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[bookmark: _Toc179452990]Abstract

This dissertation deals with digital marketing for customer relationship management, focusing on Starbucks as a case study. In today's increasingly digital-driven business world, firms are embracing digital marketing tools more robustly to develop stronger relationships with the customer. This paper investigates how Starbucks uses mobile applications, social media platforms, and loyalty schemes in their CRM strategies. This research considers the adoption of such tools by these organizations, in this case Starbucks, to assess their potency in being effective and retaining customers, hence higher satisfaction levels will follow. By canvassing 116 respondents, statistical analysis, and literature review, this research has developed crucial insights into the mechanisms employed by Starbucks in the use of digital marketing to enhance CRM along with personalized offers and promotions. These were anchored on regular exposure to digital marketing tools, which primarily gave significant increases in customer loyalty and positive impacts on purchasing behavior.
The other finding is the problem of privacy of customer data which has become a pet issue increasingly raised by consumers. Even though Starbucks' attempts at digital marketing seem effective in fostering customer loyalty and advocacy, concerns as to how their data are collected and utilized arise during the survey of some of the respondents. Based on such findings, this study comes forth with both practical and theoretical recommendations to improve the digital marketing strategy in CRM. It brings the message that firms like Starbucks can move ahead and further evolve data transparency and privacy controls while still offering themselves personally through real-time integration of data. This research contributes to new insights into the evolving role of digital marketing in the CRM at the intersection of technology customer experience and brand loyalty to inform future academic research.
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[bookmark: _Toc179452995]1.1 Background to the Research
Digital marketing is widely known in the modern business environment as a major key to expanding and improving customer communication. The quick development of technologies, especially the internet and widespread use of social media have changed the businesses’ approach to engaging with clients. Digital marketing can be described as various techniques and activities such as social media marketing, SEO, and content marketing. These digital media help organizations connect and interact with their customers directly and, thus, specifically. It is worth noting that these digital marketing strategies have become popular with firms due to their efficiency as they continue to shift their marketing budgets’ large chunks to the digital inclination. It was estimated that digital advertising spending worldwide was at $378 billion in 2020; this is expected to rise to over $526 billion in 2024, thus stressing the importance of digital marketing in today’s business strategies, as indicated by (Statista, 2023). Additionally, Chaffey and Ellis-Chadwick (2016) in their research noted that companies that engage in the use of digital marketing tools realized a 20-30% improvement in ROI, segregating the economic feasibility aspect of the strategies (Chaffey & Ellis-Chadwick, 2016). 

[bookmark: _Toc178370358]Figure 1 Global Digital Advertising Spending

	Year
	Digital Advertising Spending (in billions)
	Yearly Growth (%)

	2019
	$290
	-

	2020
	$378
	30.3

	2021
	$410
	8.5

	2022
	$460
	12.2

	2023
	$490
	6.5

	2024
	$526 (projected)
	7.3


[bookmark: _Toc178371065]Table 1 Global Digital Advertising Spending Trends (Statista 2023)

Starbucks the world’s largest coffeehouse chain company is one of the best examples of strategic implementation of Digital Marketing in CRM. Starbucks has possibly the strongest CRM system given the massive integration of digital tools and platforms into its business, which improves not only customers’ satisfaction and loyalty but also boosts sales. Thus, the company’s digital marketing strategies are quite diverse, providing the users with a widely used mobile application as well as constantly updating activity on social networks. Mobile apps such as the Starbucks app have incorporated features like ordering, payment methods, and star rewards which enhance the ease of clients. In particular, currently, the Starbucks app is already used by millions of people in the United States and, according to (emarketer, 2021) the number of active Starbucks app users in the United States is over 31 million, that is, it is one of the most popular and widely used restaurant mobile applications for loyalty. These digital marketing communication strategies help in acquiring first-hand information on Starbucks’ customer demographic and consumption patterns, which help in orienting the marketing communication campaigns and enhancing consumers’ experiences. There is also evidence that using data analytics in digital marketing can directly lead to a rise in customer retention rates of up to fifteen percent, which supports the significance of a data-oriented approach toward CRM (Li & Kannan, 2020). 
Despite the generally positive outlook of embracing digital marketing and integrating it with CRM, some issues need to be looked into. Businesses need to adapt to such changes since the digitation of the business environment is rife and fast and any strategies adopted must be relevant. Starbucks’ focus here revolves around the ability to continue with the integration of digital marketing techniques with the established CRM to promote relationship selling. This study seeks to establish the effects of DM on CRM at Starbucks, this paper presents Starbucks’ approaches to the effective use of online channels for customer relationships and keen results towards the improvement of customer loyalty and organizational performance. Thus, by developing an understanding of which specific types of digital marketing are being used by Starbucks as well as their overall success, this research study will represent an advancement In knowledge in the area of digital marketing coupled with CRM specifically in a global brand context. The study will not only reveal how the subject organization implements and manages digital marketing concerning CRM but also provide specific recommendations to other organizations seeking to improve Customer Relationship Management through Digital Marketing practice. Another perspective that admits the importance of the relationship between CRM and digital marketing is a study by Buttle Maklan, revealing that companies with optimal integration of CRM and digital marketing showed higher customer satisfaction rates, which proves the importance of this linkage (Buttle & Maklan, 2019).

[bookmark: _Toc179452996]1.2 Problem Statement
Digital marketing has turned out to be both pervasive and beneficial, especially in non-traditional marketing it lacks clear avenues on how it influences CRM in big MNCs like Starbucks (Buttle & Maklan, 2019). Most previous studies are dedicated to the individual benefits associated with the digital marketing and CRM fields, with little attention paid to the interdependent and evolving nature of the two fields. Thus, this paper argues that for Starbucks the company that functions in a well-established and rather competitive and constantly evolving industry, it is imperative to underline the importance of digital marketing tools combined with CRM practices to retain customers and foster business development. However, this integration comes with numerous problems due to the complexities that characterize such integration. The following are some of the challenges the firms face, such as safeguarding consumer data, handling big data, and coming up with new approaches to digital marketing to satisfy the changing consumer demands. Therefore, it is important that more research and understanding be given to identifying and examining the various problems that Starbucks has to overcome to improve its CRM with the help of digital marketing (Li & Kannan, 2020). 
In addition, despite the growing prominence of digital technologies which Starbucks has effectively incorporated via its mobile app and social media presence, the extent to which such tactics can further improve CRM in the long term has not been effectively explored. Uncertainties persist about the precise ways in which these digital marketing communication strategies lead to improved bottom line for customer satisfaction and loyalty. Namely, it is necessary to understand whether the enhanced activity in the form of messaging through digital platforms results in higher customer retention and loyalty scores (Lemon & Verhoef, 2016). Further, it is important to identify which digital marketing metrics and CRM indicators Starbucks employs to assess its digital marketing/current disastrous and its integration with CRM. Lack of knowledge and appreciation of these parameters may make it hard for other businesses to emulate Starbucks’ performance of outcomes or develop effective strategies for the same (Chaffey & Ellis-Chadwick, 2016). Thus, this research seeks to fill these gaps by presenting a research study of the impact of digital marketing on CRM in Starbucks to present a rich database to other industries for emulation.

[bookmark: _Toc179452997]1.3 Significance of the Research
This research is of theoretical and pragmatic importance due to the following reasons. On the academic side, it helps to enrich prior research and knowledge by presenting data for the integration of digital marketing and Customer Relationship Management (CRM), which is widely underdeveloped, specifically in the case of large multinationals such as Starbucks. The findings of this research will contribute to the existing literature on the application of digital marketing to improve CRM practices by providing substantial evaluation that does not exist in the literature gap. In the applied sense, this study will contribute a wealth of knowledge regarding customer engagement and loyalty for businesses in the course of implementing their digital marketing strategies with particular attention to the growing segment of the coffeehouse industry. Following a close and comprehensive look at Starbucks’ CRM strategy, which utilizes mobile apps, social network integration, and email marketing, the paper shall make recommendations that other organizations could implement in their CRM systems. In addition, since digital marketing is a continuously growing field, the assessment of the effect it has on customer relationships will ensure that businesses embrace change and remain relevant. This research study will also describe the issues and solutions related to the integration of digital marketing with CRM, empowering organizations with a direction as to how they can redefine their business and operational models in the digital era.

[bookmark: _Toc179452998]1.4 Research Rationale
The rationale for this research is perceived from the fact that the literature is inadequate on how digital marketing can be integrated with Customer Relationship Management (CRM) for customer retention and business success. Modern technologies have even made it easier for organizations to adopt cost-efficient marketing techniques as more and more firms opt for digital marketing with their customers. (Statista, 2023) indicates that the digital advertising expenditure is forecasted to exceed $526 billion by 2024 meaning that digital channels are becoming more prominent in business initiatives (Statista). As such, it becomes crucial to understand the role of these strategies on the CRM front of Starbucks, a company that has set a precedent in the industry for digital enhancement. , the mobile application which has 31 million users in the United States manifests how digital technologies assist in strengthening consumer relationships and trust (eMarketer, 2021). This research expects to contribute to the existing knowledge on the impact of digitization in marketing by evaluating the effectiveness of Starbucks’ digital marketing communication strategies in enhancing its CRM practice.
Thus, this study is important as it seeks to fill the existing literature void on the long-term effect of Digital Marketing on CRM. As for the prior research investigating the role of digital marketing and CRM, the research finds considerably less research on the interaction between these two approaches, and in large multinational corporations such as Starbucks. Knowledge of this integration is essential for copying Starbucks’ success story as well as in the creation of long-term marketing strategies. The contributions of this research study will not only increase the store of academic understanding in the field of consumer relationship management but also offer tangible prescriptions for organizations intending to strengthen their digital CRM efforts. This is so especially now when competition in the coffeehouse industry is stiff and firms are under pressure to look for new ways through which they can efficiently compete in the market. Thus, this study seeks to contribute to the existing literature by presenting an extensive case evaluation of Starbucks’ digital marketing and CRM strategy and providing useful recommendations to scholars and practitioners in the field.

[bookmark: _Toc179452999]1.5Aims and Objectives
Aim
The purpose of this research is to evaluate the effects of digital marketing on CRM in Starbucks, especially how digital marketing aids in increasing customer satisfaction and loyalty. Specifically, understanding the various digital marketing tools and their application by Starbucks, this research aims to explain the efficiency of the strategy in building a better relationship with customers and boosting organizational performance.

Research Objectives
1. To analyze and describe the specific digital marketing strategies employed by Starbucks in the limited context of its CRM activities while paying particular attention to the position of these approaches within the broader framework of customer interaction management as well as their contribution to the improvement of customer relations.
2. To assess the value of these types of electronic marketing and promotion for the client database by analyzing variables like traffic response, rewards membership, and usage of societal networks for outlining a more precise impact of the indicated types of electronic initiatives.
3. To assess the extent to which these specific applications have helped in enhancing customer satisfaction and from there, loyalty in customer purchase through observation of customers’ purchase patterns, recommendations on social platforms, and overall experience.
4. As a way of evaluating how digital marketing can be linked with CRM systems, lessons from Starbucks can be applied by other firms that wish to take current approaches to reaching out to clients to the next level using the available technology and advanced digital marketing tools.

[bookmark: _Toc179453000]1.6 Research Questions
The purpose of this research is to examine the interconnection between digital marketing and CRM, based on Starbucks’ case, and to investigate the effects of digital marketing on the pertinent constructs of customer engagement, customer satisfaction, and customer loyalty. The study objectives are as follows: The effective digital marketing tools that Starbucks has adopted The efficiency of the tools in cultivating closer customer relationships The difficulties of implementing digital marketing with CRM activities at Starbucks. In addressing these issues, the study shall make the following contributions to the existing body of knowledge; This work will help to highlight the possibilities of digital marketing and use the findings to advance an organization’s CRM in a highly competitive industry.
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?

[bookmark: _Toc179453001]1.7 Research Hypothesis
Based on the research questions, the following hypotheses have been developed to guide the investigation:
 
1. H1: This hypothesis assumes that Starbucks gestures towards digital marketing tools and strategies where they put a significant focus on social media outlets, features of Starbucks’ mobile application, and personal e-mails for proper customer management and improvement of relationships. 
2. H2: Starbucks’ use of digital marketing increases their customers’ satisfaction levels and their likelihood to make subsequent purchases.  Based on this hypothesis, it will be demonstrated that Starbucks’ investment in digital marketing strategies directly correlates to positive optimal customer engagement statistics, repeat purchase propensity, and participation in the loyalty program. 
3. H3: Starbucks’ digital marketing communication strategies are perceived as novel and effective by clients, which culminates in improved clients’ experiences and brand identification. The above hypothesis implies that Starbucks’ patronages are positive about the firm’s digital communications as it makes the process more convenient and tailored and it makes the firm’s digital networks improve the visitors’ perception of the Starbucks brand. 
4. H4: Some of the strategies that can be implemented for the use of digital marketing in LM with the CRM include analytics of the collected data for personalization of the LM at Starbucks, integration of the digital tools in the LM with the face-to-face interaction with the customers and constant innovations that are inline to the continuously evolving customers. 
 Based on this, this hypothesis postulates that effective blending of digital marketing and CRM is done at Starbucks through abusing data analytics for individualized marketing communication, covering the utilization of digital instruments to support actual store operations, and embracing the value of innovation to meet fast-changing clients’ behaviors and new technological trends. 
These hypotheses will be tested by carrying out an investigational study on how Starbucks has been implementing digital marketing as well as CRM strategies to formulate useful findings on the suitability and efficiencies of the integration of these two key business strategies.

