Analysis of a more personalised customer care strategies at Starbucks (China)
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[bookmark: _Toc58965862]Executive summary
With the rise of the "new retail" sales model driven by the digital economy, the retail industry has become more focused on providing more personalised customer care to customers. This report takes Starbucks (China) as the subject of this study and provides an in-depth analysis of the market environment in which it operates in order to propose more personalised customer care strategic options. On this basis, a critical analysis of the more personalised customer care customer care strategic options are presented, as well as a further exploration of its potential impact on other areas of the company.

[bookmark: _Toc720751526][bookmark: _Toc10862][bookmark: _Toc1049281367]1.Introduction
Starbucks was founded in 1971 in Seattle, USA(Starbucks, 2022).In 1982, Howard Schultz joined Starbucks and combined the coffee culture of the Italian coffee bar with the quality of coffee that Starbucks had always been known for, creating a new business model: selling cups of coffee in shops that customers could sit down and drink, forming the prototype of what we know today as Starbucks.In 1999, Starbucks opened its first shop in mainland China at the International Trade Centre in Beijing, thus starting its journey as a joint venture in China. Schultz has stated on more than one occasion in public that Starbucks is bullish on the huge potential of the Chinese market and is committed to making China the largest international market for Starbucks outside the US in the near future.To date, Starbucks has opened more than 6,000 shops in over 230 cities in mainland China, with nearly 60,000 Starbucks partners(Starbucks (China), 2022). 
At present, research on Starbucks China's strategy has focused more on marketing strategy, and there is a gap in the research on customer care  strategic options. In today's "customer first" retail industry, competition has become much more than marketing, and customer experience has become a new competition point. Studying more personalised customer care strategic options will help give Starbucks (China) a head start for further growth in the Chinese market.
[bookmark: _Toc1863128402][bookmark: _Toc136226005]2.Analysis of the external environment
[bookmark: _Toc1139995507][bookmark: _Toc332898333]2.1Macro-environment analysis
The macro environment, which breeds new opportunities and crises in a constantly changing environment, has a key impact on the development of a company and is an important aspect of the analysis of its external environment. This section uses the PESTEL analysis to analyse the macro environment in which Starbucks (China) operates. PESTEL analysis highlights six environmental factors in particular: political, economic, social, technological, environmental and legal (Whittington et al., 2020, p.36).
[bookmark: _Toc1010660646][bookmark: _Toc1759657846][bookmark: _Toc956761444][bookmark: _Toc703208313][bookmark: _Toc627822413][bookmark: _Toc827382296]2.1.1 political
Firstly, Starbucks (China) is a multinational company and its development is inevitably affected by the relationship between the United States and China. On January 6, 2021, Chinese President Xi Jinping wrote to Howard Schultz, Chairman Emeritus of the Board of Directors of Starbucks Corporation, encouraging him and Starbucks Corporation to make positive efforts and continue to play an active role in promoting economic and trade cooperation between the two countries and developing Sino-US relations (Xinhua News Agency, 2021).As far as the current relationship between the two countries is concerned, the common interests outweigh the differences, the need for cooperation outweighs the friction, and the trend is towards cooperation between the US and China (People's Daily, 2021), which provides a better political environment for Starbucks to grow in China.
Secondly, China's insistence on focusing on economic construction and continued reform and opening-up (The State Council of China, 2022) has provided a stable market environment and broad space for multinational enterprises to develop. In particular, China has since joined the WTO, which is conducive to Starbucks (China) expanding its business in China. As a coffee company that mainly imports raw materials, it can better reduce its operating costs in various aspects under the WTO framework, such as reducing tariffs on imported raw materials, which will enable Starbucks to control costs more effectively.
[bookmark: _Toc1725313199][bookmark: _Toc1572114885][bookmark: _Toc2079524219][bookmark: _Toc1219607150][bookmark: _Toc1224137580][bookmark: _Toc857634547]2.1.2 economic
China's economy continues to improve. 2021 GDP exceeds RMB 114 trillion, up 8.1% on the previous year (National Bureau of Statistics of China, 2022). As China's economy rises, the consumption structure of the population is also being upgraded, with the proportion of coffee and other consumption on the rise. The expanding market provides opportunities for Starbucks (China) to grow.
