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Now the challenges that are being inputted in the scenario building of the report would be a blend of secondary researches and objective-wise breakdown of the structures and analysis on which the employees would be connected and see the vision of the company so that they could be organisation-fit. The dire-need for the community-engagement among the departments of the organisation had been seen from the point of view of the business’s chasing strategy through the complications of the game theories and the synergy development inside the company. The law and the quality performances are being ensured by the theme aligning the workers and the objectives that a business may possess. The Brand Starbucks with its 200000 employees inside the UK, with the 1000 plus SKU’s in the 650-plus outlets has made tremendous work-ethics, the business-management, and concept of synergy within the business (Starbucks.co.uk, 2020). To deal with the business, under the CEO of Mr. Shultz, stakeholders and the shareholders are being treated with the segmentation of the research and the parabolas of the efficiency level communications are being enriched. Now, as the Covid pandemic and the second wave of it has been deteriorating the composure of the business as well as the economy’s fluent growth, managing proper engagement among the stakeholders would be a must-watch to have an increase in sales for Starbucks simultaneously. 
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As the investment and the development are aligned in the same parameter for Starbucks over the years, Stakeholders and the shareholders would be synced to the ideas like implementing the business strategies and the market-development (Hagan, 2018). Starbucks with its several communities and chunk of employees inside the UK would be connecting the lines with the customers to offer the best cup of coffee. The engagement can be found in creating synergy. The brand had approached the business communities with thorough planning as all the stakeholders would not act like the same.
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· Customers: Dealing the giant volume of 45 million customers per month in the UK, Starbucks had been extremely well in the operational management as the employees are more than friendly to each other and committed to Starbucks and the leadership of the Shultz to keep pace with the offering to the customers. People have been hanging around in Starbucks over the years in search of some ‘me’ time in between office loads and the personal home, even the business meetings are being done on the go grabbing coffee of the Starbucks (Greenberger & McNaughton, 2019). The connection had been lost in Corona time and the hype had been centred among the existing customers with online delivery as Starbucks believes in the customer’s best experience. As in the year 2020, the profit of the company has been very poor in 1st 2 quarter with 24% drop but due to the efficiency in the stakeholders' management, the sales and the value has been updated to 785 million pounds (Starbucks.co.uk, 2020). Using online pages and website based promotion and email marketing the brand has stepped up closure with the sense of bonding and discount based best-coffee drinks offering with delivery free of cost.
· Employees: There are three codes in the working-environment for Starbucks as the employees are allowed to perform the tasks as the full-time shifting and part-time shifting are being allowed and the students are being a priority over their cautious performances (Hogg, 2016). Firstly, The company allows equal payment to keep these stakeholders on the side of the management as they are triumph card by the leadership of Starbucks. The mantra of the transformational system would be implemented with the golden handshake and the talent acquisition mechanism for the employees at the starting of the career and the closing of the career (Kerel, 2020). Even, the technical training and the performance development guidelines through managers would add the value to stick them with the working-environment.
· Communities: The government and the regional authorities and the competitors would be part of the stakeholders and the social communities. The discount for mass and the help to the brand in between the Covid-19 has been seen as an enigma. The royal services in the offline delivery and taking CSR programs in the need of people has been praiseworthy for Starbucks (Pan, 2020). The support through the online-commitment and warmness with its coffee products, Mr. Shultz has issued the trust and ensured the support to the community as the brand development and as the concern of ethical business-management as well as the leadership.


[bookmark: _Toc55599333]Connecting through social-media Campaign
This has been an outlet-based business where people of all segments gathered for coffee and for being treated with amazing attractiveness of the Starbucks Environment. But as people are being changed in their life due to the restrictions on moving from place to place, online branding over the year 2020 (Kerel, 2020), Starbucks generated around 653 million. 
· Tapping stakeholder's presence: All the suppliers are being connected over SAP software and the social media tracking through Big data analytics would push strategies like connecting the favourite product offer according to the preference of people. The strategic move of the cultural shift and gigantic market opportunities can be traced by the Starbucks IT team while watching the value of online communication and feedback-controlling (Lee & Kim, 2014). Analysis of the trend of the people to click the website and not buying after adding to the cart would be monitored to create email marketing with push strategy where price-discount would be given so that business can snatch the profit-margin.
· Valuing stakeholder's interests: The suppliers are being taught to fill the groceries and effective beans need even in the time of Corona pandemic as the demand would be higher front from the mid of July as people are spending much time to their family and the concept of UK market has been expanding (Pan, 2020) under the need of the business where suppliers with integrated value-setup value-chain can endure the support for Starbucks. Secondary sources and the net customers are driven to the websites are potential sale options by the CEO, hence, the investment over digital expansion and integration in the delivery services of the Coffee has been prioritized like never in 2020 by Starbucks (Paul, 2020). Finally, taking conformity to product development by the company should be merged with the online participation of customers.
