourages repeat business and strengthens customer relationships. Jain, S. C. and Haley, G. T., 2009.

[bookmark: _Toc143549183]Promotional Tactics for Businesses

Influencer Marketing: Partner with influential content providers and influencers who reach your target demographic. Influencers may boost company awareness and credibility through interesting material on social media, blogs, and YouTube.
User-Generated Content Campaigns: Invite customers to share their brand experiences. Ask customers to hashtag images, videos, and testimonials of your products or services on social media. Customers trust this strategy.
Virtual Events & Webinars: Host webinars, workshops, and events that offer industry insights, suggestions, and entertainment. These events can broaden your audience and establish your brand as an expert.
Interactive Social Media Content: Use polls, quizzes, and interactive storytelling on social media. This boosts brand exposure, engagement, and sharing.
Cause Marketing: Support charities or social causes that match your company values. Cause marketing can boost brand loyalty among socially minded consumers.
Gamification: Add gamification to marketing and loyalty programmes. Rewards, challenges, and interactive games can attract and retain clients while encouraging them to share their achievements.
Augmented Reality (AR) and Virtual Reality (VR): Add immersive and interactive content to your marketing with AR and VR. AR filters, virtual try-ons, and 3D product demos engage customers and differentiate your business. Kembell, B. and Narus, J., 2002.
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Branding is the process of creating a strong, positive perception of a company, its products or services in the customer's mind by combining elements such as logo, design, mission statement, and a consistent theme throughout all marketing communications. Effective branding helps companies differentiate themselves from their competitors and build a loyal customer base.
Branding involves understanding the attributes that your target customers appreciate in a business, and then building a brand that represents those attributes. This includes the name, logo, tagline, color palette, and all the visual and verbal communications that represent the company. Kotler, P., & Keller, K. L. (2019).
Brand Equity refers to a value premium that a company generates from a product with a recognizable name when compared to a generic equivalent. It's the added value that a brand name gives to a product or service. This value is determined by consumer perception of and experiences with the brand.
Brand equity can be positive or negative. Positive brand equity is achieved when consumers are willing to pay more for a product with a recognizable brand name than they would for a generic product. Negative brand equity is the opposite - it occurs when a brand's reputation is so poor that a generic equivalent is preferred by consumers. Kapferer, J. N. (2017).
Brand equity is built and maintained by delivering consistent, positive experiences for consumers. This includes the quality of products or services, positive interactions with the company, and the perception of the brand in the marketplace. High brand equity provides a company with numerous benefits, such as the ability to charge a premium for their products, increased customer loyalty, and an advantage in the marketplace. 
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David Aaker's Brand Equity methodology analyses a brand's value and strength in consumers' eyes. 
Brand Awareness: Starbucks is well-known internationally. The company's name and green mermaid emblem are well-known. Starbucks' global presence and strong online and mobile presence boost brand recognition.
Brand Loyalty: Starbucks customers are loyal. Starbucks awards' personalized awards, unique deals, and free drinks boost brand loyalty. Visits stimulate repeat business and brand loyalty.
Quality: Starbucks is known for its excellent coffee and customer experience. Starbucks is known for its high-quality products, from responsibly grown coffee beans to strict shop quality requirements.
Brand Associations: Starbucks' coffeehouse setting invites people to socialize, work, and rest. The brand symbolises innovation, community, and connection.
Brand Assets: Starbucks' logo, name, and stores are valuable brand assets. The company's corporate social responsibility, sustainability, and coffee farmer support boost its brand equity. Keller, K. L. (2003).
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[bookmark: _Toc143549186]Fig.3  Aaker Brand Equity Model for Starbucks
Source: Lindsey Watson

Starbucks' Aaker Brand Equity Model:
· Starbucks invests on marketing and advertising to preserve its market dominance.
· Starbucks Rewards' personalised rewards and unique offers help establish and maintain brand loyalty.
· Starbucks maintains tight quality control to ensure consistency and premium quality across all its products, boosting consumer perception of its quality.
· Starbucks' pleasant retail atmosphere and friendly baristas build brand loyalty.
· Starbucks uses its branding and store locations to expand globally and attract varied customers. Aaker, D. A. (1991).
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Maya's customer profile
[image: ]
Maya Carducci