Of course, while we see the positive factors, we should also see that China's per capita consumption levels show a wide range (National Bureau of Statistics of China, 2022), and the large gap between different markets will bring difficulties and challenges to Starbucks (China)'s management and marketing. The large income gap will result in a wide range of consumer price sensitivities, which will lead to inconsistent operating costs and different customer outcomes for Starbucks (China).
[bookmark: _Toc2014733799][bookmark: _Toc2043563154][bookmark: _Toc267193808][bookmark: _Toc205959435][bookmark: _Toc1186968800][bookmark: _Toc353592765]2.1.3 social
The social elements have at least two impacts upon organisations. First, they can influence demand and supply. Second, they can shape the innovativeness and effectiveness of organisationsl (Whittington et al., 2020, p.41).
In recent years, the Chinese government has accelerated the development of education and the quality of the population has increased significantly, laying a solid foundation for the inclusive absorption of foreign food culture and atmosphere. Although coffee is an imported product, people's awareness of coffee culture is growing, especially for those who seek individuality and a new lifestyle, cafes have become places to release stress and show off their tastes(Sichuan Community Network, 2015), and the Starbucks (China) consumer base continues to expand.
Despite China's urbanisation, the level of development does vary greatly from one society to another and consumers in different regions are at different stages of coffee understanding and consumption, leading to inconsistencies in the content and cost of coffee education at Starbucks (China) and the need to consider local realities when designing marketing campaigns and programmes in order to achieve the desired results.
[bookmark: _Toc108813897][bookmark: _Toc1459962807][bookmark: _Toc338025179][bookmark: _Toc1964068728][bookmark: _Toc1409024617][bookmark: _Toc746350106]2.1.4 technological
In terms of product technology, the main technical environment for coffee is the grinding and roasting of coffee (Samoggia and Riedel, 2019). As the taste of coffee is fixed, its grinding and roasting technology is also relatively fixed, with strict operations at each step, and no significant major changes will occur, so the technical environment has less impact on it. Moreover, Starbucks has maintained its technological leadership from its inception to the present, giving it a good first-mover advantage for its development in China.
In terms of information technology, as modern society moves into a digital society, the huge impact that digitalization has had in the competitive business environment(Cortellazzo, Bruni and Zampieri, 2019). It has methodically captured a large market share through mobile phone orders and payment + coffee delivery. In addition, Starbucks (China) has an advanced data platform that enables it to understand customer preferences through computer data processing technology. Starbucks has leveraged technology to bring customers a great experience while also collecting data on their coffee preferences.
[bookmark: _Toc1326583282][bookmark: _Toc446746627][bookmark: _Toc1094937138][bookmark: _Toc1131973459][bookmark: _Toc1174562450][bookmark: _Toc454249415]2.1.5 environmental 
The company's operations will inevitably have an impact on the ecological environment, leaving an environmental footprint and incurring environmental costs. Pollution, stewardship and sustainability are what organisations need to consider (Hart and Dowell, 2010). The main raw material for Starbucks (China) is coffee beans, the cultivation and processing of which has a relatively small impact on the natural environment. However, ancillary products, such as disposable cups and straws, can have a greater impact on the environment.
[bookmark: _Toc709997420][bookmark: _Toc867730077][bookmark: _Toc821107223][bookmark: _Toc520296640][bookmark: _Toc1201413926][bookmark: _Toc265552820]2.1.6 legal
[bookmark: _Toc55387615]Legal issues are an important part of an organisation's institutional environment, referring to both formal and informal 'rules of the game' (Townsend et al., 2020). The legal system of China's market economy is becoming increasingly sophisticated. The strict formalisation of the legal environment has protected Starbucks' operations and enabled its investment and development to be promoted. In terms of market management, the government is also reducing administrative intervention (Premier Li Keqiang, 2018) and relying on internationally accepted systems and regulations to implement market management, which has enabled Starbucks to grow more smoothly in China.
[bookmark: _Toc675227274]2.2  Industry environment analysis
With the development of China's market economy and the increasing competition between companies, the industry environment can have a significant impact on a company's development. It is therefore essential to analyse the competitive environment of the industry to which a company belongs in order to pursue sustainable development. The “five forces” model developed by Michael E. Porter has been the most commonly used analytical tool for examining the competitive environment(Dess et al., 2018, p.50).The following is an analysis of the industry environment of Starbucks (China) using the 'five forces' model.
