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                                                Introduction

Starbucks is a truly global brand, who pride themselves on their excellent customer service and their coffee. The coffeehouse chain started as a single store in Seattle, 1971. They have since expanded worldwide with over 191,000 employees. Many people believe that Starbucks is named after the Moby dick character, star buck. 
  The Starbucks mission statement: to inspire and nurture the human sprit , one person, one cup and one neighborhood at a time. (Forfan,2017).
The purpose of this paper is to look at the theories and evidence, to try to identify the companies strategies, management styles and tactics used in their business.

Approaches to organization and management

Evidence suggests Starbucks uses the following approaches
Customer dialog management, using the megaphone, magnet, and monitor (3M) framework, with the megaphone representing firm to customer communication, and the magnet, customer to firm communication, and the monitor, customer to customer communication. 
The framework provides a structure to understand the opportunities and risks presented by social media . (Gallauger, ronsbotham, 2010).
Holistic model for internal brand management, this seems to be based on the identity based brand management approach many believe that a brand needs to have a consistent identity for customers trust them, the role of the employees is to ensure the consistency of the brand identity.
    There are two behavioral constructs developed. The first construct, brand citizenship behavior, this outlines what it means for employees to “live the brand". The second  construct, brand commitment, explains the psychological processes that lead employees to show brand citizenship behavior.  (Burmann,Zeplin,2005).
The building blocks of internal brand management, brand centered human resources management, brand leadership, and brand communication. 
Strategic management: a big part of the management in Starbucks, the company’s management and leaders provide strategies for the company to reach their targets and objectives. It is suggested that Starbucks use a sequential strategic process, allowing managers to analyze the company’s situation, to allow them to prepare strategies, implement those strategies and review their progress and effectiveness. Example of the strategic process: environmental scanning, strategy formulation, strategy implementation and evaluation. This allows the Starbucks managers to see the areas that they can improve on and apply strategies to make it happen, allowing them to better reach their goals.
Organizational culture is a key success factor for the business. The main features seem to apply: inclusion and diversity, collaboration and communication, relationship driven approach. Starbucks also have a HR strategy to invest in employees, and offers NVQs in customer service for their staff.
    In his book onwards, Howard Schultz stated: infusing work with purpose and meaning, is a two way street, love what you do but your company should love you back. As a merchant, my desire has always been to inspire customers, exceed their expectations, and establish and maintain their trust in us. (Shultz,2011).
Starbucks seem to have a solid management approach, there is.not much evidence to suggest otherwise and whilst this is working for the company, there does seem to be areas for improvement, as with most companies. for example, Starbucks maintain that staff is of high importance to them, but they seem to put huge pressure on their staff to make everything perfect for the customers, which is good but they seem to expect staff to be robots. They boast good staff relations but leave little room for staff to have their own ideas and veiws.
An article from business insider uk, suggests that Starbucks CEO Howard Shultz has an urge to micro manage. (Lebowitz,2016).
This suggests that Shultz had to be a big part of or in conrol of decisions made at the company.
           However, a Forbes article revealed: Shultz has found strategies to control his urge to meddle and control, Shultz recruits top performers, of big company’s e.g. apple and encourages them to step up and push back against his ideas when they disagree. (Ander,2016).
Research found that Shultz encourages staff to push back against his ideas but this seems to apply only to the staff at the top of the ladder and not the regular staff serving their coffeehouses.


Work motivation and satisfaction.