A cup of coffee is how Maya, a 28-year-old urban professional, always begins her day. She used to brew her coffee at home until lately. When her coffee maker broke down one day, she noticed the absence of her morning routine. She moved on to the Awareness Stage as a result. Uncertain of which café or coffee shop to pick, she realized she wanted a high-quality coffee experience.
Maya started enquiring about her coworkers' preferred coffee shops as she moved into the consideration stage. Starbucks was singled out from the others because of its standing for dependability and variety. Maya conducted a quick web search after becoming curious, reading reviews and looking over Starbucks' menu options. The promise of a custom drink and their seasonal specialties particularly caught her attention.
In the decision stage, Maya was on the verge of selecting a course of action. She had reduced her options to Starbucks and another neighborhood coffee house. She watched a few internet tutorials on making Starbucks drinks before deciding, and she also sought the advice of her close friend Jenna. The deal was cemented by Jenna's fervent praise of Starbucks' Caramel Macchiato and their mobile ordering system.
The following morning, Maya made the decision to try Starbucks and entered the Purchase Stage. She ordered a Caramel Macchiato on the Starbucks app. She was impressed by the ease of ordering on her phone and the speedy and pleasant pickup experience.
Maya was thrilled with the flavor and caliber of her drink after making her order. She would have become a frequent Starbucks customer based on her behavior during the Post-Purchase Stage. A problem arose when her drink order was messed up a week later. However, Starbucks' quick customer service, which gave her a free drink as compensation for the inconvenience, only increased her brand devotion. Maya started frequenting Starbucks and became a brand evangelist by gushing to her friends and coworkers about her experiences there.
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[bookmark: _Toc143549188]Fig.4 The Customer Journey Map
Source: Learner
[bookmark: _Toc143549189]Stages in the customer journey
A consumer's experience with a brand or business is called the customer journey or buyer's journey. Each level represents a different client experience. General customer journey stages:
1. Awareness Stage: Customers recognize a need, problem, or desire. They may discover a problem. Customers don't know brands or solutions yet. They begin researching and considering solutions.
2. Consideration Stage: Customers have a better idea of their demands and start assessing items and solutions. They research brands, products, and services. Customers can compare features, cost, reviews, and suggestions to choose.
3. Decision Stage: Customers have chosen a few options during the decision stage. They can buy now. Read testimonials, see product demos, or ask friends and family for more reassurance. Emotions and logic can influence decision-making.
4. Purchase Stage: The customer buys and becomes a customer. This is when prospects become customers. Transaction convenience, payment alternatives, and order fulfilment can dramatically impact consumer happiness and loyalty.
5. Post-Purchase Stage: Customers enter the post-purchase stage after buying. This step determines whether the customer will return and promote the brand. Excellent customer service, timely issue resolution, and a great post-purchase experience build client loyalty and word-of-mouth referrals.
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Customer Journey Map strengths:
1. Identifying Opportunities: Starbucks may improve customer experience by charting the customer path. If customers spend a lot of time examining the menu, Starbucks may disclose more drink details online or in-store to help them decide faster.
2. Improving Customer Engagement: The map can help Starbucks identify how customers connect with their brand throughout the trip. Personalised marketing and customer service can be informed by this.
3. Enhancing Customer Satisfaction: Starbucks may minimise pain points and improve satisfaction by studying the customer journey. Starbucks might use mobile ordering or improve in-store processes to reduce customer wait times.
Customer Journey Map weaknesses:
1. The trip map may not reflect all client experiences. The map may not show all customer journeys.
2. Changing Customer Behaviors: The trip map may need to be modified to reflect changing customer behaviors and expectations.
3. Limited Scope: The map may not include all customer touchpoints with the brand. It may exclude social media and word-of-mouth referrals.
Starbucks touchpoints:
Effective Touchpoints: Mobile ordering and contactless payment make ordering and paying easy. Starbucks' high-quality products make ordering and drinking a pleasant experience.The deciding stage may be less successful. With several drinks and personalization options, clients may feel overwhelmed and take longer to choose. More information or recommendations could help buyers pick.

