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Abstract
This research is concerned with investigating the impact of integrated marketing communications (IMC) and digital marketing strategies on Starbucks. The purpose of the study is to therefore examine Starbucks' present IMC tactics, digital marketing strategies, possibilities and difficulties related to putting these strategies into practice, as well as the effects of these initiatives on customer behaviour. To obtain information and insights, a survey was performed with a sample size of 50 participants. The addition of the primary data collection has been considered by the researcher and has been mentioned within the section of methodology and primary quantitative data analysis approach for the findings of this particular research. Apparently, it also enables the researcher to successfully analyse and understand the customer perception regarding that option of digital marketing strategies, implemented by brands, such as Starbucks.
The results show that most respondents were aware of Starbucks' marketing initiatives and initiatives. From the responses, it has been concluded that Starbucks identified social media as the key opportunity for enhancing their consistency and they have a consistent campaign and promotion aspect with a consistent marketing message. Through social media marketing platforms there has been a great level of convenience in terms of ordering and payment alternatives, which has significantly increased their business value. However, a few challenges have been noted in terms of privacy concerns and interface issues, which have been showcased to be addressed with a few recommendations. Hiring a privacy team, better training and development of employees, abiding by laws and regulation, seeking support from consultants, and regular audits have been justified.


	Acknowledgment	
I would like to acknowledge and give my warmest thanks to TUSHARA BALENDRAN who made this work possible. His/her guidance and advice carried me through all the stages of writing my project. I would also like to give special thanks to my family as a whole for their continuous support and understanding when undertaking my research and writing my project. Your prayer for me was what sustained me this far.
Finally, I would like to thank God, for letting me through all the difficulties. I have experienced your guidance day by day. You are the one who let me finish my degree. I will keep on trusting you for my future.


Table of Contents
Chapter 1: Introduction	8
1.1 Background	8
1.2 Research problem	8
1.3 Rationale	9
1.4 Aim and objectives	10
1.5 Research questions	11
1.6 Significance of the study	11
1.7 Dissertation structure	12
1.8 Summary	12
Chapter 2: Literature Review	14
2.1 Introduction	14
2.2 Concept on integrated marketing communications	14
2.3 Current IMC strategies in the retail coffee and snacks sector	15
2.4 Impact of integrated marketing communications on consumer behaviour	16
2.5 Digital marketing strategies adopted by retail coffee and snacks industry	17
2.6 Opportunities and challenges of implementing digital marketing strategies	19
2.7 Theoretical underpinnings	21
2.7.1 Kotler marketing theory	21
2.7.2 AIDA Model	21
2.7.3 Marketing Mix Model	22
2.7.4 Honeycomb model	23
2.7.5 Race model	24
2.8 Literature gap	25
2.9 Summary	25
Chapter 3: Methodology	26
3.1 Introduction	26
3.2 Research Philosophy	26
3.3 Research approach	28
3.4 Research design	29
3.5 Research Strategy	30
3.6 Data collection method	30
3.7 Sampling method	31
3.8 Data analysis	31
3.10 Ethical consideration	31
3.11 Summary	32
3.12 Research limitation	32
Chapter 4: Analysis of data	33
4.1 Introduction	33
4.2 Primary quantitative analysis	33
4.3 Discussion	46
4.4 Summary	48
Chapter 5: Conclusion and recommendations	49
5.1 Summary	49
5.2 Linking with objectives	50
5.3 Recommendation	52
5.4 Future scope	53
Reference List	55
Appendices	64
Appendix 1: Survey Questionnaire	64
Appendix 2: Survey findings	67
Appendix 3: Competitors of Starbucks in terms of net promoter score	73
    Appendix 4: E-Thesis Deposit Agreement………………………………………………..78
Appendix 5: Declaration Form	80





List of figures
Figure 1.1: Growth of Tata Starbucks stores	9
Figure 1.2: Dissertation structure	12
Figure 2.1: Advantages of Social media marketing	19
Figure 2.2: AIDA Model	22
Figure 2.3: Factors of Marketing Mix Model	23
Figure 3.1: Research Onion Model	26
Figure 4.1: Awareness towards current promotional activities	33
Figure 4.2: Awareness of Starbucks' promotions and campaigns	35
Figure 4.3: Consistency of Starbucks' marketing messages	36
Figure 4.4: Frequency of visits to Starbucks' website or mobile app	37
Figure 4.5: Followers of Starbucks on different platforms	38
Figure 4.6: Customers' engagement with Starbucks' social media content	39
Figure 4.7: Main advantages of digital marketing efforts of Starbucks	40
Figure 4.8: Challenges encountered by customers with Starbucks' digital marketing	41
Figure 4.9: Ability of marketing promotions of Starbucks to influence customers' choice of new products or menu items	43
Figure 4.10: Ability of Starbucks' marketing efforts to influence customers' behaviour of visiting its stores or purchasing products	44
Figure 4.11: Customers rating on the digital marketing strategies of Starbucks based on their experience	45


[bookmark: _Toc137298392]Chapter 1: Introduction
[bookmark: _Toc137298393]1.1 Background
In the current competitive business landscape, effective marketing initiatives are an extremely crucial component for global organisations for maintaining a competitive edge and engaging with their target audiences. Integrated marketing communications (IMC) and digital marketing are the most crucial marketing approaches in recent years (Das, 2021). The current research is focused on critically analysing the impact of IMC and digital marketing on Starbucks, which is operating its business in the retail coffee and snacks store sector. 
According to Rehman et al. (2022), IMC is a marketing approach that combines different marketing communication tools or channels for delivering a unified message to the global target audience of an organisation. IMC involves integrating personal selling efforts, public relations, direct marketing, and sales promotion. On the other hand, digital marketing initiatives depend on the use of digital platforms for reaching out and engaging with consumers (Desai and Vidyapeeth, 2019). Digital marketing of an organisation includes social media marketing search engine optimisation content marketing mobile marketing online advertising and email marketing. 
Starbucks is one of the leading companies in the global retail coffee and snacks sector that is renowned around the world for its premium quality of coffee and snacks and consumer-centric approach (Starbucks, 2022). Starbucks is witnessing intense competition from local as well as international coffee chains while operating its business in the global market (Comparably, 2023). For example, in terms of net promoters’ score Costa Coffee is the main competitor of Starbucks (Refer to appendix 3). However, to deal with the intense market competition, the organisation has embraced both digital marketing and IMC strategies for enhancing its brand visibility and driving business growth. In this context, the current research is extremely focused on analysing the impacts of IMC and digital marketing on Starbucks. 
[bookmark: _Toc137298394]1.2 Research problem
The following research has been extensively focused on the context of integrated market communication and digital marketing specifically considering the aspect of Starbucks. Therefore, the problem statement of this research is to focus on the impact of Integrated Marketing Communication (IMC) along with the potential opportunities and challenges that are incorporated with digital marketing strategies. Referring to this, several pieces of evidence and information would be taken into consideration to further evaluate the entire research purpose that would significantly address this research criterion particularly. 
[bookmark: _Toc137298395]1.3 Rationale
IMC is critical and spreading the brand message to a bigger audience in this competitive business marketplace (Rehman et al. 2022). Moreover, IMC supports the integration of all necessary marketing elements to transmit a consistent message to prospective and established consumers. Leading organisations are having Integrated Marketing Communication software 1.5X more than the average business (Think with Google, 2023). Apart from this, it has been noted that 76% of individuals are using artificial intelligence weekly (Think with Google, 2023). Referring to the context of Starbucks, the organisation has created a joint venture with Tata Consumer Products and established a company name Tata Starbucks Private Limited, which is managed in different locations in India. Starbucks was well ahead of other brands in implementing IMC in their marketing techniques, as it improved the business foundation with tremendous consumer appreciation and excellent branding along with using a well-known platform to promote and connect with the consumers (Lombardi et al. 2021).
[image: ]
[bookmark: _heading=h.4m8qegg61xi7][bookmark: _Toc137298353]Figure 1.1: Growth of Tata Starbucks stores
(Source: Keelery, 2023)
With efficient IMC, Starbucks has been able to understand consumer requirements in India. As Indian consumers seek out more plant-based dietary options, Tata Starbucks collaborated with a local plant-based meat start-up named Imagine Meats to launch their Vegan Hummus kebab wrap, vegan sausage croissant roll, and many more (Starbucks, 2022). In addition, Starbucks also focused on customising their beverages option with plant-based dairy replacements such as soy milk, and oat milk, and the newly released vegan food menu for a better business understanding (Starbucks, 2022). 
Starbucks remains very committed to delivering more customisable options for Indian customers, which is significantly influencing their business store growth. For example, as noted in Figure 1.1, with 268 stores in the year 2022, Starbucks is increasing its dominance in the Indian market extensively (Keelery, 2023). 
Starbucks' significant digital transformation has been noted with the incorporation of machine learning along with focusing on automating employee scheduling and inventory management (Barsky, 2021). In order to improve their digitalisation perspective that has given consumers a seamless Starbucks experience. 
Apart from this, in the context of digital marketing Starbucks has offered a loyalty program of Starbucks Rewards which provides the member with personalised incentives and has over 1.3 million highly engaged members in 2020 (Starbucks, 2022). Starbucks has also released a pay tool for my Starbucks reward while also collaborating with different delivery partners such as Zomato with Swiggy (Starbucks, 2022).
Hence, from this analysis, it can be stated that Starbucks is improving its IMC and digital marketing prospects, which would be further evaluated in the study with the support of literature and factual evidence.
[bookmark: _Toc137298396]1.4 Aim and objectives
The aim of the present studies will be determined to focus on a review of Starbucks business strategies to enter India as a technique of overcoming the exhaustion that is developed in the competitive global market.
The objectives are as follows:
· To analyse the current IMC strategies implemented by Starbucks.
· To analyse the current digital marketing strategies utilised by Starbucks.
· To determine the opportunities and challenges of implementing digital marketing strategies.
· To investigate the impact of Integrated Marketing Communications and digital marketing strategies on consumer behaviour.
