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Traditional and Digital Marketing Channels
Marketing has been a crucial aspect of business enterprises with it being the avenue through which companies access their clientele and sell their products. Organizations use diverse marketing channels to reach their prospective customers. The advent of technology brought with it the contemporary form of marketing, digital marketing. This is not to say that the traditional marketing channels stopped being functional but their use diminished or got integrated into the new digital marketing channels. The digital channels encompass or the online marketing models that came with the advent of internet, which include emails, social media platforms, e-stores, and mobile apps, among several others. To analyze how organizations use various marketing channels in either traditional or digital marketing to achieve their marketing goals, the focus is on Starbucks Company.
Starbucks is a limited company formed in 1971 that operates food stores in several countries. The company operates 28,218 stores in 62 countries around the world. It provides over 30 blends of coffee along with other exceptional products, which include sandwiches, baked pastries, salads, oatmeal, and fruit cups. Its success in reaching its target market has been attributed to its response to the emerging technological marketing strategies together with the changing customer needs (Arora, 2017). The company has used both traditional and digital marketing to reach its customers.
Traditional marketing entails the offline strategies that companies use to market their products. Starbucks has installed advertising posters in six major cities in the U.S. It is harnessing these adverts with online social networking sites by challenging people to track these posters and be the first to upload a photo of the advert on twitter. While the company has generally avoided the traditional marketing in the past, this is the major marketing campaign it has done so far with the use of traditional marketing channels. It has also run the marketing campaign in newspapers and magazines with the caption message, “ if your coffee is not perfect, we will make it over. If still it is not perfect, you must not be in a Starbucks” a message that is also throwing jabs at the competitors (Trapani, 2018). The use of posters, newspapers, and magazines fit as traditional marketing tools as there is no direct interaction with the prospective customers and only reach a small number of the target customers; they advertise only in the geographical locations where these media tools operate.
Starbucks has majorly focused on digital marketing with its online marketing campaigns evident in Facebook and Twitter. In 2010, Starbucks was giving a 5$ gift voucher to customers who were tweeting @tweetacoffee and attaching a friend’s handle in the tweet. Also, with hashtags becoming a trend in Facebook, Starbucks generating a highly appealing hashtag to associate drinking their coffee with joy, happiness, and satisfaction. The company has used this hashtag tool to provide new offers to their customers, for instance, the afternoon discount if the customer had bought coffee in the morning using the hashtag #treatreceipt (Arora, 2017). A mobile marketing application, My Starbucks App launched in 2009, has allowed customers to easily locate Starbucks stores. This, together with a Card Mobile App, has enabled customers to order online and pick their product without having to queue in an outlet (Arora, 2017). These marketing strategies qualify as digital marketing through the interaction of the company with its customers. They also reach the clientele across the globe and use digital devices to aid interaction and simplify transactions. 
Reflecting on the marketing strategies of Starbucks, the company has integrated the four major digital marketing tools with the traditional tools. These digital tools are the pay per click (PPC) advertising, search engine optimization, social media advertising, and display advertising.  PPC is exclusively digital with ads appearing in websites and YouTube with keyword filters to focus on the company’s product. Starbucks has made use of PPC adverts to reach its customers. However, this tool has the traditional marketing disadvantaging of getting to non-target people through its non-filtering feature, which makes the advert visible to all (Arora, 2017). The company also has a website that is greatly optimized to suit the SEO tool. This ensures that prospective customers browsing products related to the company get to access the company’s website at the top of the search list. Despite this tool operating through the internet, it is more traditional as there is no direct interaction between the company and the customers. 
Through social media and display marketing, Starbucks has greatly integrated the aspects of both traditional and digital tools in its marketing strategies. It has used campaign posters and then harnessed the same with online twitter campaigns as earlier discussed. It has also used video displays and captions  through facebook and YouTube. Videos were a traditional marketing tool but their incorporation in the online platforms has transformed them into a digital tool. In June 2010, Starbucks was acknowledged as the most popular social media brand in twitter, facebook, and YouTube. On estimation, it had 11.1 million users on twitter and 36 million users on Facebook (Arora, 2017). Their optimized and selective approach in appropriately choosing the digital channels and utilizing the power of online platforms has helped them gain popularity, increase their clientele, and maintain relationships with their customers.
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