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Abstract
The study has been conducted on the research topic, “Social Media Marketing Increase Business Revenue: A Case Study on Starbucks” and it has been segmented into different sections. Initially, the introduction has presented the background, and the overview of Starbucks, the chosen business for the study. Likewise, it has also evaluated the purpose and significance of the study alongside the formulation of adequate aims, objectives, and research questions., The study further has conducted a literature review, discussing different aspects of social media and its relationship with the revenue generation of the business. Likewise, the study in the literature review has discussed the characteristics of social media and its benefits to the brands. Different trends and social media metrics have been discussed as well which results in revenue development. Likewise, the challenges associated with social media marketing like managing algorithm changes, and maintaining authenticity have been discussed. The next chapter, methodology presents different relevant methods such as philosophy research strategy, sampling, and others. The chosen data collection is primary with both qualitative and quantitative followed by interpretation and ethical considerations. Chapter 4 looked into the response to the interview and survey. This chapter explores the effectiveness of social media strategies taken by Starbucks. The findings revealed that the approaches of social media engagement through platforms like Twitter and Instagram were highly effective in enhancing brand engagement. It also highlighted the adaptability of the company driven by market trains and customer feedback. In this chapter, the findings of the interview were analysed. The relevance of the findings with the literature review and the research objectives were also discussed in this section. Chapter 5 concluded the entire study. It provided a summarised overview of the key points discussed in this study. In addition to that, this chapter also included useful recommendations by analysing the findings of this study to improve customer engagement and revenue using social media marketing. 
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[bookmark: _Toc173839065]Chapter 1: Introduction
[bookmark: _Toc173839066]1.1 Background of the research topic
The current marketing structure has changed dramatically in the past few years. The development of different social media sites has contributed to this. It has forced industries and firms from all sectors to adapt to this phenomenon and use these channels to communicate with the clients they already have and attract new ones (‌Evans et al., 2021). Out of many businesses, Starbucks is a major and well-known organisation that has adapted the use of social media the boost its revenues. Facebook, Instagram, X, and Twitter are the social media that Starbucks, the world’s largest coffeehouse industry, has deployed to enhance its branding and customer relations. The opposed to simple publicity, the company’s practice of social media marketing implies the construction of environing experiences that correspond to the variety of clients in the global space.  Additionally, the logic behind the study in the context of social media and its impacts on the revenue of the business mainly lies in the demonstration of the success of capitalising on these tools of social media for the achievement of tangible organisational outcomes (Dolega et al., 2021). Likewise, the analysis of the social media strategies of Starbucks enables the business to discover understandings about the way businesses can implement the platforms of social media for the enhancement of customer loyalty, and maximising brand visibility. As a result, it enables brands like Starbucks to drive their sales, ultimately leading to enhanced generation of revenue. Additionally, the case of Starbucks also provides a comprehensive understanding of the opportunities as well as the challenges associated with marketing with social media platforms (Tuten, 2023). This study will aim to explore the way businesses like Starbucks navigate challenges like the maintenance of relevance in the digital commercial sector and respond to the feedback delivered from customers in real-time, hence, adapting their strategic measures to the rising dynamics of social media tools and platforms. In addition to that, the examination of the interrelationship between the social media marketing initiatives of Starbucks and the growth of revenue helps in offering actionable understanding for the business owners, its executives, and the marketers and helps them leverage the fullest potential of social media as a driver for the maximisation of their revenue (Li et al., 2021). Ultimately, the detailed analysis of the metrics, strategic measures, and outcomes provides a significant overview of how marketing through social media can lead to measurable organisational growth within a business like Starbucks. Sources state that Starbucks has spent over 205 million dollars in advertisements and over 416 million dollars in 2022 (Statista, 2022).
[image: ]
Figure 1: Spending of Starbucks in marketing and advertisements
(Source: Statista, 2022)
[bookmark: _Toc173839067]1.2 Overview of the organisation
Starbucks is a business based in the United States which was established in 1971 in Seattle, Washington and serves as a coffeehouse chain that specialises in roasted coffee, sold as coffee beans and ready-to-drink as espresso and other kinds of coffee drinks. It has grown to outlets of over thirty thousand, across the globe and these serve beverages, whole coffee beans and other items. The professional image of Starbucks has an enhanced focus on the quality of its services, focusing on ethical sourcing of its components and sustainability (Starbucks, 2024). It also ventured into selling tea, pastries and other foods, which are products that the majority of people with a variety of preferences and tastes would consume. Starbucks, being one of the largest businesses dealing in coffee and non-alcoholic beverages, are engaged in a wide range of marketing initiatives, using distinct platforms such as Facebook, YouTube, Instagram, and others. These tools enable the brand to promote their products, services, and the overall brand to improve their sales and revenue generation.
[bookmark: _Toc173839068]1.3 Significance of the topic
The given research is significant in different manners and the primary is to know the way social media strategy and activities affect the revenue of the business for businesses like Starbucks in the contemporary digitised marketplace. As Starbucks is one of the companies recognized all over the world, the information about the use of social media by this company might be quite useful to businesses interested in improving their marketing approach. From the case of Starbucks, organisations can learn concrete lessons on concrete practicality in social media marketing that entails the direct revenue uplift for organisations. Further, the research is also significant for future research in a similar area as it provides insights about challenges, opportunities and even the tools related to social media strategy for different organisations.
[bookmark: _Toc173839069]1.4 Purpose of the research
The primary purpose of the study is the identification of the strategies used by businesses like Starbucks in social media marketing and the effect it has had on business revenue. In this view, the study also aims to analyse Starbucks’ and its engagement in digital marketing strategies and relevant data and further establish its success stories and events which can be valuable for the business in terms of succeeding in a market full of competition. The study also aims to make an effort to offer recommendations to businesses in terms of maximising their strategies of marketing that can be incorporated into social media platforms for the increment of the overall generation of revenue and clients’ interaction with complex environments.
[bookmark: _Toc173839070]1.5 Aim, objectives and research questions
Aim
The study aims to evaluate the interrelationship between social media advertisements and revenue generation. The study also aims to carry out a continuous analysis of social media strategies and overall financial performance. The study further aims to decide the extent of the activities of social media to influence the revenue growth of the business.
Objectives
· To analyse Starbucks’ social media marketing strategies to become aware of key tactics and trends.
· To examine the firm’s revenue trends and investigate the factors influencing these trends.
· To determine the degree of correlation between the firm’s social media engagement metrics and its revenue growth.
Research Questions
· What unique social media advertising techniques does Starbucks hire to interact with\ its audience and promote its product offerings?
· How has the firm’s revenue trend, and what factors have influenced these trends?
· What is the relationship between the establishment’s social media engagement metrics (for example, likes, and shares) and its revenue growth?