[bookmark: _Toc137298397]1.5 Research questions
The research question structured for this research is justified below:
1. What are the current Integrated Marketing Communications strategies implemented by Starbucks?
2. What are the current digital marketing strategies utilised by Starbucks?
3. What are the opportunities and challenges of implementing digital marketing strategies?
4. What is the impact of IMC and digital marketing strategies on consumer behaviour?
[bookmark: _Toc137298398]1.6 Significance of the study
IMC and digital marketing are the two most crucial components for companies in this current dynamic and competitive business landscape. In this regard, according to Liem and Arief (2023), global companies should implement IMC strategies as it has the potential to assist companies in positively increasing their brand awareness as well as sales rate. On the other hand, in recent years with the growing use of the internet and mobile phones, the significance of digital marketing has increased among global companies including a company like Starbucks, which is operating in the retail coffee and snacks sector. Likewise, to global researchers the context of digital marketing has also been recognised as a significant factor that assists businesses to ensure their success rate, as digital marketing enhances the competitiveness of businesses and accelerates their growth (Zhu and Gao, 2019). Thus, as the study is focused on IMC and digital marketing, which are significant contexts in the current business landscape, the study has great significance. Furthermore, the significance of this research paper can be seen through its contribution to generate an understanding of the impacts of IMC and digital marketing on Starbucks, which is the focus of the study. 
[bookmark: _Toc137298399]1.7 Dissertation structure
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[bookmark: _heading=h.867ztrrcgbd0][bookmark: _Toc137298354]Figure 1.2: Dissertation structure
(Source: Created by researcher)
The following research has been constructed based on a critical understanding of the research topic with factual evidence and interpretation. Therefore, to evaluate the research topic effectively the entire study has been subdivided into five different chapters. Starting from the introduction where an introductory context reflects on the research topic with structuring aims and objectives specifically. Moreover, the second chapter is based on reviewing the literature, where different authors' perspectives are generalised and reviewed to have a critical understanding of the research topic. The third chapter refers to the methodology, which focuses on the data collection procedure while understanding the appropriate way of collecting data that would be accurate for analysing and evaluating the research topic extensively. Furthermore, data analysis is referred to in the fourth chapter where the collected information is analysed with the support of themes that are directed to the research aim and objectives. Apart from this, the final chapter refers to the conclusion and recommendation where the research is concluded by offering a few recommendations based on the entire study.
[bookmark: _Toc137298400]1.8 Summary
Considering the entire analysis and interpretation the introductory section focused on the brief background of the research topic while highlighting the research problem respectively. Apart from this, to offer an appropriate pathway towards proceeding with the research, the aim, and objectives along with research questions have been structured efficiently. Moreover, a rationale has been provided specifically referring to a few evidence of Starbucks and its IMC and digital marketing. Nevertheless, the significance of the study has been referred to with a focus on dissertation structure to offer a clear picture in terms of structuring the entire study with appropriateness. Other than this, the adjoining chapter would focus on a critical literature review while considering different journals and articles.




[bookmark: _Toc137298401]Chapter 2: Literature Review
[bookmark: _Toc137298402]2.1 Introduction
In this following section of the literature review, different perceptions of various scholars would be reviewed for evaluating and critically assessing the concept of integrated marketing communication for companies. Moreover, in this section of the research, a detailed discussion on understanding the concept of integrated marketing communication would be presented. Furthermore, as the discussion progresses, a wide range of analyses on integrated marketing communications strategies along with their impact on consumer behaviour would be highlighted. Finally, the digital and integrated marketing strategies adopted in the coffee industry along with opportunities and challenges with an in-depth understanding through theories would be discussed. 
[bookmark: _Toc137298403]2.2 Concept on integrated marketing communications
IMC can be typically defined as a foundational concept of marketing and this has been specifically useful for multichannel marketing strategy (Muhammedrisaevna et al. 2020). Through IMC, a brand becomes capable of reaching its customers in an efficient and systematic manner. This concept is not only applicable to advertising but also to all forms of business communications. The main components of IMC typically include advertising, sales promotion, personal selling, public relations (PR), and direct marketing (Kushwaha et al. 2020). There are different aspects due to which IMC is getting used in companies in an enhanced manner. One of the main aspects can be defined as assisting in building brand awareness. As per the opinion of Ahmad et al. (2020), different companies are using YouTube as a significant medium for enhancing brand awareness, nurturing the purchase intentions of customers, and escalating brand image. In regards to IMC, YouTube has been perceived differently by companies. It has been significantly noticed that while searching for something on Google, YouTube always remains at the top, which differentiates it from the other platforms. Thus, it can be stated that the use of social media for IMC has been effective in building and enhancing brand awareness. 
Furthermore, through the appropriate use of IMC, consistency can be maintained throughout the whole journey of consumers. In contrast to the opinion of the previous scholar, Laurie, and Mortimer (2019) states that IMC requires people to work together so that integration in the brand touchpoints can be maintained and the customer journey can be facilitated in a smooth and effective manner. Additionally, the understanding of Kushwaha et al. (2020) reflects that the major role of IMC is towards conveying messages and building healthier relations with target audiences. This alternatively assists in enhancing the brand equity of companies. Thus, from these, the main concept of IMC can be determined to a substantial extent.
[bookmark: _Toc137298404]2.3 Current IMC strategies in the retail coffee and snacks sector
In accordance with the study of Loc (2020), current IMC strategies in the global retail coffee and snacks sector include storytelling differentiation, social media advertising, influential marketing, public relations, CSR (Corporate social responsibility) initiative, and others. Particularly, in terms of brand positioning and messages IMC strategies of global coffee chains include differentiation and storytelling. Apart from that, the study of Adellya Olayya and Samatan (2020) found that coffee shops also use word of mouth, which relies on stories of individuals as one of the effective advertisement processes. 
On the other note, Wu (2022) found that traditional media and social media advertising are significant IMC strategies used by the global coffee chain in terms of their advertising and promotion initiatives. On the other note, it is also observed that retail coffee and snack businesses are also focused on creating a community around their brand. For example, Starbucks is extremely focused on creating an online community and increasing its sales by focusing on both online and offline promotions through its IMC (Wu, 2022). Apart from that, influencer marketing is another advertising and promotion-related strategy of IMC, which is used by companies in this sector. In this context, the findings of Haenlein et al. (2020) clearly reflect that coffee shops can use influencers in their promotions and advertising initiatives for ensuring their sales growth. In contrast, considering the findings of Haenlein et al. (2020), it is also noted that some content creators or influencers can make the advertising of a coffee shop too polished; hence, that can be less relatable to the community and can negatively impact the sales rate. 
In terms of increasing customer engagement and loyalty, global coffee chains use IMC strategies such as community building, mobile applications, and email marketing. Collaborating with celebrities or influencers has become one of the popular strategies in the global retail coffee and snacks sector. For example, Li (2022) found that Luckin is using an integrated online and offline marketing strategy, which includes influencers, celebrities, and mobile applications. These kinds of IMC strategies allow global profit teams to enhance their customer engagement as well as loyalty. This, in turn, allows coffee chains to enhance the rate of customer retention as well as sales growth. Apart from that, public relations campaigns are one of the strategies used by coffee chains, as one of the IMC strategies for ensuring public relations and CSR, which ensures the improvement of their brand image (Liu et al. 2022). Companies in the retail coffee and snacks sector always focus on engaging in public relations for managing their reputation as well as brand image, by considering public relations campaigns as an IMC strategy. This kind of initiative of global coffee chains always includes communication, participation in events, and media relations (Putra and Pinariya, 2022). 
On the other hand, CSR initiatives are also considered as an IMC strategy for global coffee chains. Through CSR initiatives companies in this industry reflect their commitments toward community, development sustainability, and fair trade, which also impact their brand image and recognition in a positive manner (Zhu et al. 2021). IMC strategies of coffee chains also involve communicating their CSR efforts including local partnerships for supporting local farmers and vendors, charitable initiatives, eco-friendly packaging, and others. This strategy directly impacts the brand value of coffee change and attracts customers who are conscious of the environment and sustainability-related facts. 
[bookmark: _Toc137298405]2.4 Impact of integrated marketing communications on consumer behaviour
Companies are addressing IMC significantly due to its positive impacts on increasing sales and brand awareness for a company. Primarily, it needs to be understood that through effective utilization of IMC tools, customer behaviour towards making purchases from a company gets triggered. As per the opinion of Puspanathan and Yee (2022), consumer behaviour can be referred to as the behaviour and attitudes of consumers towards the processes of buying a product or service. Additionally, through advertising with the use of efficient IMC tools, consumer behaviour gets impacted the most. It has been analysed that there is a significantly positive relationship between customer behaviour and IMC tools. IMC tools have the capability for influencing customer behaviour by 75% (Puspanathan and Yee 2022). Among these tools of IMC, advertisements can be noticed to be the most effective tool that has influenced customer behaviour the most. Apart from just advertisements, PR, promotion, and others influence customer behaviour. Thus, through the effective use of IMC tools, companies can effectively attract and retain consumers.
Furthermore, as per the understanding of Rangaswamy et al. (2021), IMC works through all four elements of the marketing mix that are price, product, marketing communications, and placement. Using IMC, manipulative tactics get effectively used by companies for influencing the minds of customers towards making purchases of a product or service of a company. However, the tactics of manipulation need to be effectively dispersed using IMC to effectively impact consumers. Furthermore, apart from just influencing customer behaviours through the effective use of IMC, it also needs to be understood that IMC potentially helps in enhancing sales (Kurniawan and Ariani, 2022). Through nurturing customer behaviour, sales enhancement becomes an interlinked process that gets addressed through the IMC use by companies. 
On the other hand, by enhancing customer behaviour through IMC, brand image can be effectively improved. IMC ensures that the brand elements are lined up seamlessly which assists in maximizing the market impact of a company by making use of a unified approach. Furthermore, IMC also impacts being a cost-effective prospect for a company (Das, 2021). Companies in recent times are looking forth towards reducing any unnecessary costs for enhancing the level of profitability and for acquiring options for investing further in important aspects. Hence, for reducing costs, companies are making substantial use of IMC for curbing the costs of design, copywriting, and photography. 
Moreover, it also has a massive impact on maximizing Return on Investment (ROI) (Das, 2019). With the application of IMC, companies become enable towards crafting new ideas for developing an engaging and thoughtful message that results in prompt customer actions. This factor impacts enhancing sales level along with the quality of content. However, IMC needs to be used effectively for generating maximum effect on a company on a positive level. Thus, it can be substantially understood that IMC has different positive implications, which evidently impact on nurturing customer behaviour for companies in the long run. Apart from just customer behaviour, it impacts sales, costs, and others. Thus, the implications of IMC in the modern day can be effectively understood. 
