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Starbucks Social Media Public Relations 
Introduction
The chosen firm is Starbucks which was originally owned and founded by Gordon Bowker, Jerry Baldwin and Zev Siegl. It is the world’s largest coffeehouse chain and the headquarters are in Seattle, Washington. While we discuss on this social media platform, we can define a social media platform, as an internet-based business that sanctions enhancements, use, and management of communal media resolutions as well as services. It serves as a network and it is controlled by any of its affiliates for the sole purpose of controlling business through profiles of accounts and pages. The platforms allow users to subscribe to content as well as create, share and comment on their own content, through hashtags and posts. In this essay we will probe into social media communal relations campaigns for the Starbuck Company and discuss how social media programs give Starbucks campaign with particulars as well as deliberate on the campaign based on the information deliberated in the Unit 5 Lesson (Taecharungroj, 2017)
Information about the social media platforms
A social media platform grants the scope to make online networking sites and services complete with a web-based social media network. There are a variety of social media platforms which include; Facebook, Linked In, Google+, Vimeo, YouTube, and Video Sharing, Reddit,  Blogger. The above platforms play huge roles in business marketing and social media campaigns through brand exposure and a great return on investments. Other marketing platforms include Live-streaming, Periscope, Blab, Microblogging, Twitter, Tumblr, WordPress, Blogging, Flickr, Live Journal and Reddit (Haskovo,2015). 
 Social media platforms come with a wide range of merits to the companies that use them to market their products. Trough social media, companies enjoy faster and widespread coverage since information sharing is instant. The amount of growth in rates of internet usage has sprung up over the years, with people making blogs and posts about themselves. A company also earns visibility through increased public awareness which happens through mentions and online presence. There is also increased communication between the company and potential customers where you can use public relations activity and stakeholder targeting to ensure your posts are relevant. Hence, it is crucial to use the networking tools to boost a company’s Public Relations activity.
Information about the organization and its campaign
The selected company, Starbucks, works with its subdivisions; advertisers, roasters, and retailers, to supply coffee around the world. The company works in four segments, i.e. Americas, China; Asia Pacific, Africa, and Europe Middle East It works to recommend tea and coffee refreshments including position coffee and cooked whole beans. They serve coffee and tea thinks as well as drinking water. Their products are crunchy and have nibble contributions, they also have sustenance products like baked goods, breakfast sandwiches along with lunch things, and also drink creation and frill. The establishment has a licensed trademark in all its stores and they have a food service financial statement and basic requirements by the national food service. Starbucks uses social media as their best platform to connect with their customers, fans, and followers.
 They use many social media platforms like Twitter, Facebook, and Instagram most of them attracting even millions of audiences as followers. Starbucks campaign is effective since they have a large target audience like Starbucks Blonde roast, Pumpkin Latte, Tweet-a-coffee behind the scenes campaign gives effective results. Starbucks has 2.98 million Instagram Fans, 60,000 Pinterest followers, 2.86 thousand Google + followers and close to 38 million Facebook likes. It also has 32 thousand YouTube subscribers. These followers form a customer base which in turn helps to gain more profit ratios. (Taecharungroj V, 2017)
A campaign based on the Information Discussed in the unit five-lesson
The unit five lesson unit shows the success of a company’s campaign information through ways like providing information about the effect of internet marketing on customers' decisions to purchase in Amico Industrial Group Case study, Kitchen Aid, and Twitter campaign effective information. This unit also provides effective campaign information about Dove Company. The unit also shows the effect of  campaigns on their success. The organization should improve the PR through social media marketing since advertising is paid media, public relations is earned media which implies that you convince editors and reporters to write a positive about the company customer, company applicant, issue, or brand. It shows up in the publication area of the magazine, television station or Website, newspaper, or paid media segment where to publicize communication show up (Haskova, 2015)
Conclusion
To sum this up, we can say that social media public relations provide significant information about the influence of the Starbucks firm on social media. The Starbucks Company uses social media platforms to sheds light on the essence of their products on other social media platforms as well as their ratings on the different platforms highlighted. It also dispenses information about the campaign discussed in the unit 5 lesson where business that use social media public relations method thrive than those that rely only on paid media like print media and publications. Through highlighting actual figures, the essay purports the major influence Starbucks has impacted in people in various areas over the years.  
Through social media public relations, the influence of Starbucks sales strategy has changed greatly since 1971 where sales were done in four stores in Seattle, Washington, to the modern Starbucks which sells its products in four continents.




















References
Haskova, K. (2015). Starbucks marketing analysis. CRIS-Bulletin of the Centre for Research and Interdisciplinary Study, 2015(1), 11-29.
Taecharungroj, V. (2017). Starbucks' marketing communications strategy on Twitter. Journal of Marketing Communications, 23(6), 552-571.


