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[bookmark: _Toc71579294]1.0 Introduction
In today’s era of marketing companies need to communicate effectively with consumers. Producing a luxury product and having it available within the appropriate market are key aspects within marketing (Henriksen et al, 2020). However, it is equally as important to communicate with consumers that the product is available within the market as this raises brand awareness (Brennan and Merkl-Davies, 2018). Within the current competitive market where companies strive to win the loyalty of consumers, a key aspect would be to promote and broadcast the distinctiveness of the brand or product and the connected values it carries (Nandurkar et al, 2020). Companies intend to broadcast their messages through multiple touchpoints and channels of communicating and receive feedback from consumer relating to the consumers journey with the company when purchasing products and how the product and brand is interpreted (Herhausen et al, 2019). Thus, why a two-way communication process between marketer and consumer/market is necessary for Starbucks.
[bookmark: _Toc71579295]1.1 Starbucks Company Background
Starbucks story started way back in 1971 where they operated from a single store in Seattle Pike distributing ground coffee, spices, and tea. However, today Starbucks are seen as one of leading coffee suppliers in the coffee industry, connecting with millions of consumers daily. Starbucks have expanded globally since and now distribute products in over 80 countries and operating from over 30,000 coffeehouses under the management of CEO Kevin Johnson (Fortune Media, 2021). At the end of the fiscal year 2020, Starbucks showed their financial strength producing a net worth of. The main mission of Starbucks which is embedded in all decision making and strategies is, “to inspire and nurture the human spirit – one person, one cup, and one neighbourhood at a time”. Starbucks strive to deliver the highest quality coffee to consumers, ethically sourcing coffee beans and working closely with C.A.F.E. Starbucks coffee is personally purchased by specialist of the company and roasted perfectly by roasters to produce the perfect balanced and rich flavoured beverage, which is enjoyed and expected from consumers. Starbucks stores are a friendly and relaxing environment where consumers can meet family and friends, conduct work, or even take some quiet time. Starbucks offer consumers the quality, inviting atmosphere with exceptional beverages and free Wi-Fi to consumers. Starbucks is originally seen as the third place between work and home (Starbucks Corporation, 2021; Celebs Net worth, 2021.   
[bookmark: _Toc71579296]2.0 Communications
In business there needs to be communication in order for there to be mutual understanding between two parties (9). Communication can be defined as the procedure of developing understanding between individuals or teams through methods such as symbols, signs, and semiotic conventions (10). Communication can be conducted through two forms which are verbal and nonverbal (11). Communication that in nonverbal is defined as the converging of a piece of information which is in the form of a non-linguistic representation (12). According to Abazi Broken (2017), nonverbal communication is the transfer of meaning and concepts through nonverbal and non-speech methods between individuals, such as films, pictures, photographs, clothes, etc. Whereas verbal communication consists of the transmission of thoughts and information through speech and language such as letter and telephone. 
Starbucks partners use mixed methods of communication when interacting with consumers. Partners interact with consumers nonverbally during the purchase stage, where they make eye contact, smile graciously while using positive body language when serving consumers. Starbucks partners also use verbal communication to consumers during the purchase stage through greeting and having general conversation with consumers alongside the written messages that are drawn on the cups of consumers by partners.
[bookmark: _Toc71579297]3.0 Shannon and Weaver Communication model
One of the most authentic communication models is known as Shannon and Weavers information theory (shown below in Fig 1). According to Siricharoen and Vinh (2017), the communication model is specifically created to develop the communication process between sender and receiver as noise can causes disruption during the communication process. There are various concepts included within the model such as “information source, receiver, channel, noise, transmitter, channel, message, information destination, encode, and decode” (Wang and LI, 2017). Shannon and Weavers model can be divided through five components, the information sourced (source), the transmitter (sender), the channel (Message), the receiver and the destination (message interpreted by receiver) (Gesell et al, 2018).