[bookmark: _Toc137298406]2.5 Digital marketing strategies adopted by retail coffee and snacks industry
According to Putri and Sanica (2022), digital marketing strategy has been used by global businesses including in the retail coffee and snacks sector due to its ability of assisting businesses to increase consumer awareness that can further influence their sales rate. Currently, digital marketing has become one of the most significant marketing media due to its extensive demand among the population as well as marketers for supporting different activities to be carried out (Putri and Sanica, 2022). The inclusion of digital marketing strategies has helped in maintaining the promotions of the organisation properly so that the customers can get to know about the brand positioning of the organisation properly. As suggested by Dewi et al. (2023), the competition among organisations in the retail coffee and snacks industry has included digital marketing strategies so that brand recognition becomes easier for the organisation. Retail coffee and snacks industry has involved new digital marketing strategies such as content marketing, email marketing, Social Media marketing, Affiliative marketing, and SEM (Search engine marketing) to maintain the marketing operations property. The involvement of digital marketing strategies provides uniqueness to the organisation so that the business is easily developed in the organisation. The creation of the digital marketing strategies is dependent on understanding the customer has needs and managing them properly. Content marketing is one of most used digital marketing strategies, which helps in attracting the customers by engaging them with articles and videos (Lopes and Casais, 202). 
As per the views of López García et al. (2019), email marketing is another way, which helps in improving awareness among the customers about the offers, discounts and other new services involved in the organisations. In this process, digital leaflets are distributed among the customers' email to attract them with different offers in the organisations. In the retail coffee and snacks industry, this is a most used digital marketing strategy, which attracts the customers. For example, Dunkin' Donuts managing its digital marketing has used e-mail marketing operations to inform its customers regarding the development of the eco-friendly products in the organisation (Yohn, 2019). This strategy has helped in providing innovative products to the right customers at the right time. Inclusion of the brand to connect with the audiences helps in improving the traffic to the websites by which customer’s engagement to the organisation gets increased (Chatterjee and Kar, 2020). The involvement of eye-catching videos regarding the products in the social media platforms helps in maintaining the promotions of the products. In the retail coffee and snacks industry, there is a huge competition; therefore, promoting products with the influencers of social media helps in maintaining the business developments properly. 
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[bookmark: _heading=h.dka7kfcw0mll][bookmark: _Toc137298355]Figure 2.1: Advantages of Social media marketing 
(Source: Chatterjee and Kar, 2020)
Another important digital marketing tool is affiliate marketing in which an affiliate earns money in promoting other brands or organisations. In this, the commissions are provided to the person who promotes the brands with every visit by clicking the links of the products. In this, the performance-based marketing strategy is involved which helps in attracting the customers (Paranna and Andersen, 2022). The retail coffee industry uses this strategy by promoting their retail products by the social media influencers. This helps in attracting followers of the influencers by which the development of the digital marketing strategy can be enhanced. SEM processes are involved in organisations to manage the product promotions through paid advertisements, which appear on the search engine page. For example, Google’s pay-per-click (PPC) is a tool, which is used in maintaining the digital marketing operations through the SEM process (Astari, 2021). The inclusion of Google ads in the search engine page helps in attracting the customers towards the product so that customers can visit the organisation latest once. The key works with large searches are identified at first in maintaining the advertisements so that with every click the market pays to the engine provider so that the promotions of the products of the organisations are managed properly. 
[bookmark: _Toc137298407]2.6 Opportunities and challenges of implementing digital marketing strategies
Digital marketing strategies provide a roadmap to the organisation, which helps in managing the efforts of the organisation to reach customers for developing the business processes (Percy et al. 2023). This helps in promoting the business through digital platforms so that organisation saves time to access the customers. Therefore, there are different opportunities such as easy to manage global and local reach, low cost, earning through the digital marketing operations, managing efficient target, multiple ways to business strategies can be adopted (Low et al. 2020). These opportunities help in maintaining the internationalisation of the organisation appropriately. The opportunity of global reach of the products through online accessibility helps in targeting the international audiences for managing the business operations appropriately. However, the traditional marketing process is labour intensive, which is based on the local market only (Katsikeas et al. 2020). Therefore, the implementation of online promotions through digital tools can help the organisations to reach international markets. 
The organisations often get low-cost opportunities in managing the digital marketing operations as it helps in generating cost-effective solutions (Čikošev, 2019). The involvement of social media marketing content marketing provides low-cost investments, which help in maintaining cost saving operations with marketing in the organisations. Moreover, effective targeting is managed through the implementation of the digital marketing operations (Hartanto et al. 2022). The inclusion of SEM has provided targeting the customers that are inclined towards the business operations. This helps in gathering more customers to the organisation so that business needs are managed properly. However, there are many challenges, which are affecting the operations of digital marketing strategies in organisations. The involvement of the digital marketing strategies is affecting the privacy of the data-sharing regulations. Estrada-Jiménez et al. (2019), the involvement of the third-party cookies in the websites affect the personal information of the users for which the digital marketing strategies are getting affected. This is the reach for which visitors are afraid of using the digital platform for engaging themselves in watch advertisements or trusting them. This also affects negatively on targeting the customers to the organisations. 
Skill gaps among the customers in the organisations are affecting the Digital marketing operations to get proper ROI (Return on Investment). This is imparting on the skill gas of the current marketers to reach the audiences properly (Bist et al. 2022). Moreover, the frequent changes in global trends are affecting the business operations by which sustainability in the business operations is managed properly. The changing trends of the markets is affecting the product duration in the market for which the marketing operations are required to be changed by the organisation. 
[bookmark: _Toc137298408]2.7 Theoretical underpinnings
[bookmark: _Toc137298409][bookmark: _Hlk137135064]2.7.1 Kotler marketing theory
Kotler marketing theory is based on understanding the marketing operations that an organisation can involve to manage the target market (Praesri et al. 2022). The selection of target market using this theory helps in understanding the market profitability by addressing the needs of the customers. This helps in improving the integrated marketing options in an organisation so that business developments can be managed properly. As suggested by Miller (2019), Kotler marketing theory helps in developing an urgency of the products for buying by the customers, which helps in managing the business successfully. Adopting this theory by the retail coffee and snacks industry can help in managing the marketing opportunities so that the business development operations can be maintained properly (Ismunandar et al. 2023). This theory helps in managing evolution in the marketing operations as per the trends involved in the market. The sustainability of the marketing operations in organisations is managed through the inclusion of this theory. This theory helps in including the marketing mix of the organisation by which the stations of the markets are determined properly (Praesri et al. 2022). The involvement of the strategic marketing operations is involved with this theory so that unique strategies of marketing that are trading in the market are adopted by the business. Innovations and durability are the main components of this theory so that the marketing in the new economy is managed properly. Qazzafi (2019) has mentioned that organisations adopting this have broadened the application of new marketing operations so that the organisation can easily reach the customers. 
[bookmark: _Toc137298410]2.7.2 AIDA Model
The AIDA model is a framework that focuses on the four different factors of marketing that could be effective in identifying the stages during the process of purchasing a product or service (Purbaningsih et al. 2022). Hence, it focuses on attention, interest, desire, and action regarding the factors of customers while purchasing a product or a service. It provides a basic advantage to the management facilities, utilising digital marketing, sales strategies, and public relation campaigns (Jiang et al. 2023). Thereby, it enables the management to get a basic understanding regarding the series of steps or stages of the customers in reference to their purchase decision. 
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[bookmark: _heading=h.w2u3kkj97tev][bookmark: _Toc137298356]Figure 2.2: AIDA Model
(Source: As influenced by Jiang et al. 2023)
In reference to the above figure, it provides the basic advantage to the management facilities to focus on improvising their digital marketing strategies for better performance and end results (Jiang et al. 2023). Thereby, the model is going to provide the ability for the research to successfully identify different factors in reference to the concept of integrated marketing communication. Moreover, it will also provide the basic knowledge regarding the IMC strategies that could be implemented within the retail coffee and snacks stores for better performance (Jiang et al. 2023). The model can also be utilised in successfully implementing digital marketing strategies that could be adopted by the retail coffee and snacks industry for better customer retention (Ala-Krekola, 2021).
[bookmark: _Toc137298411]2.7.3 Marketing Mix Model
The concept of the marketing mix model is a framework that helps in statistically, analyse, different multivariate factors based on sales and marketing (Tong et al. 2020). It focuses on analysing each sale and marketing data in reference to estimate the impact of various marketing strategies. For instance, it includes macro-economic factors, distribution, seasonality, rice, promotion and coupons, sponsorship, television advertising, digital media, and strategies of different social media (Ng et al. 2021). Based on the marketing mix model, it primarily focuses on the factor of sales by the utilisation of different factors that relates to marketing strategies.
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[bookmark: _heading=h.df4d2x4ybl5h][bookmark: _Toc137298357]Figure 2.3: Factors of Marketing Mix Model 
(Source: As influenced by Ng et al. 2021)
In reference to the above figure, digital media has been noted to be one of the crucial factors that could be implemented for this study. It would provide the advantage to the researcher to successfully analyse different factors of digital media in reference to the impact of integrated marketing communication on consumers’ behaviour. Moreover, it will also provide the ability to successfully analyse social media in reference to digital marketing strategies adopted by the retail coffee and snacks industry (Gordon et al. 2021). 
[bookmark: _Toc137298412]2.7.4 Honeycomb model 
The Honeycomb Model for Social Media Strategy provides a comprehensive framework for comprehending and carrying out integrated marketing communications and digital marketing. For integrated marketing communications and digital marketing, it is critical to have a distinct and recognisable brand identity (Pietikäinen, 2020). By defining its brand's values, purpose, and personality, Starbucks can make sure that these aspects are conveyed throughout all digital platforms. Starbucks may improve its online visibility by maintaining a significant presence on a variety of online venues, such as social networking platforms, review websites, and business forums. Starbucks may interact with customers and have discussions about its brand, goods, and services by actively participating in relevant online communities. 
For integrated marketing communications and digital marketing to be effective, relationships with customers must be cultivated (Juska, 2021). Starbucks can communicate directly with its audience and promote a feeling of community through social media channels. Success in integrated marketing communications and digital marketing depends on managing and upholding a favourable brand reputation (Prabantoro and Hariyanto, 2019). To keep track of how its brand is regarded, Starbucks may keep an eye on online discussions, reviews, and sentiments on social media. For integrated marketing communications and digital marketing initiatives, producing pertinent and interesting content is essential. The interests, tastes, and values of Starbucks' target audience may be considered while creating a content strategy. 