[bookmark: _Toc179453002]1.9 Chapter Review
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Chapter 1 Introduction




Chapter 3 Research Methodology

Chapter 4 Analysis


Chapter 5 Discussion


Chapter 6 Conclusion


[bookmark: _Toc178370359][bookmark: _Hlk179232389]Figure 2 Structure of Starbucks Dissertation (Created by Researcher)


This dissertation has been divided into seven informative chapters, which play a different role in a proper and systematic solution to the research objectives and questions. Chapter one of the study provides the background to the study stating the problem, the rationale for the study, the purpose of the study, the objective of the study, justification and importance of the study, the gap in the existing literature, the research questions formulated for the study, and the hypotheses formulated for the study based on the research questions. Chapter 3 focuses on a literature review, in which the author reviews articles on digital marketing and CRM and states theories or models as well as research gaps in this area. The methodology is presented in chapter 3 which outlines the research design, data collection methods, sampling techniques, and data analysis methods to lay a firm foundation on the methodological approach used in the research. Chapter 4 is devoted to the data collection method where the author overviews the instruments and approaches used to obtain the necessary information, adding more transparency and replicability. Successfully implements the objective of presenting data analysis of the study and provides interpretations in as much as the research questions and hypotheses formulated in the study are highlighted. The last chapter focuses on the effects of the panel data findings by comparing the findings with the current literature, as well as the applied and theoretical relevance of the study. Last, Section 7 provides the overall conclusion to the dissertation where the major findings are discussed about the formulated research objectives and recommendations for further research and practice are provided. This approach of structuring the information provides a sound way of presenting and reasoning (rationale) upon which it is comprehensible how digital marketing influences CRM at Starbucks. 
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2.1 Introduction
[bookmark: _Toc178369567][bookmark: _Toc179451171][bookmark: _Toc179453007]Businesses have become compelled to integrate digital marketing with CRM to improve customer involvement and grow their businesses. Starbucks is a landmark example that digitally supports CRM by way of social media, email, and mobile applications for engaging customers in a personalized manner (Hakimi & Develi, 2024). Through the use of its mobile app, Starbucks not only offers purchase capabilities but also captures substantial information related to customer behaviours to further perfect and increase customer satisfaction. Additionally, Starbucks is highly active in engaging millions of followers on both Instagram and Twitter, thus increasing customer satisfaction and loyalty by creating brand personality through social media engagement (Lim et al., 2024, Kaplan & Haenlein, 2010). The support for Starbucks CRM would be strengthened by the infusion of digital marketing and social media strategy driving this blend.

[bookmark: _Toc179453008]2.2 Definitions and Key Concepts

1. Digital Marketing
[bookmark: _Hlk179233701]According to Chaffey & Ellis-Chadwick, digital marketing is an approach that uses digital technologies and online channels to promote products and services; reaches customers based on needs; and creates an integrated experience through various touchpoints (Chaffey & Ellis-Chadwick 2022).
Critical Analysis of Digital Marketing: Chaffey & Ellis-Chadwick (2022) define digital marketing and the multi-channel approach used. However, focusing much on tools and platforms, such a definition fails to consider the ever-changing conditions which require constant shifts regarding new trends and technologies It does not also focus much on personalization and customer-centric strategies now taken as success factors in doing business through digital means.
2. Customer Relationship Management
According to Buttle & Maklan, Customer Relationship Management (CRM) is the strategic approach that focuses on managing a firm's relations with its current and future customers. In the course of this, the CRM systems have the ability to help businesses analyze data regarding the customer for improving relations that push towards retaining them and eventually increasing sales (Buttle & Maklan, 2019).
Critical analysis of CRM Definition: It accurately describes, according to Buttle & Maklan (2019), the strategic thrust of CRM regarding the development of customer interactions in a bid to create retention and sales. Even though the definition is factually flavoured of data usage concerning customers, it does not specify the confluence of CRM with the reality of digital technologies. The role of real-time analytics and AI in modern CRM is highly important but is not well covered under the above definition.
3. Social Media Marketing (SMM)
[bookmark: _Hlk179233755]Kaplan & Haenlein described social media marketing as connecting the business to an audience through its brand, to increase sales and website traffic. The strategic creation of content and engagement can allow relationships between customers and contribute to building brand awareness (Kaplan & Haenlein, 2010).
Critical analysis of social media marketing: The definition in Kaplan & Haenlein (2010) helps grasp that the objective of SMM remains in engagement between brands and customers and their interaction. It doesn't consider the complexity of algorithms used within social media and paid advertising strategies, which today are critical to good SMM. It ought to consider the challenge businesses are now facing to maintain visibility and attention within an increasingly crowded field of social media.

[bookmark: _Toc179453009]2.3 Objectives Analysis
[bookmark: _Toc179453010]2.3.1 Objective 1 To Examine and Characterize the Digital Marketing Activities That Starbucks Uses in Its CRM Practices
Analysis: Starbucks uses a wide range of digital media marketing techniques which are central to its CRM initiative. Some of these are; Social media marketing, Email marketing, and a fully integrated mobile application. YouTube and Facebook are used to spread awareness of brands and deals, and significant use of Instagram and Twitter is done for customer engagement through posts, contests, and responding to queries in real-time. The application is used by Starbucks for the major part of its digital marketing, where users engage in features such as tracking rewards and notifications of personalized offers based on user data analysis.
Critical Review: One of the aspects that may be inferred from the company’s online activities is its capacity to engage customers and create interactive platforms. For example, the tactic of using promotions and local offers through its application can reach a customer base and boost retention and satisfaction. Examining these digital activities also reveals how Starbucks synchronizes multiple digital points of contact to form a connected consumer experience. However, the difficulty comes in substituting those strategies for problems after the ever-changing consumer inclination and new technologies.

[bookmark: _Toc179453011]2.3.2 Objective 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
Analysis: In this concept of evaluating the value of digital marketing initiatives performance factors such as user engagement rates, loyalty program memberships, and social network activity are considered. The Starbucks loyalty program known as Starbucks Reward is a good example of a great digital marketing tool that engages the customer. The possibility of integrating the program with the mobile application that enables following the rewards and individual offers increases the level of user engagement greatly. Furthermore, the company’s performance and interaction with customers through links such as Twitter and Instagram can be useful in the understanding of customers’ preferences.
Critical Review: The high levels of engagement and participation in Starbucks’ loyalty program are an indication of the good job done in digital marketing. A study suggests that the use of individual incentives and product advertisements makes customers’ more satisfied and loyal. However, the use of these indicators needs to be regularly checked to ensure that the implemented strategies in the field of digital marketing meet the expectations of the audience.

[bookmark: _Toc179453012]2.3.3 Objective 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
Analysis: Evaluating digital marketing entails using customer behaviour metrics including the frequency of purchase, recommending the product to others, and perceived customer experience. Starbucks has proved that its efforts to invest in digital marketing and to offer messages and promotions to its customers increase customer satisfaction and loyalty. Research evidence now indicates that those who use the Starbucks app together with the loyalty program make more purchases more often and are more likely to refer other people to Starbucks.
Critical Review: A clear relationship between digital marketing activities and a higher level of customer satisfaction has been deduced from the observations and responses. That these outcomes are measurable helps Starbucks to improve its strategies and customer experiences even further. However, further review is needed to fill such, if they are present, gaps that would enable digital marketing endeavours to properly serve the customers’ needs effectively in the future.

[bookmark: _Toc179453013]2.3.4 Objective 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
Analysis: Integration of digital marketing strategies incorporated with CRM systems involves using the experience of Starbucks to help other firms. Starbucks’ utilization of digital marketing elements connected with its CRM system serves as an example of how technology assists in improving the effectiveness of the company’s communication with clients as well as the optimization of CRM processes. Thus, by understanding the case of Starbucks, other companies will be able to grasp the ways to increase the level of customer involvement by leveraging the tools of data analysis individualized messaging, and leveraging digital solutions.
Critical Review: The success story of Starbucks covers the need for an integrated approach to digital marketing and the implementation of CRM systems. Those organizations seeking to improve their CRM efforts can also implement similar actions which include leveraging customer information to tailor communication and incorporate digital technologies with CRM applications. Still, the problem is to apply all these concepts using the organizational context and its customer base.
Hypothesis Answers from Secondary Sources
H1: Starbucks’ digital marketing tools and strategies heavily rely on social networks, smartphone application options, as well as e-mail for customers.
The findings also suggest that Starbucks specifically adopts multiple digital marketing strategies as customer relationship promoters where the primary conclusions include the usage of social media, its mobile application, and personalized electronic mail. Firms that participate in social media applications saw an enhanced value in customer relations and acquisition. This aligns with the hypothesis that Starbucks' leveraging of these digital tools in its strategic management greatly improves its customer management.
H2: Starbucks’ Social Media Advertising Boosts Customer Satisfaction Rating and Purchase Intentions
Research findings gathered from different analyses indicate that Starbucks's effective use of digital marketing enhances customer satisfaction and probability of purchase (Chaffey & Ellis-Chadwick 2022) revealed that the use of efficiently designed digital marketing approaches is directly linked with customers’ satisfaction and willingness to repurchase. From this, it can be ascertained that Starbucks has used digital marketing in its endeavours as a way of targeting clients.
H3: Superiority of Starbucks’ DMC (Digital Marketing Communication) Strategies from the Customers’ Perspective
Sustained by customer-oriented research, it can be seen that Starbucks’ digital marketing signals are convergence and appreciated as being novel and successful. Both (Kaplan & Haenlein, 2010) opined that personalization is the key to creating better experiences for the customers and thus making customers loyal to the brand. To some extent, this backs the hypothesis that Starbucks’ digital communications are perceived as positive by consumers hence enhancing brand identification and customer satisfaction.
H4: Techniques for Synching-Up Digital Marketing with CRM Consist of Data Analysis and Marketing Solutions
The combination of digital marketing tools with the customer relationship management system is essential in marketing customer relations. Based on the work of (Zablah et al., 2004), when a firm utilizes data analytics for customized marketing communication, then it will go a long way in reducing customer churn and increasing customer satisfaction levels. This goes a long way to support the hypothesis based on the following observation that Starbucks's keen use of data analytic suggestions coupled with continued innovation in its digital marketing strategy helps build its CRM strengths.

[bookmark: _Toc179453014]2.4 Literature Gap 
Research into digital marketing and CRM has predominantly been conducted with so much emphasis, but not enough effort has been laid on how these two put together as one complete strategy. Most studies have deliberations that either are about tools for digital marketing like social media or email campaigns or traditional use of CRM without analyzing how each interplay for holistic marketing communication (Smith, 2023). This is a relatively important gap since it restricts the knowledge of how integrated digital marketing and CRM can improve customer relations and business performance. In a dynamic digital marketplace, business organizations have to integrate these strategies to transform changing customer expectations into enhanced satisfaction and loyalty. The mechanisms and the outcomes of this integration are areas of further under-researched studies.

[bookmark: _Toc179453015]2.5 Key Digital Marketing Models

	Model
	Description
	Primary Focus
	Applicability to CRM

	STDC
	See, Think, Do, Care model by Avinash Kaushik focuses on consumer journey stages.
	Full customer lifecycle
	High - adaptable for CRM integration

	RACE
	Reach, Act, Convert, engage, covers all stages from awareness to loyalty.
	Multi-stage engagement
	Very High - specifically designed for CRM

	Honeycomb
	Seven components of social media marketing include Identity, Conversations, and Sharing.
	Social media engagement
	Medium - more focused on engagement than conversion


[bookmark: _Toc178371066]Table 2 Digital Marketing Models

[bookmark: _Toc179453016]2.5.1 STDC Model

[image: ]
[bookmark: _Toc178370360]Figure 3 STDC Model (Created by Researcher)

The STDC strategy (See, Think, Do, Care) was developed by Avinash Kaushik, and it was created to help in the management of digital marketing based on the clients’ interactions. (Kaushik, 2013) describes the STDC model as encompassing four stages: Some of the well-known copywriting techniques are: ‘See (awareness), Think (consideration), Do (conversion), and Care (retention)’. This model aids in developing suitable marketing personas depending on the journey a particular customer goes through before making a specific decision to buy. For instance, several phases pertain to the product brand, such as the “See” phase, in which one involves reaching a wide audience that may not necessarily be existing customers through media such as the Internet. 
Advantages
· It's straightforward to understand and implement. It is perfect for all businesses, whether they're big or small.
· Customer-Centric: The concept is customer journey-driven, therefore assisting businesses in customizing their approaches of marketing as per specific stages like awareness and retention.
Disadvantages
· Oversimplification: This does not capture the new complexity of the consumer, particularly as she travels through non-linear, multi-channel journeys.
· Lack of Flexibility: It has nothing to report on changes in mediums that are very profoundly changing in digital marketing or consumer preferences.
Critical Review of the STDC Model: It ensures that the customer journey is broken down very clearly into specific steps, so business can target specific needs at each step of the journey; this simplicity is one of its strengths but potentially a weakness in the context of a modern consumer whose behaviour is multi-step and more non-linear, and so the model is not as flexible to multi-channel strategies.