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Fig 1: Modules of Shannon and Weavers communication model (Siricharoen and Vinh, 2017)
[bookmark: _Toc71579298]3.1 Shannon and Weaver communication model applied to Starbucks promotional marketing
During the process of the year Starbucks promote a variety and range of products regarding the seasons of the year (Pieper, 2020). The process of promoting the product that is being offered to the consumer from Starbucks has to be sent to the receiver and communicated so that the message that is being sent is received efficiently and effective. For this process Shannon and Weavers communication model can be adapted.
Prior to the Christmas promotion, Starbucks need to promote their Christmas range to inform customers the products that will be offered and the time they will be available (information sourced) (Pieper, 2020). During the transmission stage, Starbucks design concepts of the products, make time availability known and create posts for the platforms that will be used. Starbucks operate on various social media platforms such as Facebook, Twitter, Instagram and more to reach their consumers. When choosing the channel Starbucks use their social media pages and post the new promotion making it available. During the receiver stage, the consumers receive the information of Starbucks promotion through social media platforms sending a message direct to their smartphones. The final stage Is destination, this is once the consumer has understood the information received of the new promotion and the time of arrival. Starbucks then receive feedback from the customers via the social media tweets and advertisement through comments left on the post, like/dislike emoji also views and shares (Ha and Lee, 2018). 
[bookmark: _Toc71579299]4.0 Integrated Marketing Communications
Integrated Marketing Communication (IMC) is a strategic approach that companies adapt to synchronise the cross-channels of communicating with consumer to raise brand awareness (1). According to Payne and Peltier (2017), IMC can be defined as a strategical managing process which is audience-driven and manages channels, content, stakeholders, and results regarding the company’s brand communication programs. When connecting numerous consumer touchpoints such as messages and media is known as interactive IMC (Fiati et al, 2018). Interacting through combined channels alongside the emergence of technology offers market managers the opportunity to modify and control communication methods with consumers (Childers et al, 2019). (2) claims that the core principle of IMC is the information consistency across the platforms which are used to communicate the message to consumers. Below is an illustration of the communicational channels related with IMC.
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Integrated Marketing Communication (sourced at: https://www.sketchbubble.com/en/powerpoint-integrated-marketing-communications.html)
5.0 Recommended promotional strategies for Starbucks to raise brand awareness
Online
Starbucks can send emails to customers who have subscribed to company news alerts via email. Starbucks can send an email to customer informing the collaboration within the boxing industry and explaining the reason for collaborating. Attached to the email will be a discount code that can be used instore or online via attaching the code to the Starbucks app.
Starbucks can use Instagram to promote their collaboration within the boxing industry using such #tags as #SeeTheStarsCountTheBucks. Starbucks can also add images of products and a caption for customer to tag them and a friend during fight night using the #tag for a chance to win a £15 Starbucks gift card. According to (Agam, 2017), the #tag is exclusive to Instagram and links customers characteristics with Instagram and companies.
Offline 
Adverts and banners around the stadium will have Starbucks logo and name within the design this will be seen all individuals who walk past the arena. This will raise the awareness of the brand to existing and new customers who have an interest in boxing and healthy products which are supplied by Starbucks.
Another offline method to promote Starbucks and raise brand awareness would be to sponsor boxers with equipment and supplements. On the lead up to fights boxers are photographed and interviewed by local newspapers and news reporters. If boxers are photographed using Starbucks products and the logo is present on the equipment such as towels, caps, t-shirts, water bottles, gym bags and more, Starbucks brand awareness will increase. The younger generation admire celebrities from the boxing industry and if they see their celebrities associated with Starbucks, they will want to associate with Starbucks themselves. 
On the fight night Starbucks will be viewed by millions raising brand awareness of the company through the green siren logo and company name being attached to buckles in the corner of the ring, banners around the arena and ring, adverts on the big screen pre, during and after fights, and more. The commentor who announces the introduction of boxers into the ring will announce Starbucks as the sponsor on the numerous occasions throughout the night.