[bookmark: _Toc137298413]2.7.5 Race model 
Reach 
Starbucks' integrated marketing initiatives are effective at helping it reach its target demographic. The business uses a variety of platforms, including social media, conventional advertising, and collaborations, to increase brand awareness and draw in new clients (Lombardi et al. 2021). Starbucks is able to communicate with a large audience and generate talk about its goods and promotions because of its robust social media presence and millions of followers across platforms. 
Act 
Starbucks successfully motivates its customers to act by using appealing actions and easy-to-use interfaces. Their loyalty programme and mobile app are two exceptional instances of how they encourage customer action. While the loyalty programme gives incentives and personalised offers to encourage repeat purchases, the mobile app offers convenience by enabling consumers to order and pay in advance (Nemmaniwar, 2022).
Convert 
Starbucks has mastered the practice of converting potential consumers into paying customers through conversion. Their marketing efforts emphasise highlighting the distinctive selling points of their goods, such as their superior coffee, flexible customising possibilities, and warm retail settings (Duncza, 2021). 
Engage 
When it comes to interacting with consumers and encouraging brand loyalty, Starbucks succeeds. Their integrated marketing efforts place a strong emphasis on fostering community and emotional relationships (Alwaleed et al. 2019). Customers are urged to share their Starbucks experiences and participate in online discussions through programmes like "Meet Me at Starbucks" and seasonal ads. 
[bookmark: _Toc137298414]2.8 Literature gap
Considering the overall discussion of this chapter, it is observed that there are a significant number of researches that are focused on IMC and digital marketing tactics as well as their impacts on businesses of different sectors. However, there is a literature gap, as there is no specific research that is dedicatedly conducted in the particular context of analysing the impacts of IMC and digital marketing on a global coffee chain such as Starbucks. This gap will be mitigated with the completion of this particular research, as the study is particularly focused on critically analysing the impacts of IMC and digital marketing on a globally renowned coffee chain, Starbucks. 
[bookmark: _Toc137298415]2.9 Summary
The overall critical literature review has made it clear that in the global retail coffee and snacks sector, the concept of digital marketing and IMC is extremely popular as well as recognised. IMC and digital marketing strategies are continuously assisting businesses in this particular sector to properly communicate with their customers and ensure positive relations with them. In this regard, businesses use strategies such as influencer marketing, social media marketing, CSR initiatives, public relations, and others that impact their brand awareness recognition reputation in a positive manner. Despite providing opportunities for global businesses to grow, digital marketing also includes some challenges that are related to the protection of information, skill gaps, and continuous changes in global trends. Overall, IMC and digital marketing are assisting businesses to have a significant consumer base and ensure profitability in the competitive business landscape. 



[bookmark: _Toc137298416]Chapter 3: Methodology
[bookmark: _Toc137298417]3.1 Introduction
The following chapter would present the description of all the methods that the research has found proper in terms of application and use in this research. The chapter offers a comprehensive justification of all the methods that have been employed by the research while comparing each method with its alternatives to prove and justify the choices. The chapter also sheds light on the strategy and methods used by the research to collect data and information for this study. The sources of the data and their potential relevance to the topic of the research have also been highlighted. The chapter also sheds light on the difficulties and challenges that the researcher came across while conducting this research and the potential ethical standards that have been maintained throughout the study. 
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[bookmark: _Toc137298358]Figure 3.1: Research Onion Model 
[bookmark: _Toc137298418]3.2 Research Philosophy
There are different research philosophies that are adopted by researchers for conducting studies of various kinds. In this context, the two most widely employed philosophies in research are interpretivism research philosophy and its counterpart Positivism research philosophy. Both these research philosophies have their own unique perspective in terms of the application and analysis of data (Tamminen and Poucher, 2020). 
The use of the positivism research philosophy over the interpretivism research philosophy is appropriate for examining the effects of integrated marketing communications and digital marketing on Starbucks. Understanding the intricacies of human behaviour, social circumstances, and the subjective character of meanings and experiences connected to marketing techniques requires a more positivism approach (Alharahsheh and Pius, 2020). As a research philosophy, interpretivism is grounded in the natural sciences and places a strong emphasis on finding observable, quantifiable facts, and regularities. It aims to create universal rules and generalisations as well as causal linkages. The dynamic and subjective components of human behaviour and social situations, such as those present in the field of marketing, may not be successfully studied using interpretivism, even though it offers a systematic and objective method to research. On the other side, positivism acknowledges the significance of context, individual interpretations, and a thorough understanding. It recognises that people vary from physical events in that they derive meaning from their experiences (Park et al. 2020). Positivism enables a more comprehensive examination of the subject in the study of integrated marketing communication and online advertising, where human behaviour and perceptions are key.
Positivism considers factors that influence the emergence of various social realities, such as cultural distinctions, personal situations, and historical settings. This method allows for a more in-depth investigation of how integrated marketing communications and digital marketing affect Starbucks as a brand and its customers and is in line with the complex character of marketing. Positivism and its dependence on quantitative research techniques are one of its advantages (Hürlimann and Hürlimann, 2019). Individual observations, points of view, and subjective meanings are most effectively expressed through quantitative techniques. By using these techniques, researchers can fully comprehend how integrated marketing communications and digital marketing activities affect stakeholders, consumer behaviour, and brand perception while also examining the specific context of Starbucks. Positivism also acknowledges the significance of the researcher's engagement and dedication in developing the study questions and finding pertinent issues. It recognises that researchers are not distant spectators but are actively involved in the research process (Bonache, 2021). This participation enables a more contextualised and detailed investigation of the research issue and ensures that the research findings are in line with the conditions of the study.
[bookmark: _Toc137298419]3.3 Research approach
The research approach helps in the development of a theoretical analysis of data and information while also laying the foundations of the reasoning technique, which is either a top-down approach or a bottom-up approach. These approaches are implicated as the inductive research approach and inductive research approach respectively (Tsai, 2019). Compared to an inductive research strategy, using a deductive research approach is more appropriate for this study. A deductive approach enables a more contextualised and exploratory exploration of the subject, allowing the researcher to produce fresh ideas and hypotheses from the facts gathered. This method fits very nicely with the difficulties of researching how marketing communications and digital techniques affect a particular brand, like Starbucks. 
Inductive research follows a top-down methodology where researchers begin with a theory or hypothesis and test it using actual evidence (Lee and Lin, 2019). It is frequently connected with positivism. Even though inductive reasoning offers a systematic and hypothesis-driven methodology, it has not been considered the best choice for researching intricate social issues like marketing, which necessitate several variables and contextual considerations. On the other hand, the deductive research technique begins with the gathering and analysis of actual data, allowing for the emergence of patterns and themes that are then utilised in developing theories and an explanation (Pandey, 2019). This bottom-up strategy helps the researcher to capture the minute details, context-specific aspects, and unexpected insights that may emerge from the data, making it more suitable for examining the impact of comprehensive advertising and digital marketing in the context of Starbucks.
The researcher may become fully immersed in the data gathered from numerous sources, including primary data analysis and studies that have been done on Starbucks and its stakeholders, and analysis of marketing campaigns and digital strategies, by using a deductive research technique. This method facilitates a comprehensive investigation of the effect, revealing the variety of variables and mechanisms that affect consumer perceptions, brand loyalty, and commercial consequences. Additionally, the practice of marketing is frequently dynamic and always changing (Young et al. 2020). Particularly when it comes to digital marketing tactics, changes in consumer behaviour and technology improvements occur quickly. The agility and flexibility required to capture these changing features of the marketing landscape are made possible via deductive research. It helps the researcher recognise new patterns and trends, investigate innovative concepts, and change the research's emphasis in response to new data.
An inductive research strategy, on the other hand, can restrict the investigation to pre-existing assumptions and ideas, thereby excluding new and important facts that might contradict or enhance current research (Teru et al. 2020). Additionally, the use of quantitative research techniques like observations, surveys and interviews is especially helpful in the study of marketing, which is supported by the deductive research approach. With the use of these techniques, the researcher can explore the subjective views, experiences, and actions of stakeholders and Starbucks consumers as depicted in existing research, case studies and a wide range of literature (Xu et al. 2020). They offer comprehensive and in-depth data, which helps in comprehending the underlying mechanisms, and factors that influence how marketing initiatives affect customer behaviour and brand image.
[bookmark: _Toc137298420]3.4 Research design
Research designs of studies depict the overall framework that the researchers adopt in the context of data collection and analysis. There are thus mostly three forms of such research designs, which are exploratory, explanatory, and the descriptive research design (Sileyew, 2019). The application of a descriptive research design has been found to be more suitable compared to exploratory and explanatory research designs in the context of this study. To describe and comprehend the present situation and features of a given occurrence, a descriptive study approach enables the methodical gathering and analysis of data. Given that it gives a thorough overview and in-depth examination of the current situation, this strategy has fitted well with the goal of analysing how marketing communications and digital tactics have affected Starbucks.
Exploratory research designs are typically employed when the subject is understudied or not well understood (Mishra and Alok, 2022). Researchers seek to discover new ideas, establish connections between many aspects, and produce new perspectives on the topic of concern. Even though exploratory research might be helpful in the initial phases of a project, it might not be the best choice for examining how marketing communications and digital marketing have an effect on a well-known brand like Starbucks. In this instance, there is already a significant amount of information and comprehension regarding marketing tactics and their impacts on the success of brands. As a result, reporting and evaluating current practices and their results should take precedence over considering alternatives (Attah et al. 2019).
Similar to connections between events, explanatory study strategies seek to identify why particular events occur. These designs work better when it is necessary to test theories or hypotheses and identify the underlying causes of observable effects. Understanding the processes and relationships between causes is crucial, but it may not be the main emphasis of the research on how integrated advertising and digital marketing have affected Starbucks. The emphasis should instead be on giving a thorough explanation of the present marketing strategies, their efficacy, and the effects they have on the brand and customer behaviour (Bougie and Sekaran, 2019). On the other hand, a descriptive research approach enables the researcher to gather information from a variety of primary data sources and respondents through the survey. 
[bookmark: _Toc137298421]3.5 Research Strategy
The quantitative research strategy has been incorporated in the study for analysing the impacts of IMC as well as digital marketing on Starbucks. The quantitative research strategy is considered as an approach that is utilised in empirical research for gathering, analysing, and interpreting numerical data for properly studying phenomena and making statistical inferences (King et al. 2021). This particular research strategy emphasises the collection of information that can be properly quantified like numerical observations and survey responses. This strategy can provide accurate measurements of different research variables. With the use of this research strategy, a survey has been conducted for collecting data that allows the study to include data that can be measured as well as quantified and ensure the achievement of research objectives. 
