Mastering PPC Marketing: A
Case Study on Starbucks-
Branded Thermal Travel Mugs

In the world of digital advertising, few tools are as powerful
and adaptable as Pay-Per-Click (PPC) campaigns. For Starbucks’
newly branded thermal travel mugs, PPC marketing presents a
clear pathway to achieving their ambitious goal of selling
10,000 units in just six months, while adhering to a $50,000
budget. Here’s a breakdown of an expertly crafted PPC strategy
that any marketer can use as an inspiration for selling
branded merchandise and achieving significant returns on
investment.

Why PPC? A Strategic Move for Starbucks

PPC advertising offers the unique advantage of driving highly
targeted traffic to a product, eliminating guesswork.
Starbucks leverages this by tailoring campaigns to resonate
with its brand-loyal customers and on-the-go coffee lovers.
With the right combination of keywords, ad copy, and bid
management, this strategy aligns perfectly with Starbucks’
strong branding and revenue goals.

Here's the foundation of the strategy and the key tactics
employed.

1. Targeting High-Impact Keywords

Keywords are the lifeblood of a PPC campaign. Starbucks has
strategically prioritized three types of keywords to maximize
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relevance and attract buyers:

 Branded Keywords: Terms like “Starbucks travel mugs”
capitalize on the brand’s credibility and loyal customer
base. These high-intent keywords focus on people
actively searching for Starbucks-branded products.

- Generic Keywords: Broader terms such as “thermal coffee
mugs” and “insulated coffee mugs” tap into users who
value product functionality but may not be loyal to
Starbucks yet.

= Long-Tail Keywords: Phrases 1like “buy Starbucks mug
online” and “coffee gifts under $25” target purchase-
ready users. These users are further down the sales
funnel, demonstrating a strong buying intent.

This clear segmentation ensures the campaign caters to both
brand enthusiasts and new shoppers seeking stylish, practical
coffee mugs.

2. Strategic Ad Copy That Converts

Starbucks incorporates creativity and urgency in its PPC ad
copy. By engaging emotions and buyer psychology, the ads are
designed to drive clicks. Here are key examples:

=Ad 1:
Title: Limited Edition Starbucks Travel Mugs — Shop Now!
Description: Keep your coffee hot or cold on the go. Get
your stylish Starbucks thermal travel mugs with free
shipping. Limited stock—order today!
URL: www.starbucks.com/mugs

= Ad 2:
Title: Starbucks Mugs for Coffee Lovers — $25 Only!
Description: Perfect for coffee on the go. Shop



http://www.starbucks.com/mugs

Starbucks mugs with free shipping. Don’t miss out-buy
now!
URL: www.starbucks.com/travel-mugs

= Ad 3:
Title: Stay Stylish with Starbucks Mugs — Free Shipping!
Description: Grab the ultimate thermal mug for all-day
coffee freshness. Available now with free shipping. Shop
the collection now!
URL: www.starbucks.com/shop-mugs

Common Ad Themes

Across all ads, Starbucks strategically emphasizes:

= Urgency and Scarcity: Phrases like “limited stock” drive
immediate action.

= Customer Benefits: Highlighting free shipping and
functionality appeals to practical shoppers.

= Starbucks Branding: Each ad reinforces the premium image
of Starbucks, making buyers feel confident in their
purchase.

3. Smart Bidding Strategies

Starbucks uses a calculated bidding approach to maximize its
$50,000 budget while achieving optimal exposure. The Kkey
bidding strategy includes:

 Branded Keywords: These receive the highest bids
($1.50-%$2.00 per click) to ensure strong visibility to
high-intent buyers.

= Generic Keywords: Moderate bids ($0.75-$1.25 per click)
limit overspending while broadening the reach to
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potential customers.
= Long-Tail Keywords: Mid-level bids ($1.00-$1.50 per
click) focus on purchase-ready users likely to convert.

Manual vs. Automated Bidding

The campaign starts with manual CPC bidding to maintain budget
control during the initial phase, gradually transitioning to
Enhanced CPC (automated bidding) after collecting sufficient
performance data. This ensures Starbucks balances CPA (Cost
Per Acquisition) and ad placement efficiency.

4. Negative Keywords: Filtering
Irrelevant Traffic

Managing the campaign budget also means avoiding unqualified
clicks. Starbucks has implemented a robust negative keyword
strategy to filter out irrelevant searches, such as:

Terms like “free coffee”, “wholesale mugs”, and “used
travel mugs” are excluded to avoid clicks from users
looking for discounts or bulk deals.

