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As an important means of modern corporate brand communication, content marketing
has been widely used. The study found that by providing systematic coffee knowledge pop-
ularization content, Starbucks enhanced its professional image in the field of coffee culture,
promoted the continuous interaction between consumers and the brand, and enhanced con-
sumers' brand identity and loyalty. At the same time, Starbucks has also actively explored
the optimization and innovation of content marketing strategies, including precise content
positioning, professional content production, diversified content dissemination, diversified
content monetization, and content data insights.
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B kayecTBe Ba)XXHOTO CpEICTBA COBPEMEHHOM KOMMYHHUKAIlMM KOPIIOPAaTHBHOTO
OpeHJa MHUPOKO UCIOIb3yeTCsl KOHTEeHT-MapKeTHHT. VccnenoBanue nmokasasno, 4To, Mpeso-
CTaBJISISl CUCTEMAaTHYECKUI KOHTEHT JJIsl MOMYIsipU3aliiy 3HaHui o kode, Starbucks ymyd-
IIuIa CBOM MpoQeCCHOHATBHBIN UMUK B 001acTH KOPEHHON KyIbTYpHhI, CIIOCOOCTBOBAJA
MOCTOSIHHOMY B3aUMOJEHCTBUIO MEXIYy MOTPEOUTEISIMU U OpeH/IOM, a TaKKe MOBBICHIIA
UJEHTUYHOCTh OpeHJa U JOsJIbHOCTh oTpedureneil. B To sxe Bpems Starbucks taxke ax-
THUBHO M3Yy4aeT ONTUMH3ALIMIO U MUHHOBALIMY CTPATErHii KOHTEHT-MapKETUHTI'a, BKIIFOYast TOY-
HOE MO3UIIMOHUPOBAHUE KOHTEHTA, MPo(eccCHOHaTbHOE MPOU3BOICTBO KOHTEHTA, IUBEPCH-
(buIMpOBaHHOE PACHPOCTPAHEHUE KOHTEHTA, AUBEPCU(DUIINPOBAHHYIO MOHETU3AIIUIO KOH-
TEHTA U aHaJIN3 IaHHBIX KOHTEHTA.

Knrouesvie cnosa: xontenT-mMapketunr; CrapOakc; conepxaHue 3HaHHA, KOMMYHH-
Kanus OpeHpa.
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As an emerging brand communication method, content marketing has be-
come an important means for enterprises to increase brand awareness and rep-
utation. As a leader in the global coffee industry, Starbucks is undoubtedly one
of the outstanding practitioners of content marketing applications. By creating
a series of contents such as "Coffee Encyclopedia”, Starbucks comprehensively
displays its professional knowledge and insights in the field of coffee culture,
effectively improving the brand's status in the minds of consumers. This article
intends to use Starbucks "Coffee Encyclopedia" content marketing as an entry
point to deeply explore the application and practice of content marketing strat-
egies in corporate brand communication, with a view to providing valuable
insights for corporate brand communication.

Content marketing refers to a way for companies to actively attract target
audiences and establish trust and connections between brands and consumers
by creating and disseminating valuable and attractive content, thereby achiev-
ing marketing goals. Different from traditional promotional marketing, content
marketing pays more attention to consumer demand-oriented and provides
them with valuable information and services, thereby achieving the improve-
ment of brand image and the growth of sales performance.

In 2015, Starbucks launched the content marketing project "The Starbucks
Coffee Encyclopedia". "Coffee Encyclopedia" has created a brand image of
"coffee expert" for Starbucks through a comprehensive interpretation of coffee
culture, attracting user groups with different preferences. At the same time, it
also conducts comprehensive promotion in Starbucks' online and offline chan-
nels, and attracts traffic through social media to increase the exposure and dis-
semination of the content [1, p. 800].

"Coffee Encyclopedia" knowledge operation data

Time pe- | Number of users | Average visit dura- Number of Number of
riod tion (minutes) comments shares
Q12019 100,000+ 5.2 2,000+ 1,000+
Q22019 150,000+ 6.9 2,500+ 1,200+
Q32019 200,000+ 7.2 3,000+ 1,500+
Q4 2019 250,000+ 8.1 3,500+ 1,800+

As revealed by these data, Starbucks is successful in knowledge opera-
tion. On the one hand, growth in the user number implies the growing attrac-
tiveness and user loyalty of the platform [2, p. 115]. On the other hand, the
elevation in average visit duration suggests enhanced content quality. As
demonstrated by the increased number of shares and comments, users actively
participate on the platform and would like to share their experiences of coffee
with others.
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These insights can help Starbucks further optimize its knowledge opera-
tion tactic. For instance, they can gain an insight into users’ preference for
distinctive topics and content categories based upon their sharing and com-
ments data, so as to offer more targeted contents. Additionally, they can not
only deeply understand users’ needs via user research but also improve con-
tent on the platform to offer a superior user experience.

In accordance with the data, Starbucks’ Coffee Encyclopedia knowledge
operation presents positive trends in the number of users, average length of
visit, and engagement of users [3, p. 27]. This data provides Starbucks with
valuable information that can help them further optimize their knowledge op-
erations strategy, enhance user experience, and consolidate their leadership po-
sition in the coffee industry.

However, in future content marketing practices, Starbucks still needs to
further optimize and improve:

Continue to optimize content forms and interactive design to maintain
content innovation and attractiveness; strengthen in-depth integration with of-
fline marketing activities to achieve an organic combination of online and of-
fline; further understand user needs through big data analysis, and continuously
optimize content strategies; focus on content Evaluation and data analysis of
communication effects to continuously improve the conversion effect of con-
tent marketing. In short, Starbucks' "Coffee Encyclopedia" content marketing
project provides a good case reference for corporate brand communication. In
the future, companies should continue to innovate content marketing strategies
based on their own characteristics and goals, provide users with valuable con-
tent, and achieve continued improvement in brand influence.
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