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ABSTRACT: Many scholars have found the social media is a handy platform for marketers to 

interact with stakeholders. Many foreign researchers have developed configuration and conclusion 

for how brands should propagate their idea and interact with their stakeholders on online social 

platforms such as Starbucks on Twitter. However, we still lack a study about whether Starbucks 

uses the same type of methodology and market communication strategy in China. And which types 

of tweet content is the most effectiveness to propagate in Chinese social media platform. The 

author studied a total of 663 tweets from Starbucks official account on Weibo during 2018. This 

research found that behavior-inducing is the most effective one, and the lottery could attractive 

fantastic feedback from the audience. The findings show significative and useful knowledge for 

other Chinese brands’ marketers. 

Keywords: social media platform; Starbucks; Weibo  

Data Availability: The data are publicly available from the sources identified in the 

paper. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



2 
 

I. INTRODUCTION 

In Interbrand consult consultancy's annual report, the "Best Global Brands 2019 Rankings", 

it reported that Starbucks ranking the forty-eight brand in the world. (Interbrand,2019). Howard 

Schultz, the CEO of Starbucks, wrote that advanced digital sophistication is an essential driver of 

the organization's success in his book 'Onward.' (Schultz and Gordon 2012, 320). Hence, 

companies should pay more attention to social media marketing to attract more customers. Past 

scholars have studies Starbucks' propagation strategy on global social media platforms, such as 

Twitter. However, there is much difference between Chinese social media and American social 

media. Thus, to research what kinds of a method that Starbucks used in Chinese social media will 

bring much experience for local brands.  

Among many digital media platforms in China, Weibo has the most extensive influence. Their 

second financial reports showed it has 486 million monthly active users in June 2019. So, Weibo 

is a particular platform to research Starbucks' marketing communication strategy. On this platform, 

Starbucks' official account (@Starbucks China) has more than 1.5 million followers. Followers 

are a group of potential customer members, are Weibo users who hold the same idea with 

Starbucks, and willing to receive tweets from Starbucks (Taecharungroj, 2017). Until November 

1, 2019, it had published tweets, includes announcements or updates, 9203 times. Due to Starbucks 

has developed stable, initiative, interactivity, and honest networking with their followers, they 

have acknowledged explicit favoring (Noff 2010; Ruiz 2011; Gembarski 2012; Wakefield 2012; 

Moth 2013). Studying marketing propagations policies of Starbucks' on Weibo could help other 

brands acknowledge how to attract customers more active on social media in China.  

The first purpose of this paper was employing prior content category methods to exam 

whether Starbucks uses the same categories of marketing communications as Twitter on Weibo. 

The second purpose was to compare and verify the effects of different types of content on Weibo. 

Finally, this research tried to give some propagation guidelines for Chinese social media operators. 

Social media has noteworthy changes in the landscape of digital marketing propagation in 

recent years (Yu, 2012). It has profoundly changed traditional marketing communications. 

Customers have more channels to receive propagations rather than limited by paper media and TV 

commercials. Some scholars have research Starbucks' marketing communications strategy on 

Twitter. Researchers have divided Starbucks' marketing communications activities on Twitter into 

three types emotion-evoking, Information-sharing, and action-inducing content. Some of them 

find if tweets contain images, it will bring more favorites and forward (Taecharungroj, 2017). 

Hence, to study whether Starbucks using the same activities on Weibo can be useful for many 

other companies to implement publicity strategy on Chinese social media. 

The previous study focuses more on foreign social media platforms such as Twitter. However, 

Chinese customers face different social environments with western countries because they have a 

unique history and social ideology. Meanwhile, Starbucks is a mature foreign brand that has near 

50 years of business experience. Also, it has been operating in the Chinese market for 20 years. 

Thus, to study Starbucks' marketing communications strategy on Weibo is an excellent method to 

explore what types of content are most acceptable by Chinese customers.   

This paper uses crawler tool "Gooseeker" to acquire all Starbucks tweets during 2018 on 

Weibo, and calculate the average number of favorites and forwarding to represent the 

effectiveness of content. After concluding the result, the author will give some advice for other 

companies' marketers' operation on Weibo.  