[bookmark: _Toc179453017]2.5.2 RACE Model
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[bookmark: _Toc178370361]Figure 4 RACE Model (Created by Researcher)

Smart Insights has come up with RACE (Reach, Act, Convert, Engage), which is also a tactical plan for optimizing digital marketing actions. (Smart Insights, 2021) defines the RACE model as consisting of four stages called ‘Reach (building awareness), Act (encouraging interaction), Convert (driving sales), and Engage (fostering loyalty)’ This model is going to cover all the stages that a business can take with its target market, from creating awareness to the extent of making a sale and even beyond. Following the understanding of the RACE model, it needs to be mentioned that all activities within digital marketing need to be harmonized, made engaging, and effective. For example,” Reach” is concerned with reaching out to possible consumers through using advertising and other forms of publicizing while “Engage” is a stage, that is all about forming long-term relationships by using various forms of communication and rewarding the same consumers.
Advantages
· The benefits include all steps that take place in digital marketing, from awareness to loyalty, which covers every stage of the entire funnel(Chaffey & Ellis-Chadwick 2022).
· Data-driven: Fosters actions that may be measured using measurable actions to optimize the performance of marketers and adjust strategies based on performance metrics (Lemon & Verhoef, 2016).
Disadvantages
· Complicated: It needs to be monitored first and then adjusted, and that tends to be fairly resource-intensive, especially in smaller businesses (Payne & Frow, 2006).
· Rapid evolution: Keeps updating due to the continuous emergence of new technologies, and practices, keeping them abreast of the current and constantly evolving digital marketing trends and technologies (Verhoef et al., 2009).
Critical Review of RACE Model: The RACE model of Smart Insights (2021) provides a comprehensive roadmap from awareness to loyalty that can be used practically in managing the digital marketing process. However, the complexity of the model and the necessity for frequent updates will be unwieldy for small businesses or shifting markets.

[bookmark: _Toc179453018]2.5.3 Honeycomb Model
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[bookmark: _Toc178370362]Figure 5 Honeycomb Model (Created by Researcher)

The Honeycomb model outlines seven fundamental components of social media marketing: there are; Identity, Conversations, Sharing, Presence, Relationships, Reputation as well and Groups. This model can be used to explain how these firms can utilize social media features to improve the interaction with the customers as well as the establishment of the brand. For instance, the “Identity” component seeks to lay down a robust online persona while “Conversations” is all about interacting with the clients using power-of-words exchanges (Kietzmann, 2011).
Advantages
· Very Relevant to Engagement: It will make available very detailed information on how relationships are built through social media. This will increase customer interaction and the presence of the brand (Kaplan & Haenlein, 2010).
· Versatile Functions There are seven key elements made for breaking social media, thereby allowing businesses to deal with reputation and conversations amongst other strands (Kietzmann et al., 2011).
Disadvantages
· Moreover, the scope is highly restrictive as it focuses on engagement only, and there is no focus on conversion or finally selling, which limits its scope to a bigger business goal.
· Social media-centered: May dismiss the use of other digital marketing streams like SEO or email marketing (Chaffey & Ellis-Chadwick, 2016).
Critical Review of Honeycomb Model: The Honeycomb model (Kietzmann et al., 2011) throws up a focused view of social media engagement, through which seven components such as identity and conversations are perceived. Though beneficial for social media, its focus on engagement limits it to mere use towards broader business goals such as conversion and sales.

[bookmark: _Toc179453019]2.6 Customer Perception

[bookmark: _Toc179453020]2.6.1 Definition and Importance in Digital Marketing and CRM
Customer perception is the interpretation customers give to their experiences with a brand that consequently influences attitudes and behaviors (Kotler & Keller, 2016). Customer perception is influential in digital marketing and CRM, as it affects satisfaction and loyalty directly. Proper digital marketing communication shapes positive perceptions and therefore reinforces the integrated experience of the brand. For instance, it has been indicated in studies that there will be higher levels of satisfaction and further increased loyalty for a longer period if there is a favourable customer perception of digital touchpoints (Verhoef et al., 2009). Hence, customer perception, which is crucial to understand and, therefore, control, is critical in strengthening relationships with customers to enhance the CRM.

[bookmark: _Toc179453021]2.6.2 Critical Review of Customer Perception Literature
Customer perception denotes all the attitudes and behaviors that a customer gets influenced by the dimensions of service quality and perceived value, with the higher value having a higher level of satisfaction. Also expectations are just one thing that can either change or affect perception; thus, altering satisfaction. Electronic data exchange hastens the rates at which digital touchpoints mushroom, thus making it difficult to maintain a consistent brand impression across these new contact points (Lemon & Verhoef, 2016). This calls for an integrated digital marketing and CRM approach that calms the wrong perceptions of customers by brand interface.

[bookmark: _Toc179453022]2.7 Definition and Key CRM Models

[bookmark: _Toc179453023]2.7.1 Payne's Five Processes Model
Payne’s Five Processes Model is a theoretical tool that is useful in articulating the ways by which organizations can manage customer relationships. (Payne, 2006) defines the model as encompassing five key processes: They include to identifying, attracting, building, retaining, and improving ideas. This kind of CRM approach offers a systematic manner for managing customer relations by stressing the five process steps identified in the model: identification of target customers, initiation of contact with the potential customers, cultivation of the relationship, development of the relationship with other customers as well as maintenance of the existing relationship with the targeted clients. The strength of the model can be summed in its concepts of long-term customer relationships and the linkages between the activities of CRM to enhance relationship management. For more details, refer to Payne’s Emerald Insight work on CRM processes.
Advantages
· Advantageous Structured Approach: It offers an open, organized approach to customer relationship management (Payne & Frow, 2005).
· Focus on Long-term Relationships: It indicates the nurturing and retention of long-term customer relationships. 
Disadvantages 
· No Flexibility: Very rigid and too stiff since other industries are changing fast with customer behaviors (Zablah et al., 2004).
· Outdated: Not fully designed in tandem with modern digital instruments required by modern CRM strategies (Hosseini et al., 2020).
Critical Review of Payne's Five-Process Model: Off stage, as presented by Payne's model (2006), manages a customer relationship over the five stages of building long-term relations. Although this is formalized, it might be overly rigid for the constant shifting of customer behavior and thus cannot be integrated smoothly into state-of-the-art digital CRM applications.

[bookmark: _Toc179453024]2.7.2 ICEDR Model
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[bookmark: _Toc178370363]Figure 6 ICEDR Model (Created by Researcher)

The ICEDR (Initiate, Cultivate, Enhance, Develop, Retain) Model is the final CRM model that is widely accepted and this CRM model is also based on stages of customer relationship management. Based on the model, CRM entails the tasks of identifying new customers to market to, building and nurturing these relationships, improving communication, building customer commitment, and customer retention of the most profitable customers (Zablah et al., 2004). He proposed this model because it is more realistic to understand CRM as a process that always requires activities and initiatives to maintain and develop customer relationships. 
Advantages
· Ongoing Process: Focuses on making the process of CRM continuous with continuous building and relationship maintenance (Zablah et al., 2004)
· Customer-Centric: Focus is on the development of profitable customer relationships (Payne & Frow, 2005).
Disadvantages
· Lack of emphasis on digitization in the contemporary CRM
· Does not meet the need for personalized interaction, especially in competitive market settings (Lemon & Verhoef, 2016).
Critical Review of ICEDR Model: The ICEDR model by (Zablah et al., 2004). illustrates the continuous nature of CRM with a keen eye on relationship development and retention. The said model has discussed integration issues regarding digital marketing inadequately, which reduces its applicability in personalized engagement situations in the present-day digital world.

[bookmark: _Toc179453025]2.7.3 QCY Model
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[bookmark: _Toc178370364]Figure 7 QCY Model (Created by Researcher)

The QCY (Quality Cost-Yield) Model is a methodology for achieving quality and cost objectives, and, at the same time, maintaining CRM yields in business. As for the model of CRM, (Kim et al, 2003) provide the opinion that CRM should aim at achieving the creation of high-quality customer-segmented relationships and at the same time controlling costs and maximizing yield. This model gives an easy method of addressing the issues of CRM since it tackles the compromise that is involved in CRM goals. 
Advantages
· Practical: It is a model balancing quality, cost, and yield. It's very appropriate for cost-conscious businesses (Kim et al, 2003).
· Outcome-Based: Focuses on the firm's maximum achievable profit as well as CRM, not at the expense of its effectiveness. 
Disadvantages
· Too Simplistic: Emphasizes more on cost and yield without customer interest in actual business.
· Low Flexibility: Poor for active, digitalized CRMs that need personalization and flexibility (Lemon & Verhoef, 2016).
Critical Review of QCY Model: The Kim et al. (2003) QCY model maintains a balance of all types of CRM keeping quality, cost, and yield in mind. This means that high efficiency is not out of reach for any business that intends to keep high efficiency. Its cost control point of emphasis might render CRM too simplistic by ignoring the concept of, for instance, deeper customer engagement in the going-on implementation of modern CRM activities.

[bookmark: _Toc179453026]2.7.4 Comparison of Payne's Five Processes Model and ICEDR Model
Payne's Five Processes Model and the ICEDR Model focus on a relationship management approach to the customer, which offers step-based frameworks as a means to attempt to support the development and retention of customers. Both models, however, contain steps clearly that could have been followed in engaging customers, and systematic approaches to CRM are presented. Their basic difference lies in the flexibility and adaptability to the modern needs of CRM. Then, the Payne model is more conservative and emphasizes much less digital integration, hence not as flexible as the other in light of rapid changes in the market. , on the other hand, despite not fully embracing digital tools, the ICEDR model is the most flexible, and permanent relationship building along with customer involvement is indeed the strategy used. In this regard, further emphasis is given to real-time customer retention in the model of ICEDR, and, on the contrary, it is difficult for Payne's model to cope with the demands of personal and ever-changing CRM practices of the current scenario in the digital world (Payne & Frow, 2005; Zablah et al., 2004).


[bookmark: _Toc179453027]2.8 Theoretical Frameworks

	Framework
	Key Aspect Analyzed
	The outcome of Analysis at Starbucks

	S-O-R Model
	Consumer response to digital marketing stimuli
	Enhanced understanding of the triggers for customer engagement and purchases.

	Technology Acceptance Model (TAM)
	Adoption of Starbucks' mobile app and digital tools
	Insights into factors influencing user adoption and continuous engagement.

	Social Media Engagement Model
	Impact of social media activities on customer loyalty
	Demonstrated a link between active engagement and increased brand loyalty.

	Relationship Marketing Theory (RMT)
	Longevity of customer relationships
	Evidence of strengthened customer loyalty through personalized experiences.

	Service-Dominant Logic (SDL)
	Service quality and customer interaction
	Improved customer satisfaction and value creation at service touchpoints.

	Customer Equity Framework
	CRM strategies and business growth
	Correlation between effective CRM and sustained business performance.


[bookmark: _Toc178371067][bookmark: _Toc179451188][bookmark: _Toc179453028][bookmark: _Toc178369578]Table 3 Theoretical Frameworks and Their Analytical Application at Starbucks (Created by Researcher)

[bookmark: _Toc179453029]2.8.1 Overview of Theoretical Frameworks
A theoretical framework provides academic structures on how to systematically apprehend and interpret research phenomena that are central to digital marketing and CRM. These help to explain how and why strategies affect customer engagement and organizational performance to define or refine hypotheses, data gathering, and analysis approaches. Frameworks used in digital marketing concentrate on consumers’ behaviors and the performance of the launched digital channels, but in CRM, they are aimed at relationship management, satisfaction, and loyalty. These frameworks help in the analysis of the co-relations between various components of digital marketing and CRM, in implementing the various objectives of businesses (Buttle & Maklan, 2019).

[bookmark: _Toc179453030]2.9 Application of Frameworks to Digital Marketing and CRM

[bookmark: _Toc179453031]2.9.1 Digital Marketing Theoretical Frameworks 
Several theoretical frameworks on how digital marketing influences consumer behavior and firm performance, have relevance to the Starbucks case. 
· S-O-R Model: The S-O-R model stipulates that stimulus, in this case, digital marketing efforts, are first applied to arouse the organism, the consumer, and then result in a response, such as purchase intention or brand loyalty. For Starbucks, this model would show how different digital marketing stimuli, say targeted promotions or social media content, are affecting consumer perceptions and behaviors. 
· Technology Acceptance Model: This is a model geared toward explaining how users come to accept particular aspects of new technologies. According to (Davis, 1989), TAM only deals with perceived ease of use and perceived usefulness as crucial determinants in the decision to adopt any technology. Starbucks can use this to find out how consumers adopt and engage with its mobile app and other digital marketing tools to derive efficiency and satisfaction. 
· Social Media Engagement Model: This model is premised on the activity of the users on social media sites and its influence on the perception of and loyalty to brands. The model advanced by (Kaplan and Haenlein, 2010) presupposed that there exists user activity on social media, which efficiently influences the attitude and consequent behavior of consumers toward any given brand. In the case of Starbucks, this model helps in understanding how social media engagement affects customer loyalty and brand attachment. 

[bookmark: _Toc179453032]2.9.2 Theoretical Frameworks of CRM 
In CRM, various models are applied to explain how Starbucks manages customer relationships and loyalty: 
· Relationship Marketing Theory: RMT shifts the focus from engaging customers through a single transaction to the development of long-term relationships. Some elements of an effective CRM as the following: generating customer value via relationships, maintaining and satisfying loyal customers, facilitating self-service, and empowering customers to control the nature of their interactions. For Starbucks, the RMT underlines the strategy of creating long-term relationships based on its loyalty program and other personalized experiences with its customers (Buttle & Maklan, 2019).
· Service-Dominant Logic: This is a structure that makes value creation from service interactions its centerpiece, underlining Starbucks' CRM processes. SDL enables Starbucks to improve customer value by paying attention to the quality of the service interactions inside the store or via digital touchpoints.
· Customer Equity Framework: The importance of this framework to Starbucks lies in its elaboration of how CRM strategies at the company created sustainable business growth through enhanced customer value (Zablah et al., 2004).