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As most duty has to be performed, Starbucks created the outlined module for the business and its stakeholders before the 2000s in the UK. This has evolved much through the two strategic modes (Starbucks.co.uk, 2020); firstly, engaging people more with coffees as the businesses are expanded with money-making effort in product development strategy. Secondly, with market penetration as the native Englishmen would be consuming more coffee. The mantra of the transformational system would be implemented.
· The past-history of Starbucks: The job was designed under the offline activation for the Starbucks of Mr. Schultz as per the need of the business and then attaching modern operations. In the year 1989, Starbucks would be more b vibrant in the offline activation with the segmentation of the feed-back based testing on the business model (Starbucks.co.uk, 2020). Few print-media would be tapped with the business promotion in the early TV advertisements and the business has made its option investment over the marketing on the radio and the digital billboards.
· Present marketing and communication of Starbucks: The ATL campaign has been with the print media like news-papers and the magazines are being less taken by the marketing head of Starbucks and there had been a change in the creative dugout of the digital spaces. The casual and the job-secured people would have been more active on Twitter and Instagram where the maintenance team of the digital-platform of Starbucks put 42.5 million in the year 2018 and 56.3 million pounds in 2019. The customers are being cordially connected with this platform and the bloggers had been invited to lay the role of the influencers on the business and the management of the corporational goal. The other stakeholders and potential consumers would be attached to the middle life trends of Starbucks.
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Promotion: The digital model of the marketing to connect the community with different strategies of Starbucks. As the part of YouTube promotional campaign, the way to get the perfect cup of coffee at home would be shown on the official channel so that a large chunk of people get accustomed to the coffee-culture (Greenberger & McNaughton, 2019). Instagram, Facebook, and Twitter marketing would be the core to distribute the flame of good-heart with a Starbucks coffee cup. Instagram has 18.9 million (Hagan, 2018) followers and the development would be ongoing throughout the Instagram and Facebook promotions.
CSR: The amount of 34 million pounds are been stored for the CSR purpose in the Covid pandemic as part of supporting people in the UK. These people are the lifeline for the business whereas creating support would be an initiative for helping with groceries and food with medicines. These campaigns are being funded with crowd financing as well. The marketing would be developed to show this side of the brand engagement with the business's customers. The profile of Facebook and Instagram had been great influencers for connecting at any time and leaving surreptitious contribution (Kerel, 2020). They had spotted the digital-savvy team for market the idea with an informational series of functional and CSR related videos. That has been the way to depend on the connectivity of the people with the brand.
Contribute through balance marketing: simple hack for engaging employees to the internal decision making has made the consumers trust wag higher as the employees know better regarding the problems. Starbucks with its several communities and chunk of employees inside the UK. Talented people are always being hitched by Starbucks with a digital method of recruitments procession and through specific improving methods and scholarships (Lee & Kim, 2014). The degradation quality of the branding would be upheld which could be a complete efficiency developer for the business with zero employment dissatisfaction.
Train and development: The suppliers and the strategists of Starbucks would care as the analysis on the business-environment and their variables volatility. People's management through transformational leadership would have used in Starbucks and impacted listening skills would be more tactfully used to keep the internal convenience intact (Pan, 2020). The company allows the equal payment to keep these stakeholders on the side of the management as they are triumph card by the leadership of Starbucks.  The sessions would be dealing with experts which should be performed with a view to maximizing the technical and operating skills. 
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· The sales-idea over the online like never-before would be the goal-attainment possibilities that would be sustaining the brand even in the economic-depression, which would be needing the support of the big-data analytics for better tracking and using Social-media for marketing.
· Again the business would be connecting the stakeholders with the segmentation-wise attributes of the business through the heat of social media branding and the colossal strategic-fit through the feedback drop-box system over online (Hogg, 2016). The control team would ascertain the issues of the digital platforms and the feedback-checking that would be selecting the monitoring mechanism.
· Finally, to create the sales-growth and harmony on the issue of Starbucks ' integrated support from the stakeholders (Kerel, 2020), internal employees trade unions and the supplier's community would be taken seriously by allowing strategy like ‘Act local’ by generating strong communication among them.
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Conclusion
The collective-synchronization in the workforces and gathering the supreme engagement would be the key-stones that would be achieved in Starbucks to uphold the need of the employees, management, customers and existing all the stakeholders. Mr Shultz should aim at stakeholders and the shareholders who would be treated the parabolas of the efficiency level communications. Therefore, the report would be a blend of secondary researches. The online connectivity would be an only major deal in the corona crisis and avoiding its supremacy would be hard to deal with the operation and control the chain of relentless supply-chain support.
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