For theoretical contributions term, this paper provides some suggestions to other company 

marketers. Through studying the impact of different types of Starbucks content tweets on Weibo, 

other brands, including foreign and local, they can appropriately adapt their communication 

strategy on Chinese social media platform. 
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The rest content of this paper is shown below. The second section of this paper is the 

background and research hypotheses. The author introduces the research methodology and results 

as follows. The last part is the conclusion and discussion. 

 

 

II. BACKGROUND AND HYPOTHESIS DEVELOPMENT 

Extant Literature 
Social media marketing theoretical background 

Social media can be considered as an online platform that everyone publishes messages and 

participate in activities. Every person can seek information, like-minded people, groups, and solve 

other people's problems. Blogs, podcasts, virtual worlds, wikis, and audio-, photo-, and video 

sharing are the mainstream type of social media. (Mustonen, 2009). Unlike marketers to promote 

their products through traditional channels, is hard to collect direct feedback, Web 2.0, which 

closely related to social media application could help marketers contact with masses quickly. Thus, 

the brand could use social media applications to propagate their marketing activities. However, 

even if their many global research shows, marketers should utilize social media as an essential 

tool to connect with their customers and give their methods. Whether they are useful in the Chinese 

social market still needs to be verified.  

 

Social media marketing strategy and benefit 

Nobre and Silva (2017) said social media users learn information and interactivities about 

organizations and their goods provided by the site. Even if sometimes it may have some negative 

messages about the firms, these contents could be minimized quickly and effectively. Furthermore, 

these researchers said enterprises could promoting interactive activities with their potential 

customers by attractive campaigns or lotteries (Zichermann& Linder, 2010). All in all, social 

media provide a channel between the company and possible audience, which makes the company 

enable accessibly and easily advertise their products and services without large budgets. 

Meanwhile, it could build a strong relationship with the customer to increase customer loyalty for 

the brand (Nobre & Silva, 2017). 

This research aims to pay attention to Starbucks' communications activities on Weibo, which is 

the largest social media platform in China. Thus, to verify whether Starbucks uses the same types 

of contents as Twitter on Weibo and which one is the most effective is the main objective of this 

paper.  

 

Weibo 
By June 2019, CNNIC reported there were 854 million internet users in China, and more than 

half of Chinese internet users, with 486 million, use Weibo at least once a month. In the early time 

of the Weibo, it is a simple Twitter replica. The breakthrough moment for Weibo happened in 

2009; the government thinks the free flow of online information and rumours due to ethnic riots, 

which killed about 200 people in Urumqi. Then the government halted the use of all microblogs 

include Twitter and other local microblogs in China, till the government-trusted CEO of Sina 

promise that all content will appear under the monitor. So, it becomes the first relock microblog 

platform in China (Sullivan,2012) (Ramzy, 2011). Same as Twitter, users could polish short 

messages of up to 140 characters and can share with other followers who are interested in publisher. 

In spite of Weibo is a poorly replica of Twitter in the early stage, it gradually develops many new 

factors to satisfy local customers, such as removing the message word limitation. Weibo steady 

become a complicated, second-generation Bulletin Board System, a wide-accepted medium 

among Chinese internet users, owing to message threading and the direct and publicly on another 

users' post (Mackinnon, 2008). The professor Hu Yong claimed that those unlike foreign 

microblogs, such as Twitter, BBS model are more suits Chinese netizens who prefer to chat in 
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groups. Whereas the character limit requirement terseness in English, without word limitation in 

Weibo, makes companies advertise their brand and apply marketing communication strategy (Jing, 

2011). 

H1: Starbucks Weibo uses the same types of content as Starbucks on Twitter. 

H2: Behavior-inducing is the most effectiveness content among three contents. 