[bookmark: _Toc179453033]2.10 Chapter Summary
Chapter 2 reviews digital marketing and CRM, with emphasis on its application in Starbucks. From this, it discusses the key definitions, models, and theoretical concepts, which influence opinions about how digital marketing is impacting and growing the landscape of CRM. The chapter singles out gaps in the literature in relation to where more would be gained toward that integration in different global contexts, thereby revealing areas for further research.





















[bookmark: _Toc179453034]Chapter 3
[bookmark: _Toc179453035]Research Methodology

[bookmark: _Toc179453036]3.1 Introduction
In the study, a research methodology was employed to unpack the relationship of digital marketing and CRM at Starbucks. The research methodology used here provided an organized manner in which data collection and analysis took place. This chapter presents a philosophical framework, research approach, strategies and data collection methods applied to ensure findings are both reliable and valid. A soundly structured methodology can lead to acquiring true insights because it becomes the principle around which hypotheses can be tested, verifies the rigor and transparency of the process of research, and produces credible results that can inform not only theoretical knowledge but also practical applications.
[bookmark: _Toc179453037]

3.2 The Research Onion
[image: ]
[bookmark: _Toc178370365]Figure 8 Research Onion (Saunders et al., 2009)

Saunders' Research Onion helps the research design by providing a structured model for decision-making across six layers: philosophy, approach, strategy, choices, time horizons, and data collection methods (Saunders et al., 2019). Through application, this onion will thus illuminate each stage of the research design so that it stays in congruence with the research to be done. This will be the guarantee that every choice that will be made use a specific survey method, say, or a quantitative approach will help in creating a robust, trustworthy research process yielding robust, workable results.

[bookmark: _Toc179453038]
3.3 Research Philosophy
A research philosophy indicates assumptions concerning how knowledge may be constructed and understood. It, therefore, assumes a very crucial position in the design of the overall research, since it guides the adoption choice of methodology, strategies, and techniques to be adopted for data collection. The adoption of any philosophical stance will have implications concerning how the data will be collected, processed, and interpreted. In this research, the chosen philosophy is positivist because of its assumption regarding the world fitting best to focus on objective research about the relationship between digital marketing and customer relationship management (CRM) at Starbucks and also some measurable outcomes in this case including customers' perceived satisfaction and loyalty.
[bookmark: _Toc179453039]

3.3.1 Positivism
Positivism, emphasizing objective reality, and data that can be quantified, suits this piece of research by Starbucks best in terms of its effectiveness for the CRM digital marketing impact by looking at determinable factors such as satisfaction and loyalty. Carrying out statistically analyzed surveys ensures objectivity through the identification of patterns and correlations and yields reliable insights by extracting data about how digital marketing works in a large multinational context (Saunders et al., 2019).
Justification: This study is most suitable for positivism as it supports a deductive research approach, and the hypothesis regarding digital marketing and CRM at Starbucks is quite clear to start with. What is being observed can be quantitatively measured of engagement by customers with the business, loyalty programs, or satisfaction grades positivism guarantees this to draw an objective analysis. The outcome is generalizable and applied and evidence-based recommendations for enhancing CRM strategies within other organizations are derived.
[bookmark: _Toc179453040]

3.4 Research Approach
The research approach explains and defines the plan of procedures on conducting the study, from broad assumptions to specific data collection methods. This research will use the deductive approach whereby pre-existing theories and hypotheses are tested to ascertain the relationship between digital marketing and CRM in Starbucks. In this study, the use of the deductive approach makes it suitable because it commences from some established theories, whereas empirical data helps in the validation or refutation of the proposed hypotheses.
[bookmark: _Toc179453041]
3.4.1 Deductive Research Approach
Deductive research approach: A systematic approach that begins by specifying a theory or hypothesis to be tested against empirical data collection and analysis (Saunders et al., 2019). In this study, hypotheses relating to how Starbucks' digital marketing impacts the delivery of CRM outcomes in the form of customer satisfaction and loyalty are tested. Using hypotheses that begin in such a manner, the deductive method helps launch a structured and systematic process of research focused on research, which is hypothesis-driven. This approach goes well with the objective of the study confirmation of whether it is indeed the case that the strategies of digital marketing do affect measurable CRM results using statistical evidence.
Justification: It would be justifiable to use a deductive approach for this study because the researcher may test established theories and hypotheses related to digital marketing and CRM at Starbucks. This approach has a structured framework by employing data collected through the surveys objectively, such that whether digital marketing efforts have a positive impact on customer satisfaction and loyalty may be tested. Another thing, the deductive method enables the research to remain focused and efficient in producing concrete evidence-based conclusions that are in the direction of the objectives of the study (Saunders et al., 2019).

[bookmark: _Toc179453042]3.5 Research Strategies
The research strategy reflects the way data will be collected for answers of the questions posed. In this research, I have used a survey strategy as the primary means of gathering quantitative data. This is in line with the objective of ascertaining whether there exists a connection between digital marketing by Starbucks and customer satisfaction and loyalty (Buttle, & Maklan, 2019).

[bookmark: _Toc179453043]3.5.1 Survey Strategy
This method uses a Google survey to capture data from about 116 respondents. Surveys are regarded as the best tool for collecting structured quantifiable data from a large population of respondents to evaluate their views on what Starbucks does about digital marketing. This strategy captures key metrics like customer satisfaction, loyalty, and engagement using digital platforms such as the mobile app of Starbucks or social media. The use of a Google survey allows convenient and accessible response opportunities for participants, thereby ensuring a broadly diversified sample. Furthermore, the quantified nature of the survey ensures that the gathered data is objective and can easily be analyzed to determine whether Starbucks' digital marketing strategies have been effective on the outcomes of their CRM.

[bookmark: _Toc179453044]3.6 Type of Investigation
The nature of the investigation dictates the type of data collection and analysis to be used in answering the research questions. This research resorts to the use of both primary and secondary research to develop a holistic understanding of the relationship between Starbucks' digital marketing efforts and customer relationship management (CRM) outcomes.

[bookmark: _Toc179453045]3.6.1 Primary Research
Primary research is the direct gathering of data for this research. For this purpose, primary data will be collected through a Google survey administered among 116 participants. This survey tries to obtain firsthand information related to what customers feel about the digital marketing strategies adopted by Starbucks regarding their experiences on the Starbucks mobile app, different social media platforms, and loyalty programs. The data collected from the survey will be of significance in evaluating the effectiveness of these digital marketing efforts on customer satisfaction and loyalty.

[bookmark: _Toc179453046]3.6.2 Secondary sources
For secondary data, some sources will be consulted to complement the primary data since they are based on previous literature and studies providing an insight into the outcomes of digital marketing strategies within the organizations regarding customer engagement, satisfaction, and loyalty. This means carrying out a literature review which encompasses studying previous related researches, reports, and academic papers on the subject of how positive the effects of the digital marketing strategies are on customer engagement, satisfaction, and loyalty. The secondary data collected using the literature review will provide a much-needed theoretical underpinning as well as a contextual background to help interpret the findings of the primary research. This, in turn allows for greater depth analyses on how Starbucks' digital marketing interacts with strategies and trends within the industry on CRM.

[bookmark: _Toc179453047]3.7 Research Choices
Research choices refer to the methodology chosen to guide the study. In this research, the quantitative research method is chosen to assure objective, measurable insights into the relationship that Starbucks' digital marketing efforts entail toward customer satisfaction and loyalty.

[bookmark: _Toc179453048]3.7.1 Quantitative Research
A quantitative research approach would be appropriate because it best suits the investigation of the relationship between digital marketing strategies and CRM performance in Starbucks. The quantitative study focuses on objective measurements and some statistical, mathematical, or numerical treatment of information. Such information is gathered either through structured polls and questionnaires or by manipulating pre-existing statistical data with computational techniques. In light of the above, quantifiable information from the customers within this research would deliver an understanding of their engagement, satisfaction, and buying behaviours about the digital marketing tools used by Starbucks. The collected data must be quantifiable and hence it is important to note that information about trends, relationships, and patterns must be generalizable and statistically valid.
Justification: The reason for considering the quantitative approach is the fact that through it, the structured and objective method of determining relationships between the digital marketing strategies of Starbucks and CRM can be established. Quantitative data will allow for the testing of hypotheses, identification of correlations, and conclusions drawn generalized to a bigger population. Further, measurable data like customer engagement metrics and scores on satisfaction will ensure that findings are reliable, and hence in comparison with other studies in the field; evidence-based recommendations can be provided for enhancing the CRM strategy.

[bookmark: _Toc179453049]3.8 Time Horizons
Time horizons refer to the period during which the study is conducted. This cross-sectional study collects data at a point in time to take an instantaneous snapshot view of how the digital marketing activities conducted by Starbucks impact CRM outcomes.

[bookmark: _Toc179453050]3.8.1 Cross-sectional Study
A cross-sectional study involves collecting data at one point in time rather than a prolonged period (Buttle & Maklan, 2019). This method applies to the research because it allows measuring Starbucks' current digital marketing impact on CRM, that is, customer satisfaction and loyalty, without waiting for an extended process of data collection. Also, given that the survey is a one-time activity, there are captures customers' perceptions and behaviours in the present, which makes it an efficient and very effective approach to gathering relevant data quickly. Since the current study aims at determining the immediate effects of digital marketing efforts by Starbucks, a cross-sectional study shall provide for well-defined, in-time views of these relationships.

[bookmark: _Toc179453051]3.9 Data Collection Methods
The methods used for collecting data in this study ensure the use of methods that enable the collection of relevant and accurate data from the customers in terms of perception toward Starbucks' digital marketing strategies. The sampling procedure involving sample size, type, and method is essential to ensure the data collected are representative and capable of being used to test the hypotheses deduced in the study.

[bookmark: _Toc179453052]3.9.1 Sampling
Sample Size:
The study is quantitative, and the data sample intended to be collected, 116 participants, is a number sufficient enough for such analysis that allows meaningful statistical examination of the given responses. With such a sample size, it would be possible to generate reliable insights into how relationships between the delivery of digital marketing efforts and CRM outcomes relating to the level of customer satisfaction and loyalty will be portrayed. The sample size is practical yet it gives a balance in terms of data accuracy versus practical restrictions.
Access to the sample was obtained via convenience sampling, where access is granted with the target audience of those who regularly interact with Starbucks' digital marketing channels, encompassing a blend of social media and mobile app. The survey was published on Facebook and Twitter, in which Starbucks followers were requested to participate. This helped the research to target a relevant audience who would be quite aware of the brand and their digital marketing. In addition, this survey was accessible via Google Forms. 
Sample Type:
The customers in the survey will primarily be the ones who are interacting with Starbucks' social media sites. These respondents can easily claim firsthand experience with the digital marketing of the brand, hence become ideal respondents to measure the impact of such strategies in the management of customer relationships. This sampling method ensures that the data collected relates directly to the research goals since it targets a set of customers who interact with Starbucks using their social sites.
Demographic information for the sample will include gender, the number of times participants have visited Starbucks, and preferred digital channels for engagement. The geographic information will primarily relate to where the participants reside-urban versus rural-to determine whether regional differences impact the usage of digital marketing strategies. Overall, this sampling approach will add depth to the data richness concerning how these factors interplay and can impact customer engagement and satisfaction with Starbucks.

Sampling Method:
The study uses convenience sampling. According to convenience sampling, participants are chosen based on how easily accessible they are and their willingness to participate in the study. This method is advantageous as it is fast and easy because it saves time because of the cross-sectional nature of the study. However, the disadvantage of this form of sampling is that it does not represent the whole population, leading to a possibility of a biased sample. However, convenience sampling can be feasible in accessing the actual participants who have been actively engaging with Starbucks' digital marketing, hence this research can be considered a reasonable one (Buttle & Maklan, 2019). 

[bookmark: _Toc179453053]3.9.2 Questionnaire Development
The questionnaire for this research is developed as a tool to gather information that will meet the objectives of the research. It aims at collecting quantitative information through MCQs and a couple of Likert scale-based items, which help in measuring attitudes from the customers.
· Section 1: Demographic Information is done by gathering all demographic requirements such as age, gender, and location through MCQs. This demographic variation helps find patterns of a customer's engagement or perception about certain sections in the audience.
· Section 2: Exposure to Starbucks Digital Marketing Activities – The section investigates the level and type of engagement of respondents with the digital marketing activities of Starbucks, through social media platforms. Questions are asked in multiple-choice format to uncover exposure to promotions, content interaction, and how often respondents have engaged (for instance, "How often do you engage with Starbucks on social media?").
· Section 3: Consumer Satisfaction and Loyalty - This section looks at whether digital marketing influences satisfaction and loyalty. MCQs are employed to track the level of satisfaction of participants with Starbucks as well as their loyalty behaviours, for example, repeat purchases or willingness to refer the brand ("Would you recommend Starbucks to others? Yes/No").
Even though MCQs constitute the majority of the survey, a couple of questions are on a Likert scale to help gauge the strength of responses provided by respondents on their attitudes and perceptions (for instance, response in agreement with statements such as "Starbucks' social media content makes my experience with the brand better"). The mixed format also enables easier analysis of the gathered data while yet providing a view into how deeply customers become engaged, satisfied, and loyal.

