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[bookmark: _Toc164531893]Chapter 1: Introduction
[bookmark: _heading=h.q9adryamhqdn][bookmark: _Toc164531894]1.1 Talk about topic
Marketing in the modern digital era has been dramatically altered by the advent of social media. Social media marketing has enormous financial possibilities, and businesses that see this are seeing large returns on their investments. Increasing sales through social media is a relatively new and, perhaps, very effective strategy for businesses (Almestarihi et al., 2024). One of the most well-known coffeehouse businesses in the world, Starbucks, has made good use of social media to grow its audience and interact with them. A combination of promotional material, consumer engagement, and community development makes up their approach.  One reason for Starbucks' phenomenal success on the internet is the company's innovative approach to social media marketing.  
[bookmark: _heading=h.idwwrv1dzlee][bookmark: _Toc164531895]1.2 Significance of topic 
With its many effective tactics, social media marketing is a game-changer for businesses looking to increase their bottom line. When compared to more conventional forms of advertising, it helps companies save money while simultaneously expanding their consumer base, fostering direct relationships with prospective buyers, and raising brand recognition. To get the most out of social media marketing, it is important to choose platforms that match the company's objectives (Darisna and Fadli, 2024). Businesses in the fashion, beauty, and lifestyle sectors would thrive on Instagram due to the platform's emphasis on visually appealing content. The significance of this investigation lies in the grounds that it would assist in better evaluation assessment and understanding of ways marketing employing social media platforms benefits today's businesses like Starbucks in elevation of their incomes and sales.  
[bookmark: _Toc164531896]1.3 Purpose of the research
The study highlights the growing significance of social media advertising as a driving force of commercial enterprise revenue generation in the present digital landscape. Companies are now attempting to enhance their online presence and engagement with clients, and understanding the effectiveness of social media strategy is imperative (Tarsakoo and Charoensukmongkol, 2019). Additionally, it is the preferred method of contacting support and customer care. The study aims to contribute to the existing body of knowledge regarding the impact of social media on business outcomes. Starbucks employs both promotional and instructional films to engage their audience, provide information, and build relationships (Starbucks, 2024). To keep consumers pleased and satisfied, it is essential to have fast reaction times, particularly in crises. This is in addition to lead and customer interactions. Ultimately the findings of the study can inform businesses throughout industries about the optimal utilisation of social media platforms to drive revenue and achieve sustainable growth. 
[bookmark: _Toc164531897]1.4 Proposed aim, objectives and research questions 
Aim
The aim is to assess the connection between Starbucks’ social media advertising endeavours and its sales growth. Through rigorous analysis of social media strategies and overall monetary performance, the study target to decide the extent to reach social media activities influence the firm’s revenue trajectory.
Objectives 
· To analyse Starbucks’ social media marketing strategies to become aware of key tactics and trends.
· To examine the firm’s revenue trends and investigate the factors influencing these trends.
· To determine the degree of correlation between the firm’s social media engagement metrics and its revenue growth.
Questions
· What unique social media advertising techniques does Starbucks hire to interact with its audience and promote its product offerings?
· How has the firm’s revenue trend, and what factors have influenced these trends?
· What is the relationship between the establishment’s social media engagement metrics (for example, likes, and shares) and its revenue growth?
[bookmark: _heading=h.fd0now9yl94f][bookmark: _Toc164531898]Chapter 2: Literature Review 
[bookmark: _heading=h.qok8xhanopu6][bookmark: _Toc164531899]2.1 Overview and Characteristics of Social Media Marketing 
There are now a plethora of tactics and methods used in social media marketing to engage consumers and promote goods and services.  Social media marketing (SMM) is a strategy that combines consumer interaction with brand building, sales, and website traffic using social media platforms.  Spending on social media ads was above $270 billion in 2023, and it's projected to be over $300 billion by 2024 (Statista, 2023). Advertising to specific demographics, interactive Chabots, social media influencers, and online audience growth are all part of this category.  With the use of search engine optimisation (SEO), content marketing, email marketing, and social media marketing, a comprehensive and well-coordinated marketing plan may be developed. 
[bookmark: _heading=h.wccp4r5b7q8o][bookmark: _Toc164531900]2.2 Importance of Social Media Marketing in raising business revenue 
Social media marketing is an essential component of the promotional mix in brand communication, and it plays a significant role in the modern marketing strategies that are being designed (Godey et al., 2016). Research has shown that it has a beneficial impact on brand recognition, purchasing choices, brand perception, and brand confidence (Fajri, Rizkyanfi and Smaya, 2021; Ellitan, 2022).