2.2.1 The extent of competitive rivalry
At present, Starbucks (China)'s traditional competitors in the Chinese market include several established coffee shops such as Costa Coffee and Shangdao Coffee, as well as China's local "internet" coffee brands led by Ruixing Coffee and Lian Coffee. In terms of market share, Starbucks has declined from 51% in 2017 to 36% in 2020 (Tell us about Daewoo, 2022).
2.2.1.1 Costa Coffee
Costa Coffee's Italian style has a European aristocratic feel (Branding Matters, 2019) and is positioned higher compared to Starbucks. However, it is a late entrant to China, with a chain of 400 shops in the country. The competitive strategy of Starbucks (China) to deal with its threat is to try to occupy the competitive space while it is not yet firmly established.
2.2.1.2 Luckin Coffee
As the representative of new retail coffee in China, RuiXing Coffee is one of the largest coffee chains with the largest number of shops in China (Luckin Coffee, 2022). The "new retail" model is its main concept, based on the Internet and the use of artificial intelligence to re-engineer the process of coffee production and sales. Its target customers are not only white-collar workers but also corporate users, which is its most distinctive feature.
2.2.2 The threat of substitutes
When substitutes outperform the original product in terms of price, quality and performance, customers can easily perceive the existence of substitutes and existing companies will lose a large number of customers (Zhang, Li and Yue, 2020).
2.2.2.1 Functional drinks to fight fatigue
Coffee can get rid of fatigue and stimulate the nerves, but in this respect it may be replaced by functional drinks with the same effect, such as sports functional drinks.
2.2.2.2 Tea drinks on the rise
Drinking tea is a lifestyle and even a culture among Chinese people(Gao et al., 2022).As China's tea and beverage market booms, a large number of tea and beverage brands that focus on youthfulness, globalisation and technology have injected new vitality into the entire beverage market. Such as Xi Cha and Cha Yan Yuet Si represent the new style of tea drinking. These tea drinking shops also have a romantic and relaxed dining environment and have become very hot social spaces through the new model of online marketing, online consumption and offline enjoyment.
2.2.3 The threat of new entrants
The coffee market in China is showing growth (China Report Hall, 2022), which is bound to attract many competitors into the market, thus reducing the profitability of all companies in the industry (Holford, 2018).
2.2.3.1 Nescafé 
Nestlé has always had an image of instant coffee. Now it has adopted various innovative models to show that it can offer more than just coffee, and its innovative coffee 'flash shop' in Beijing's Sanlitun (Fat whale headline, 2017)demonstrates its willingness to enter the mid-to-high end coffee market, a strong potential competitor.
2.2.3.2 McCafe
McCafe is a coffee brand owned by McDonald's. It is a stand-alone coffee shop in the form of a separate corner of a fast food restaurant, creating a cafe atmosphere. In terms of product range, the coffee drinks are accompanied by a variety of food, and the price advantage is 35% lower per cup of coffee than Starbucks.
2.2.4 The bargaining power of buyers
Starbucks (China) has always been in the pursuit of quality, targeting middle and high income groups who are looking for a quality life(Fenko, de Vries and van Rompay, 2018). In addition to the pursuit of high quality coffee, they are also interested in the experience of coffee culture, such as the dining environment, product-related services and peripheral products. For Starbucks (China), which is a chain shop model with uniform pricing, consumers do not have high bargaining power.
2.2.5 The bargaining power of suppliers
Generally, a listed company has stronger bargaining power in bilateral deals between suppliers and customers(Jin, Jiang and Liu, 2022).Starbucks (China) selects high-quality Arabica beans with extremely strict standards and rigid requirements. As a result, coffee bean suppliers have strong bargaining power. However, as Starbucks (China) is a well-known company in the industry, suppliers want to maintain a long and stable relationship with them. Therefore, overall, Starbucks (China) suppliers do not pose a significant impact on Starbucks (China), although they have bargaining power.

In summary, an analysis of the strength of the five forces that generate competitive threats to Starbucks (China) in the coffee sales industry is shown in the table below.
	Sources of competition
	Rivalry
	Entry threat
	Substitute threat
	Buyer power
	Supplier power

	


Environmental analysis
	Many competitors, but not as strong as Starbucks in terms of scale

	Low barrier to entry, but other brands are not as good as Starbucks

	Functional, social attributes are available as alternatives

	Customers are less price-sensitive and more concerned with service


	Suppliers willing to want to work with Starbucks for a long-term partnership

	Intensity of competition
	Low
	Low
	Medium
	Low
	Medium



[bookmark: _Toc1039226154][bookmark: _Toc1241203370]2.3 Internal environment analysis
Internal strengths will provide a sound basis for long-term strategies (Grant, 2019, p.116).In terms of internal strengths, it relies heavily on the company's own resources and capabilities (Wang et al., 2020).