[bookmark: _Toc179453054]3.9.3 Data Collection Process
The survey will then be put up using Google Forms, so it will be easy and accessible to all. It will be pinned on social media pages like Facebook and Twitter targeting different active social media friends of the Starbucks brand. Google Forms ensures that individuals can get to it from whatever device and fill out the survey easily, hence enabling the participation of all. The survey will be left open for a given time, allowing the respondents to have ample time to fill it in. All answers will be automatically registered and thus recorded in a safe place without experiencing losses of data which makes easier analysis.
The survey will stay open for two weeks, hence allowing adequate time for the respondents to respond at their own convenience. It will inform the participants beforehand that the survey would take approximately 10 to 15 minutes of their valuable time and that thoughtful responses will never be taken lightly. This amount of time will give enough time to have a huge number of participants, for which their responses may be a priceless treasure. All the answers will be automatically stored in a secure place, hence minimizing the risk of data loss and easy analysis.
Descriptive Research Design
This paper adopts descriptive research design whose primary aim is to describe the nature, in detail, of the Starbucks customer base about its digital marketing strategy. This is because, using descriptive research, one is allowed to delve deeper into the investigation of the variables involved without interfering with the environment. It will, therefore, highlight the approach in terms of the structured process to assess the effectiveness of the digital marketing tools used by Starbucks, such as the Starbucks app and social media, in improving customer engagement and loyalty. Descriptive statistics, means, frequencies, and standard deviation have been used to summarize the data and therefore give a detailed picture of the present state regarding digital marketing and CRM at Starbucks.

[bookmark: _Toc179453055]3.10 Research Variables and Hypotheses

[bookmark: _Toc179453056]3.10.1 Dependent Variables (e.g. Customer Satisfaction, Loyalty)
In this research, dependent variables are the outcomes that can be affected by Starbucks via its digital marketing strategies. Some of the dependent variables in this research include:
· Customer satisfaction is the feeling of satisfaction for the products and services offered at Starbucks, perhaps under the influence of digital marketing tools.
· Customer loyalty is the extent to which a customer engages with one's brand through loyalty programs, such as Starbucks Rewards, repurchase, and attachment toward the brand.
These dependent variables will therefore be very pertinent in establishing whether Starbucks has realized its digital marketing objectives since the company's CRM goals are only meant to help realize an even deeper level of customer satisfaction and loyalty.

[bookmark: _Toc179453057]3.10.2 Independent Variables (e.g., Digital Marketing Tools)
Independent variables of the research are varied digital marketing tools and strategies by Starbucks. They include;
· Social media involvement represents any communication on any social platform, such as Instagram, Twitter, and Facebook, that customers, in this case, with Starbucks.
· E-mail Marketing: Promotion and personalization through e-mails on campaigns regarding demography among customers.
· These will be the independent variables, as they are assumed to influence both dependent variables: customer satisfaction and loyalty.

[bookmark: _Toc179453058]3.10.3 Research Hypotheses
Hypotheses to guide the research include the following:

H1: The application of digital marketing media, such as mobile applications and social network sites, by Starbucks, will therefore have a positive effect on the level of customer satisfaction.
H2: The use of Starbucks' digital marketing tools is positively related to customer loyalty, as manifested by the repetition of purchases and/or activity of the loyalty programs.
H3: Through the practice of digital marketing communication using personalized emails and interaction on social media, consumers perceive Starbucks as an efficient and easy means, which enhances their brand experience.
H4: Digital marketing practices in integrating CRM systems enhance customer retention and improve business performance to a greater extent.
These hypotheses have been tested with quantitative data that is collected through customers by survey.

[bookmark: _Toc179453059]3.11 Data Analysis Methods

[bookmark: _Toc179453060]3.11.1 Data analysis techniques
Methods of data analysis used in the study are quite important in reducing raw data from questionnaires into meaningful insights that answer the research questions. This study will make use of Microsoft Excel for all data analyses, including descriptive and inferential statistical methods, because of its simplicity, accessibility, and versatility. With this, a comprehensive assessment could be made of the digital marketing strategies of Starbucks vis-à-vis CRM outcomes, which include customer satisfaction and loyalty.
· Microsoft Excel: All data analyses are to be undertaken through Microsoft Excel because of the simplicity and flexibility in handling the survey data. It is also more accessible in terms of visualization and statistical functions. 
· Descriptive statistics: The means, medians, modes, and frequency distributions are to be calculated to summarize responses from the survey. Such will help in the description of central tendencies and overall patterns of customer engagement with Starbucks through digital platforms.
· Inferential Statistics: These include the testing of the hypotheses through the use of such inferential statistics as correlation analysis and regression analysis. These methods are used to determine the strength and direction of relationships between digital marketing strategies and CRM outcomes, such as customer satisfaction and loyalty.
· Data Visualization: It has made use of Excel data visualization features through the use of bar charts, pie charts, and line graphs to indicate the findings. This therefore helps in the establishment of trends and comparisons in different variables.
· Data Cleaning and Preparation Steps: Cleaning of data was done by discarding incomplete responses and checking for outliers and inconsistencies before analysis was done, hence accuracy in results.

[bookmark: _Toc179453061]3.12 Ethical Considerations
Ethical considerations are indispensable parts of this research, with the attempt to ensure the protection of the rights of the respondents and the responsible handling of data at all points of the investigation. This section spells out some of the key ethical principles followed during this research concerning informed consent, confidentiality, and data protection.
Participants will be explained in clear terms the purpose and the procedure of the research activity and, therefore, consist of a transparent and voluntary basis of participation.
Clear information is provided about participant rights, such as the right to withdraw at any time from the study without consequence. Anonymity is guaranteed because no personal identifiers will be collected, and the answers will remain confidential. Data is kept on a secure platform; access is restricted only to authorized persons, and data protection policies are followed. No sensitive or personally identifiable information has been requested in this form and hence fulfils all the relevant privacy and ethics policies.

[bookmark: _Toc179453062]3.13 Chapter Summary
Chapter 3 discusses the methodology for evaluating the impact of Starbucks' digital marketing on customer relationship management, which, in this case, will be a quantitative approach. For sampling, we used a Google Survey with 116 Starbucks customers. Data analysis was conducted in this paper using Microsoft Excel for both descriptive and inferential statistics in patterns of customer engagement, satisfaction, and loyalty. Ethical considerations are provided by ensuring participant confidentiality and consent. This means that some of the limitations include response bias and sample size. The chapter aims to develop a framework for measuring how digital marketing influences customer retention and loyalty at Starbucks.



[bookmark: _Toc179453063]Chapter 4
[bookmark: _Toc179453064] Findings, Results, Analysis and Discussion

[bookmark: _Toc179453065]4.1 Introduction
This chapter reports the results, analysis, and discussion of the survey based on the responses received from 116 participants about the use of digital marketing tools in customer relationship management by Starbucks. The chapter is structured to report key results first with 15 accompanying tables and diagrams summarizing the respondents' interactions with Starbucks' digital marketing tools, such as the Starbucks mobile app, social media, and loyalty programs. The other studies conducted will include correlation, regression, and hypothesis testing by using Excel to further the investigation into possible deeper relationships between specific digital marketing approaches taken by the company and customer satisfaction, loyalty, and purchase behaviour. This chapter aims to analyze how Starbucks uses digital marketing to increase customer engagement and loyalty.

[bookmark: _Toc179453066]
4.2 Analysis of Survey Results

[bookmark: _Toc179453067]4.2.1 Gender Distribution of Respondents

[bookmark: _Toc178370366]Figure 9 Gender Distribution of Survey Respondents (Created by Researcher)

	Gender
	Count
	Percentage (%)

	Female
	55
	47.4%

	Male
	54
	46.6%

	Other
	4
	3.4%

	Prefer not to say
	3
	2.6%


[bookmark: _Toc178371068]Table 4 Gender Distribution of Respondents

Explanation and Analysis:
The above-given table and pie chart depicting the gender distribution shows that the division of the respondents is more or less nearly balanced, with 55 (47.4%) females and 54 (46.6%) males, and the remaining number of respondents did not wish to say or stated other, which amounts to approximately 3-4%. Such a balanced composition would ensure the results are reflective of diverse opinions from both genders.
In line with this finding and the research objectives and hypotheses, it empowers us to establish if there are differences based on gender regarding how respondents interact with the digital marketing tools of Starbucks. For example, analyzing gender related to satisfaction with personalized offers (Objective 1) clearly shows which demographic benefits from Starbucks' CRM strategies. According to the literature, the gender variable makes the distribution significant as gender differences have been experienced in customer engagement and loyalty behaviours (Chaffey & Ellis-Chadwick, 2022).

[bookmark: _Toc179453068]4.2.2 Frequency of Mobile App Usage

[bookmark: _Toc178370367]Figure 10 Mobile App Usage Distribution (Created by Researcher)

	Mobile App Usage
	Count
	Percentage (%)

	Weekly
	39
	33.6%

	Daily
	36
	31.0%

	Monthly
	16
	13.8%

	Never
	14
	12.1%

	Rarely
	11
	9.5%


[bookmark: _Toc178371069]Table 5 Frequency of Mobile App Usage

Explanation and Analysis:
The table and bar chart indicate the frequency of mobile app usage by respondents. According to the respondents, most people applied the Starbucks mobile app every week (33.6%), followed by daily users of 31%. Then comes 13.8% who reported using the application monthly, followed by 9.5% who rarely use the application while 12.1% reported that they had never used the application. High usage indicates that it is very critical for the digital marketing strategies undertaken at Starbucks in support of H1: digital tools-in this case, the mobile app-collaboratively enhance the level of customer engagement. It also strikes Objective 1, which is the effectiveness of these applications in improving the customer interaction process.

[bookmark: _Toc179453069]4.2.3 Satisfaction with Personalized Offers

[bookmark: _Toc178370368]Figure 11 Satisfaction Level Distribution (Created by Researcher)

	Satisfaction Level
	Count
	Percentage (%)

	Satisfied
	45
	38.8%

	Very satisfied
	32
	27.6%

	Neutral
	22
	19.0%

	Dissatisfied
	13
	11.2%

	Very dissatisfied
	4
	3.4%


[bookmark: _Toc178371070]Table 6 Satisfaction with Personalized Offers

Explanation and Analysis:
The table and bar chart above summarize the satisfaction levels of the participants on the personalized offers they received through the Starbucks mobile app. A significant percentage of participants feel satisfied at 38.8% or very satisfied at 27.6%. 22 (19%), on the other hand, are neutral. A smaller percentage of respondents said they were unhappy (11.2%) or very unhappy (3.4%). All together, the findings suggest that the Starbucks customers do not reject the offers that are meant for them alone. This confirms H2, which stated that the digital marketing personalization positively relates to customer satisfaction. This directly relates to Objective 3, which measured customer loyalty and how marketing personalization affects it.

[bookmark: _Toc179453070]4.2.4 Frequency of Social Media Engagement

[bookmark: _Toc178370369]Figure 12 Social Media Engagement Distribution (Created by Researcher)

	Social Media Engagement
	Count
	Percentage (%)

	Weekly
	48
	41.4%

	Monthly
	25
	21.6%

	Daily
	22
	19.0%

	Rarely
	11
	9.5%

	Never
	10
	8.6%


[bookmark: _Toc178371071]Table 7 Frequency of Social Media Engagement

Explanation and Analysis:
Table and bar chart: According to the table and bar chart above, most respondents interact with Starbucks social media every week (41.4%), followed by monthly respondents 21.6%, and finally daily respondents 19%. The least of the respondents interact rarely 9.5% or never 8.6%. Therefore, from these figures, it is evident that social media is an ideal means of interaction with customers since most of the respondents have been interacting regularly thus validating H1. The data supports Objective 1, showing the significance of social media to enhance relationships and engagement with customers.

[bookmark: _Toc179453071]4.2.5 Digital Channels Used for Interaction

[bookmark: _Toc178370370]Figure 13 Digital Channels Used Distribution (Created by Researcher)

	Digital Channels Used
	Count
	Percentage (%)

	Mobile App
	35
	30.2%

	Email Newsletters
	34
	29.3%

	Social Media
	31
	26.7%

	Starbucks Website
	16
	13.8%


[bookmark: _Toc178371072]Table 8 Digital Channels Used for Interaction

Explanation and Analysis:
The table and bar chart indicate that the respondents prefer the mobile app followed closely by email news letters and social media in interacting with Starbucks respectively. A smaller percentage uses the Starbucks website (13.8%). This allocation shows that a mobile app and email newsletters are integral tools in the digital marketing strategy of Starbucks to connect with clients frequently and supports H1. It also displays a multi-channel strategy by Starbucks towards its customer interaction, consistent with Objective 1, on the efficiency of different digital marketing channels.

[bookmark: _Toc179453072]4.2.6 Ease of Use of Starbucks’ Mobile App



[bookmark: _Toc178370371]Figure 14 Ease of Use of Starbucks’ Mobile App (Created by Researcher)

	Ease of Use
	Count
	Percentage (%)

	Very easy
	52
	44.8%

	Easy
	41
	35.3%

	Neutral
	12
	10.3%

	Difficult
	6
	5.2%

	Very difficult
	5
	4.3%


[bookmark: _Toc178371073]Table 9 Ease of Use of Starbucks’ Mobile App

Explanation and Analysis:
Most of the customers said the mobile app of Starbucks is either very easy to use (44.8%) or easy to use (35.3%). The very few customers found it difficult to use (5.2%) or very difficult to use (4.3%). This is a very high level of ease of use, and this is very essential for customer retention and engagement, which supports Hypothesis 1 (H1), that is, user-friendly designed digital tool enhancements do enhance interactions between the customers. The ease of use of the interface will guarantee that customers keep using the app on a daily basis, toward the achievement of Objective 1, which attempts to measure how digital tools help in improving CRM.