[bookmark: _Toc71579301]6.0 Brand and Brand Equity 
Dilip et al (2021), defines brand equity as the marketing and financial standards that are linked to the brand and the power it has in the market including brand awareness, brand quality, real patented brand asset, brand loyalty and brand association. Whereas Raut et al (2019) claims that, brand equity is the consequence of the brand knowledge that the company have on customers response to strategies relating to the marketing of the brand which can be observed once the brand is recognised and once the customer possesses unique, strong, and favourable brand associations.
[bookmark: _Toc71579302]7.0 Keller’s customer-based brand equity model
According to Tasci (2018), the perception of the CBBE model is to develop a strong brand, shape and change consumers thoughts, and feeling regarding the product. To develop an exceptional customer, experience the perfect experience needs to be developed surrounding the brand so consumers have specific feelings, thoughts, opinions, beliefs and have a positive attitude regarding the brand Kodrat and Melinda (2020). CBBE concentrates on perspective of the consumers behaviour with the assumption that brand strength lies with what consumers see, perceive, learn, and listen to relating to the brand due to a result of consumers experience over a period (Tsordia, 2018). According to Tasci (2018), building a strong brand equity will ensure consumers purchase more, recommend brand to others, become loyalists, and eliminate purchasing from competitors.
The CBBE model is shown below and illustrates the four stages which need be followed to develop and build a brand equity of strength, which are identity, meaning, response and relationship. (Kodrat and Melinda, 2020).
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Keller’s CBBE Model (Kodrat and Melinda, 2020).
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According to Raji et al (2019), the first stage of CBBE is to develop a brand salience or brand awareness through ensuring the brand is recognised, stands out, and is realized by consumers. Thus, the stage consists of recognising whom the consumers are to understand the reflection in how consumers vision the brand.
Starbucks produce products of the highest quality and are recognised worldwide, owning 40% of the coffee market. Starbucks coffeehouse are easily accessible and convenient for consumers to locate with stores at shopping centres, high streets, motorways and more. Free wi-fi is offered, the atmosphere is cosy, and consumers can relax. Starbucks aim is not to maximise the amounts of seats in stores but to develop a place that is chilled where consumers can meet friends and family, conduct work, or have a chilled coffee during hours. However, consumers are welcomed at any time and not only the hours which represent coffee hours (morning and night), which is an ideal aspect for consumers (Starbucks Annual Report, 2020; Liu and Gui, 2017). 

[bookmark: _Toc71579305]Meaning
The purpose of stage 2 is identifying and communicating the meaning of the brand and what the brand means to consumers. There are two elements of identifying the brand which are performance and imagery (Raji et al, 2019).
When considering Starbucks performance, it is clear to see they are considered as a brand which produce luxury coffee this is due to the beverages and foods which are distributed having a specific required taste. Starbucks have personalised coffee to their brand with a variety of products offered and the customisation of cups when consumers purchase products. Starbucks partners are friendly and trained to deliver the best customer experience possible to consumers. Thus, is done so that the service that consumers receive will be remembered as the “third place between home and the workplace” (Starbucks Corporation, 2021).
Due to the way Starbucks perform they are seen as a fashionable, and elegant premises to attend for consumers who are of medium-upper class and of a working or educational occupation (Starbucks Annual Report, 2020). This rich, luxurious image of the brand stems from the product being in the hands of celebrities, in movies and upper-class civilians. For example, Boxer and role model Tommy Fury was snapped on Instagram consuming the product. This promotes Starbucks brand to many new consumers of the younger generation as a brand of style, wealth, and health.
[bookmark: _Toc71579306]Response
According to Raji et al (2019), the customer response relating to Starbucks brand can be divided between two categories which are assessment and feeling of the consumers regarding quality, consideration, credibility, and excellence. Lower stages of the CBBE model influence judgements. 
Consumers believe and conceive Starbucks to be the finest coffeehouse in the world due its quality, presence, and credibility. 