[bookmark: _Toc173839071]Chapter 2: Literature Review
[bookmark: _Toc173839072]2.1 Introduction
The Literature review will discuss different aspects of social media as well as the other factors associated with it. Different themes will be formulated in relation to the objectives of the research which will include the characteristics of social media, the strategies related to it, benefits as well as the challenges associated with it.
[bookmark: _Toc173839073]2.2 Characteristics of Social Media Marketing
There are different initiatives of social media marketing which enable businesses to achieve growth and success through enhanced sales and revenue generation. As stated by ‌Quesenberry (2020), the strategies of social marketing are highly interactive while enabling businesses to establish direct contact with the public. It actively uses social sites such as Facebook, Instagram and Twitter to help establish the brand and relationship with the customers and to direct customers to websites. These are aspects such as the areas of using social networks in real-time, the possibility of defining certain types of users by utilising the data analytical tools and creating viral content through shares and likes. According to Ur Rahman, (2023), the use of social media marketing strategies is an essential medium of internet-based communication. This strategy enables the brand to exchange its content with information and ideas between networks and communities in a virtual way. The common elements of social media marketing strategy are network, profile, stream, and message. The profile is the user’s public and semi-public digital account on the platforms of social media. Some of the crucial features of the profile elements are persistence which is the viewability of content after posting, visibility, which is the extent to which others can see information, and audience transparency which is about the imagined audience for each post. 
[bookmark: _Toc173839074]2.3 Significance of Social Media Strategies to Improve Business Revenue
According to Dwivedi et al. (2023), social media techniques are vital in the development of business revenue since they help increase the awareness of brands, increase traffic or sales, and create engagement. They help the business access the internet market more cheaply and more effectively than other channels of marketing. Some of the strategies include; developing great content, paying for ads, working with influencers, and employing data analytics to evaluate them. As a result, the income of companies can be supplemented, using social networks as a reliable tool for constructing the client base and engagement. According to Gomez (2023), social media marketing strategies are essential for the improved brand reputation which is a key factor for improved revenue generation through sales improvement. Literature states that 94% of business leaders have agreed that social insights and data have a positive effect on the establishment of brand loyalty and brand reputation. As stated by Agnihotri (2020), the platforms of social media enable brands within the coffee dealing industry to connect with their target customers in an easy way as well as at a personal level. Hence, it creates long-lasting and authentic relationships, leading the business to cope with both the good and bad periods. The social media data also leads to a stronger competitive positioning for the brand. Hence, social media marketing strategies are significant for the brand in terms of competitive positioning, hence leading to improved sales and revenue generation.
[bookmark: _Toc173839075]2.4 Different Social Media Marketing Strategies to become aware of the tactics and trends
As stated by Nu'man et al. (2022), social media marketing strategies are significant for the brand in terms of assisting the business to remain competitive in a market full of established businesses from both domestic and global brands. The involvement of the brand in social media platforms enables them to understand the trends that the audience is engaged in or even the ones that other businesses are engaged in. As per Seyyedamiri and Tajrobehkar (2021), an important type of trend in the modern contemporary business landscape is content marketing which is also an important trend that the brands are engaged in. This involves the creation of customer and platform-relevant, shareable content. Influencer partnerships leverage the figures for increased audience and authority or endorsement. The paid kinds of online advertising are efficient because they can be targeted to certain demographics. As opined by Agarwal (2020), participation strategies are contests, and user-generated content, which encourages the activity of the community. Media has to be analysed to fine-tune the strategy development, respond to alterations in the algorithms and embrace tendencies like the dispatch of short-lived materials or uses of augmented reality. Being aware of such strategies enables organisations to combat changing trends in the domain of social media marketing for continuous business advancement and sustainability.
[bookmark: _Toc173839076]2.5 The revenue trends and the factors influencing the trends