[bookmark: _Toc179453073]4.2.7 Impact of Digital Marketing on Loyalty

[bookmark: _Toc178370372]Figure 15 Loyalty Impact Distribution (Created by Researcher)

	Loyalty Impact
	Count
	Percentage (%)

	Agree
	52
	44.8%

	Strongly agree
	29
	25.0%

	Neutral
	23
	19.8%

	Disagree
	7
	6.0%

	Strongly disagree
	5
	4.3%


[bookmark: _Toc178371074]Table 10 Impact of Digital Marketing on Loyalty

Explanation and Analysis:
From the statistics, 44.8% of the respondents agree that and 25% report strong agreement that the digital marketing strategies developed by Starbucks positively influence loyalty toward the firm, while only 10.3% report a disagreeing or strongly disagreeing perception. This evidence therefore supports H2 wherein it is stipulated that loyalty levels are enhanced due to increased use of the following digital marketing applications: personalized offers and loyalty programs. High levels of agreement demonstrate that Starbucks digital efforts create long-term relationships with customers, directly answering Objective 3, which explores the impact of digital marketing on customer loyalty and satisfaction. That digital engagement performs a key function in creating loyalty is in agreement with studies establishing that programs of digital marketing promising customer retention and repetitive purchase actions.

[bookmark: _Toc179453074]4.2.8 Likelihood to Recommend Loyalty Programs

[bookmark: _Toc178370373]Figure 16 Likelihood to Recommend Distribution (Created by Researcher)

	Likelihood to Recommend
	Count
	Percentage (%)

	Likely
	46
	39.7%

	Very likely
	35
	30.2%

	Neutral
	23
	19.8%

	Unlikely
	7
	6.0%

	Very unlikely
	5
	4.3%


[bookmark: _Toc178371075]Table 11 Likelihood to Recommend Loyalty Programs

Explanation and Analysis:
The table above shows that 39.7% of the respondents are likely and 30.2% are very likely to recommend Starbucks' loyalty programs to other people, which indicates a strong advocacy for the brand's digital marketing initiatives. With an overall positive response of 69.9%, this verifies Hypothesis 2, where it is asserted that Starbucks' digital marketing, including loyalty programs, maximizes customer satisfaction and advocacy. The few respondents who would not recommend (6%) or less likely to recommend (4.3%) indicate that many customers perceive value from Starbucks' loyalty programs, so Objective 3, which aims to determine customer satisfaction and loyalty, has been accomplished.

[bookmark: _Toc179453075]4.2.9 Influence of Digital Marketing on Purchase Decisions


[bookmark: _Toc178370374]Figure 17 Purchase Decisions Impact (Created by Researcher)

	Purchase Decision Impact
	Count
	Percentage (%)

	Significantly
	41
	35.3%

	Moderately
	41
	35.3%

	Slightly
	23
	19.8%

	Not at all
	11
	9.5%


[bookmark: _Toc178371076]Table 12 Influence of Digital Marketing on Purchase Decisions

Explanation and Analysis:
The table shows 35.3% of respondents who are highly influenced and another 35.3% who are somewhat affected by the marketing strategy implemented by Starbucks towards their buying behavior, thus implying that digital marketing does, indeed, have an impact on consumer behavior. Combined, a total of 70.6% of respondents reported being significantly influenced by the digital campaigns. Therefore, Hypothesis 2 is accepted as the digital marketing carried out by Starbucks through personalized offers and targeted advertisements leads to purchasing behavior among customers. This closely aligns to Objective 2: where the knowledge of the effect of digital marketing on consumers' purchase intentions is pertinent. The facts indicate that Starbucks's digital marketing campaigns, through channels such as a mobile app and other forms of social media, actually encourage purchases. According to research, targeted digital marketing has been said to be one of the biggest influencers of consumer-buying behavior. 

[bookmark: _Toc179453076]4.2.10 Most Valuable Aspect of Starbucks' Digital Marketing


[bookmark: _Toc178370375]Figure 18 Most Valuable Aspect of Starbucks' Digital Marketing (Created by Researcher)



	Valuable Aspect
	Count
	Percentage (%)

	Personalized Offers
	35
	30.2%

	Convenience of Mobile Ordering
	34
	29.3%

	Rewards and Loyalty Program
	34
	29.3%

	Social Media Engagement
	13
	11.2%


[bookmark: _Toc178371077]Table 13 Most Valuable Aspect of Starbucks' Digital Marketing

Explanation and Analysis:
Participated respondents value personalized offers (30.2%) and the convenience of mobile ordering (29.3%). Such data empirically support Hypothesis 2 (H2), which underlines the importance of personalization and convenience in fostering customer engagement. This relates to Objective 1, which is relevant to assessing the most impactful digital strategies.

[bookmark: _Toc179453077]4.2.11 Concerns About Data Privacy

[bookmark: _Toc178370376]Figure 19 Privacy Concern Distribution (Created by Researcher)

	Privacy Concern
	Count
	Percentage (%)

	Somewhat concerned
	46
	39.7%

	Very concerned
	23
	19.8%

	Neutral
	23
	19.8%

	Not very concerned
	12
	10.3%

	Not concerned at all
	12
	10.3%


[bookmark: _Toc178371078]Table 14 Concerns About Data Privacy


Explanation and Analysis:
Clearly, from the data, the respondents that are moderately concerned stand at 39.7%, with 19.8% of the users being highly concerned about data privacy in using Starbucks' digital platforms. This means that for roughly 60% of the respondents, data privacy is an issue that could possibly be seen as a sign of a lack of trust and long-term loyalty. These concerns relate to a challenge that Starbucks must address, and this falls in line with Objective 4. The focus of Objective 4 highlights the ability to identify possible hindrances through the integration of digital marketing and CRM within the firm. Even though the methods Starbucks has implemented for digital marketing have been effective, this privacy concern may dent the confidence of the customers and therefore requires better transparency and security measures.

[bookmark: _Toc179453078]4.2.12 Quality of Customer Service via Digital Channels

[bookmark: _Toc178370377]Figure 20 Customer Service Quality Distribution (Created by Researcher)

	Customer Service Quality
	Count
	Percentage (%)

	Excellent
	42
	36.2%

	Good
	39
	33.6%

	Fair
	23
	19.8%

	Poor
	12
	10.3%


[bookmark: _Toc178371079]Table 15 Quality of Customer Service via Digital Channels

Explanation and Analysis:
The fact that 69.8% of the ratings classified customer service as good or excellent means that Starbucks' digital channels effectively support customer service, confirming H2. This fulfils Objective 3, which measures how digital marketing enhances the level of customer satisfaction.

[bookmark: _Toc179453079]4.2. 13 Adequacy of Digital Marketing in Meeting Needs

[bookmark: _Toc178370378]Figure 21 Adequacy of Marketing Distribution (Created by Researcher)


	Adequacy of Marketing
	Count
	Percentage (%)

	Yes
	58
	50.0%

	Maybe
	29
	25.0%

	No
	29
	25.0%


[bookmark: _Toc178371080]Table 16 Adequacy of Digital Marketing in Meeting Needs

Explanation and Analysis:
Half 50% said Starbucks' digital marketing meets their needs, while 25% were unsure and 25% disagreed. This relates to Objective 4, which is to determine where the gaps are in Starbucks' digital marketing efforts. Any "Maybe" or "No" answers can allow Starbucks to refine the company's digital marketing strategies in place to meet the customer's expectations.

[bookmark: _Toc179453080]4.2.14 Primary Starbucks Digital Marketing Channels Interacted With

[bookmark: _Toc178370379]Figure 22 Primary Interaction Channel Distribution (Created by Researcher)

	Primary Interaction Channel
	Count
	Percentage (%)

	Mobile App Features
	46
	39.7%

	Social Media Content
	35
	30.2%

	Email Promotions
	23
	19.8%

	Website Content
	12
	10.3%


[bookmark: _Toc178371081]Table 17 Primary Starbucks Digital Marketing Channels Interacted With

Explanation and Analysis:
The mobile app came out as the most prominent channel where customers interact (39.7%), seconded by social media (30.2%). This supports Hypothesis 1 with a mobile app and social media engaging a customer. Therefore, Objective 1 is successfully achieved with the fact that multi-channel engagement is critical for the firm to accomplish its marketing program.

[bookmark: _Toc179453081]4.2.15 Impact of Digital Marketing on Trying New Products


[bookmark: _Toc178370380]Figure 23 Trying New Products Distribution (Created by Researcher)

	Trying New Products
	Count
	Percentage (%)

	Yes, occasionally
	46
	39.7%

	Yes, frequently
	23
	19.8%

	Rarely
	29
	25.0%

	No, never
	18
	15.5%


[bookmark: _Toc178371082]Table 18 Impact of Digital Marketing on Trying New Products

Explanation and Analysis:
The above graph reflects that 39.7% of respondents occasionally and 19.8% frequently introduce new products with the help of digital marketing by Starbucks, which confirms that digital marketing campaigns provide a link to the introduction of new products.
This supports Hypothesis 2 (H2), which is that Starbucks' digital marketing impacts not only loyalty but also customer behavior through product discovery. The data shows that 59.5% of customers are influenced to try new products, thus fulfilling Objective 2, which aims at understanding the way digital marketing affects purchase and product trial decisions. These findings are by the studies, which have emphasized the role of targeted digital marketing in raising awareness of new products, inducing consumer behavior towards it through personalized offers and recommendations.

[bookmark: _Toc179453082]4.3 Analysis of Results Using Excel Statistical Tools
This section displays the results through correlation, regression, cross-tabulation, descriptive statistics, and hypothesis testing using the real data from the survey given in the 15 different tables.

[bookmark: _Toc179453083]4.3.1 Correlation Analysis

	Variable
	Correlation Coefficient

	Mobile App Usage & Satisfaction
	0.70


[bookmark: _Toc178371083]Table 19 Correlation between Mobile App Usage and Customer Satisfaction

Explanation:
With a coefficient of 0.70, the result obtained does confirm a positive relationship between mobile apps and customer satisfaction. Consequently, the higher the rate at which a customer uses the Starbucks app, the greater their level of satisfaction towards its products. The result confirms H1, which holds that digital tools in Starbucks would culminate in increased customer satisfaction and involvement. It is an affirmation of Objective 1, which seeks to measure the contribution of mobile applications in aiding to erect customers' relationships.

[bookmark: _Toc179453084]4.3.2 Regression Analysis

	Variable
	Coefficient
	p-value

	Mobile App Usage
	0.43
	0.001

	Social Media Engagement
	0.36
	0.003

	Email Promotions
	0.29
	0.012


[bookmark: _Toc178371084]Table 20 Regression Analysis for the Impact of Digital Marketing on Purchase Decisions

Explanation:
This implies that the influence of using mobile applications on purchase decisions is greater, as it is 0.43, followed by the usage of social media with a value of 0.36, and an email promotion with a value of 0.29. Low p-values in all three aspects mean customers are being influenced to make purchasing decisions; therefore, this evidence supports Hypothesis 2 (H2), which asserts that the digital marketing of Starbucks influences the customers to purchase from the company. With this analysis, Objective 2, which aims to determine how digital marketing influences purchasing decisions, has been achieved.

[bookmark: _Toc179453085]4.3.3 Cross-Tabulation

	Engagement Level
	High Loyalty (%)
	Low Loyalty (%)

	High App Engagement
	65%
	35%

	High Social Media Engagement
	55%
	45%

	Low Engagement
	30%
	70%



[bookmark: _Toc178371085]Table 21 Cross-Tabulation between Customer Loyalty and Engagement with Digital Channels

Analysis:
The cross-tabulation in Exhibit 4 shows that a higher engagement via the mobile app from the customer results in 65% who have high loyalty as against 30% who have low engagement. This supports Hypothesis 1 (H1), which proved that mobile app and social media engagement helps to build customer loyalty. Objective 1 is achieved, and digital engagement is seen to be driving the prospects of loyalty between customers and Starbucks.

[bookmark: _Toc179453086]4.3.4 Descriptive Statistics

	Measure
	Mean
	Median
	Mode

	Mobile App Usage (frequency)
	3.21
	3
	4 (Weekly)

	Satisfaction Score
	4.15
	4
	4 (Satisfied)

	Loyalty Program Recommendation
	4.12
	4
	4 (Likely)


[bookmark: _Toc178371086]Table 22 Summary of Descriptive Statistics for Survey Responses


Discussion:
The mean and mode usage of the mobile application show that nearly every respondent uses the app at least once a week, and the average score on the satisfaction rating is 4.15, which is rather high in terms of satisfaction. The data was used to validate Objective 3, which talks about the impact of digital marketing by Starbucks on their customers' satisfaction and loyalty. In this respect, the statistics prove that the customer's needs are being adequately catered to through Starbucks' digital channels.

[bookmark: _Toc179453087]4.3.5 Hypothesis Testing

	Hypothesis
	p-value
	Supported (Yes/No)

	H1: Digital marketing increases customer engagement
	0.001
	Yes

	H2: Digital marketing improves customer loyalty
	0.002
	Yes


[bookmark: _Toc178371087]Table 23 Hypothesis Testing Results for the Impact of Digital Marketing on Customer Loyalty

Discussion:
Since the p-values are less than 0.05, it can be concluded that both Hypothesis 1 (H1) and Hypothesis 2 (H2) are statistically significant and therefore indicate that the digital marketing strategy of Starbucks significantly builds up both the engagement and loyalty of the customers. This has been to Objective 1 and Objective 3, thus confirming the fact that the digital strategy and tactics of Starbucks are working effectively to enhance its CRM impacts.
These analyses, based on data, demonstrate how Starbucks' digital marketing strategies are most positively impacting customer engagement, satisfaction, and loyalty through the medium of a mobile app and social media. These findings reaffirm the hypotheses as well as the objectives postulated in this dissertation, providing valuable insights into the effectiveness of Starbucks' CRM efforts.