Consumers receive various feeling of goodness when in stores due to the calm atmosphere, relaxing environment, and sense of security. Previously Starbucks only targeted the rich and upper-class, however in modern times strategies have targeted middle to upper class and students. Consumers gain a sense of belonging to a social status and the product reassures them, they are of the same quality as their idols. Consumers who are loyalists and are attached to the company instead to purchase larger sizes when offered a medium size due to the consumer feeling their self-respect increase. Starbucks produce healthy products and are environmentally friendly, using recyclable materials and 99% ethically sourcing raw material (Starbucks Corporation, 2020; Starbucks Annual Report). This gives consumers the feeling they are connected with a brand that has morals.

[bookmark: _Toc71579307]Relationship
According to Raji et al (2019), the CBBE models final stages consists of strengthen each stage of resonance and encourage consumers loyalty behaviours.
During the resonance stage, Starbucks consumers are attached and engaged showing their loyalty. Consumers intend to become loyal to Starbucks through several aspect signing up to Starbucks loyalty card, subscribing to news feeds (Li, 2018). Following and sharing posts of Starbucks and more. Starbucks official social media accounts post pictures of consumers enjoying products and that creates a community that is rich (Liu and Gui, 2017). 
[bookmark: _Toc71579308]7.2 Disadvantages and advantages of Keller’s CBBE model 
No model is perfect and not one model suits all, there are several advantages and disadvantages that relate to Keller’s CBBE model that will be explained below.
Advantages
According to Shieh and Lai (2017), the CBBE model is technique that is used to analyse and monitor how communications through marketing can generate intense active loyal relationships which has an impact on the brands equity. Using the CBBE model the strength of the brand can excel during each six stages of the model and become a successful brand (Khanna et al, 2019). Companies that achieve affinity and resonance with customers can be rewarded through benefits such as increased price premium and market programmes which are efficient (Shieh and Lai, 2017).
Disadvantages:
According to Kumar et al (2018), feelings are not a factor and do not play a position within the “industrial marketing context” and proposes that resonance could need modifying to become more relevant. Building brand equity involves representatives playing a position which indicates the human elements need to be recognised within a brand equity model that includes B2B (Ghantous and Christodoulides, 2020).
8.0 Customer Journey
The customer journey is seen as a key aspect within marketing and service management it describes procedure and experimental elements of the service process which is seen from the consumers view (Folstad and Kvale, 2018). These are usually formed throughout stages the consumer completes during the process over time. According to Kizilcec et al (2021), the customer journey consists of three stages which are “pre-purchase, purchase, and post-purchase” with each stage containing a variety of touchpoints, which varies depending on the journey and industry. According to Lemon and Verhoef (2016), the pre-purchase period consists of the consumer understanding the product and gaining awareness, brand recognition, considering alternative companies for products or potentially recommended though receiving the word of mouth from family or friends. The purchase period consists of choosing between the variety and range of products, where the purchase will take place and the selecting of what payment method will be used. The post-purchase period consists of connecting through technology, potentially purchasing product again which strengthens loyalty between the consumer and company which can result in consumers spreading awareness brand through word of mouth.

8.1 Touchpoints
According to Lemon and Verheof (2016), interactions between the company and customers during each stage of the customer journey is known as a touchpoint, which can happen through multiple offline and online platforms. The company, customers and partners can all control touchpoints, however there are touchpoints in the social external environment.
Starbucks Pre-Purchase touchpoints 
According to Steinhoff and Zondag (2021), The pre purchase stage involves how the customer searches for information for the company and what marketing touchpoints the consumer uses to become aware of the brand. 