According to Wibowo et al. (2020), when it comes to social media marketing initiatives, it can be observed that businesses dealing with coffee have indeed benefited from its marketing strategy through social media incorporation. These businesses have exploited social networks like Facebook, Instagram and Twitter among others for the last decade to ensure interaction with the global consumers for actual business sales. Dwivedi et al. (2021) point out that in different forms of social media marketing tactics, one of the primary aspects of providing a contribution to the growth of revenue is to enhance brand visibility by using these platforms. In this manner, businesses within the beverage sector are able to remain relevant on those platforms and achieve the effect of top-of-mind awareness thus leading to increased traffic and online sales. Besides, since the main content and advertisements can be presented as somehow targeting a defined clientele, businesses in the coffee dealing industry have been able to make the best out of their marketing budget. As opined by Kushwaha et al. (2020), social media abilities are often used as an interface and feedback collector which is crucial for consumers. Additionally, these strategies are used by businesses in the coffee market to pay attention to the preferences, tastes, and choices of the people which further leads to enhanced traffic and online purchases. In addition to that, the capability the target specific people through tailored advertisements and content has enabled businesses like Starbucks within the coffee industry to optimise their marketing to be spent in an effective manner.
[bookmark: _Toc173839077]2.6 Relationship between Social Media Engagement Metrics and Revenue Growth
As opined by Trunfio and Rossi (2021), the relationship between social media engagement metrics and the growth of revenue for businesses in the coffee market is apparent in distinct manners. Primarily, metrics such as mentions, comments, shares and likes have a direct impact on the interaction level from audiences as well as their interest in the content and the products from the businesses within the sector. Additionally, metrics like higher engagement rates also reflect the enhanced customer interest and brand awareness, hence, resulting in the maximise sales of the product and services of the business. As stated by Manzoor et al. (2020), social media is an important source of data that brands can use to enhance their unique digital marketing strategies. Through the evaluation of engagement statistics, brands within the coffee and non-alcoholic beverage sector will be in a position to realise patterns or preempt consumer reactions and thus make suitable changes. For instance, knowing the kinds of material that are preferred by their visitors enables the brands to design better campaigns that will increase the conversion percentage.
[bookmark: _Toc173839078]2.7 Challenges associated with the social media marketing
There are different forms of challenges that are faced by the brands within the coffee sector while implementing their social media marketing initiatives, hence affecting their ability to generate sales and revenue generation. As per Giffhorn (2024), one of the primary challenges that is faced by modern brands concerning social media marketing strategies is the management of their online reputation. The viral incidents and negative feedback often escalate on the platforms of social media, possibly hampering the reputation and image of the brands. Proactive monitoring and adequate management of crises are significant for the mitigation of the risks. As per Audrezet et al. (2020), the maintenance of authenticity is also a challenge. Customers in the contemporary marketplace expect transparent communications as well as authentic interactions. Maintenance of authenticity alongside the management of different channels of social media needs consistent messaging and careful planning. Additionally, Metzler and Garcia (2023), emphasise that the changes in algorithm are also an important challenge that hinders the social media marketing strategy to maintain in an effective manner. Algorithms are constantly changing in contemporary social media platforms, hence, it impacts the way contents are distributed or perceived by users. Hence, it impacts the effectiveness alongside the reach of the social media campaigns of the brands, hence, having a need of constant strategies of optimisation and adaptation.
[bookmark: _Toc173839079]2.8 Theoretical Framework
Network Effect Theory
[image: ]
Figure 2: Network Effect Theory
(Source: Qiu et al., 2015)
An important theory that relates to social media marketing is the Network Effects Theory which demonstrates that the value of a service or product makes an increment as different individuals use them. According to Aamir et al. (2024), the theory also suggests that when applied to social media marketing, the brands within the coffee sector are able to gain a higher rate of engagement and followers on platforms like Facebook, Instagram, X and others, to the growth of both the brand influence and visibility. Hence, the increased presence on social media attracts a higher number of consumers, improving the level of loyalty as well as maximising the rate of revenue. This framework also demonstrates the significance of the interactions among users, the size of the network, and feedback loops in the increment of the advantages obtained from the marketing efforts of social media (Qiu et al., 2015). Fundamentally, the network effects enable the brand within the coffee sector to leverage the platforms of social media as an instrumental tool for improved brand perception, maximising consumer base, hence, driving business sales and revenue.
[bookmark: _Toc173839080]2.8 Summary
The section has demonstrated different aspects of social media as well as their impact on the revenue generation of the brand. It has also described the characteristics of social media. Next, it has also discussed the benefits that social media marketing offers to the brands. Likewise, it has also demonstrated the trends, metrics and challenges associated with social media marketing. A theoretical framework has also been illustrated using Network Effects Theory