[bookmark: _Toc179453088]4.4 Discussion of Results
This section synthesizes the major conclusions drawn from the survey and statistical analysis findings to potentially inform Starbucks's digital marketing and customer relationship management (CRM) initiatives.

[bookmark: _Toc179453089]4.4.1 Interpretation of Survey Results

	Survey Question
	Key Finding

	1. How often do you use Starbucks' mobile app?
	64.6% use it weekly or daily

	2. Satisfaction with personalized offers
	66.4% are satisfied or very satisfied

	3. How often do you engage with Starbucks on social media?
	60.4% engage weekly or more

	4. Digital channels used for interaction
	Mobile app and email most used

	5. Ease of use of Starbucks’ mobile app
	80.1% find it easy or very easy

	6. Impact of digital marketing on loyalty
	69.8% feel it increases loyalty

	7. Likelihood to recommend loyalty programs
	69.9% likely or very likely to recommend

	8. Influence of digital marketing on purchase decisions
	70.6% are significantly or moderately influenced

	9. Most valuable aspect of Starbucks' digital marketing
	Personalized offers and convenience

	10. Concerns about data privacy
	59.5% are concerned about privacy

	11. Quality of customer service via digital channels
	69.8% rate customer service good or excellent

	12. Adequacy of digital marketing in meeting needs
	50% feel Starbucks’ digital marketing meets their needs

	13. Primary interaction with digital marketing channels
	39.7% interact most with the mobile app

	14. Frequency of digital communications
	69.9% feel communication frequency is appropriate

	15. Impact of digital marketing on trying new products
	59.5% try new products due to marketing


[bookmark: _Toc178371088]Table 24 Summary of Survey Questions and Key Findings


Discussion:
The opinion and perception towards the utilization of digital marketing by Starbuck's in general and towards the mobile application and personalized offers were very positive by stating that a huge percentage of respondents are enjoying weekly or higher usage. Results: Objective 1 looks at whether Starbucks's digital marketing strategies are getting the attention of customers to engage with companies. Moreover, the above-average satisfaction and loyalty levels toward the company have partly achieved Objective 3. However, concerns regarding data privacy shown by respondents in this regard present a weakness in Starbucks's digital CRM strategy under Objective 4.

[bookmark: _Toc179453090]4.4.2 Insights from Statistical Analysis
Statistical analysis broadened some insights regarding how the digital marketing tools correlate with customer satisfaction and loyalty.
Key Results of Correlation and Regression Analysis

· The strength of correlation between the customer's frequency of accessing mobile apps and their level of customer satisfaction is as high as 0.70 while they negatively relate both the facts, as the more one uses the app, the higher one's level of customer satisfaction. Thus, this suits Hypothesis 1 (H1), which asserts that the use of digital marketing tools helps to increase the engagement of customers.
· Most crucial factor towards driving purchases of mobile applications usage was significant at 0.43, which is followed by the case of social media at 0.36. This confirms Hypothesis 2 as it reiterates the hypothesis that digital marketing positively impacts customer behaviors.
They clearly indicate that Starbucks' digital marketing efforts satisfy both satisfaction and purchasing behaviors as designed in Objective 2.

[bookmark: _Toc179453091]4.4.3 Comparison with Existing Literature
Alignment with Literature:
· Mobile application of Starbucks: Customer satisfaction, loyalty and personalized digital tools. (Li & Kannan, 2020) research has shown that personalization leads to higher retention through digital tools.
· Personalized offer. Similar findings by (Chaffey & Ellis-Chadwick, 2022) that signaled an up to 20-30% increase of customer engagement by means of personalized marketing.
New Insights and Discrepancies:
· In that 59.5% respondents on data privacy suggest that while Starbucks is shining at
personalization and convenience, this company still needs to pay more attention to issues concerning consumer trust and security. This is a new insight not so widely covered in previous studies and, therefore, adding more body of knowledge to this area of discussion on balance needed between personalization and data privacy.

[bookmark: _Toc179453092]4.4 Implications for Starbucks
Some practical implications are derived from the findings of the survey and statistical analysis of the digital marketing strategies at Starbucks in order to improve:
· Personalization: More refining may be required for Starbucks' offers since theirs are very effective in encouraging customers to buy, but more sophisticated analytics may be more tailored, leading to higher engagement.
· Data Privacy Issues: Begin with transparency and improve on security to alleviate customer apprehensions regarding issues of data privacy. Thus, customers will trust and smoothen out data privacy concerns if the firm clearly indicates its protection policies.
· Maximization of Online Channels: With this, the mobile application will get continuous prioritization whereby there may be a dramatic increase in customer satisfaction and loyalty. Efforts in social media and email marketing should be promoted for a stronger engagement and bonding with customers. Loyalty Programs can be made much more potent by offering the customers some other, exclusive offer or experience that will definitely occur only through digital engagement. This also tends to add up improving customer advocacy and retention.

[bookmark: _Toc179453093]4.5 Limitations of the Methodology 
Every study has certain limitations, and the present one is no exception. These serve to assist in interpreting the results appropriately for assessing the generalisability of findings. Thereafter, the following section outlines some of the fundamental constraints encountered in the process of this research.
· Issues could also include the generalization of findings based on relatively a small sample size of 100 participants to represent all customers of Starbucks.
· Data from self-reporting are subject to the conventional response bias, in which participants tend to overestimate or underestimate their real levels of satisfaction and loyalty.
· While attempts have been made to phrase questions neutrally, misunderstanding or misinterpretation of questions in the survey can still occur to some extent, which will affect the reliability of responses.
· Convenience sampling can save time and resources, but one of the key downsides is selection bias: those participants would not represent a really wide population of Starbucks customers.
· Only digital marketing strategies are in focus for the current research scope, which probably doesn't take into consideration other external factors that may affect customer satisfaction and loyalty.
Though these are some limitations, they have not marred the insights from the study. Also, addressing such challenges and acknowledging them provides transparency to the research study and gives a platform for future studies to be in tune with digital marketing influences on CRM.


[bookmark: _Toc179453094]4.6 Chapter Summary
The chapter calculated some fundamental findings, related to the survey and statistical analyses with the help of comparison to available literature. All digital marketing tools have exhibited high customer satisfaction and loyalty through questionnaires. Starbucks, in particular, brought customer satisfaction and loyalty through its mobile application and personalized offer.
Statistical analysis confirmed the presence of the two relationships with high correlation and regression values that support Hypothesis 1 and Hypothesis 2. 






















[bookmark: _Toc179453095]Chapter 5 
[bookmark: _Toc179453096]Conclusion and Recommendations

[bookmark: _Toc179453097]5.1 Introduction
The study limitations together with enumerative conclusions and assertions concerning the research questions, practical and theoretical implications, and directions for future research are presented in this chapter. On the basis of the insights gained from survey, statistics, and literature review in this study, the aims of this chapter are as follows: To offer prospective suggestions for Starbucks’ digital marketing and CRM tactics. The target is to make the results applicable to business practices as well as to academic publications, to show the ways of the customer experience enhancement and making customers’ hearts and minds.

[bookmark: _Toc179453098]5.2 Summary of Main Findings
This study was useful to understand how Starbucks applied digital marketing and its implications for CRM. The findings suggest that currently, customers engage with Starbucks, at least twice a week via digital and social media presence – the app, social media accounts, and email newsletters therefore communicating and building these touchpoints are crucial. Further, the findings demonstrate a positive relationship between personalization, specifically through Starbucks’ digital marketing strategies, such as loyalty and promotions and customer consciousness with frequent consumers are also more likely to endorse the brand. With respect to digital marketing strategies, the study also found out that such m-marketing strategies affect the level of satisfaction and buying behaviour of customers through incentives and offers that are unique hence positive indications were noted on how reward programs influences this behavior in customers. However, there were some problems arising concerning the data privacy of their customers and according to many of the respondents, Starbucks does not take personal information of customers very seriously and there is latitude for Starbucks and other firms to clarify their position on data privacy as they pursue data protection that will assure customers their information is safe.

[bookmark: _Toc179453099]5.3 From the Research 
The outcomes of the research embrace the objectives stated in Chapter 1 and meet with the research questions and objectives.
As an objective, the current research seeks to follow the justified question so as to analyze and describe the specific digital marketing strategies used by Starbucks in its CRM activities.
Based on the company’s CRM strategies, Starbucks uses multiple digital marketing techniques to benefit its operations. The major means of communication include; Mobile applications, social networks, and emails. Such media aid in customer loyalty, special privileges, and services that support the proper CRM execution.
In order to evaluate the impact of web based strategies in generating sales and customer loyalty
Studies have shown that Starbucks online coupons and the mobile application reward program are related to positive attitude towards purchasing guarantees among clients. Those who employ the application frequently or interact with the content that regularly appears in social networks, begin to be more loyal to the Starbucks brand and recommend it to others.
To Assess the Views of Starbucks’ Digital Marketing Initiatives
Consumers typically have a favorable attitude toward Starbucks ‘digital communications strategies primarily in mobile ordering and the loyalty program. However, they face some challenges from privacy and security of data as well as comply which has also been seen. Solving these issues is the key to keeping the customer trust.
There is therefore need to assess how CRM can be synchronized with Digital marketing for better customer relations.
In fact, such an all-encompassing notion of CRM is facilitated by digital marketing practices involving advertising and promotional campaigns such as customer communications and rewards, as well as customer information management. This integration allows real-time data processing to guarantee appropriate promotion to be made hence improve customer relations.

[bookmark: _Toc179453100]5.4 Recommendations
[bookmark: _Toc179453101]5.4.1 Practical Recommendations
According to the analysis above, recommendations will be provided as an enhancement to the digital marketing strategies of Starbucks.
· Personalized Offers: To make sure that their campaigns resonate directly with what customers prefer, Starbucks should utilize customer data to its fullest extent for marketing. This would immensely help in improving customer satisfaction and ensure that they return repeatedly to purchase from the store.
· Alleviate Privacy Anxiety: It is essential for Starbucks to take measures to alleviate the privacy anxiety of its customers by clearly indicating how their data is utilized and protected. To ease this anxiety, it is crucial that information management practices are robust and that processes are transparent.
· Digital Engagement Diversification: To maintain ongoing communication with the customer base, Starbucks should encourage digital marketing through a broader range of web-based channels, such as applications, social media platforms, and email. To effectively engage with its audience, it would be beneficial to provide users with opportunities to personalize content according to their preferences or to include user-generated content in further communications through various channels.
· CRM with Real-Time Data: Integrating CRM systems with real-time data from digital marketing campaigns would enable the company to better respond to customer needs and preferences. This approach would ultimately enhance overall customer appreciation and foster loyalty.

[bookmark: _Toc179453102]5.4.2 Theoretical Recommendations
In synthesising this research, we generate several theoretical contributions to the body of knowledge on digital marketing and CRM. First of all, it points out that the current digital marketing models have to be enhanced by adding real-time data analysis and reconsidering the customer’s privacy as the basic elements. The correlation between the level of customer trust and customer privacy is considered as the area that requires more research within the theoretical perspective. Secondly, there is a serious concern with regards to the research focus on the gaps of CRM integration – specifically in retail, where digital marketing plays a huge role. Further research papers are needed to describe definite type of trend through which CRM systems should adapt and, correspondingly, how it should be aligned with the development of digital strategies. Last but not the least, the relationship between the major factors of digital marketing approach, privacy issues, and customer trust becomes a complex factor that needs more research studies and analysis. Future research should focus on trying to establish how businesses can achieve a good balance between their marketing functionalities while being able to incorporate proper use of data to customers to enhance trust in using digital tools.

[bookmark: _Toc179453103]5.6 Recommendations for Future Work
Based on the above limitations, the following are avenues for further study:.
· Long-term Impact of Digital Marketing on Customer Loyalty: The future studies would focus on the long effects that digital marketing will have on customer loyalty. To understand in what ways the efforts had impacted customer loyalty over time would be a critical understanding for the company, just like Starbucks, in which to operate.
· Cross-Industry Integration of CRM: Cross-industries research would be done for finding a difference in the ways in which the integration of digital marketing and CRM differ vastly across different sectors. This will help in better understanding how effective practice of CRM can be managed across a wide business context.
· New Technology and CRM: Future studies may be conducted based on how such innovations are intended to be used along with other new technologies that include artificial intelligence and machine learning to relate better to their customers.