Starbucks social media platform is a key tool for raising brand awareness to new and existing customers. Starbucks communicate with customers through several social media platforms such as facebook, twitter, Instagram and more to promote products. This is done through Starbucks posting and image with a caption relating to a #tag, which consumers can then retweet, share, like, leave comments and more (Taecharungroj, 2017). There are also a range and variety of videos that be accessed via YouTube. This can raise brand awareness to new and existing customers when individuals are scrolling through YouTube just watching videos to pass the time (Getaruelas, 2019). Existing loyal customer spread the word of Starbucks to friends through the word of mouth this can be done through sharing post on social media or word of mouth. Other touchpoints during the prepurchase stage consists of Starbucks official website, the logo on the front of stores, Starbucks mobile app and more (Kim and Lim, 2019).
Starbucks purchase touchpoints
Touchpoints during the purchase stage occur during the period where Starbucks provide their product (Steinhoff and Zondag, 2021).
During the purchase stage of the customers journey baristas intend to show customers alternative products and try to influence the customer to purchase more products. Customers can review previous feedback and ratings via using a mobile phone and searching google. This can influence the customers decision and behaviour when purchasing. Customers have the choice to either pay using their credit card, cash, Starbucks mobile app and gift cards. Starbucks menu for products is placed behind the counter so customers can see the variety of products when in line.
Starbucks post-purchase touchpoints
The post-purchase stage emphasises on service, product recovery and the attempts of customer engagement. Crucial touchpoints during this period which organisations should manage include feedback, social media interventions and feedback (Pansari and Kumar, 2017). There are multiple channels that Starbucks customer can leave feedback for the organisation. Customers can leave feedback on google, Starbucks official website, social media platforms, Starbucks mobile app and more (Krishna, 2018). Customers may register to Starbucks loyalty card to accumulate bonus points when visiting the store next. Consumers may also tweet or share messages on social media for friends and family to see. This can raise brand awareness and attract new customers for Starbucks (Steinhoff and Zondag, 2021). Customers can buy gift cards to give as gifts to friends and family.

8.2 Starbucks Customer Journey Map
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A Starbucks Customer Journey Map (Tymoshenko, 2015)

Pre-purchase
During the anticipated stage of the customers journey the customer is in the office and has a discussion with peers regarding where to purchase a local coffee. The consumer is made aware from peers that there is a local Starbucks a little drive away. The customer then enters their car on the way to the store where they use their mobile device to get the location and directions from google to get to the store. While travelling to the store the consumer becomes a little worried about the conditions and situations of the store such as hoping there is an available parking space to park car, hopes that the store is not overcrowded and there will be available seats to work, also the customer considers alternative stores for a coffee. 
On entering the Starbucks store the consumer indicates the line only has a few customers waiting, the layout is narrow and confined, the aroma of roasted coffee smelling robust and sweet, the lighting is pleasing not overwhelmingly bright or to dim, the music was ethnic, extended vocals, soft in style, however the customer felt that the music was too loud and not their taste. The consumer also indicates that climate of the environment is cold. During the process the consumer feels that the ambience and aroma of coffee enriched the experience. However, the consumer was unsatisfied with the audible being too loud and the conditions of the store being cold and crowded.
Purchase 
During the purchasing of product stage, the customer has to wait in line, order, pay, sit, drink, and work before leaving the store.
While in line the customer notices that the waiting line occupies the main traffic way. The menu can be seen behind the counter but is hard to read while in line. The line moves slowly, customers who have ordered are waiting in the same area and the area becomes crowded. The ordering process seems to slow and has an inconsistent structure of service. During this process the consumer feels unsatisfied due to the lack of personal space and feels the line is unstructured.
While placing an order the consumer is acknowledge by a barista with a smile. The menu can be seen better now the consumer is closer, however the customer feels rushed into making a decision. As the consumer feels rushed, the safe decision is opted for and places an order of what is usually purchased. The customer order is confirmed by the barista who also asks for the customer’s name so it can be wrote on the cup. The barista then writes the customer’s name and code for product purchased and passes it to another barista who will make the coffee when finished with other orders. During this process the customer feels unsatisfied regarding the experience due to the greeting feeling fake, the factory style of lines and the fact of feeling rushed and was unwilling to try something new.  