 

 

 

 

 

III. METHODOLOGY 

Content analysis 
The researcher uses Elo and Kyngäs' method to analyze tweets of Starbuck's official account 

on Weibo (@Starbucks China). Besides the official account, there are many other certified 

regional accounts, such as Starbucks Beijing (@Starbucks Beijing), or Starbucks Guangzhou 

(@Starbucks Guangzhou). However, these accounts only focus on a select province or city rather 

than the whole country. Thus, the researcher decides to research the biggest official Weibo account, 

Starbucks China; the author analyzes all Starbucks tweets during 2018, including original tweets 

and retweets. Retweets are kinds of contents in which are published by other users and forwarded 

by Starbucks China to its fans. The researcher used a crawler tool, “Gooseeker”, to figure out how 

many tweets were published in 2018. Another type of campaign for Starbucks on Weibo is lotteries. 

Lotteries are a unique method to attract followers to give a like, and forward in Weibo. Content 

analysis is also employed in the Lotteries. 

The purpose of this method is to make categories that exam whether Starbucks uses the same 

marketing communications strategy as Twitter on Weibo. Content analysis is a crucial procedure 

that aims to immerse someone in the data, find relative, and repeat the system to find a tendency 

and model. 

 

Devising categories. 
The author uses Taecharungroj's method (2017) to divide all tweets into three types, 

information-issuing, Emotion-sparking, and Behavior-inducing content, which include fourteen 

subtypes of content.  

The author decides to follow the scholars' method, the number of forwarding, and favorites is 

the essential criterion to judge the effectiveness of each content and form. It also represents 

popularity, interactivity, and influence (Cha et al. 2010; Kwak et al. 2010; Bae and lee, 2011; 

Burton and Sopolevova 2011). Therefore, this paper focuses on these two values to judge the 

effectiveness of tweets. To show the diversity in the average numbers of forwarding, clikewise, 

the research use SPSS to analyze data. 

 

 

Three types of content 

According to the content analysis, the author decided to follow Virya's category that divides 

content into three types that analyze Starbucks propagation method on Weibo. And then, each 

content type has some subtypes to help readers advanced understand the definition of each type. 

Finally, the researcher will use SPSS to verify the relationship among content type, forwarding, 

and favorites. And then, the author will calculate the average number of these two factors to 

determine the effectiveness among the three content catalogues. The author posts the whole list of 

the content type in the table 1. 
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TABLE 1.  Content type list with definitions 

Content type Subtype Description 

 

 

 

Information-issuing content 

Goods introduction/ 

promotion 

A detailed description or stimulation of 

productions.  

Shop presentation/ 

propagation 

A detailed description or stimulation of stores in 

China. 

Activities presentation/ 

propagation 

A detailed description or stimulation of a relative 

activities for Starbucks. 

Formal publication A formal publication by Starbucks 

Pragmatic suggestion Suggestion on how to generate, book, or adapt a 

drink or custom-make other Starbucks goods.  

 

 

Emotion-sparking content 

Visualization Showed in an exciting manner to evoke a certain 

emotional graphic. These graphics have 

astonishing factors in sometimes.  

Mushy information Using sentimental message to arouse emotional 

resonance though elaborate sentence and images. 

Tale telling Ask question to motivate audiences to share their 

emotion with others. 

Motivational reference A reference used to motivate audiences  

Jocose dictum A dictum with a jocose element 

 

 

Behavior-inducing content 

Sales promotion An activity for promotion goods, such as 

discounts, free 

Card sales An activity for promotion prepaid cards 

Lottery An activity that trades forwarding tweets for 

sweepstakes opportunities. 

Cross-platform 

promotion 

An activity that inducing audiences forward tweet 

to other platforms. 

  

Starbucks uses Information-issuing content to communicate valuable information to followers. 

This partial content focus on the benefit that follower most carefully. The subtypes of these types 

are goods introduction and propagation, shop presentation and spread, activities presentation and 

distribution, formal publication, and pragmatic suggestion.  

Goods introduction and propagation belong to Information-issuing, which focuses on 

propagating current Starbucks goods to their followers. Followed by an example on January 8, 

2018, which introduces new flavored latte and cake in the tweet, "#Golden walnut cookie flavored 

latte# plus #walnut cake#, brand new drinks with brand new cake, may the New Year bring peace 

and love to you and your family." Meanwhile, shop presentation and propagation and activities 

propagation and propagation have the same characteristics but focus on different objects. Shop 

presentation and propagation focus on the physical store, but the latter focus on recent activities. 