2.3.1  Resources
Resources are the foundation of a company's product and service offerings (Shi, 2021), and the foundation of a company's core competencies and related capabilities is rooted in intangible resources. Starbucks (China) has three major intangible resources: human resources, reputation resources and innovation resources.
2.3.1.1 Human Resources
Starbucks (China) attaches great importance to efficient training for its employees, so that they can efficiently deliver information about Starbucks' coffee culture and coffee philosophy to consumers, enabling them to receive high-quality products and experiences, thus furthering the effective communication and interaction between Starbucks and consumers. It is worth mentioning that Starbucks (China) employees are known as "Partners", a group of "Partners" who work hard for the development and growth of Starbucks with unparalleled enthusiasm and professional services.
2.3.1.2Innovative resources
Starbucks (China) is innovative in many ways. On the product side, it has invested heavily in coffee extraction technology, and innovative products such as Fruity White, Frappuccino, Beer Coffee and Soy Milk Coffee have stood the test of the market. In terms of service, it changes its concept according to the cultural customs of different cities and regions. In addition, mugs are introduced from time to time and city-specific mugs are also customised, for example, in Beijing Starbucks shops you can only buy the Beijing mug.
2.3.1.3 Reputation resources
With technological advances, product functionality often exceeds the standards that consumers require, and they see little difference between brands.This means that competitiveness between brands is shifting to emotional value (Kato, 2021). The quality of Starbucks coffee can almost be called the standard of the coffee industry, they have been advocating: "This cup of coffee is more than just an ordinary cup of coffee, this Starbucks coffee", thus being able to be evaluated by Business Week in 2013 as one of the top 100 brands in the world, its brand value is also estimated to be $50 billion, which is This is what is known as the powerful competitiveness of the brand's reputational resources. This brand reputation in itself is a very big competitive advantage for Starbucks (China).
2.3.2 Capabilities
[bookmark: _Toc789469227]Organisational capabilities are the skills, routines, management and leadership of the organisation(Lynch, 2021, p.143)
In terms of human resources, Starbucks (China) has put in place effective measures to empower and motivate employees, retain higher-performing employees better, transform frontline employees into corporate collaborators and motivate them to put more energy into their work. This has been very effective in improving customer satisfaction.
In terms of marketing, Starbucks China's product promotion and branding is mainly built through word-of-mouth communication channels, and despite the fact that Starbucks rarely invests in advertising, it is highly visible globally because of the high level of customer loyalty and active communication in recognition of the unique experience. It can be said that the unique Starbucks experience creates the Starbucks word of mouth and constitutes the Starbucks brand.
[bookmark: _Toc566088765][bookmark: _Toc248892632]3.Critically evaluating the strategic options for more personalised customer care
With the advent of the new consumer era, customers are demanding more and more highly personalised customer care. It is worth noting that more personalised customer care can indeed bring many benefits to a company, but it can also, to a certain extent, also have a negative impact on the company's development, which needs to be analysed dialectically.
[bookmark: _Toc901317145][bookmark: _Toc1987805315]3.1 Advantages
Personalised service is a non-standardised service that meets the individual characteristics of the customer. It increases the benefits to the customer from the consumption of the service product, thus greatly increasing customer satisfaction and enhancing the competitive advantage of the company. These advantages are mainly manifested in the following areas.
3.1.1 Enhancing customer loyalty
By providing customers with more personalised customer care, Starbucks (China) is able to better meet the individual needs of different customers, thereby increasing customer loyalty. There is a famous Pareto Principle: The 80-20 rule or the law of the few(Kumar, Adhish and Chauhan, 2014) in marketing, which states that 80% of profits come from 20% of customers. In an era of marginal profits, loyalty marketing is even more valuable.Increased customer loyalty, by retaining existing customers and fostering positive word of mouth, can further lead to better business performance and long-term profitability(Moisescu and Gică, 2020).