[bookmark: _Toc143549191]Total Engagement model
Starbucks' Total Engagement Model creates a strong and meaningful relationship with customers throughout the customer experience. This concept emphasises consumer engagement at every touchpoint and long-term connections to generate brand loyalty and advocacy. Starbucks' Total Engagement Model: Smith, J. R. (2010).
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[bookmark: _Toc143549192]Fig.5 Total Engagement model
Source: Learner

Pre-purchase Stage:
Digital Experience: Starbucks' website, mobile app, and social media platforms are strong. These platforms attract clients with engaging content, personalised recommendations, and promotions.
Rewards Programme: Starbucks Rewards is important pre-purchase. Starbucks attracts coffee drinkers with personalised rewards, special offers, and free drinks.

Purchase:
Starbucks' in-store and mobile ordering is seamless. This reduces buying friction and improves consumer experience.
Upselling and Cross-Selling: Starbucks upsells and cross-sells at checkout to increase the average transaction value. Johnson, M. L., & Davis, S. C. (2015). T

Post Purchase:
Order Confirmation and Updates: Starbucks sends order confirmation emails and provides real-time order status updates to reassure customers.
Personalised Follow-ups: Starbucks sends customers emails or app notifications thanking them and asking for feedback. Williams, A. B., & Martinez, C. D. (2018).

Loyalty and advocacy:
Starbucks uses CRM to build loyalty. They use client preferences, buying history, and interaction to personalise campaigns.
User-Generated Content: Starbucks encourages customers to share their experiences on social media, which generates positive word-of-mouth and engages and impacts potential customers.

Store Visit:
Starbucks emphasises a warm and inviting retail atmosphere. Free Wi-Fi, comfortable seating, and attractive decor make shopping pleasant.
Barista Engagement: Starbucks' well-trained baristas engage customers by remembering preferences, suggesting new drinks, and being courteous.

Community and Environment:
Corporate Social Responsibility: Starbucks supports coffee farmers and promotes sustainability. Ethical and responsible consumers appreciate these efforts.
[bookmark: _Toc143549193]Examples of touch points:
Touch points are client encounters with a brand or business during the customer journey. Pre-, post-, and pre-purchase touch points:
1. Pre-Purchase Stage:
 a. Social Media Advertising: Targeted ads on Facebook, Instagram, and Twitter can expose potential customers to brands.
 b. Content Marketing: Blogs, articles, and videos that address customer inquiries can educate and engage potential customers during their research process.
 c. Search Engine Results: Relevant keyword search results can direct customers to a brand's website or content. 

2. Purchase Stage:
 a. E-Commerce Website: Customers explore products, read reviews, and buy on a well-designed website.
 b. Mobile App: This platform lets customers explore, buy, and track orders on mobile apps.
 c. In-Store Experience: Physical environment, store layout, and staff interactions are key touchpoints for brick-and-mortar stores. Hambrick, D. C. and Frederickson, J. W., 2001.

3. Post-transaction Stage:
 a. Order Confirmation Email: A personalised and detailed order confirmation email reassures clients that their transaction was successful.
 b. Customer Support: A responsive and professional customer support team helps with post-purchase questions and difficulties.
 c. Follow-Up Emails: Brands may send customers thank-you emails and request feedback or support. Hambrick, D. C. and Frederickson, J. W., 2001.
Businesses may enhance brand loyalty, repeat business, and good word-of-mouth referrals by carefully using touchpoints at each stage of the consumer journey.



[image: ]
[bookmark: _Toc143549194]Fig.5 Integrated Marketing Communications in Starbucks
Source: Learner
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[bookmark: _Toc143549195]Conclusion 
In conclusion, Starbucks has established itself as a global leader in the specialty coffee industry through its focus on delivering a premium coffee experience, commitment to social responsibility, and dedication to customer satisfaction. With a strong brand presence, strategic store locations, and a diverse range of high-quality products, Starbucks has created a welcoming atmosphere that appeals to a broad customer base. The company's internal marketing efforts, including employee training, engagement programs, and a values-driven culture, contribute to a positive customer experience and ensure alignment with the brand's mission. By continuously innovating, adapting to market trends, and maintaining a strong emphasis on ethical sourcing and sustainability, Starbucks remains a prominent player in the coffeehouse industry. Starbucks Corporation, 2020.
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