 Informational searches 1like “Starbucks menu” and
“Starbucks store hours” are removed to ensure traffic is
purchase-driven.

This strategic use of negative keywords improves ad relevance,
lowers CPC, and drives traffic most likely to convert.




5. Optimizing for Mobile Users

Understanding shopping habits is critical. With a significant
portion of buyers shopping via smartphones, Starbucks
prioritizes mobile optimization:

= Increased mobile bids (+10-20%) ensure ads perform well
on mobile searches.

= Mobile-friendly ad designs, fast-loading landing pages,
and click-to-purchase 1links enhance the buying
experience.

6. Aligning Goals with Performance
Metrics

To achieve its sales goal of 10,000 mugs:

» Starbucks allocates approximately $277 per day.

With an average CPC of $1-$1.50 and an assumed
conversion rate of 5%, the campaign can drive 9-14 sales
daily, achieving the target within six months.

Rigorous campaign monitoring ensures budget reallocation to
high-performing keywords while pausing ineffective ones.

Key Recommendations

For long-term scalability and success, Starbucks should:

l. Continue refining the negative keyword 1list and
expanding ad variations through A/B testing.



2. Leverage seasonal campaigns (e.g., holiday gift
promotions) to capitalize on peak shopping periods.

3. Integrate retargeting campaigns to re-engage users who
visited but didn’t purchase.

Conclusion: PPC Done Right for Starbucks
Mugs

This PPC strategy not only aligns with Starbucks'’
organizational objectives but also highlights the importance
of precise targeting, creative ad design, and meticulous
budgeting. With an approach grounded in data-driven decision-
making, Starbucks is positioned to achieve robust ROI, strong
brand engagement, and a successful product launch.

Would a PPC strategy like this work for your brand? Share your
thoughts below!

Read the full paper here:
https://www.nickjroy.com/wp-content/uploads/2025/01/Milestone-
1-PPC-Marketing-Strategy-for-Starbucks-Branded-Thermal-Travel-
Mugs-.pdf

Social Media Evolution:
Opportunities for Small
Business Owners and Marketers

In today's fast-paced digital world, the social media
evolution has transformed social media platforms into powerful
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marketing tools that can significantly boost a business’s
reach and engagement. For small business owners, marketing
professionals, and entrepreneurs, understanding the evolving
social media landscape 1is crucial for leveraging its full
potential. This blog post will explore how social media
marketing has changed, the importance of business engagement,
and the role of online communities in fostering brand loyalty.

The Growth and Social Media
Evolution

Over the past decade, social media has shifted from a platform
for personal connections to a vital component of business
strategy. Initially, brands used social media primarily for
broadcasting messages, but today, it’s a two-way communication
channel that fosters direct interaction with customers.
Businesses now have the opportunity to turn consumers into
dedicated fans and followers through engaging content and
personalized interactions.

Platforms like Facebook, Instagram, Twitter, LinkedIn, and
TikTok have become essential for businesses of all sizes,
offering unique features and opportunities to connect with
their target audience. Understanding the specific strengths
and audiences of each platform is key to developing an
effective social media marketing strategy.

Enhancing Business Engagement

Social media marketing encourages various forms of engagement,
including business-to-business (B2B), consumer-to-business
(C2B), and consumer-to-consumer (C2C) interactions. By
fostering open communication, brands can build genuine
relationships with their audience, increasing brand loyalty
and driving sales.

Here are some strategies for enhancing business engagement on



social media:

1. Create Relevant Content: Tailor your content to address
the needs and interests of your target audience. Use a
mix of formats like videos, infographics, and user-
generated content to keep your followers engaged.

2. Leverage Influencers: Collaborating with influencers who
align with your brand values can significantly expand
your reach and credibility. Influencers can introduce
your products or services to new audiences and provide
authentic endorsements.

3. Host Interactive Sessions: Use live streams, Q&A
sessions, and polls to encourage real-time interaction
with your audience. This not only boosts engagement but
also provides valuable 1insights into consumer
preferences.

Harnessing the Power of Online
Communities

Online communities have emerged as powerful tools for brands
looking to foster deeper connections with their audience.
These communities provide a space for like-minded individuals
to share ideas, experiences, and support, creating a sense of
belonging and loyalty.

Brands can leverage online communities by:

1. Building a Brand Community: Establish a dedicated group
where customers can interact with each other and your
brand. Encourage discussions, share exclusive content,
and reward active members to maintain engagement.

2. Monitoring Feedback: Use online communities to gather
feedback on products, services, and <customer
experiences. This information can be invaluable for



refining your marketing strategy and product offerings.