Spiritual performance,
      Starbucks listed as no1 company that contemporary MBAs want to work for because they consider it a company with “conscience". (Marques, 2008).
As more workers are concerned about global issues and social responsibility, they want to work for company’s like Starbucks where they can get more involvement in helping to be more globally responsible, as this is a huge problem at the current time and people are worried about these issues and want to contribute, so this seems to be work motivation for their current and potential staff.
         Motivation is defined as “the set of forces that initiates, directs and makes people persist in their efforts to accomplish a goal. (Mcwilliams,2012).
Starbucks seem to use motivation theories for their staff to increase efficiency, and make thier work environment, a pleasant one to work in, therefor to enjoy their jobs more, leading to an increase in job satisfaction at Starbucks. Starbucks also provides medical care for there employees as well as extrinsic motivation: increase in pay for the staff with most contributions to their company as further motivation to be employed by Starbucks.
       Employees would receive training in how to make coffee and how to deal with customers. In this case, employees in Starbucks could be motivated to work in order to increase sales and being a profitable business. (Hammers, 2003).
Starbucks paying more, for more contributions within the company, seems a little unfair and could cause conflict in the workplace, some staff may not have had the opportunity to contribute as much as others, and therefor it becomes an unfair advantage to those who have had the opportunity’s.

Perception and communication.
The company’s reputation is largely based on perception and Starbucks seem to adopt 
        Proactive reputation management: strategy’s and tactics. Starbucks managers must be in tune with stakeholders expectations of social responsibility or risk damage to their reputation. (Bertels,peloza, 2008).
       The practice of reputation management is about understanding responsibilities towards your stakeholders, including their different interests and the risk which particularly concern different groups , risk is a constant theme in managing reputation. (Larkin, 2002).
Starbucks has now become a phenomenon by Americanizing the European coffee tradition.
 The interbrands best global brands 2006 report announces that Starbucks were ranked as the 91st among 100 global brands.
Starbucks take how their brand is perceived and risk management seriously, as it plays a huge part of their business, if their customers are happy and satisfied with their products, they will buy again and give a positive view of the company through communication with friends and (or) family.
The perceived brand quality positively effects customers likelihood of purchasing, leading to more revenue coming in for the company. There are many coffeehouses but with Starbucks quality and brand perception, they are one of the most popular, their business strategy to explore foreign opportunities, and their significant development in the tourism industry has made a positive contribution to their popularity.
Perceived global branding of Starbucks associates both with the perceived brand quality and the perceived brand prestige.
Communication: Starbucks is also a business widely reguarded as a leader of corporate use of social marketing to promote their online presence and branding, building on their reputation via online communication. 
       Firms that embrace social media can also improve customer service reputations, gaining more positive mention and influence customer perception of their brand. (Gallaugher, ronsbotham, 2010).
Online communication seems to play a big role in the company building their customers perception, reaching more people, more efficiently and great opportunities to advertise their brand globally. The company’s brand management is critical to their customers perception of their company and their future successes. 
Starbucks also promote good communication skills in stores with their staff and their customers, staff must communicate well with each other, in order to keep work efficiency up as poor communication could lead to mistakes being made in orders ect. Staff must also have good communication and customer service with their customers in order to promote a relaxed and friendly environment, for a good customer return rate.
Although Starbucks promote good communication with their staff and customers. They seem to concentrate on their reputation and their customers perception, and very little on the communication between their basic staff and their more senior staff, Starbucks claim that they encourage their staff to feel comfortable in talking with their senior staff about any concerns or worries, but with little evidence to support this. Possing the potential problem that is staff feel they cannot talk to their managers about concerns, it could effect staff welfare and ability, and decline their work efficiency.