Businesses may portray their brand image across several social media platforms when they use social media for marketing. The company's essential character—whether it's welcoming, entertaining, or reliable must remain constant across all platforms, despite their distinct environments and voices.  By 2023, Starbucks had achieved net sales of 29.46 billion USD. According to Statista (2024), this is an increase over the previous year's total of 26.58 billion of dollars USD. The international coffeemaker chain's revenue has increased every year for the last decade, except in 2020, when it declined due to people staying home due to the COVID-19 epidemic.  
[image: ]
Figure 1: The potential of social media advertising
(Source:  Statista, 2018)
Advertising on social media platforms reaches a large and active audience, which in turn increases a company's bottom line.  It helps companies increase their visibility, which in turn increases their website traffic, leads, and revenue. 
[bookmark: _heading=h.zc6f739p7u6i][bookmark: _Toc164531901]2.3 Theoretical framework and model
Network Effects Theory
A business notion known as the "network effect" shows how a product's value rises about its user base. From the very beginning of the internet, digital platforms have been subject to the network effect (Zhang et al., 2023). Through consistently offering customers something different, the "Starbucks experience," Starbucks has raised the value that people attach to its brand. People are prepared to shell out more cash for a Starbucks coffee because of this.
[bookmark: _heading=h.d6eum3hdl91g][bookmark: _Toc164531902]2.4 Advantages and disadvantages of social media marketing concerning business revenue
Social media marketing provides benefits such as decreased costs, increased revenue, expanded audience reach, enhanced visibility, and rapid distribution of content to millions of customers within a brief period (Korcsmáros and Csinger, 2022; Attaallah, 2022).
However, social media marketing has obstacles and drawbacks such as the requirement for a trial-and-error approach to learning, the necessity to match marketing material with user preferences, and the task of combining the advantages of social media with traditional communication tactics (Lupo and Stroman, 2020; Zhu and Chen, 2015).
Advantages
Targeted Marketing: Users may target certain demographics, interests, and actions with the use of the various social networks' advanced targeting tools (Kadir and Shaikh, 2023). The use of Instagram, Facebook, and Twitter all provide Starbucks with great opportunities to expand its client base and raise awareness of its brand. Consumer marketing strategies have a better chance of producing conversions if they target the right people.
Cost-Effective Marketing: Social media marketing has a lesser price tag than more conventional forms of promotion. Marketing using social media platforms has the potential to be more cost-effective and profitable than more conventional forms of advertising. Spend a little at first and then more as people see individual outcomes. Starbucks spent over 416 million USD on advertising in its fiscal year that ended in September 2022 (Statista, 2023).  Organisations of all sizes may take advantage of it because of the way versatile it is. 
Disadvantages 
Time and resource-intensive:  Consistent brand experience, monitoring several social media channels, reacting to consumer queries, and creating and curating compelling material all need constant work and a committed staff (Darisna and Fadli, 2024).  
Negative Effects: The concept of social media has recently exploded in popularity, particularly among those working in the fields of media and marketing. Although social media platforms have the potential to foster positive engagement, they also have the potential to foster the growth of negative and critical discourse (Sudirjo et al., 2023). If Starbucks' reputation takes a hit due to inadequately handled bad comments or complaints spread on social media, it might hurt the company's bottom line. 
[bookmark: _heading=h.dvobxtcbx96n][bookmark: _Toc164531903]2.5 Challenges in using social media marketing for raising business Revenue 
Low rates of participation and interactivity in posts: A constant flow of special bargains, Starbucks provides its followers with a more robust experience than they would receive just by visiting a shop (Sudirjo et al., 2023). It becomes much more challenging when the funds allocated for on-going initiatives are used on inappropriate platforms.
[bookmark: _heading=h.t1xq6v4p1zai][bookmark: _heading=h.3zbfb0cbx1gi]Distinguishing oneself from the competition: One significant challenge is distinguishing Starbucks from competitors on social media. Furthermore, a more committed group is more valuable than vanity metrics in the long run, and they must realise this.