3. Fostering User-Generated Content: Encourage community
members to create and share content related to your
brand. User-generated content not only boosts
credibility but also provides fresh perspectives and
ideas.

Exploring the Social Media
Marketing Course

For those looking to deepen their understanding of social
media marketing, our comprehensive course offers a broad
overview of the evolving social media landscape. Through this
course, participants will learn how to examine the impact of
social media content, analyze strategic uses of social media
platforms, appraise contemporary tools, illustrate marketing
goals, and assess online community elements for brand
leverage.

The course is divided into two sections, each culminating in a
final project. The first section focuses on an overview of
social media and its marketing implications, while the second
involves analyzing a case study to uncover best practices for
increasing customer engagement.

By enrolling in this course, you’'ll gain the skills and
knowledge needed to effectively harness social media marketing
for your business, driving engagement, brand loyalty, and
sales.

Conclusion

The evolving social media landscape presents endless
opportunities for small business owners, marketing
professionals, and entrepreneurs to connect with their
audience at a deeper level. By understanding the dynamics of



social media marketing and leveraging online communities,
businesses can enhance engagement and foster lasting
relationships with their customers.

Ready to elevate your social media marketing strategy? Learn
more about our course and take the next step in mastering the
art of social media marketing.

https://www.nickjroy.com/wp-content/uploads/2024/11/Final-Proj
ect-One-Social-Media-Landscape.pdf

MBA 580 9-1 Final Project:
Nurturing Innovation at SNHU
Motors Using the Spider Plant
Organizational Model

In the rapidly evolving automotive industry, staying ahead
requires more than just cutting-edge technology; it demands an
organizational structure that fosters creativity and agility.
SNHU Motors, recognizing the limitations of its traditional
tall matrix structure, is pioneering a shift towards the
Spider Plant organizational model-a strategy aimed at
revolutionizing how innovation is nurtured within the company.

Understanding the Tall Matrix
Structure

The current tall matrix structure at SNHU Motors, while
excellent for specialization and expertise, poses significant
challenges when it comes to innovation. The centralized
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decision-making process can stifle creativity and slow down
the company’s response to market shifts. In an era where rapid
innovation is crucial, such rigidity is increasingly seen as a
drawback.

The Centralization Conundrum

Centralized decision-making has its advantages, such as
consistency and control. However, it often suppresses the
autonomy needed to respond quickly to disruptive changes. This
model, rooted in 20th-century management paradigms, struggles
to keep up with the dynamic needs of the 21lst-century
automotive market. The need for a more adaptive and responsive
structure 1is evident.

Introducing the Spider Plant Model

The Spider Plant model offers a promising alternative.
Inspired by nature, this model emphasizes decentralization and
autonomy. It encourages cross-functional teams to form and
dissolve as needed, allowing SNHU Motors to be more agile and
responsive. This fluid structure not only supports innovation
but actively drives it.

Key Benefits of the Spider Plant
Model

1. Enhanced Agility: By decentralizing decision-making, the
company can respond more swiftly to market demands and
technological advancements.

2. Increased Collaboration: Cross-functional teams break
down silos, fostering a culture of collaboration and
ideation that is essential for innovation.



3. Empowered Employees: Granting autonomy to teams
encourages a sense of ownership and responsibility,
leading to more creative solutions and innovation-driven
initiatives.

4. Resilience and Adaptability: This model supports an
adaptive growth mindset, allowing the organization to
pivot and evolve with industry changes.

Implementing the Spider Plant Model

Transitioning to the Spider Plant model at SNHU Motors will
require significant cultural and structural changes.
Leadership development will be crucial, as managers must shift
from controlling every decision to empowering their teams.
Communication channels must be streamlined to support the new
model, and talent mobility should be encouraged to maximize
skill utilization.

Challenges and Considerations

Implementing such a model is not without its challenges. It
involves a profound shift in company culture and requires
careful planning to avoid potential pitfalls. Leadership must
be committed to nurturing this change, providing the necessary
support and resources to facilitate a smooth transition.

The Road Ahead

By adopting the Spider Plant model, SNHU Motors is positioning
itself as a leader in automotive innovation. This
transformation aligns with the company’s goal of fostering an
environment where innovation is not just encouraged but is an
integral part of its DNA. The shift promises to drive SNHU
Motors towards a future where it not only meets but
anticipates and sets industry trends.