[bookmark: _Toc137298422]3.6 Data collection method
Data collection techniques take a significant part in the research process as the overall outcome of a study depends on the collected data and their interpretation (HR and Aithal, 2022). The primary data collection method has been considered for collecting information regarding IMC and digital marketing initiatives of Starbucks and their impacts on its overall business. The primary technique for data collection is considered as a process of gathering original information directly from research participants (Franzitta et al. 2020). Thus, for this research paper the researcher has opted for survey process to collect primary data collection where participants were shared with a Google Form where survey questionnaires were presented. Close ended questions were set and relevant options under each question were provided and participants were asked to select questions as per their understanding. An e-mail along with the attachment of Google Form, Participant Information Sheet and Consent Form was sent to a set of 50 participants and their responses were collected online. Moreover, a time schedule of 7 days was given to the participants to fill the form. 
One of the main advantages of the primary survey, as a data collection method is its ability to allow researchers to be focused on obtaining information that can directly address research objectives by asking direct questions related to research objectives to participants. Therefore, with the use of the primary technique information in the study has been collected that directly contributes in meeting research objectives and responding to questions. However, the only disadvantage faced with this type of method is that it is quite time consuming and data may not always be accurate. 
[bookmark: _Toc137298423]3.7 Sampling method
The sampling method is considered as a tactic that is used for selecting a set of individuals from a population for collecting information in research (Lehdonvirta et al. 2021). The consideration of sampling methods impacts data collection and interpretation. In this particular research context, the simple random sampling technique is incorporated. The advantage of this sampling technique emphasises the random selection of individuals from a population where every respondent can have an equal chance of being chosen and participating in a study (Lehdonvirta et al. 2021). Hence, with the use of this technique, a survey has been conducted with a sample size of 50 participants, who are customers of Starbucks. However, the disadvantage if this sampling technique is that it might fail to consider a complete list of the population; thus, may create a gap in the findings.
[bookmark: _Toc137298424]3.8 Data analysis
Data analysis is one of the most critical aspects of research, as it emphasises properly organising processing, and analysing collected information for driving meaningful insights and drawing conclusions. The primary quantitative data analysis method has been taken into consideration to conduct the complete study for analysing the influence of IMC and digital marketing on Starbucks. The primary quantitative method for analysing information is seen as a process of interpreting and analysing numerical information that is gathered from participants directly (Sürücü and MASLAKÇI, 2020). Through the incorporation of primary quantitative techniques, the collected information has been analysed properly by properly presenting them. In this regard, the researcher has been focused on preparing data before analysis by organising them in a presentable manner, providing descriptive statistics, and interpreting data. 
[bookmark: _Toc137298425]3.10 Ethical consideration
Ethical considerations are always seen as one of the most significant paramounts in research. This is because a focus on ethical consideration assists researchers in properly conducting research in a more responsible manner by ensuring the reliability, validity, and authenticity of the study (Ross, 2019). In order to emphasise ethical consideration in this particular research paper, a great focus on familiarising ethical guidelines and the protection of participant confidentiality have been provided. Apart from that, for ensuring data protection as well as avoiding issues related to this the guidelines of GDPR and the Data Protection Act 2018 have been taken into consideration (GOV, 2023). Apart from that, the directions of the “Copyright, Designs, and Patents Act 1988” are also considered (GOV, 2023). Collected primary data are protected in a drive of the university and will be deleted after the research accomplishment for avoiding misuse of data. 
[bookmark: _Toc137298426]3.11 Summary
The overall methodology chapter is focused on the inclusion of appropriate methods, which assist the study to be specific about findings and meet research objectives. The incorporation of a suitable research approach design and philosophy has positively contributed to the study to properly respond to research questions. Furthermore, the incorporation of the primary data collection technique and primary quantitative data analysis method has allowed the study to include relevant information that further directly impacted the overall quality of the study. 
[bookmark: _Toc137298427]3.12 Research limitation
The study has been specifically focused on analysing the impacts of IMC as well as digital marketing on Starbucks, which is also influencing a limitation in terms of generalizability. Specifically, the findings of the study are extremely focused on Starbucks, and its results are limited due to the limited sample size. Therefore, the limitation of sample size and the only focus on primary information has limited the overall outcome of the study, which would have been improved by providing a focus on using the mixed method in terms of collecting and analysing data. This is because this could have allowed the study to include primary findings and compare them with existing findings on the impact of digital marketing and IMC on Starbucks.


[bookmark: _heading=h.ago9rauk2qfg][bookmark: _Toc137298428]Chapter 4: Analysis of data 
[bookmark: _heading=h.dx7wobfm94af][bookmark: _Toc137298429]4.1 Introduction 
From the entire understanding of this study, it has been noted that the impact of integrated marketing communication and digital marketing is significantly increasing in the existing marketplace, which requires an in-depth analysis and understanding. Referring to this, the following section of analysis of the data has been focused on the information that has been collected from respondents through a survey questionnaire. Primary quantitative analysis has been the major focus of the researcher in terms of undertaking Starbucks and their current promotional activities and campaign that has significantly made consumers aware of Starbuck's consistency and a greater level of engagement with them. Thus, with the support of the questionnaire, the following analysis would be justified by focusing on the responses of 50 individuals who have been considered as a sample size of the study. Moreover, with a graphical representation of the survey the entire analysis would be justified effectively.
[bookmark: _heading=h.ucz2eab4kmqb][bookmark: _Toc137298430]4.2 Primary quantitative analysis 
1. Are you aware of any of Starbucks' current promotional activities and campaigns?
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[bookmark: _heading=h.p60mb5tnspr4][bookmark: _Toc137298359]Figure 4.1: Awareness towards current promotional activities
The findings reveal that a sizable majority of respondents, or 77.6%, are aware of Starbucks' promotional initiatives, demonstrating the company's effectiveness in building brand recognition and interacting with its target market. Given this high level of awareness, it is possible that Starbucks has put in place intelligent IMC tactics that successfully connect with and resonate with customers. Given that so many respondents are aware of Starbucks' marketing initiatives, it is clear that the company has a significant market presence and impact. It shows that the business has been successful in conveying its messages and interacting with customers through a variety of marketing channels. The widespread employment of several different promotional strategies by Starbucks, including conventional advertising, social media initiatives, event sponsorships, and collaborations, may be accredited with increasing public awareness. Starbucks has built a strong brand identity and kept a steady presence in customers' minds by utilising a variety of marketing platforms.
This high awareness rate has important consequences for Starbucks. Additionally, it indicates that the business has effectively stood out from rivals in a congested market and attracted the interest of its target audience. Any business must be able to stand out from the competition and grab consumers' attention, and Starbucks has clearly succeeded in doing so to a significant degree. Furthermore, this high level of awareness shows that Starbucks has been successful in cultivating brand loyalty and a sizable clientele. Customers who are aware of Starbucks' promotional efforts are more inclined to interact with the brand and stick around, which boosts sales and customer loyalty. Additionally, this outcome shows that Starbucks has been aggressive in implementing digital marketing techniques to connect with its consumers. The high level of knowledge of promotional activity implies that the business has effectively engaged customers via digital channels including social media, internet advertising, and email marketing. This is consistent with one of the objectives of the study, which was to examine Starbucks's existing digital marketing tactics. 
2. How did you become aware of Starbucks' promotions and campaigns? 
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[bookmark: _heading=h.k4ncohjo55bf][bookmark: _Toc137298360]Figure 4.2: Awareness of Starbucks' promotions and campaigns
The above response highlights both the reach of Starbucks' integrated marketing communications (IMC) tactics and the efficacy of various marketing platforms. The findings show that social media is the most important source of knowledge, with 68% of respondents saying they learned about Starbucks promotions via websites like Facebook and Instagram. This demonstrates the expanding importance of digital channels in interacting with and reaching customers. Social media has largely taken over as the main platform for spreading awareness, which highlights the changing nature of marketing and the growing significance of digital marketing techniques for companies like Starbucks. Social media platforms offer a personalised and engaging setting for Starbucks to reach a large audience with its promotional activities and campaigns. Social media is a great way to spread brand recognition and encourage customer loyalty because of its ability to target particular demographics and interact with people through interactive features and visual material.
The small proportion of respondents who discovered Starbucks promotions through conventional channels, such as television commercials (2%) and print advertisements (6%) show that these media may have a less significant influence on the target population than digital channels. This could be a result of consumers' shifting media consumption patterns, which include a big move towards digital platforms and a drop in conventional media. These findings show that Starbucks has to focus more on online advertising channels that have better reach and higher returns on investment when allocating capital.
Another significant source of information was word of mouth, with 18% of respondents saying they learned about Starbucks' promotions via referrals and interactions with other people. This emphasises the value of referrals from friends and family as well as the effectiveness of customer advocacy in influencing brand image and awareness. This shows that sharing favourable experiences and offers with others may dramatically increase the impact and reach of Starbucks' marketing initiatives. Interestingly, just one individual (1%) indicated that they became acquainted with Starbucks' promotions through a specific individual named Syed Hafeez. Although it is uncertain who Syed Hafeez is, this response may be an exceptional instance of personal influence or a regional marketing campaign that has been successful with a limited fraction of participants. Family and friends were mentioned as sources of information by 2% and 2% of respondents, respectively, suggesting the relevance of social networks and close relationships in disseminating knowledge about Starbucks' promotions. 
3. Do you think Starbucks' marketing messages are consistent across different channels? 
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[bookmark: _heading=h.6rasss7nfozf][bookmark: _Toc137298361]Figure 4.3: Consistency of Starbucks' marketing messages
According to the above data, 60% of respondents said Starbucks' marketing messages are consistent across all of its platforms, whereas 18% disagreed and said they are not. Furthermore, 22% of respondents expressed uncertainty regarding the coherence of Starbucks' marketing messages. A cohesive and unified brand identity has been successfully maintained by the business, according to the research showing that the majority of respondents believe Starbucks' marketing messaging is consistent across all media. For a company to gain customer trust and awareness, messaging consistency is essential. Consistency in marketing communications improves the consumer experience by reinforcing brand positioning and fostering a feeling of familiarity and dependability. This outcome shows that Starbucks has put in place strong procedures to guarantee that, no matter the marketing medium employed, its brand message remains constant. It shows that the business has a clear sense of its brand voice, visual identity, and message structure, all of which are regularly used across a range of marketing channels. Concerns regarding the effectiveness of the company's IMC initiatives are raised by the fact that a significant portion of respondents (18%) believe that Starbucks' marketing messages are inconsistent. Consistency in the message can prevent marketing initiatives from being as effective as possible by confusing consumers and diluting the brand's image. It is crucial that Starbucks thoroughly examines the causes of this view and corrects any inconsistencies in messages across various platforms. The consistency of the message may be improved by conducting an internal audit of marketing materials, revising campaign tactics, and maintaining effective communication and coordination across various teams in charge of various marketing platforms.