[bookmark: _Toc164531904]Chapter 3: Research Methods and Methodology 
[bookmark: _Toc164531905]3.1 Research philosophy
The philosophy encompasses the foundational concepts guiding the way the study is carried out. Positivism philosophy will be applied in this paper. Positivism, a key philosophy, prioritizes objective reality and is based on empirical evidence and dimension for information (Vostovska and Siregar, 2024). Applying this philosophy in the study will provide advantages inclusive of the potential to identify purpose and impact relationships between various factors. It would ensure the trustworthiness and validity of findings through meticulous information collected and evaluation tactics, and allow the extension of consequences to wider populations (Kirongo and Odoyo, 2020). The study’s focus on examining the link between social media marketing strategy and revenue growth in Starbucks, this philosophy will resonate with the necessity for thorough and qualitative exploration.
[bookmark: _Toc164531906]3.2 Research paradigm 
The paradigm refers back to the overarching framework guiding the research technique. A qualitative paradigm will be used for this research paper. The qualitative paradigm gives rich, in-depth insights into complicated phenomena through distinct examination of subjective reports and perspectives. It lets in for flexibility in research layout, permitting exploration of emergent subject matters and the era of the latest theories (Khatri, 2020). Qualitative techniques facilitate understanding of social and cultural contexts, promoting a holistic view of phenomena. The paradigm will uncover unexpected findings and contribute to theory development in ways that quantitative methods might not capture.
[bookmark: _Toc164531907]3.3 Research approach 
The approach outlines the techniques used to conduct a research study. An inductive approach will be adopted for the paper. An inductive method entails deriving general principles from unique observations. Adopting this approach offers several advantages, which include the generation of the latest theories or insights from empirical facts (Mulisa, 2021). It will foster creativity and exploration, and consider flexibility in research design. 
[bookmark: _Toc164531908]3.4 Research methodology 
The method refers back to the unique techniques and techniques employed to acquire and examine data. A primary method will be applied for the study. Utilising this method involves collecting first-hand data directly from the source. The method will give several blessings together with the ability to tailor data collection to the research objectives, ensuring data accuracy and relevance (Pandey and Pandey, 2021). Proposing the primary method for the study is advantageous as it will allow direct access to the establishment’s social media marketing strategy and financial statistics. 
[bookmark: _Toc164531909]3.5 Research Strategy 
The strategy outlines the general plan for engaging in the study. A primary qualitative strategy will be used in this paper. Employing the primary qualitative approach involves prioritizing in-depth exploration and understanding of subjective experiences and perspectives. The strategy will give advantages including rich, contextual insights, the capacity to seize nuances and complexities, and the generation of detailed narratives (Mottron, 2021). It will allow researchers to delve into underlying meanings and interpretations and foster a deeper understanding of the studied phenomena.
[bookmark: _Toc164531910]3.6 Sampling methods 
Sampling methods dictate the participants or data chosen for a study. For the study convenience sampling will be appropriate. Convenience sampling will offer ease of access to participants, facilitating quick data collection and reduced logistical challenges. It is particularly useful when time and resources are limited or when studying hard-to-reach populations. Here interviews will be conducted with 4 sales managers, offering ease of access, quick data collection, and practicality in resource utilization.
[bookmark: _Toc164531911]3.7 Data collection methods/tools
In the paper, interviewing will be the data collection method involving direct interaction with individuals to accumulate information. It permits for in-intensity exploration of topics, clarification of responses, and the seizure of nuanced insights. Tools of interview might be used right here questions, recording devices, interview publications, note-taking materials.
[bookmark: _Toc164531912]3.8 Ways of interpreting data
In this paper, the primary qualitative data will be interpreted using a textual interpretation process. Codes will be generated to categorize and interpret the facts, revealing underlying meanings and insights (Dhall, Kaur and Juneja, 2019). Here patterns and themes in participants' responses will be identified.
[bookmark: _Toc164531913]3.9 Time prospects of the research (Gantt chart)
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(Source: created by the author) 
[bookmark: _Toc164531914]3.10 Ethical consideration of the research 
[bookmark: _heading=h.rcdsx124ddm5]Ethical considerations will be maintained while conducting the study. The research will involve obtaining consent from participants and ensuring the confidentiality of data (Suri, 2020). The data collection will make sure to minimise potential harm and adhere to ethical guidelines and regulations throughout the research process.
[bookmark: _Toc164531915]Chapter 4: Conclusion 
A corporation cannot function without social media marketing if it wants to raise its revenue. By examining specific tactics and revenue trends, the study seeks to elucidate the correlation between social media engagement metrics and business outcomes. In order to maximise the effectiveness of social media marketing, organisations must conquer challenges such as algorithm upgrades, competition, and measuring return on investment. A well-thought-out approach may open doors for businesses to new digital revenue sources. 
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