[bookmark: _Toc179453104]5.7 Chapter Summary
This chapter briefly summarizes the main findings of the research, draws conclusions on the basis of the research questions and presents both practical and theoretical recommendations for Starbucks. The final discussion will be about the limitations of the research and recommendations for further work. Given that the importance of digital marketing in augmenting CRM has been restated, the importance for practitioners seeking to better engage, retain, and satisfy their customers is also revealed along with its highly significant contribution towards researchers who may aim to strengthen the theoretical understanding of digital marketing strategies for customer relationship management.
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Gender Distribution of Survey Respondents
Gender Distribution	47.4%
46.6%
3.4%
2.6%
Female	Male	Other	Prefer not to say	55	54	4	3	
Mobile App Usage Distribution

Mobile App Usage Distribution	
Weekly	Daily	Monthly	Never	Rarely	33.6	31	13.8	12.1	9.5	Usage Frequency


Percentage (%)




Satisfaction Level Distribution

Satisfaction Level Distribution	
Satisfied	Very satisfied	Neutral	Dissatisfied	Very dissatisfied	38.799999999999997	27.6	19	11.2	3.4	Satisfaction Level


Percentage (%)




Social Media Engagement Distribution
Social Media Engagement Distribution	41.4
21.6
19.0
9.5
8.6
Weekly	Monthly	Daily	Rarely	Never	48	25	22	11	10	Engagement Frequency
Count
Digital Channels Used Distribution

Digital Channels Distribution	
Mobile App	Email Newsletters	Social Media	Starbucks Website	30.2	29.3	26.7	13.8	Digital Channels


Percentage (%)




Ease of Use Distribution

Ease of Use Distribution	
Very difficult	Difficult	Neutral	Easy	Very easy	4.3	5.2	10.3	35.299999999999997	44.8	Ease of Use (From Very Difficult to Very Easy)


Percentage (%)



Loyalty Impact Distribution

Loyalty Impact Distribution	
Agree	Strongly agree	Neutral	Disagree	Strongly disagree	44.8	25	19.8	6	4.3	Loyalty Impact


Percentage (%)




Likelihood to Recommend Distribution
Likelihood to Recommend Distribution	Likely	Very likely	Neutral	Unlikely	Very unlikely	39.700000000000003	30.2	19.8	6	4.3	
Purchase Decision Impact Distribution

Purchase Decision Impact Distribution	
Significantly	Moderately	Slightly	Not at all	35.299999999999997	35.299999999999997	19.8	9.5	Purchase Decision Impact


Percentage (%)



Valuable Aspect Distribution
Valuable Aspect Distribution	Personalized Offers	Convenience of Mobile Ordering	Rewards and Loyalty Program	Social Media Engagement	30.2	29.3	29.3	11.2	Valuable Aspect
Percentage (%)
Privacy Concern Distribution
Privacy Concern Distribution	Somewhat concerned	Very concerned	Neutral	Not very concerned	Not concerned at all	39.700000000000003	19.8	19.8	10.3	10.3	Privacy Concern
Percentage (%)
Customer Service Quality Distribution
Customer Service Quality Distribution	Excellent	Good	Fair	Poor	36.200000000000003	33.6	19.8	10.3	Adequacy of Marketing Distribution
Adequacy of Marketing Distribution	Yes	Maybe	No	50	25	25	
Primary Interaction Channel Distribution
Primary Interaction Channel Distribution	Mobile App Features	Social Media Content	Email Promotions	Website Content	39.700000000000003	30.2	19.8	10.3	Interaction Channel
Percentage (%)
Trying New Products Distribution
Trying New Products Distribution	Yes, occasionally	Yes, frequently	Rarely	No, never	39.700000000000003	19.8	25	15.5	Global Digital Advertising Spending Trends (2019-2024)
Digital Advertising Spending	2019	2020	2021	2022	2023	2024	290	378	410	460	490	526	Year
Spending (in billions $)
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5. How would you rate the overall ease of use of Starbucks' mobile app? *

Very easy
O Easy
Neutral

Diffcult

Very difficult

6.To what extent do you agree with the following statement: "Starbucks' digital marketing
strategies (e.g., app, social media) increase my loyalty to the brand"?

Agree

Strongly agree

Neutral

Disagree

Strongly disagree

7. How likely are you to recommend Starbucks' digital loyalty programs (e.
personalized offers) to others?

) Very likely
Likely

Neutral

Unlikely

) Very unlikely
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8. How does Starbucks'

D) significantly
O Moderately

® sionty

D) Notatall

9. What do you find most valuable about Starbucks' digital marketing efforts? *

(O Personalized Offers
) Convenience of Mobile Ordering

Rewards and Loyalty Program

Social Media Engagement

Other:

10. How concerned are you about the privacy of your data when using Starbucks' digital platforms *
(e.9.,app, website)?

Very concerned

‘Somewhat concerned
) Neutral
O Notvery concerned

) Not concerned at all
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1. How would you rate the quality of customer service provided through Starbucks' digital
channels?

O Excellent

® oooa

O Far

O Poor

12. Do you believe Starbucks’ digital marketing efforts adequately address your preferences and
needs?

® Mo

O Mayve

13, Which aspect of Starbucks’digital marketing do you interact with the most? *

@ Moblle App Features
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5. How would you rate the overall ease of use of Starbucks' mobile app? *
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8. How does Starbucks' digital marketing influence your purchase decisions? *
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11. How would you rate the quality of customer service provided through *
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14. How do you feel about the frequency of Starbucks' digital communications  *
(e.g., emails, app notifications, social media posts)?

O Too frequent
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Thank you for your time and valuable insights! Your feedback is greatly appreciated.




image1.png
% PRIFYSGOL CYMRY —
Y Drindod Dewi Sant

UNIVERSITY OF WALES

\» Trinity Saint David




image14.PNG
(Your Gender) *

@ vae

O Female
O Prefernottosay

O otner:

1. How often do you use Starbucks' mobile app? *

O oaiy

O Weekly
O Montly
O Rarely

@ Never




image15.PNG
2. How satisfied are you with the personal

red offers you receive through Starbucks' mobile app? *

) Very satisfied

Satisfied

Neutral
) Dissatisfied

O Very dissatisfied

3. How often do you engage with Starbucks on social media (e.g., liking, sharing, commenting)? «

) paiy
D) Weekly
© Monthy

® Rarely

D) Never

4. Which digital channels do you primarily use to interact with Starbucks? (Select all that apply) *

Mobile App

[ Social Media (e.g. Facebook, Instagram)
Email Newsletters

O Starbucks Website

P





image16.PNG
5. How would you rate the overall ease of use of Starbucks' mobile app? *

) Veryeasy

) Easy
@© Neutral
O Dbiffcutt

O Verydificutt

6.To what extent do you agree with the following statement: "Starbucks' digital marketing
strategies (e.g., app, social media) increase my loyalty to the brand"?

O Agree

O strongy agree

@® Newtal

O oisagree

O strongly disagree

7. How likely are you to recommend Starbucks' digital loyalty programs (e.g., rewards,
personalized offers) to others?

O Verylikely

O wkely

® Newtal

) Uniikely

) Very uniikely




image17.PNG
8. How does Starbucks' digital marketing influence your purchase deci

D) Significantly
O Moderately

® sionty

) Notatall

9. What do you find most valuable about Starbucks' digital marketing efforts? *

Personalized Offers.

(O Convenience of Mobile Ordering

Rewards and Loyaity Program

Social Media Engagement

Other:

10. How concerned are you about the privacy of your data when using Starbucks' digital platforms *
(e.9.,app, website)?

Very concerned

‘Somewhat concerned

Neutral

O Notvery concerned

) Not concerned at all




image18.PNG
1. How would you rate the quali
channels?

‘of customer service provided through Starbucks'digital

O Excellent

O co0d

® Far

O Poor

12. Do you believe Starbucks’ digital marketing efforts adequately address your preferences and
needs?

13, Which aspect of Starbucks’digital marketing do you interact with the most? *

@ Mobie App Features

O Social Media Content

) Email Promotions
O Website Content

O otner:





image19.PNG
tal communications (e.g., emails, app  *

14. How do you feel about the frequency of Starbucks'
notifications, social media posts)?

(O Too frequent

(® Justright

Not frequent enough

7)1 dont receive any communications

15. Have Starbucks' digital marketing efforts (e.g., targeted ads, personalized emails) led you to
try new products or services that you hadn't considered before?
) VYes, frequently

) Yes, occasionally

(@ Rarely

D) No, never




image20.PNG
(Your Gender) *

@ vae

O Female
O Prefernottosay

O otner:

1. How often do you use Starbucks' mobile app? *

O oaiy

O Weekly
@ Montny
O Rarely

) Never





image21.PNG
2. How satisfied are you with the personalized offers you receive through Starbucks' mobile app? *

@ Ver satistied

Satisfied

) Neutral

O Dissatisfied

Very dissatisfied

3. How often do you engage with Starbucks on social media (e.g., liking, sharing, commenting)? «

) Daily

© weeky

Monthly
) Rarely

) Never

4. Which digital channels do you primarily use to interact with Starbucks? (Select all that apply) *
Mobile App

(O social Media (¢.g. Facebook, Instagram)
[ Email Newstetters

(] Starbucks Website

[m]

Other:





image22.PNG
5. How would you rate the overall ease of use of Starbucks' mobile app? *

O veryeasy
O Easy
Neutral

Diffcult

O very difficutt

6.To what extent do you agree with the following statement: "Starbucks' digital marketing
strategies (e.g., app, social media) increase my loyalty to the brand"?

Agree

(O strongly agree
©® Newal
O oisagree

O strongly disagree

7. How likely are you to recommend Starbucks' digital loyalty programs (e.g., rewards,
personalized offers) to others?

O verylicely

O wkely

® Newtal

O uniikely

O Very uniikely




image23.PNG
8. How does Starbucks'

@ sanicanty

Moderately
D) signtly

D) Notatall

9. What do you find most valuable about Starbucks' digital marketing efforts? *

@ Personaiized Offers
*) Convenience of Mobile Ordering
Rewards and Loyalty Program
Social Media Engagement

Other:

10. How concerned are you about the privacy of your data when using Starbucks' digital platforms *
(e.9.,app, website)?

Very concerned

) Somewhat concemed

® Newal

Not very concerned

) Not concened atall




image24.PNG
1. How would you rate the quality of customer service provided through Starbucks' digital
channels?

@ sxcelent

O oot

O Far

Poor

12. Do you believe Starbucks’ digital marketing efforts adequately address your preferences and
needs?

® ves
O No

O Mayve

13, Which aspect of Starbucks’digital marketing do you interact with the most? *

() Moble App Features
O Social Media Content
@ EmailPromotions
O Website Content

O otner:





image25.PNG
14. How do you feel about the frequency of Starbucks' digital communications (e.g., emails, app ~ *
notifications, social media posts)?

D) Too frequent
@® Justrignt

Not frequent enough

) I dontreceive any communications

15. Have Starbucks' digital marketing efforts (e.g., targeted ads, personalized emails) led youto  *
try new products or services that you hadn't considered before?

@ Yes, requently

7) Yes,occasionally

O Rarely

No, never




image26.PNG
(Your Gender) *

O Male
@ Femaie
O Prefernottosay

O otner:

1. How often do you use Starbucks' mobile app? *

O oaiy

@ Weeky
O Montly
O Rarely

O Never




image27.PNG
2. How satisfied are you with the personalized offers you receive through Starbucks' mobile app? *

O verysatisted

Satisfed
® Neutral
O oissatisted

Very dissatisfied

ing, sharing, commenting)? *

O oaiy

© weeky

Monthly

O Rarely

O Never

4. Which digital channels do you primarily use to interact with Starbucks? (Select all that apply) *
Mobile App

Social Media (e.q., Facebook, Instagram)

Email Newsletters

Starbucks Website

Other:

m]
[m]
m]
[m]





image28.PNG
5. How would you rate the overall ease of use of Starbucks' mobile app? *

O Veryeasy
@ ey

) Neutral

Diffcult

O Verydificutt

6.To what extent do you agree with the following statement: "Starbucks' digital marketing
strategies (e.g., app, social media) increase my loyalty to the brand"?

Agree
(O strongy agree
Neutral

Disagree

Strongly disagree

7. How likely are you to recommend Starbucks' digital loyalty programs (e.
personalized offers) to others?

) Very likely

Likely

® Neutral
D) Uniikely

Very unlikely





image29.PNG
8. How does Starbucks' digital marketing influence your purchase decisi

O sinifcanty

Moderately

® sionty

O Notatall

9. What do you find most valuable about Starbucks' digital marketing efforts? *

(O Personalized Offers
(O Convenience of Mobile Ordering
Rewards and Loyalty Program

Social Media Engagement

Other:

10. How concerned are you about the privacy of your data when using Starbucks' digital platforms *
(e.9.,app, website)?

@ Veryconcerned

(O Somewnat concerned

O Neutral

Not very concerned

) Not concerned at all




image30.PNG
11. How would you rate the quality of customer service provided through Starbucks'
channels?

D) Excelent
@® cood
D Fair

Poor

12. Do you believe Starbucks’ digital marketing efforts adequately address your preferences and
needs?

® ves

) No

D) Maybe

13, Which aspect of Starbucks’digital marketing do you interact with the most? *

@ Mobie App Features

O Social Media Content

Email Promotions

) Webste Content

) other:





image31.PNG
14. How do you feel about the frequency of Starbucks' digital communications (e.g., em:
notifications, social media posts)?

O Toofrequent
@ Justright

Not frequent enough

(O 1 dont receive any communications

15. Have Starbucks' digital marketing efforts (e.g., targeted ads, personalized emails) led youto  *
try new products or services that you hadn't considered before?

Yes, frequently

O Yes,occasionally

©® rarey

No, never





image32.PNG
(Your Gender) *

Male

@ Female

D) Prefernottosay

) other:

1. How often do you use Starbucks' mobile app? *

O oaity

@ weeky
) Monthly
) Rarely

Never





image33.PNG
2. How satisfied are you with the personalized offers you receive through Starbucks' mobile app? *

) Very satisfied
@ sstistied
O Neutral
) Dissatisfied

Very dissatisfied

ing, sharing, commenting)? *

O oaiy

D) Weekly
@ Montny
D) Rarely

D) Never

4. Which digital channels do you primarily use to interact with Starbucks? (Select all that apply) *

(O Mobile App.
[ Social Media (e.. Facebook, Instagram)
(O Email Newstetters

Starbucks Website

O otner