4. How often do you visit Starbucks' website or mobile app?
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[bookmark: _heading=h.oducaxvsa5bc][bookmark: _Toc137298362]Figure 4.4: Frequency of visits to Starbucks' website or mobile app
The findings show that 48% of respondents rarely use Starbucks' mobile app or website. This may indicate that a sizeable section of the target market does not commonly use Starbucks' digital channels to obtain information or make purchases. The large number of respondents who said they only occasionally used the website or mobile app shows that Starbucks may have trouble efficiently attracting visitors and promoting frequent use of their digital platforms. This might have an impact on the company's digital marketing tactics because it suggests that there might be a problem grabbing and holding customers' attention on these platforms. In order to discover possible barriers that prevent regular interaction, Starbucks should think about reviewing the user experience, content relevancy, and functioning of its website and mobile app. The response suggests that 34% of respondents visit the Starbucks website or mobile app more than once a week, on the other hand, points to a group of really engaged and loyal consumers. These people actively use Starbucks and its digital platforms to look for news and special offers, and maybe make purchases. Starbucks now has the chance to enhance and profit from this segment's involvement as a result of this study. To encourage regular visits and strengthen the relationship with these devoted clients, the business may think about adopting personalised experiences, loyalty programmes, and special offers. The percentages of respondents who indicated they visited once per week (14%) and twice per week (4%), respectively, also point to a modest degree of engagement with Starbucks' online presence. Even if these percentages may be somewhat lower, they nevertheless show a continuous degree of engagement with the brand's online presence. 
5. Which digital platforms do you follow Starbucks on mostly? 
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[bookmark: _heading=h.nosfa6ybsxvd][bookmark: _Toc137298363]Figure 4.5: Followers of Starbucks on different platforms 
The findings show that 86% of respondents follow Starbucks on Instagram, making it the most widely used channel for brand interaction. Facebook subsequently with 36% of respondents, YouTube with 30%, Twitter with 24%, and TikTok with 14%. The large number of respondents who follow Starbucks on Instagram implies that this social media site is a very successful venue for the business's digital marketing initiatives. Instagram's concentration on lifestyle content and visual nature makes it a good fit for Starbucks' corporate identity, which frequently focuses on giving its consumers an enjoyable and aspirational experience. According to the respondents' popularity of Instagram, Starbucks has effectively used the site to interact with its target audience by exhibiting eye-catching images, promotions, and user-generated material. The existence of influencer relationships and Starbucks' own initiatives to promote an active and lively community on the platform may also be credited for the strong engagement on Instagram. Starbucks' strong following on Facebook (36%) among respondents implies that the site is still useful for the brand in terms of maintaining a wider reach and connecting with a diversified population. Facebook continues to be a crucial channel for distributing longer-form material, consumer feedback, and updates on Starbucks' projects and social responsibility activities, even though its popularity may have slightly declined among some demographics.
6. How frequently do you engage with Starbucks' social media content (liking, commenting, and sharing)?
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[bookmark: _heading=h.l4n6q0duaq1t][bookmark: _Toc137298364]Figure 4.6: Customers' engagement with Starbucks' social media content
During the survey, 49 respondents shared their responses regarding how frequently they engage with the social media content of Starbucks. The survey results of this particular question indicate that most respondents rarely engage with the social media content of Starbucks in terms of commenting, sharing, and liking. Expressly, 32.7% of respondents agreed that they rarely engage with the social media content of Starbucks, which is the maximum response to this specific survey question. On the other hand, the second highest response to this question indicates that a significant number of Starbucks customers weekly engage with the social media content of the company. This is because approximately 28.6% of overall responses reflect the weekly engagement of customers with the social media contents of the organisation. 
Apart from that, approximately 24.5% of responses point out that there are customers who regularly engage with the social media content of Starbucks. This means that there are a number of customers who regularly engage in commenting, liking, and sharing the contents of Starbucks on social media. On the other hand, only 14.3% of customers agreed that they monthly engage Starbucks' social media content. Considering the overall responses toward the survey question of frequent engagement of customers with social media contents of the organisation, indicate that most of the customers very rarely engage with this marketing communication as well as digital marketing initiative of the company. However, it is also evident that there are customers who usually engage with the social media content of the company, which indicates the importance of this kind of IMC and digital marketing efforts of the company. Most importantly, from the survey responses it is understood that some customers of Starbucks regularly engage with its social media content. This is pointing out the effectiveness of digital marketing and IMC efforts of Starbucks in terms of ensuring positive relations with customers, which has a great potential to influence their buying behaviour. Hence, it is understood that the digital marketing and IMC efforts of Starbucks; specifically, content sharing are playing a significant role in ensuring customers’ engagement. 
7. In your opinion, what are the main advantages of Starbucks' digital marketing efforts? 
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[bookmark: _heading=h.q6hbpyl2nhca][bookmark: _Toc137298365]Figure 4.7: Main advantages of digital marketing efforts of Starbucks
In order to properly analyse the impacts of digital marketing efforts on Starbucks, it is extremely crucial to know customers' opinions regarding this aspect. Thus, during the survey, a great focus on collecting information regarding customers' opinions on the advantages of digital marketing efforts of Starbuck was provided. The responses to this particular question are collected on some aspects such as personalised offers and rewards, convenient ordering, and payment options, and timely as well as relevant updates on new products and promotions of the company. All respondents shared their opinion on this particular question, which reflects that a maximum number of customers believe the convenient ordering and payment options are the main advantages of the digital marketing efforts of the company. This is because among 50 responses approximately 42% responses were collected on behalf of convenient ordering and payment options to be the main advantages of the digital marketing efforts of the company. 
Apart from that, the second maximum response specified that personalised offers and rewards are considered as the main advantages of the digital marketing efforts of Starbucks. In particular, approximately 32% of respondents agreed that they believe that personalised rewards and offers are the main advantages of its digital marketing initiatives. In contrast, only 26% of responses, which was the lowest response to this specific question specified that timely and relevant updates on promotions and new products are the main advantages of Starbucks' digital marketing initiatives. 
The responses of participants to the survey question about the main advantages of the digital marketing initiative of the company clearly indicate that the opinions of respondents vary. It is evident that the convenient payment and ordering options of Starbucks, which is part of its digital marketing initiatives, are satisfying the maximum number of customers. However, considering the responses, it is understood that personalised offers and rewards as well as timely and relevant updates on new products and promotions are also critical aspects of the digital marketing efforts of Starbucks. Overall, the digital marketing efforts of Starbucks are satisfying customers by fulfilling their requirements regarding timely updates on products and promotions, personalised offers, rewards, and convenient payment and ordering options. 
8. Have you faced any challenges with Starbucks' digital marketing or content? 
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[bookmark: _heading=h.romt6rx30pu3][bookmark: _Toc137298366]Figure 4.8: Challenges encountered by customers with Starbucks' digital marketing
It is extremely crucial to find out whether the customers of Starbucks are encountering any challenges with its digital marketing or content or not, while critically analysing the impacts of digital marketing and IMC on Starbucks. Even the objective of the study is focused on analysing the impact of digital marketing and IMC strategies of Starbucks on consumer behaviour. Hence, the survey included a question on this aspect and all respondents shared their opinion in this regard. Specifically, some potential issues that could be faced by customers were technical issues, irrelevant promotions, privacy concerns, and confusing user interface or navigation, based on which respondents shared their responses. 
The maximum number of responses indicates that customers have not witnessed any challenges with digital marketing or the digital content of Starbucks. This is because, among 50 responses, 62% of responses agreed that they have never witnessed any issues with digital marketing and content of the company. Considering this, it is a considerably significant fact that a maximum number of customers have not witnessed issues with the digital content of the company, which has the potential to influence their satisfaction level and buying behaviour as well. 
However, there are some customers who have encountered challenges with digital marketing or the digital content of the company. In particular, the survey revealed that approximately 14% of respondents encountered technical issues and approximately 10% of customers encountered issues with irrelevant promotions of digital marketing or content of Starbucks. Apart from that, 8% of responses revealed that customers have witnessed issues with confusing user interfaces or navigation. Hence, it is observed that the organisation needs to focus on improving its digital marketing efforts for reducing the chance of technical issues, privacy concerns, and irrelevant promotions; otherwise, these can be factors for customer dissatisfaction. Furthermore, the dissatisfaction of customers can be a barrier to ensure positive outcomes of digital marketing and IMC as well as the organisational growth of Starbucks. 
9. Have you ever tried a new Starbucks product or menu item based on their marketing promotions?
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[bookmark: _heading=h.yd87ub8g9sjc][bookmark: _Toc137298367]Figure 4.9: Ability of marketing promotions of Starbucks to influence customers' choice of new products or menu items 
Digital marketing and IMC initiatives of Starbucks are extremely concerned about influencing customers buying behaviour by informing them regarding its products and offerings. Therefore, for critically analysing the impacts of digital marketing and the IMC initiative of Starbucks it is extremely crucial to know whether marketing promotions of products or menu items of Starbucks can influence customers buying behaviour or not. Among a total of 50 respondents, 49 responses were collected to this particular question. In particular, approximately 73.5% of respondents agreed that they have tried new products or menu items of the organisation based on their marketing promotions. This is the maximum response to this question; while, on the other hand, only 26.5% of respondents shared a negative opinion on this question. Specifically, a significantly low number of responses reflect that customers of Starbucks have never tried a new product or menu items based on their marketing promotions. 
Considering the responses, it is clearly understood that marketing promotions of new products or menu items of Starbucks are ensuring positive outcomes for the company. This is because, it is observed that a significant number of customers' buying decisions have been influenced by the marketing promotions of the company, which is extremely crucial for ensuring a higher sales rate as well as revenue growth rate. Based on this, it is also noted that digital marketing and the IMC initiative of Starbucks are performing well in terms of influencing customers' buying behaviour as well as decisions. Despite having a significant influence on most customers, the marketing promotion of Starbucks products is not able to influence all customers, which indicates the need for further improvements in the marketing and promotional initiative of the company. In other words, the marketing and promotional activities of the organisation can be improved to answer its best potential outcomes in terms of influencing customers buying decisions and encouraging them to try new products of Starbucks. 