[bookmark: _Toc173839081]Chapter 3: Methodology
[bookmark: _Toc173839082]3.1 Introduction
The research methodology used by the researchers will be discussed in this chapter. The research philosophy and research paradigm will also be discussed here. At the same time, it will also include data collection methods and sampling. In addition to that, ethical consequences will be included as well.
[bookmark: _Toc173839083]3.2 Research Philosophy
[image: ]
Figure 3: Research Philosophies
(Source: Park et al., 2020)
The research philosophy used in this study is positivism. It emphasises objectives. At the same time, it also focuses on quantifiable observations. Through this, the researchers have collected empirical data by using a structured interview process. The researchers have also focused on observable phenomena and measurable outcomes (Park et al., 2020). In this way, the findings of these researchers are made reliable and relevant to the research objectives. In addition to that this research has also helped the researchers to land upon evidence-based conclusions about the chosen problem. 
[bookmark: _Toc173839084]3.3 Research Paradigm
[image: ]
Figure 4: Research Paradigm
(Source: Bogna et al., 2020)
A qualitative research paradigm has been used in this research. It puts emphasis on having a comprehensive understanding of human experiences. Besides that, detailed and descriptive data is also considered in this. Conceptual definition, characteristics, metaphors and symbols are also focused in this research paradigm (Bogna et al., 2020). Using this, an in-depth understanding has been reached by the researchers to understand the influence of social media marketing strategies at Starbucks. By using a structured interview method, this study has a deep understanding of the effectiveness of marketing strategies. Content-specific factors have also been discussed. 
[bookmark: _Toc173839085]3.4 Research Methodology
[image: ]
Figure 5: Primary Research Method
(Source: Johnson et al., 2020)
The primary research method has been followed for this study. In this, data and information are collected directly from the source itself. It does not rely on the existing information. With this approach, the researcher gathers more specific and first-hand information (Johnson et al., 2020). By following this research methodology, the researcher has conducted structured interviews to gain first-hand insights into the research questions. By following primary research methodology the researchers have been able to obtain detailed and specific information relevant to the research objectives. This has ensured the accuracy of the information gathered from the interview. At the same time, the credibility of the information has been established too. 
[bookmark: _Toc173839086]3.5 Research Strategy
The research strategy is one of the most essential components of the research which enables the researcher to gain quality outcomes from the research. The research strategy is often regarded as the basic plan that enables the researcher to carry out the research process. Likewise, the research strategy also offers the researcher guidance in conducting the activities as well as assisting them to reach and obtain the aims and objectives set (‌Zou and Xu, 2023). Within the proposed research the primary strategy that has been considered is qualitative interviews to gain depth answers and data about the research topic. Likewise, another adequate researcher strategy that has been adopted is the survey which has enabled the researchers to obtain data and information in statistical format.
[bookmark: _Toc173839087]3.6 Sampling
Sampling is also an important methodological concept which is significant for the research process. It is often defined as the means of choosing a subset of the population that constitutes the entire group. Sampling is significant as it enables researchers to develop conclusions regarding the overall population in a better way alternative to the strategy of manual observation. Following convenience sampling was instrumental in advancing the study as gaining access to the individual participants was made easy through this type (Turner, 2020). Additionally, choosing a convenient form of sampling also assisted in accumulating a wider range of intel as well as in an effective manner. As a result, it offered benefits like cost-effectiveness and efficiency in managing time.
[bookmark: _Toc173839088]3.7 Data Collection Methods/tools
Primarily, sources of data collection can be listed as one of the most important in distinct stages of the research process. It allows the researchers to gather ample information and data from different sources- both primary and secondary sources. It provides the relevant info and data that can squarely respond to the questions of the research and at the same time meet the objectives of the research. Moreover, the strategies of data accumulation are also suggestive which can be useful for investigating the research phenomena, for conducting hypotheses’ verification, for imposing hypotheses and for making meaningful conclusions (Coe et al., 2021). The researcher within this proposed study has considered implementing primary methods of data collection, choosing both qualitative and quantitative forms. Primary methods of research help the researcher to gain relatively new insights about certain topics and from human sources. 
[bookmark: _Toc173839089]3.8 Ways of Interpreting Data
Interpretation of Data is one of the most important components of the research. It enables the researcher to analyse the obtained data. It additionally helps in validating hypotheses as well as discovering patterns alongside formulating conclusions, hence, contributing to the specific knowledge related to the research topic (Pandey and Pandey, 2021). In this given research study, the researcher will consider the statistical analysis through tables and charts, assisting in interpreting both the qualitative and quantitative data. Additionally, data analysis also assists the researchers in comparing findings of different sources, hence, ensuring both validity and reliability of the research outcomes.
[bookmark: _Toc173839090]3.9 Ethical Considerations
The consideration of ethical and moral factors is one of the most essential approaches within the research study. Without the consideration of ethical factors is significant for the research to be completed, ensuring the finding’s trustworthiness, upholding integrity, as well as safeguarding the rights of the participating members (Suri, 2020). One of the primary factors of ethical considerations is ensuring that each individual is respected and treated with dignity. Likewise, informed consent was obtained before involving the individuals as participants. Likewise, the researcher has also ensured that both the physical and psychological well-being of the participants were protected. Likewise, the researcher also safeguarded the privacy rights of individual participants alongside their personal data. In this context, the “Data Protection Act 1998” was adhered to and the legislation also emphasises the data t be handled in a transparent, fair, just and lawful manner (Legislation.gov.uk, 2024). Further, the principles of the legislation also ensure that the gathered data are kept secure, used for specific purposes, in an accurate manner, and also not be retained for a longer period of time.
[bookmark: _Toc173839091]3.10 Summary
The above discussion has included different methodological approaches that are utilised within the research study. The common forms of methodology that have been considered within the research study are research strategy, philosophy, sampling, data collection, interpretation methods, and ethics.