When paying for the product the customer is told the total price of the purchase and the costumer uses their credit card to pay with an offering of a receipt for purchase of the purchase, which the customer declines. The interaction of the purchase ends with the barista saying goodbye, however the barista does not use the customer’s name which was previously issued to the barista a few prior. Now the customer has paid they have to wait to the side for their order to be made. The customer felt overcrowded again began to also feel out of place as other customers are walking past as there is no designated waiting area to sit and wait. The barista who makes the beverage finishes the order and places them for collection on a drink stand and calls the customer by shouting out Grande Chai. The consumer can come confused regarding is this their drink. Why was their original name not used or order confirmed? The customer sees that the cup us labelled with their original name and takes the beverage to sit down. During this process the customer enriched through the experience such as the barista were polite, and the service was quick and convenient. However, there were experiences where the customer became unsatisfied such as the feedback from the baristas was confusing and inconsistent while the baristas were impersonal and not motivating enough.
Once the consumer has their purchase, they look for a place to sit and set up to do some work. The consumer identifies that there is minimal area that are close to a power outlet, which is discouraging for the customer. The majority of areas are occupied and there are no areas available near outlets. The workspace is impractical and small with the majority of areas consisting of two wooden chairs and a round wooden table. An available area becomes available with a reclined cushioned armchair with another customer sitting close. The chairs are comfortable and relacing to sit in. during this process the customer felt satisfied with the comfortability of the sofa chairs. However, the customer was unsatisfied due to the space to work in, lack of seating, lack of electrical outlets and the un-comfortability of the wooden chairs.  
During the stage, when the customer engages with the drink, the customer describes the beverage as hot and steaming but can be held in their hand with the smell of the product, enriching and sweet. The first taste of the beverage was too hot, but the flavours of the beverage was the required taste and enjoyed. During this process the customer feels satisfied relating to the beverage due to the tastiness, flavours, and appropriate temperatures of the beverage.
While conducting work instore during the purchase stage the consumer places their luggage on the floor and their beverage on the table. The space is small to operate in and place work equipment and the customer. The tables are not of the right height to conduct work, so the consumer uses their lap instead. The space is overcrowded as there is no room to use a wireless mouse. The customer uses the chair as a mouse mat which is not that effective. The noise from other consumers was not a bother however the music became a distraction. The customer enjoyed the free wi-fi provided with unlimited use and a good signal. The music is a distraction and the customer plays music from a mp3 player. Due to the battery of the customer being low the customer is forced to look for another area where there is a close electric supply. The temperature from the air conditioning is cold and the customer puts on their jacket to warm up. 
Post-purchase

An announcement from a barista to the customers informs them that the store will close at 10pm. The customer would like to stay longer and continue their work and feel like the closing time is to early especially in a city. On leaving there is a bin for rubbish to be deposited of to be recycled. During this process the customer believed that the hours of closure were too early.
On leaving the premises the customer gathers all belongings and heads to the door. The baristas who remain say goodnight and stay safe to the customer before departure. During this process the customer feels satisfied due to the acknowledgement and goodbye blessing.
When the customer is back in the car and reflecting on the experience the costumer wished they could have stayed longer to work as once they arrive home the mind set will have changed to continue working. The beverage was of a good luxury quality; however, the environment was not to the customers standard of approval due to the music being distracting, the workspaces being congested and lack of power outlets. During this process the customer was satisfied with the quality of the product, however, the customer was unsatisfied regarding the closing hours and was annoyed relating to the seating arrangements as the customers back was hurt.
[bookmark: _Toc71579309]10.0 Conclusion 
Communication has advanced within the business environment from a two-way communication to a multi-channel way of communicating with consumers. Using multiple methods of communication allows Starbucks to engage with customers during each stage of the customers journey. This allows Starbucks to monitor the behaviours of existing consumers during these stages. Promoting through multi-channels allows Starbucks to target a wider market and increase brand equity and awareness. 
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