The formal publication aims to issue official announcement such as, "#Just now#, in the 2018 

AON "China's best employer" selection, we once again stood out from the 110 enterprises that 

participated in this year's election and won the domestic heavyweight human resources Award for 

the fourth time. Starbucks has been working in China for nearly 20 years, creating a unique "family 

culture." Each partner is our family, and each partner's smile is our certificate of award. This award 

belongs to 50000 Starbucks partners in China. Cai Deli, chief operating officer of Starbucks China, 

specially invited partner representatives to take the stage to receive awards." It refers typically to 

traditional issues or news implement, for instance, significant grants or annual schedule. The 

pragmatic suggestion is a content style that shares useful information about their updated products 

with Weibo's followers. A typical example of this subtype posted on July 20, 2018: "Next time 

you order #cheese crispy ring#, please match it with a cup of ice coffee. The crispy bread is dipped 
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in the "dense cloud top." This pair of salty and fragrant partners may fall in love with the star 

powder of #cheese crispy circle#. Let's talk about your creative eating methods." Unlike Starbucks 

on Twitter, the official account of Starbucks on Weibo usually doesn't tag special lab on this 

subtype. 

They are followed by Emotion-sparking, which aims to arouse followers' positive resonance, 

such as relief, inspiration, amusement, satisfaction, pride, and happiness. There is five subtype 

content consist of this part: visualization, mushy information, tale-telling, motivational reference, 

and jocose dictum. The most frequent kind of these subtypes is digital visualization, which uses a 

visual image to attract attention. These images are quite attractive, adjusted, and modified by some 

photo retouching software such as photoshop, to generate a popular circumstance for followers. 

Mushy information typically uses a sentimental message to arouse emotional resonance through 

elaborate sentences and images. Sometimes these kinds of tweets relate to products, sometimes 

not. A classical instance was posted on mid-autumn, November 16, 2018, "When night falls, I 

always miss my family. Are you working overtime at this time? Cooking? Or are you immersed 

in homesickness? Another continual subtype content is tale-telling which ask a question to 

motivate audiences to share their emotion with others. The official operators want to utility 

Emotion-sparking tweets to build a strong and stable relationship with their fans. The rest of the 

subtypes in Emotion-sparking also support positive emotion to the audience. 

To courage and induce followers to do what Starbucks wants, such as buying, engaging, or 

booking, official operators would issue Behavior-inducing content, which also welcomed by the 

majority of consumers. The primary subtype of this content is a promotional campaign. 

Promotional campaign tweets pay attention to persuade followers to buy their products by 

introducing discount campaigns. Double eleven, for instance, is the most famous promotion 

campaign in Chinese eCommerce, to attract customer purchase Starbucks' goods in Double eleven, 

operators issue a tweet on November 1, "Ten days after the Double 11 countdown, Starbucks 

Tmall's official flagship store will buy Double 11 extra for your Fun! A variety of star products 

are gathered online, festive star gift cards, blessing star cups, coffee intentions, delivering mellow, 

and joy. There are also a variety of products that can enjoy the Tmall platform over 400 yuan 

minus 50-yuan allowance discount overlay. Come to the store immediately and add all your 

favorite products to the shopping cart. Don't miss it on the 11th." As we all know, the physical and 

digital Starbucks' card is an important revenue source that generates large amounts of cash flow 

for Starbucks. Thus, evoking followers to purchase tickets is a crucial assignment for an official 

account on Weibo. (e.g.' I heard that with # A Starbucks coffee card that knows you#, marked with 

your taste, partners could understand you in seconds. At the same time, from today to November 

4, 2018, at the designated Starbucks stores in mainland China, you can purchase a Starbucks card 

with a price of RMB 108 and above, and you can enjoy a one-for-one discount on designated 

drinks on the spot. Get started during the event.') 

Furthermore, the Behavior-inducing subtypes aren't limited by these two methods; their tweets 

use other subtypes content to induce customer pay for Starbucks' goods. The lottery is the most 

effective way to enlarge efficiency; generally, the number of retweets and favorites will soar into 

a large number of the official account draws a lottery among followers who retweet a tweet. The 

account operator induces readers to use another social platform to interact with Starbucks, such as 

WeChat, also helps Starbucks to expand its influence. Thus, it gradually becomes a proportion of 

Behavior-inducing content. 