[bookmark: _Toc173839092]Chapter 4: Analysis of findings/results/discussion
[bookmark: _Toc173839093]4.1 Introduction
This chapter will discuss the responses received from the participants of the interview. It will also include a detailed analysis of those responses.
[bookmark: _Toc173839094]4.2 Interview Questions
	Questions
	Respondent 1
	Respondent 2
	Respondent 3
	Respondent 4

	Q1. How do you describe the current social media marketing strategy of Starbucks and the differences in approach across different platforms like Twitter and Instagram?
	The social media strategy of Starbucks is very effective. On Twitter, they focus on more customer service and real-time engagement. 
	 I find Starbucks's strategy more effective. Twitter is used for quick updates and promotions.
	Their strategy is highly effective. They use Twitter for direct communication and handling customer queries. 
	Starbucks’ approaches are moderately effective. Their Instagram posts are visually appealing and useful for brand campaigns

	Q2. Have there been any strategic changes in the social media marketing approach of
Starbucks? If so, what factors do you think have contributed to this shift?
	Yes, there have been changes due to market trends. Starbucks has started focusing more on sustainability and community engagement in their posts.
	Yes, customer feedback has led to certain changes. They now highlight customer studies and experience more frequently.
	No significant changes whatsoever. Their strategy has remained consistent over the past few years.
	Yes especially due to market trends. There is a noticeable increase in their posts about new product launches and limited-time offers.

	Q3. How often do you visit Starbucks?
	Yes, I visit Starbucks daily. It is a part of my morning routine to crack up coffee before heading to work.
	I visit Starbucks on a weekly basis. I like to go there on weekends to relax and enjoy a cup of coffee while reading or catching up with my friends.
	I visit the place weekly. I find it a great spot to work remotely or have casual business meetings. The ambience is very much effective for productivity, and the coffee is always good.
	I visit Starbucks once every month. I am fond of their seasonal drinks and new menu items. However, I do not go very often since I prefer making coffee at home for most of the time.

	Q4. Which social media channel did you get your discount voucher from Starbucks?
	I received my discount voucher from Twitter. I regularly follow Starbucks for updates and promotions. 
	I received my discount voucher from Instagram. I like to view visually appealing posts and stories. 
	I got my discount voucher from Twitter. They frequently run promotions and content. 
	 I received my discount voucher from Facebook. I followed their page for regular updates and promotions. 

	Q5. In comparison to other companies, how effective do you think is the marketing strategy of Starbucks?
	I think Starbucks’ marketing strategy is more effective compared to other brands. They have a strong presence and their campaigns are always well-executed and engaging.
	 I find their marketing strategy equally effective as other leading brands. They have a consistent brand message and their use of social media is on par with industry standards.
	 Their marketing strategy is more effective. They have a unique way of connecting with their people. At the same time, their campaigns often go viral.
	I believe Starbucks's marketing strategy is more effective. They are good at creating a sense of community and loyalty among their customers through their marketing efforts.