3.1.2 Enhancing the difficulty of imitation of competing products 
Although Starbucks China's products are of high quality, they are not very difficult to imitate in terms of market realities. However, while products can be imitated, services are difficult to imitate. By providing more personalised customer care, for example by analysing its database and recommending products based on customers' past taste preferences, Starbucks (China) could go beyond the conventional level of service and become more "technical" in a sense, making it much more difficult for competitors to imitate.
[bookmark: _Toc640832826]3.2 disadvantage
 3.2.1 Increase production costs
Compared to standardised production, personalised services require more human, material and financial resources. Personalisation is the provision of non-standardised services that are tailored to the individual characteristics of the customer. In most cases, this 'one-to-one' provision cannot be produced on a large scale by the company and therefore does not have economies of scale, and production costs will rise as the degree of personalisation increases. A prime example of this is the fact that the cost of a fast food operation at scale is certainly much lower than that of a French a la carte restaurant.
3.2.2 Increase management difficulties
The individual nature of measuring services makes it difficult for managers to set a uniform quality standard to control service quality, and the quality of services and the provision of service content can change depending on the characteristics of individual customer needs. This makes the already cumbersome process of intangible service quality control even more complex and full of variables. The cost of services corresponding to this process also varies considerably with different customers, and uniform cost standards become difficult to enforce, which in effect makes management more difficult.
[bookmark: _Toc87610077][bookmark: _Toc846816877]4.implications on different areas
[bookmark: _Toc1436265944][bookmark: _Toc1077123070]4.1 Impact on the product sector
For the Starbucks (China) product division, providing more personalized customer care means offering customers a more diverse range of products, which will undoubtedly make product development and production more difficult, and the quality of the product will be more difficult to control.
[bookmark: _Toc2067776927]4.2 Impact on the advertising sector
For the Starbucks (China) advertising department, providing more personalised customer care means more diversity in advertising campaigns and a consequent increase in advertising production costs.
[bookmark: _Toc398952688]4.3 Impact on the computer sector
[bookmark: _Toc16000]Building a customer-centric organisation means not just implementing a system, but connecting an ecosystem of functions together and integrating them with business processes. More personalised customer care places greater demands on Starbucks (China)'s computer department, particularly the need to build strong customer data collection and analysis capabilities to improve personalised service to customers.
[bookmark: _Toc1605528528][bookmark: _Toc753881282]5.Conclusion
Starbucks (China), the giant of the coffee line in the Chinese market, has grown significantly along with the take-off of the Chinese economy. However, along the way, it has inevitably encountered a new influx of competitors in the industry, but on the whole, Starbucks (China) has been able to maintain a stable market share thanks to its strengths. Further, customer care has always been a strength of Starbucks (China), and by providing more personalised customer care, Starbucks (China) will certainly be able to further open up the market and maintain its leadership position in the industry among the increasingly service-conscious Chinese consumers.
[bookmark: _Toc329189274]6.Recommendations
The overall plan made by an enterprise for its long-term survival and development on the basis of analysis and research of the external environment and internal resource conditions is known as strategy(Shang, 2022).With the development of the times, people's consumption pattern has changed from subsistence to enjoyment, and customer care has gradually moved from standardisation to personalisation.Only change and innovation can enable enterprises to survive and develop in an uncertain environment(Wei and He, 2022).This section uses the 7Ps theory of service marketing strategy as a framework to present a new landscape for customer care at Starbucks (China).
[bookmark: _Toc1455327023][bookmark: _Toc766253446]6.1 Product service
Starbucks (China) has always attracted consumers with its high quality products, but the technical barriers to drinks are not high and can be replicated, and the products tend to be homogeneous, so if Starbucks (China) wants to maintain its advantage, it must capture more market space with "personalised" products and services. Starbucks (China) has introduced a personalised service that allows it to make drinks that are highly personalised according to customer needs.
Personalisation can not only be seen in different consumers, but also in different regions. In the future, Starbucks (China) can build on regional characteristics and take into account the preferences of local consumers, adding local elements to tea, coffee and food as appropriate, so that consumers in different regions can experience the novelty of mixing and matching. For example, if the "sweet embryo", a special snack in northwest China, is incorporated into coffee, it will make the "imported" product more suitable for local tastes. This, coupled with Starbucks' own guarantee of quality, will certainly attract consumers to try it.
[bookmark: _Toc1990019878][bookmark: _Toc2109719510]6.2 Price Service
Currently, Starbucks (China) uses the same pricing approach across all regions in the country. However, it is important to note that the level of economic development varies from region to region in China, as does the spending power of consumers, and consistent product pricing does not suit consumers in every city.