 

IV.RESULTS 
After processing and categorizing the data from Weibo, the data are listed in table 2. There is 

a total of 663 tweets published by the Starbucks official account during 2018. The Information-

issuing content took a 66.4% proportion, which was the most significant part of tweets. Followed 

by Emotion-sparking content took 15.1 percentage of Starbucks tweets during 2018. The least was 
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behavior-inducing content, which rarely held 14% part in 2018. Among the Information-issuing 

type content, the introduction and promotion of the goods are the most occurred subtype, followed 

by activities introduction and development. However, formal publications have the highest 

average number of forwarding and favorites. Mushy information is the most frequent subtype in 

the Emotion-sparking content; meanwhile, it also has the highest average number of forwarding 

and favorites among this type. Card sales are the most common subtype in the Behavior-inducing 

content type. Besides the quantity of each subtype, table 2 also lists the average number of 

forwarding, favorites, and favorites of each subtype. Due to each subtype has a massive amount 

of differences, it is hard to contrast the efficiency among each subtype directly. For example, the 

goods introduction/promotion is the most common subtype content, 360 tweets, in 2018, while 

motivational references published twice in 2018 rarely. 

 

TABLE2. Descriptive statistics of Starbucks tweets in 2018. 

 

Subtype n % Avg.for Avg.fav 

Information-issuing content:     

Goods introduction/ promotion 358 54.0 41.2 167.4 

Shop presentation/ propagation 8 1.2 31.8 121.5 

Activities presentation/ propagation 39 5.9 52.5 119.5 

Formal publication 7 1.1 190.7 158.1 

Pragmatic suggestion 24 3.6 25.6 166.3 

Information-issuing total 436 65.7 43.6 162.2 

Emotion-sparking content:     

Visualization 24 3.6 29.3 113.625 

Mushy information 52 7.8 38.5 125.6 

Tale telling 49 7.4 26.8 123.5 

Motivational reference 2 0.3 14.5 117 

Jocose dictum 3 0.5 25 136 

Emotion-sparking total 130 15.1 31.7 122.7 

Behavior-inducing content:     

Sales promotion 9 1.4 34.9 88.9 

Card sales 51 7.7 56.8 124.0 

Lottery 23 3.5 1097.6 308.3 

Cross-platform promotion 14 1.7 489.7 72.5 

Behavior-inducing total 97 14.6 364.1 156.9 

Total 663 100 88.1 153.7 

FIGURE 1. Each content type number of Starbucks tweets in 2018 
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 Figure 1 presents how many amounts of tweets by month for these three content types in 

2018. This observing is an efficient assistant method to provide visual information about how the 

company issued its content. We can easily find the Information-issuing content holds the first rank 

during the year when Emotion-sparking and behavior- inducing material were keeping a similar 

number of tweets during the year. An interest regularity was Information-issuing content, having 

obviously fluctuation during 2018. Every two months, Starbucks launches new coffees or related 

products. To support publicity, Starbucks will publish a large number of relevant tweets. 

TABLE3. Correlation among content type, forwarding and favorites. 

Correlations 

 Content type Forwarding Favorites 

Pearson Correlation Content type 1.000 .109 -.032 

Forwarding .109 1.000 .832 

favorites -.032 .832 1.000 

Sig. (1-tailed) Content type . .002 .205 

Forwarding .002 . .000 

Favorites .205 .000 . 