	Q6. In your opinion, how well does Starbucks advertise its products and services?
	Starbucks advertiser's products and services very well. Their advertisements are visually appealing. At the same time, they also highlight the quality of uniqueness in their offerings.
	I think their advertisements are moderately well. Although their ads are attractive, but sometimes I find them a bit repetitive. I believe more variety in their advertisement approach can be beneficial
	Starbucks does a very good job of advertising its products and services. Their campaigns are always creative and they use digital media to reach a wide range of audiences.
	The company advertises its products and services very well. They have a strong presence on social media and their ads are always engaging. This makes them stand out in the market.

	Q7. Do the advertisements and marketing messages of Starbucks effectively portray the
quality of its products and services?
	Yes. The visuals are always of high quality. And the messaging puts impressions on the premium nature of their offerings that align with my experience as a customer.
	Somewhat. Although their advertisements are visually appealing, they focus too much on brand image rather than the actual quality of the products.
	Yes. I believe their advertisement statements showcase the quality of Starbucks products.
	Yes, the marketing strategy effectively conveys the quality of Starbucks products. 

	Q8. Would you recommend your friends & family through online offers being offered by Starbucks to you?
	Yes, I will definitely recommend Starbucks to my friends and family through online offers. I believe my friends and family will appreciate the quality and variety of the products they offer.
	Yes, I often share Starbucks with my other friends and family. Their online promotions are a great way to introduce them to new products. 
	Yes, I will recommend Starbucks to my friends and loved ones for their online offers. Most of the time their deals are quite good. It is a nice way to share a treat with loved ones.
	Maybe. While I find these offers appealing, it really depends on the preferences of my friends and family.There are some who may prefer other coffee shops.

	Q9. Do you think Starbucks personalised its marketing messages effectively?
	Yes, Starbucks does a good job of personalising its marketing messages. I usually receive emails and notifications about new product launches which match my preferences.
	Somewhat. Although their marketing messages are somewhat personalised, I believe there is still room for improvement. 
	Yes, their personalisation is quite effective. I have noticed that their promotions and product suggestions are usually aligned with my interests. 
	I think the company can do more to make customers feel more individualised. They can be more specific with the product recommendations. 

	Q10. What suggestions would you like to give to the company to improve its services and product offerings?
	I would suggest offering more personalised offers and discounts based on customer preferences. They can also go through their purchasing history to understand customer preferences. 
	Introducing improvements in customer service will be a great start to enhance customer satisfaction. They can ensure that their staff are well trained to attend to customer requirements. 
	More personalisation in India offerings would be great.I think the company can benefit from introducing more health-conscious options in its product list.
	I would recommend that Starbucks can increase the variety of their products. Focusing on regional flavours and specialities will be a great start. 


Table 1: Interview Responses
(Source: Created by learner)
[bookmark: _Toc173839095]4.3 Analysis
The responses to question 1 indicate that the social media marketing strategy is highly effective in differentiating the company from the rest of the competitors. Modern social media platforms like Twitter and Instagram can allow businesses to enhance customer engagement and interaction (Malesev and Cherry, 2021).
The responses to question 2 the social media approach driven by market trends and customer feedback are essential to showcase the adaptability of the business to the customers. Adaptability is essential to maintain competence in a dynamic market environment (Sharma et al., 2020).
Question 3 talks about the frequency of customer visits. Therefore it necessitates an effective marketing strategy which can influence customer visitation patterns.
Question 4 responses indicate the importance of multi-channel marketing to reach a broader audience segment. Therefore businesses like Starbucks need to ensure that their describing vouchers and promotions are accessible to a wide range of customers (Panjaitan, 2021). 
Discussion about marketing strategy in question 5 indicates it is an effective and important aspect of business. This emphasises that a strong market position is essential to build a robust brand image (Dam and Dam, 2021).
Responses to question 6 indicate that visually appealing advertisements effectively attract customers. 
The perception in the responses to question 7 Stating Starbucks’ advertisements portering product quality is essential to maintain customer loyalty. An accurate marketing strategy is essential to enhance customer perception.
In question 8, the responses of recommending Starbucks through online offers showcase that word of mouth is an important asset. Verbal recommendations can be a powerful tool to get more customers (Khan and Fatma, 2023).
The responses to question 9 mandates personalisation as an effective marketing strategy. Introducing personalisation in their marketing approach can enhance the overall customer satisfaction and retention of businesses like Starbucks (Behera et al., 2020).
Most of the suggestions received in question 10 necessitate introducing personalised offers, better customer service, and increased product variety. Continuous improvement in these areas can enhance overall customer satisfaction and customer retention for businesses like Starbucks. 
[bookmark: _heading=h.jovmtwb8n8x3][bookmark: _Toc173839096]4.4 Survey 
Q1: How frequently does Starbucks utilise social media for promoting new products or services?
Options	Total No of Respondents	Total No of responses	Percentage
Weekly	20	20	100%
Monthly	20	00	00%
Occasionally	20	00	00%
Daily	20	00	00%