Starbucks (China) should adopt a flexible pricing strategy, i.e. pricing that varies between cities, and could set different prices for different regions according to the disposable income gap between regions. Targeted offers could also be used, for example, if some Starbucks shops in China are not performing as expected due to location issues, they could choose to issue coupons around these shops that can only be used by that shop to attract potential consumers within the business district as well as consumers from other business districts.
[bookmark: _Toc1353771168][bookmark: _Toc953308953]6.3 Channel Services
Starbucks (China) third space is well created to complete offline communication and interaction with consumers. But in the face of the new generation of consumers, we need to work on both online and offline channels at the same time. For the offline channel, it needs to enrich its shop types and introduce shops with different service focuses, such as "quick pick-up shops", which are ready to go, to meet the needs of different consumers' individual consumption channels. For the online channel, it needs to enrich the functions of its own platform, make full use of artificial intelligence and big data technology to explore the potential needs of consumers, provide corresponding personalised services to different consumers and implement precision marketing. In short, Starbucks (China) should make full use of the diversity and two-way communication of social media to expand the connection with consumers. This will open the door to the fourth space (i.e. living space - work and learning space - offline retail shops - online retail platform) and open up a new all-round retail experience. The new retail experience is a great one.
[bookmark: _Toc242780611][bookmark: _Toc2035566451]6.4 Promotional Service
Starbucks China's existing promotion methods are relatively homogeneous, and traditional methods such as pushing information through public websites are no longer sufficient to meet the needs of consumers in the new era. We can make full use of big data technology to launch personalised promotions. Firstly, Starbucks (China) can make full use of existing customer data, analyse it and recommend products that match the customer's preferences, provide targeted marketing services to customers and let them know about their preferred new products at the first time, increasing customer stickiness. Secondly, Starbucks (China) can differentiate its advertising to target consumers who are present in different locations. For example, office buildings are the most popular locations for white-collar or gold-collar workers, so they can mainly promote high-end products, while campuses are densely populated with students and have limited general spending power, so they can promote more discounted promotional products.
[bookmark: _Toc194799777][bookmark: _Toc203361600]6.5 people service
The essence of the Starbucks (China) experience is "people". Each shop partner brings Starbucks' unique corporate culture and experience to customers, and partners have always been a unique asset to Starbucks(liu, 2015). However, in the current state of rapid shop opening, partner development has been neglected to a certain extent. In the daily training, we should focus on the service consciousness of our partners, organise regular training, and through training, education and training, correctly establish the service consciousness of our partners, rise their service level and ensure that customers feel satisfied.
[bookmark: _Toc1234774011][bookmark: _Toc1251928823]6.6 Process service
Firstly, Starbucks (China) needs to reinforce personalised customer engagement. To enhance the sense of belonging, you can find a breakthrough in the cup. When you meet a customer with a membership card, you can see the vouchers on your membership card on the order page, and if the voucher includes a "birthday voucher", you can use a marker to write "Happy Birthday" on the cup to give the customer a blessing. If you encounter a customer who is troubled, you can write a comforting message on his or her cup to send him or her a message of concern; if you meet a foreigner, a Chinese "hello" is enough to make the customer remember the experience. Secondly, Starbucks (China) can extend its personalised services and try to expand its out-of-store activities. For example, coffee tasting activities can be carried out jointly with different types of companies, and creative coffee design proposals can be solicited from the community to enrich the Starbucks coffee drink category and win consumers' love and recognition in the activities.
[bookmark: _Toc1712321916][bookmark: _Toc122954855]6.7 Physical evidence service
First, strengthen cultural integration. Based on the issue of Starbucks' lack of fit with local culture, it is suggested that Starbucks (China) break away from the previous uniform decoration arrangement of shops and can tap into the unique culture of each region to find a unique display of the fit between local culture and Starbucks coffee. Second, add more display items. Starbucks (China) shops can add experiential items to the existing base, and set up coffee roasting equipment in shops to let consumers intuitively experience the whole process of roasting coffee beans, deepening their understanding of the product from the senses of smell, hearing and taste, as well as enhancing customers' trust in the product. High-tech methods can also be used, such as 3D projection and other high-tech displays and interactions in the shop to match the emotional needs of customers and make them empathise, thus enhancing their sense of experience.
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