10. Have Starbucks' marketing efforts influenced your decision to visit their stores or make a purchase?
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[bookmark: _heading=h.gr0q04nu5aeo][bookmark: _Toc137298368]Figure 4.10: Ability of Starbucks' marketing efforts to influence customers' behaviour of visiting its stores or purchasing products 
(Source: Created by the researcher)
Influencing customers’ behaviour is the most significant aspect that businesses want to ensure through their marketing efforts. Thus, in order to properly reflect the impacts of digital marketing and IMC of Starbucks, it is important to analyse that whether those efforts are really impacting customers' behaviour. In this regard, a question related to the ability of the marketing efforts of the company to influence consumer behaviour to visit its stores and purchase products was added to the questionnaire. 
Responses to this specific question, clearly reflect that the marketing efforts of the company are up to the mark in terms of influencing consumers' buying behaviour as well as their decisions to visit Starbucks stores. This is because, among the total 50 responses, approximately 86% of responses reflect positive opinions of customers in this regard, which is the maximum response to this question. Based on this finding, it is understood that the marketing efforts of Starbucks whether those are IMC or digital marketing have been playing a critical role to ensure the growth rate of the overall sales of the organisation. In addition, this finding also has made it clear that the number of visitors in the store of Starbucks has also been positively influenced by its marketing efforts. Hence, the overall profitability and revenue growth of the organisation is influenced by the marketing initiatives of the organisation. 
On the contrary, only 14% of respondents share their opinion that the marketing efforts of the company have not been able to influence their behaviour or decision to visit Starbucks stores or purchase a product. Although this number is significantly low, it is a fact that the marketing efforts of the organisation have not been able to influence the behaviour of its all customers in terms of both purchasing products as well as visiting stores. 
11. Overall, how would you rate the digital marketing strategies of Starbucks on your experience as a customer? 
[image: ]
[bookmark: _heading=h.lt370g2osbr3][bookmark: _Toc137298369]Figure 4.11: Customers rating on the digital marketing strategies of Starbucks based on their experience
The following questionnaire has been constructed based on ratings offered to Starbucks based on digital marketing. It has been noted that among 50 consumers 49 of them significantly responded to this question, where 75.5% of them rated positive, 22.4% rated neutral and the remaining individuals rated negative. From this context, it has been noted that the digital marketing strategy of Starbucks significantly contributed to the efficient management of social media marketing. This has significantly led them in terms of a greater level of engagement in social media content with sharing, commenting, and liking. Moreover, Instagram has been the digital media platform that is one of the most popular digital media platforms for Starbucks consumers. Referring to this, the idea significantly emerged that the social media content in the digital marketing aspect of Starbucks has positively improved their brand value due to which a maximum of respondents has rated the organisational digital marketing to be positive.
Considering the positive responses of respondents regarding the digital marketing strategies of Starbucks, it is understood that the digital marketing initiatives of Starbucks are up to the mark and they have the ability to influence customers' experience. The respondents who are basically the customers of Starbucks have mostly rated its digital marketing strategies positively, which indicates that the digital marketing strategies of the organisation are influencing customers to a great extent. However, it is also an important fact that there are a significant number of respondents who have been neutral or negatively reviewed the digital marketing initiative of the company based on their experiences. Considering this fact, it is noted that customers' experiences with the digital marketing strategies of Starbucks are not equal. Specifically, there is a need for further improvements in the digital marketing strategies of the organisation, which can ensure the improvement of customers' experience. 
[bookmark: _heading=h.6xapqgo1c2tl][bookmark: _Toc137298431]4.3 Discussion
In terms of the survey's primary question, it has been observed that it is primarily concerned with emphasising the amount of people in the market who are aware of Starbucks' current promotional activities and campaigns. Thereby, the data found from this particular question can be aligned with the research question regarding the impact of IMC and digital marketing strategy on consumer behaviour. For example, 77.6% of poll respondents answered "Yes." As a result, it aids in effectively addressing the research question that IMC and digital marketing tactics have a major impact on customer behaviour. As per the second question of the survey, it has been indicated from the response by 50 respondents that 68% of the users considers social media as the prime source of getting away is regarding the Starbucks promotions and campaigns. Thereby, this particular survey has been successful in answering the research question regarding the current digital marketing strategies utilised by Starbucks. Based on the third question of the survey regarding the consistency of Starbucks marketing message across different channels, it has highlighted that 60% of the respondents considers marking messages to be consistent as well as 18% and 22% shares their views being not sure and negative regarding the question of the survey. Hence, this particular research question has provided the ability to the researcher to successfully question the opportunities and challenges of implementing digital marketing strategies. 
In reference to the survey question regarding consumers visiting Starbucks website or mobile app, it has been found from the survey that 48% of the respondents visit rarely, whereas, 34% of the respondents visits multiple times a week. Hence, it has provided the ability to the researcher to successfully answer the research question of IMC and digital marketing strategies on consumer behaviour. Thereby, it helps in highlighting that there is a moderate impact of the IMC and digital marketing strategy implemented by Starbucks in influencing the overall consumer behaviour. Based on the survey question regarding which digital platforms consumers use to follow Starbucks mostly, it has been found from the answers of the 43 respondents that Instagram has been the primary platform of digital marketing. Accordingly, it also highlighted that respondents also utilise Facebook, Twitter, YouTube, and tick-tock to be the platforms to follow Starbucks. Thereby, it provided the ability to the researcher to successfully answer the research question that social media has been the prime marketing strategy utilised currently by the management of Starbucks. Based on the survey question regarding the frequency of customers engaging with social media content of Starbucks, it has been found that 32.7% of the respondents engage with social media content of Starbucks rarely and 24.5% of the respondents interact on a daily basis. Hence, this particular survey question has successfully provided the ability to the researcher to answer the research question regarding the impact of IMC and digital marketing strategies on consumer behaviour. 
In reference to the survey question, regarding the opinion of the respondents of the advantages of digital marketing efforts, it has been noted that 42% of the respondents have stated it helps in convenient ordering and payment options, 32% respondents that it helps in developing personalised offers and rewards. Moreover, 26% of the respondents have stated that it has been beneficial in timely updating customers regarding the new products and promotions developed by the management of Starbucks. This particular survey question has successfully helped the researcher to research questions regarding the opportunities of implementing digital marketing strategies. Accordingly, the survey has also included the question of the challenges with Starbucks digital marketing or content development. Apparently, 14% of the respondents have stated that there are technical issues, 8% of the respondents have stated that the interface is confusing and 10% of the respondents have stated that there are relevant promotional advertisements. As a result, this particular survey question has helped the researcher to answer the research question regarding the challenges of implementing digital marketing strategies on the basis of respondents within the survey that are noted to be consumers of Starbucks. On the basis of the survey, it has important questions regarding consumers trying new Starbucks products or items based on their marketing promotions. Accordingly, 73.5% of the respondents within the survey have responded that they have considered marketing promotions to try out new products highlighted by the advertisements of Starbucks. Whereas, 26.5% of the respondents from the survey have stated that they do not intend to alter their choices on the basis of the marketing promotions developed by Starbucks. Therefore, this particular survey question has helped the researcher to answer the research question regarding the impact of IMC and digital marketing strategies on consumer behaviour. 
The researcher successfully answered the research question about the impact of IMC and digital marketing strategies on consumer behaviour by using a survey question about "Have Starbucks' marketing efforts influenced respondents' decision to visit their stores or make a purchase?". For instance, it has enabled researcher to showcase that nearly 86% of the respondents have answered positively and have stated that the Starbucks' marketing efforts influenced their decision to visit their stores or make a purchase. Whereas, 14% of the respondents have stated no to this particular survey question. Hence, it has helped the researcher to successfully answer the research question regarding their impact on the basis of the primary data based on respondents’ personal beliefs. Based on the survey question regarding respondents rating regarding the digital marketing strategies of Starbucks on the basis of their experience as customers, it has been found that 75.5% of the respondents have considered it to be positive. Whereas, 22.4% have considered the digital marketing strategies of Starbucks to be neutral, however, 0.1% of the respondents have considered it to be negative. On the basis of this particular survey question, the researcher has successfully answered the research question regarding the opportunities and challenges of implementing digital marketing strategies. Based on the overall survey, it can be concluded that digital marketing is effective in terms of influencing customer behaviour.
[bookmark: _heading=h.qck56qaob2pj][bookmark: _Toc137298432]4.4 Summary 
Referring to the entire analysis of the primary quantitative information, it has been noted that Starbucks has been having a great awareness of the current promotional activities due to their implementation of IMC and digital marketing. Moreover, social media has been the major prospect of Starbucks for improving its consistency. Additionally, in terms of campaigning and promotion that has a consistent marketing message that frequently connects with the potential consumers. Apart from this, Starbucks’s better digital marketing aspects are also improving its convenience in terms of ordering and payment options, which has improved its business revenue to a great level. Apart from this, it has been identified that a few consumers of Starbucks have faced issues in terms of technical issues, use of the interface, reliable promotion, and privacy concerns in terms of the digital marketing content of Starbucks. However, it has been noted that consumers are extremely inclined toward Starbuck's business venture due to an immense level of awareness and engagement that are influenced by the organisation through better marketing and promotional aspects.


[bookmark: _heading=h.euhgukoz4fww][bookmark: _Toc137298433]Chapter 5: Conclusion and recommendations 
[bookmark: _heading=h.3rzgilm2oscs][bookmark: _Toc137298434]5.1 Summary
The introduction section concentrated on the general context of the study issue and emphasising the research question, considering the full analysis and interpretation. Aside from that, the purpose, objectives, and research questions have been effectively organised to provide a suitable path for moving forward with the study. Additionally, a justification has been offered with reference to a few examples of Starbucks' IMC and online advertising. Despite this, in order to provide a concise representation of how to arrange the full study with compatibility, the importance of the research has been discussed with an emphasis on dissertation format. The next section of literature review would concentrate on an in-depth review of the literature while taking various publications and articles into account. The overall findings from the comprehensive literature analysis revealed that the idea of digital marketing and IMC is widely utilised and acknowledged in the worldwide retail coffee and snacks industry. Hence, it can be summarised that IMC and online advertising methods are constantly supporting organisations in this industry to effectively engage with their clients and maintain strong relationships with them. In this regard, organisations employ techniques such as influencer marketing, publicity, CSR initiatives, and others that have a beneficial impact on their awareness of the brand, acknowledgment, and a good reputation. Digital marketing has chances for international organisations to expand, but it also has drawbacks, including issues with data privacy, a lack of skilled workers, and ongoing shifts in worldwide patterns. In general, IMC and digital marketing help organisations to have a sizable customer base and guarantee profitability in the cutthroat business environment. 