Table 2: Question 1
(Source: Self-Created)
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Figure 6: Question 1
(Source: Self-Created)
Analysis: As per the above, out of 20 respondents, all 20 respondents, accounting for 100%, stated that Starbucks promotes their products and services on a weekly basis.
Q2: Which is the social media platform that has been most effective for Starbucks marketing efforts?
Options	Total No of Respondents	Total No of responses	Percentage
Instagram	20	10	50%
Facebook	20	5	25%
TikTok	20	5	25%
Others	20	00	00%

Table 3: Question 2
(Source: Self-Created)
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Figure 7: Question 2
(Source: Self-Created)
Analysis: As per the question asked, out of 20 responding individuals, 10 respondents, accounting for 50% stated Instagram, 5 respondents, accounting for 25% stated Facebook, 5 individuals, accounting for 25% stated TikTok as the social media platform that is most effective for Starbucks marketing efforts.
Q3: How significantly do the social media promotions contribute to the overall growth in revenue of Starbucks?
Options	Total No of Respondents	Total No of responses	Percentage
Very Significantly	20	10	50%
Slightly	20	5	25%
Unsure	20	5	25%

Table 4: Question 3
(Source: Self-Created)
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Figure 8: Question 2
(Source: Self-Created)
Analysis: As per the above question, it has been understood that out of 20 respondents, 10 individuals, accounting for 50% stated, “very significantly”, and two groups of 5 respondents, accounting for 25%, stated Slightly and unsure respectively.
Q4: Which are the factors that have the most necessary impacts on the revenue growth of Starbucks?
Options	Total No of Respondents	Total No of responses	Percentage
Social Media Marketing	20	10	50%
In-Store Promotions	20	05	25%
Customer Loyalty Programmes	20	05	25%

Table 5: Question 4
(Source: Self-Created)
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Figure 9: Question 4
(Source: Self-Created)
Analysis: The above survey question has stated that out of 20 participating members, 10 respondents, accounting for 50% stated social media marketing, 5 individuals, accounting for 25% stated Customer Loyalty Programmes, while the other 5 respondents stated in-store promotions.
Q5: How have you perceived the relationship between social media engagement and the revenue of Starbucks?
Options	Total No of Respondents	Total No of responses	Percentage
Strongly positive correlation	20	15	75%
Moderate correlation	20	00	00%
Unsure	20	05	25%

Table 6: Question 5
(Source: Self-Created)
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Figure 10: Question 5
(Source: Self-Created)
Analysis: As per the above question, 15 respondents, accounting for 75% stated, “Strongly Positive Correlation”, while the remaining 5 respondents, accounting for 25%, stated that they were “Unsure”.
[bookmark: _Toc173839097]4.5 Discussion
Interview
Findings from the interview align closely with the research objectives. As the interview respondents denoted, using Twitter, Instagram and other social media platforms can help have a deeper connection with the customers (Mustaphi, 2020). Next, the responses also focus on the significance of social media strategies in improving the revenue generated. As discussed in the literature review, adaptability is crucial for organisations like Starbucks to fulfil customer requirements promptly. (Möller et al., 2020). It also has a positive impact on the brand loyalty of customers. The varying frequency of visits to Starbucks necessitates the use of a multi-channel marketing approach. As described in the literature review, this approach is helpful as the promotions of the company will be accessible to a diverse range of customers. This will enhance the overall marketing effectiveness (Vaishnav and Ray, 2023). As perceived by the respondents of the interview the comparative effectiveness of the marketing strategy of Starbucks aligns with the significance of social media strategies in competitive positioning described in the literature review. Effective advertising and marketing messages which portray the quality of the product accurately are essential to build customer trust and loyalty.
Survey
The results from the first question were how frequently Starbucks use social media for the promotion of new products or services. In response, most of the respondents, which is 20 individuals, accounting for all 100% stated “Weekly”. In addition, in response to the second question, most participants, 20, accounting for 50% stated that Starbucks utilises Instagram as a social media platform that is the most effective for its marketing efforts. The response to both questions relates to the first objective of the research. The responses demonstrate the analysis of the social media strategies of Starbucks that can be a valuable factor of trends and tactics. Likewise, from the findings from the third question of the survey, it has been known that most of the participants, 10 individuals, accounting for 50% stated that Starbucks social media promotions contribute “Very Significantly” to the overall growth in Starbucks revenue. As for the findings of the fourth question, most participants, 10 respondents, accounting for 50% stated that they have a perception of a “Strong Positive Relationship” relating to the relationship between social media engagement and the revenue of Starbucks. The findings of the third and fourth questions have a strong relationship with the second objective. These findings align with the objective of examining revenue factors and trends influencing them as it illustrates that marketing through social media is an essential element that drives the growth of revenue at Starbucks. The findings from the last and fifth survey questions state that most with 15 participants, accounting for 75% stated that they perceived that there is a strongly positive relationship between the social media engagement and the revenue of Starbucks. It relates to the third objective as the findings suggest that the social media activities of Starbucks are comprehensive factors to drive the business’ growth in revenue.
[bookmark: _Toc173839098]4.6 Conclusion
To conclude, this chapter has discussed the multifaceted responses received from the participants of the interview. In addition to that, the responses of the participants for all 10 interview questions have been analysed in detail.