Conclusion

The automotive industry is at a crossroads, and companies like
SNHU Motors must adapt or risk falling behind. By embracing
the Spider Plant organizational model, SNHU Motors is taking a
bold step towards enhancing its innovation capabilities. This
approach not only ensures operational agility but also cements
the company’s reputation as a forward-thinking leader in the
automotive sector.

For those interested in learning more about how SNHU Motors 1is
leveraging organizational agility to drive innovation, we
invite you to explore further insights and join the
conversation on automotive innovation and organizational
models. Together, we can pave the way for a more innovative
and agile future in the automotive industry.

https://www.nickjroy.com/wp-content/uploads/2024/10/Part-0One-F
INAL-PROJECT-Presentation-REVISED. pdf

https://www.nickjroy.com/wp-content/uploads/2024/10/Part-Two-S
trateqic-Plan-for-FINAL-PROJECT-REVISED. pdf

https://www.nickjroy.com/wp-content/uploads/2024/10/Part-Three
-Nurturing-Innovation-at-SNHU-Motors-Using-the-Spider-Plant-
Organizational -Model -REVISED. pdf

MBA 645 9-1 Project
Submission: Strategic
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Marketing Plan for U.S. Park
Southeast

In today’s fast-paced world, theme parks face unique
challenges and opportunities, especially when it comes to
reopening and re-engaging with their audience. For U.S. Park
Southeast, this means implementing a strategic marketing plan
that not only draws visitors back but also reinforces brand
equity, employs effective communication strategies, and
leverages both traditional and digital marketing methods.

Understanding Brand Equity

Before we dive into the specifics of the marketing strategy,
it’s crucial to understand the concept of brand equity. Brand
equity refers to the value a brand holds in the eyes of
consumers, based on recognition, reputation, and influence.
For U.S. Park Southeast, positive brand equity is key, as it
signifies trust and loyalty among visitors—a must-have for
effective reopening.

Positive Implications of Brand Equity

- Community and Local Government Support: Demonstrates
commitment to safety and quality, building trust.

- Employee Engagement: Boosts morale and reduces turnover,
ensuring a consistent experience for visitors.

= Customer Loyalty: A well-loved brand can draw visitors
even amid competition.

Negative Implications of Brand Equity

= Social Media Backlash: Mishandled situations can lead to
negative perceptions.
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= Operational Concerns: Safety issues can damage consumer

trust.
- Employee Concerns: Poor internal perceptions can affect

service quality.

Strategic Communication Plan

To maximize the positive implications and mitigate the
negatives, U.S. Park Southeast should implement a robust
communication plan, focusing on three key stakeholder groups:

1. Employees: Keep them informed and trained on new
protocols and safety measures. This builds confidence in
operations and enhances customer experiences.

2. Customers: Regular updates via emails, social media, and
traditional advertising will assure them of the park’s
safety and new attractions.

3. Vendors: Provide clear guidelines and updates on
partnerships and operational changes.

Leveraging Traditional and Digital
Marketing

Traditional Marketing Methods

Print Advertising, Radio, and Direct Mail remain powerful
tools. Print can showcase attractions, while radio reaches a
wide audience. Direct mail offers personalized messages to
past visitors.

Advantages:

 Broad reach through traditional methods.
= Tangible materials that create lasting impressions.



Disadvantages:

» Higher costs compared to digital methods.
 Limited targeting capabilities.

Digital Marketing Methods

Social Media, Influencer Marketing, and Email Campaigns are
essential for engaging with tech-savvy audiences. These
methods offer tailored interactions and real-time feedback.

Advantages:

 Precise targeting using data analytics.
 Interactive platforms that boost engagement.

Disadvantages:

= Requires ongoing management and content creation.
» Risk of negative feedback spreading quickly.

Integrating Traditional and Digital
Marketing

A cohesive strategy that blends both traditional and digital
methods will ensure maximum reach and engagement. For
instance, a radio ad can direct listeners to a social media
challenge, creating a cross-platform experience.

Setting SMART Objectives

Every effective marketing plan requires clear objectives. For
U.S. Park Southeast, SMART (Specific, Measurable, Achievable,
Relevant, Time-bound) objectives will help track progress and



make necessary adjustments. Example objectives might include:

= Increase visitation by 25% within six months post-
reopening.
» Achieve a 90% satisfaction rate in post-visit surveys.

Continuous Improvement with PDCA

Employ the PDCA (Plan-Do-Check-Act) cycle for ongoing
improvements. By continually assessing and refining
strategies, U.S. Park Southeast can adapt to changes and
optimize performance.

Crisis Management Strategies

Incorporate crisis management into the marketing plan to
address and mitigate potential negative impacts. Regularly
update protocols and communicate transparently with
stakeholders.