The implementation of proper procedures that help researchers be particular about findings and achieve research objectives is the main emphasis of the section on methodology as an entire thing. The use of an appropriate research strategy design and philosophy has helped the study successfully address the research issues. In addition, the inclusion of pertinent information that additionally significantly influenced the study's general excellence was made possible by the addition of the primary data gathering methodology and primary quantitative data analysis approach for the findings of this research. According to the whole study of the most important quantitative data, it has been noticed that Starbucks has been using IMC and digital marketing, which has led to their increased knowledge of their ongoing advertising campaigns. Additionally, Starbucks has mostly relied on social media to increase its level of consistency. Furthermore, when it comes to promotion and advertising, an ongoing advertising pitch that often engages potential customers is important. In addition, Starbucks's enhanced digital marketing strategies are enhancing its ordering and payment alternatives, which has greatly increased its business income. Whereas, it can be summarised that a small number of Starbucks customers have experienced problems with the company's digital marketing materials due to technical difficulties, interface usage issues, dependable promotions, and privacy concerns. However, it has been observed that customers are strongly drawn to Starbucks' line of work as a result of a high degree of recognition and involvement that the company has affected through superior marketing and promotional strategies.
[bookmark: _heading=h.bgpm09l5hl1c][bookmark: _Toc137298435]5.2 Linking with objectives 
Linking with objective 1
The objective refers to analysing the current IMC strategies implemented by Starbucks. In this context, the literature review section has significantly focused on the IMC strategies that are considered by the retail coffee and snacks sector. Thus, a few strategies have been identified such as in terms of storytelling differentiation, social media advertising, public relation, financial marketing, and CSR initiative are one of the prominent ways through which organisations are making their brand position effective. Moreover, it has been noted that transitional media and social media advertising as significantly one of the most used IMC strategies that are creating a community about the brand in terms of influencing consumers with better promotion and advertising initiatives. Additionally, from the survey participants' responses, it has been noted that the IMC and digital marketing implementation by Starbucks has significantly created a wide range of awareness about the business through social media. Hence, the objective has been significantly addressed with the justification of the literary authors and responses of participants.
Linking with objective 2
The second objective refers to an understanding and analysis of current digital marketing strategies used by Starbucks. Referring to this, the literature review section has significantly focused on the aspects of digital marketing strategies that are adopted by the retail coffee and snack industry. For example, it has been noted that affiliate marketing, search engine marketing, social media marketing, email marketing, and content marketing have been the primary ways in which organisations are focusing in terms of improving their business awareness in the existing marketplace. Through the inclusion of digital marketing, the brands have been able to connect with the audience while improving their traffic on the website, which has led to a great level of consumer engagement and further led to increased customer, earnings, and better customer relationships along with sales and revenue with attracting better opportunities in the market. On the other hand, referring to the responses of participants, it has been noted that in terms of digital marketing, Starbucks' significant focus is on social media platforms, where majorly Instagram, Facebook, and YouTube have been the digital platform that is mostly followed by consumers for getting engaged with the organisation. Thus, this objective has also been addressed with an appropriate understanding of digital marketing aspects in the entire study.
Linking with objective 3
The third objective refers to the aspect of determining the opportunities and challenges of implementing digital marketing strategies. Referring to this, both the literature review and the analysis chapter have been focused extensively in terms of addressing this objective. Referring to this, a few opportunities have been identified such as easy-to-manage global reach, digital media operation, low-cost managing, efficient target maintaining, internationalisation and better implementation of online promotion has been noted to be the opportunities. These could be attracted in terms of implementing digital marketing strategies. However, a few challenges have been noted such as privacy, data sharing regulation, and third-party cookies websites and significant others. The very same aspect has been noted in terms of respondents, where they have faced issues in terms of privacy concerns, technical issues, and user interference. Thus, it can be stated that the IMC and digital marketing have undeniable benefits and opportunities but there are a few challenges that have been acknowledged in this study.
Linking with objective 4
The final objective has been focused on the impact of IMC and digital marketing strategies on consumer behaviour. Referring to this, it has been noted that IMC tools and digital marketing have significantly led to making purchasing decisions that are triggered by companies' promotional activities with the manipulation of tactics. Moreover, through efficient price, product, marketing communication, and placement organisations are significantly enhancing island nurturing consumer behaviour that is interlinked with the company's efficiency in terms of sales and revenue. Additionally, it has been identified from the responses of participants that a maximum of individuals regularly visits the Starbucks website on mobile apps due to their consistent approach to marketing messages through different channels. Apart from this, on social media content, consumers are also likely to engage with Starbucks by sharing, commenting, and liking, which refers to an advantage of growing brand awareness and value. Therefore, IMC, a digital marketing effort, offers Starbucks a great level of awareness among consumers with a better positive implication.
[bookmark: _heading=h.2qp3d7ktefd2][bookmark: _Toc137298436]5.3 Recommendation
Referring to the identified challenges in the entire study, a few recommendations have been justified that might improve the IMC and digital marketing aspect of Starbucks, which can further bring efficiency to the organisation while preventing further issues in business operations.
Hiring a privacy team
It is recommended that Starbucks should focus on hiring a privacy team that would consist of experts who would keep the information safe while saving money for the organisation. Through the support of hiring a privacy team, Starbucks would be able to consider the organisational need along with evaluating the aspects that would require consideration in terms of managing organisational privacy affairs. Through this aspect, Starbucks would be able to prevent the potential issues of privacy concerns in their IMC and digital marketing aspect, which can further attract consumers with ease. Moreover, this would further support in architecting a culture that can protect personal data, respect boundaries in terms of data collection along with optimising against any privacy risk and compliance.
Better training and development of employees
Starbucks is required to improve its human resource with better training and development that would significantly increase efficiency and productivity. Apart from this, it has been noted that a context of customised training and development is essential, which would further focus on the employees' inefficiency that is required to be addressed and managed so that the potential areas such as being adaptable to the changing business need can be addressed. Moreover, with efficient training and development of employees, Starbucks would be able to increase customer satisfaction and awareness in terms of better policy and business objectives with up-to-date informed technology while gaining a better competitive advantage.
Abiding by laws and regulations
Abiding by laws and regulation is one of the most important aspects that an organisation should focus on in terms of operating successfully. Thus, it is essential that Starbucks' organisational culture should have clarity and consistency in terms of abiding by the laws that can prevent them from further risk of regulatory context and legal barriers. Through the support of laws and regulations, Starbucks would be able to maintain peace and harmony in society along with maintaining a unique identity as a brand in the existing marketplace. Operating with IMC and digital marketing requires an understanding of Starbucks while focusing on the importance of the concepts such as privacy, reliability, and transparency, which are essentially included in organisational culture and beliefs to have a better business operation.
Seeking support from a consultant
Starbucks is recommended to seek support from a consultant in terms of structuring their IMC and digital marketing aspect appropriately with a better understanding of consumer demand and the changing patterns in the existing marketplace. Through the support of consultants, Starbucks would be able to have better expertise with valuable insights and recommendations with a cost-saving aspect. Moreover, with this, a competitive advantage can be gained with objectivity, which would be extremely helpful for Starbucks. Moreover, a context of customisation in marketing could be understood while accomplishing short-term goals and leveraging new skills that would be supported by human resources with better knowledge of process improvement and productivity.
Conducting regular audits 
Auditing offers a sense of credibility in an organisation that would allow a business to run and operate effectively without fear of being discovered with some sort of fraud. In this connection, it is recommended that Starbucks should focus on conducting regular external and internal audits that can significantly have a managed business operation in terms of their marketing aspect. Moreover, showcasing better CSR focus in the marketing and campaigns might attract wide consumers towards the organisation, which can significantly drive consumer engagement and traffic to the business website. Additionally, with regular auditing Starbucks would be able to identify potential issues at the early stage along with having enough time to further improve these aspects with better management of customer requirements.
[bookmark: _heading=h.y6di07qa7299][bookmark: _Toc137298437]5.4 Future scope
The following research has been focused on the impact of IMC and digital marketing on Starbucks, which has significantly restricted the entire research area while considering the organisation. In this connection, the future scope of this research work is broad, as IMC and digital marketing are extensively increasing in the current business marketplaces which is possibly influencing brand awareness and value in front of consumers. Therefore, a compare-contrast approach of different industries would be an appropriate process through which the actual impact of IMC and digital marketing can be attained. Moreover, this research would be an appropriate example for potential readers to understand the ways a research study can be constructed chronologically with an appropriate focus on each chapter.
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1. Are you aware of any of Starbucks' current promotional activities and campaigns?
·  Yes
·  No
2. How did you become aware of Starbucks' promotions and campaigns?
·  Social media (e.g., Facebook, Instagram)
·  Television advertisements
·  Print advertisements (e.g., magazines, newspapers)
·  In-store displays
·  Email newsletters
·  Word-of-mouth recommendations
3. Do you think Starbucks' marketing messages are consistent across different channels? 
·  Yes, they are consistent
·  No, they are not consistent
·  Not sure
4. How often do you visit Starbucks' website or mobile app?
·  Multiple times a week
·  Once a week
·  Once a month
·  Rarely or never
5. Which digital platforms do you follow Starbucks on mostly? 
·  Facebook
·  Instagram
·  Twitter
·  YouTube
·  TikTok
6. How frequently do you engage with Starbucks' social media content (liking, commenting, and sharing)?
·  Daily
·  Weekly
·  Monthly
·  Rarely or never
7. In your opinion, what are the main advantages of Starbucks' digital marketing efforts? 
·  Convenient ordering and payment options
·  Personalized offers and rewards
·  Timely and relevant updates on new products and promotions
·  Enhanced customer experience
·  None
8. Have you faced any challenges with Starbucks' digital marketing or content? 
·  Technical issues 
·  Confusing user interface or navigation
·  Irrelevant or excessive promotional content
·  Privacy concerns
·  None
9. Have you ever tried a new Starbucks product or menu item based on their marketing promotions?
· Yes
· No
10. Have Starbucks' marketing efforts influenced your decision to visit their stores or make a purchase?
·  Yes, significantly
·  Yes, to some extent
·  No, not at all
11. Overall, how would you rate the digital marketing strategies of Starbucks on your experience as a customer?
·  Extremely positive
·  Positive
·  Neutral
·  Negative
·  Extremely negative
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