N Content type 663 663 663 

Forwarding 663 663 663 

Favorites 663 663 663 

 

FIGURE 2. The average favorites and forwarding number of three contents 

 

Effectiveness of content types   

According to researcher’s methodology, the research judges the effectiveness based on the 

average number of forwarding and favorites. In order to verify the validity between the content 

and forwarding, and favorites, the author uses SPSS to confirm whether these factors have 

sufficient relationship among them. After using SPSS to analyze the relationship between content 

type, forwarding, and favorites. The researcher gets a correlation table showed above. We can 

directly find both forwarding and favorites have positively related to the content type. Thus, the 

author can calculate the average number of forwarding and favorites. The behavior-inducing 

content has the highest forwarding and second favorites number among three materials. The 

average forwarding number is 364.1 and 156.8 favorites times. Lottery subtype content is the most 

engaging subtype content, which average number reaches 1097.6 times per tweet and 308 times 

favorites per tweet. The average number of forwarding and favorites in information-issuing is 43.6 

and 162.2 times. The formal publication has the highest forwarding, with 190.7 times, while goods 

0 100 200 300 400

Information-issuing

Emotion-sparking

Behavior-inducing

Total

Avg.favorites Avg.forwarding
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introduction/promotion has the highest favorites, with 167.4 favorites per tweets. The behavior-

sparking has the lowest average number of forwarding, with 31.7 times, and favorites, 122.7 times. 

The mushy information has the highest average forwarding number, and jocose dictum has the 

highest favorites number on emotion-sparking content. Among these three contents, behavior-

inducing has the highest average number of forwarding. Even though information-issuing content 

has the highest average number of favorites which just 5.3 times higher than behavior-inducing 

content, but its average number of forwarding much lower than behavior-inducing content, with 

average less 44.5 times per tweet. Thus, after clearly compare these three contents, we can know 

the behavior-inducing content is the most effective content among the three contents and the 

lottery is the most effective subtype content. 

 

 
V. DISCUSSION 

In this paper, we find that Starbucks’ tweets on Weibo could be divided into three types, 

Information-issuing, Emotion-sparking, and Behavior-inducing. These three contents build a 

cycle which includes informing the user information about what types of product are issued, 

arousing the user’s emotional resonance and reducing psychological preparedness through 

promotions and lottery to stimulate audiences to expand messages and buy Starbucks’ relative 

goods. After carefully calculating and comparing the average number of forwarding and favorites, 

we can easily find that different types of content have a different effect. The Behavior-inducing 

could arouse striking feedback from their audience. When we pay attention to the subtypes of 

behavior inducing, which both have the highest number of forwarding and favorites, the lottery 

brings amazing forwarding and favorites while the effectiveness of other subtypes among 

behavior-inducing much lower than it. Thus, companies regularly launch of lottery activities on 

Weibo is a useful publicity tool.  

 

Realistic inspiration: 

This paper also has many realistic inspirations that other companies’ marketers could acquire 

mature propagation methods and combine these pieces of knowledge to their own marketing 

strategies. The realistic inspirations are showed follows. 

 

Giving users few benefits in exchange for greater exposure 

According to compare the average number of forwarding and favorites, the lottery has the 

highest forwarding and favorites number (1097, 308). If the researcher removes lottery result 

announcement tweets, the forwarding and favorites number will be much higher. The highest 

lottery tweet has 21459 forwarding and 4779 favorites, which sufficient higher than all of the other 

tweets. Typically, the gift of a lottery is inexpensive such as Starbucks’ shopping card or relevant 

product which are competitive than traditional propagation channel, for instance, newspapers have 

a much higher price than hold a lottery activity. At the same time, young Chinese users seldom 

read newspapers; mobile social media platform is much acceptable than paper-medium media 

platform. Thus, it is a recommendation that companies should appropriately enlarge lottery 

proportions to expand their effectiveness when they make social media marketing schedule.    

 

Integrated media platform and industry chain 

Through the multi-faceted integration of media, enterprises and consumers can achieve better 

interactive communication. In order to achieve marketing goals and more excellent coverage of 

target consumers, it is not only necessary to integrate social media, but also to strengthen the 

integration and development of traditional media and new media. Between different media, the 

means of transmission and content can be borrowed from each other. "The connotation of Internet 
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+ thinking is to connect and share as much as possible. In this area, Starbucks shows an excellent 

integration ability.  

From Starbucks’ official account, we can lightly find their marketing activities did not exist 

only on Weibo, and their official account persuades audiences to use other social to enjoy more 

activities. Besides, the joint marketing of video sharing websites and traditional TV media together 

produced an orderly communication effect and improved the brand's communication image. 