Conclusion

Reopening U.S. Park Southeast is not just about opening the
gates; 1it’'s about creating an experience that resonates with
visitors, assures them of safety, and rekindles their love for
the park. By focusing on brand equity, strategic
communication, and integrated marketing methods, theme park
managers and business leaders can pave the way for a
successful reopening and sustained growth.

Interested in seeing these strategies 1in action? Visit our
website to learn more about how we’re transforming experiences
with innovative marketing strategies.

https://www.nickjroy.com/wp-content/uploads/2024/10/9-1-Projec
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MBA 530 Communication
Strategy for Adaptive
Leadership Toolkit for a
Prosthetics Company

In an industry as impactful and dynamic as prosthetics,
leadership is pivotal to driving sustained success and
innovation. At [Company Name], we understand the critical role
that effective leadership development plays in maintaining our
competitive edge and fostering an inclusive, engaging
workplace culture. Recently, our employee engagement survey
unveiled both strengths and areas for dimprovement in
leadership practices, with a specific focus on social
intelligence, emotional intelligence, and interpersonal
skills.

Given these insights, we have embarked on an initiative to
bolster our leadership capabilities through the Adaptive
Leadership Toolkit. This toolkit is designed to equip our
leaders with the necessary skills to adapt and thrive in an
ever-changing market landscape, particularly as we venture
into Canadian markets in the coming years. The toolkit has
been met with enthusiasm by our CHRO and is poised for rollout
across our organization.
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Understanding the Importance of
Adaptive Leadership

Adaptive Leadership is a crucial competency for navigating
complex business environments. In the context of our
prosthetics company, adaptive leadership means being able to
manage the nuances of a highly technical industry while
remaining attuned to the emotional and social needs of our
diverse workforce. This involves not only reacting to
immediate challenges but also anticipating future trends and
adapting strategies accordingly.

Investing in leadership development through our Adaptive
Leadership Toolkit will empower our leaders to:

= Enhance their social intelligence by building stronger
relationships within their teams and across the
organization.

- Improve emotional intelligence, fostering an environment
where empathy and understanding drive collaboration and
innovation.

- Develop interpersonal skills that encourage open
communication, conflict resolution, and team cohesion.

Developing a Communication Strategy
for Toolkit Rollout

For successful implementation of the Adaptive Leadership
Toolkit, a well-crafted communication strategy is essential.
Here’'s how we plan to engage and educate our leaders about
this pivotal resource:

1. Pre-Rollout Engagement



= Informative Announcement: Start with an email from the
CHRO introducing the toolkit, its objectives, and its
anticipated impact on leadership development and
organizational growth.

- Leadership Meetings: Conduct virtual or in-person
meetings with supervisors and above to outline the
toolkit’s components and benefits, offering a platform
for initial feedback and questions.

Launch and Training

= Interactive Workshops: Host a series of hands-on
workshops that allow leaders to explore the toolkit'’s
resources and apply them to real-world scenarios. These
workshops should emphasize adaptive 1leadership
principles and their application in our industry.

= Online Resources: Provide access to a dedicated online
portal where leaders can find the toolkit, engage in
discussion forums, and access additional 1learning
materials and case studies.

3. Ongoing Support and Engagement

 Regular Check-Ins: Schedule regular follow-up meetings
to discuss progress, challenges, and insights gained
from using the toolkit. This ongoing dialogue will help
ensure the toolkit remains relevant and useful.

- Feedback Mechanisms: Implement a system for gathering
continuous feedback from leaders using the toolkit. This
feedback will be invaluable for making iterative
improvements and keeping the content aligned with
evolving business needs.



4. Celebrating Success

- Highlighting Success Stories: Share success stories and
testimonials from leaders who have effectively utilized
the toolkit to overcome challenges or drive team
success. These narratives will inspire others and
highlight the toolkit’s value.

- Recognition Programs: Establish recognition programs for
leaders who demonstrate exemplary adaptive leadership
capabilities, reinforcing the positive impact of the
toolkit and encouraging broader adoption.

Conclusion

Rolling out the Adaptive Leadership Toolkit is a significant
step toward strengthening leadership development and
supporting our company’s strategic objectives. By investing in
our leaders’ growth, we are paving the way for continued
excellence in the prosthetics industry and preparing for
expansion into new markets.

We encourage all leaders to actively engage with the toolkit
and leverage it as a resource for personal and professional
development. For those interested in learning more about the
toolkit and its potential impact, we invite you to book a
session with our leadership development team.