[bookmark: _Toc173839099]Chapter 5: Conclusions and Recommendations
[bookmark: _Toc173839100]5.1 Introduction 
This chapter will look into the conclusion of the entire research study.It will provide a summarised version of the entire discussion and the findings and analysis of this research. Following that, based on the findings of the research useful recommendations will also be provided to organisations like Starbucks to increase their social media engagement to generate more revenue and gain more customers.
[bookmark: _Toc173839101]5.2 Conclusion
The dissertation has looked into the significance of social media marketing in generating revenue. It has focused on Starbucks, one of the global leaders in the coffee market. This research study has been structured into several chapters. Chapter 1 has provided an introduction to the entire discussion. It has looked into the significance of the topic, as well as the research purpose. It entails the research aims, research objectives, and research questions. Chapter 2 presents a literature review. It has discussed the social media marketing features. The literature review has also showcased the significance of different social media strategies and their impact on improving the overall business revenue. At the same time, it has also looked into different social media marketing strategies. In addition to that the literature review has also examined revenue trends, as well as underscored different factors influencing these trends. In addition to that, the challenges associated with social media marketing have also been overviewed in this discussion. The chapter has also provided a theoretical framework. Chapter 3 has looked into the research methodology. It has described the methods and approaches used in this study. This chapter has detailed the interview method employed in this study to get primary data from four sales managers at Starbucks. This methodological approach has been helpful in ensuring that the collected information is relevant to the research topic and credible. This has provided a fundamental basis for the analysis. Next, chapter 4 has included an analysis of the findings and discussion In this chapter, 10 interview questions and the responses received from the respondents have been analysed. The effectiveness of social media marketing has been understood in this chapter. The research has also shown the significance of platform-distinctive methods. It likewise demonstrated that there is a possibility for social media platforms such as Twitter and Instagram to raise visitations as well as the importance of customer reward plans and discounted coupons in pulling buyers. Lastly, it revealed that personalisation and referrals are essential in increasing customer loyalty.
[bookmark: _Toc173839102]5.3 Recommendations
Several recommendations can be given to Starbucks to enhance its marketing strategy. It can also help earn more revenue. First and foremost, such businesses can use platform-specific strategies. This is helpful in increasing customer engagement (Devereux et al., 2020). Popular social media platforms like Twitter and Instagram are effective in marketing. This method can be extended to other platforms. This can help engage with a diverse range of audiences. Technologies like artificial intelligence, data analytics, and machine learning can help with personalisation. Starbucks can use these technologies to tailor its marketing messages (Volkmar et al., 2022). Customer satisfaction can also be enhanced with this. After that, A multi-channel marketing approach should be adopted by companies like Starbucks. They can promote discount vouchers and other loyalty programs on their social media platforms. This method can be further expanded into other marketing methods like email marketing, in-store promotions, and so on. Therefore customer experience can be integrated with digital marketing (Karray and Sigué, 2021). Starbucks need to maintain consistency in its marketing approaches. This is helpful in improving the brand image. Their content on different social media platforms can be made more interactive. Several researchers have identified that interaction is a great way to increase customer engagement. This can also allow the fostering of a sense of community among the followers on different social media (Sykora et al., 2022). At the same time, such organisations also need to work on addressing the challenges associated with social media marketing. Managing negative feedback and staying ahead of trends are some of the crucial challenges that need to be overcome by companies like Starbucks. Therefore they need to come up with a robust crisis management plan and stay updated with the latest social media trends.
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Survey Q1: How frequently does Starbucks utilise social media for promoting new products or services?
a. Weekly
b. Monthly
c. Occasionally
d. Daily
Q2: Which is the social media platform that has been most effective for Starbucks marketing efforts?
a. Instagram
b. Facebook
c. TikTok
a. Others
Q3: How significantly the social media promotions contribute to the overall growth in revenue of Starbucks?
a. Very Significantly
b. Slightly
c. Unsure
Q4: Which are the factors that have the most necessary impacts on the revenue growth of Starbucks?
a. Social Media Marketing
b. In-Store Promotions
c. Customer Loyalty Programmes
Q5: How have you perceived the relationship between the social media engagement and the revenue of Starbucks?
a. Strongly positive correlation
b. Moderate correlation
c. Unsure
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