Favorability. Catering companies can use the Internet to break through time and space restrictions. 

Enterprises could improve the service experience of customers in a series of activities include in 

booking the store, in bite, during the meal, and after the meal. Means or single means of 

communication for consumers are getting lower and lower, and companies must integrate various 

resources, choose a combination of marketing and communication tools suitable for their own 

company and brand, and rationally arrange to attract consumers to participate and reaches overall 

content influence and coverage, to achieve win-win and value interconnection of multi-media. 

While using a diversified media portfolio, it is necessary to distinguish the attributes of the 

platform from the perspective of the audience and develop differentiated marketing strategies so 

that the advantages of each media can complement each other in the marketing process of the 

enterprise. 

For example, Starbucks' digital marketing team has given different missions to brand social 

marketing platforms. Starbucks' Weibo has provided users with more participation experience, 

especially the Weibo platform pays attention to the characteristics that do not require verification, 

making it an essential position for the launch and diffusion of Starbucks marketing activities. It 

has become an important marketing strategy for Starbucks to use Weibo to get closer to more 

potential consumers. The Starbucks app, like a self-built platform, can build social relationships 

with loyal customers and strengthen relationship ties, and its push of information can be more 

customized and personalized. Compared to the app, Starbucks' WeChat is more like a story 

machine, conveying the brand's cultural value to users, and reshaping the brand image with a new 

social language. The consumer coverage of catering companies is relatively comprehensive. It is 

involved in different age groups and income groups. Therefore, the marketing of the catering 

industry is based on a large number of interpersonal relationships. Especially in social media, the 

role of word-of-mouth marketing is continually being magnified. The use of a multi-media 

marketing mix of social media and mass media can better increase consumer exposure to positive 

word-of-mouth, and also receive instant feedback while receiving negative feedback to win media 

favorability. 

 

Limitation 

This research also has some apparent weaknesses; it only pays attention to a catering brand 

on one social platform. In the recent era, social platforms are highly integrated and interactive. 

Still, this paper just preliminary discussion of Starbucks' performance on other social platforms 

but does not profoundly research their efficiency. Moreover, it doesn't examine whether modality 

could affect the effectiveness of tweets in China. Further study could examine other types of 

brands' integration of cross-social platforms to expand and confirm the results of this paper. 

 

Theoretical Contribution: 
Same as Starbucks' marketing communication strategy on Twitter, Starbucks China also uses 

serval kinds of content to propagate their activity in Weibo. Hence, other brands could flexibly 

combine three types of content to maximize the effectiveness in Weibo. Nevertheless, holding 

lottery are the most particular activities which could attract a large number of followers to 

subscribe, retweet and favorites in Weibo. Followers initiative to do these steps under the 

motivation of gifts. So, lotteries can create mass propagation while completing the campaign 

publicity needs.  
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VI. CONCLUSION 

The Starbucks official account issued a total of 633 tweets. Overall, with the development of 

the mobile Internet and the improvement of audience media literacy, new changes have taken 

place in the marketing environment in the new media era. Enterprises need to use their own and 

built social media to disseminate brand information and corporate culture in order to achieve 

marketing goals ultimately. As a leading digital marketing communication brand in the restaurant 

industry, Starbucks has accumulated a lot of valuable experience in operating social media, which 

is worth learning and learning from other companies. In the process of socialized communication, 

the company must step out of the original one-way communication misunderstanding. Because 

social media is a virtual evolution of the actual relationship chain, to a certain extent, companies 

should pay attention to the value of users in marketing communication. Consider a reasonable way 

of expression of communication. Social media has a massive database of user behaviors (including 

user habits, hobbies, etc.). When conducting marketing operations, companies should delve into 

useful customer information to avoid marketing blindness and achieve precise marketing. Also, 

social media marketing cannot operate independently. Only through the deep integration of the 

media can the company truly realize the maximum effect of communication. Although the mass 

media is in a declining phase, it still has advantages in terms of professionalism and scope of 

content production. The integration and optimization of the all-media industry chain complement 

each other, and the company's social media marketing and communication will have a bright future. 
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