The nature and context of organization. 
At Starbucks their companys organizational culture is a most distinct characteristic of their business, which influences their staff and their business performance. The company’s organizational culture covers all aspects of their business,
           However, Starbucks cafes are where the company’s organization culture is most easily observable. The way café employees work with each other and how they interact with customers are indicators of Starbucks coffees organizational culture. ( ferguson,2017).
The coffeehouses friendly and relaxed environment sets them aside from other coffee houses.
The nature of Starbucks is primarily coffee and beverages, they also sell, snacks, lunches and breakfast as well as their range of speciality beverages and coffee.
Starbucks seems to understand international context and works with it, expanding worldwide, needs a strong international context in which starbucks seems to engage, giving them a better chance of resolving any implications in this area. 
Community and social responsibility context plays a big part in their organization context. Also, Starbucks adopt a community involvement strategy to give something back to the community is a guiding principle of Starbucks and their mission, as well as social responsibility, which customers relate and respond well to as they are spending their money in a company that gives something back, giving them some sense of satisfaction of helping towards this. Starbucks source ethically and sustainably, and are committed to minimizing their environmental footprint and also inspiring others to play their part. Starbucks also have a brand community strategy, mystarbucksideas, which gives customers the opportunity to vote on, discuss and see starbucks ideas, this gives their customers the sense of being part of the organization they are spending their money in.
Another context is the company s diversity and inclusion policy, Starbucks are diverse in many ways, not only in the common, gender, race, religions, ethnicity, sexuality, disability and age, but in cultural background and their life experiences also. This enhances their work culture and business performance and plays a part in economic growth.
      A message from Howard Schultz: “ together, we are on a journey. Not only as partners who share a mission and purpose. Acting with courage, challenging the status quo and connecting with our customers and each other, with dignity and respect have long served as starbucks core values”. (Schultz, 2015).
Although the company claim to be a sustainable company, they have over the years been at the forefront of critique and in some areas they still are as the coffee industry itself is unsustainable. Coffee is grown in over 60 tropical countries, which is set across millions of acres of land and unfortunately tropical soil is vulnerable to loss of topsoil and erosion, and is at higher risk when the native vegetation is removed, it also takes 140 litres of water to make a cup of coffee, meaning that coffeehouses including Starbucks have a high water footprint, of which starbucks have been under strong criticism, because of their wasteful water practices. It’s estimated that 6.2 gallons of water are wasted everyday. The company have also been criticized for the lack of recycling infrastructure, Starbucks uses paper cups regardless of where the beverage is to be consumed.
Conclusion.
Starbucks coffeehouse chains seem to have a good management skill and customer service reputations, this leads from the company s good structure and strategic management system, leading to a good perception of their brand but not all their staff seem to be passionate, as they seem to have to make out to their customers, staff seem to have to work like robots, no unwanted emotional behavior and any behavior that could affect the perceived brand. Starbucks seem to work to a profit over people in some areas of their business, although they boast good communication between their regular staff and their senior staff, there is little evidence that this communication is there, the senior staff are encouraged to lead, have ideas and views but there is not much room for this for their regular staff that are keeping their coffee houses running smoothly, regular staff should be considered close to the best as they are the face of the organization. Starbucks do have alot going for their staff to keep work motivation and satisfaction up to provide good work efficiency. Starbucks offers a range of benefits icluding, paying extra to staff with more contributions, free products and loans to help with moving costs.  Although paying extra to certain staff, could cause conflict between their staff and even jealousy, not all staff would have had the same opportunities. Starbucks brand perception is excellent, customers perceive their brand as reliable, excellent quality, a global brand with a friendly as relaxed environment in their coffee houses. This is because the company’s hard work and efforts including, social media to advertise globally, as well as the high quality products and most importantly the staff making it a nice place to sit down with their friends and family, go to breakfast or lunch, meet people or simply sit in peace for a while. Starbucks brand perception has built a solid reputation for the company.
The company’s organizational culture relies on their staff quite significantly, although it covers all aspects of their business, the coffee houses are where it can be most observable, the communication between their staff and customers is excellent.
The company’s inclusion and diversity is a very good aspect of their business, they promise to be diverse to all, age, race, sexuality, religions ect…
Everyone should be treated with the same respect and equality and Starbucks seem to have implemented this. 
Starbucks community and sustainability is said to be great, and their mission statement also claims this, the company seem to be passionate about this And the issues around sustainability, and they have put into practice many tactics to support the community and sustainability and it has been said that they want to make coffee sustainable, although with the industry itself being unsustainable, this could be far fetched and it would take alot of resources to try to make this happen. 
Overall conclusion.
Starbucks seem a good company with good values although they need to include coffeehouse staff more in their organization. Customer service and brand perception is excellent, they have a good use of social media.
Their inclusion and diversity is also considered a excellent factor of their business, they are also trying to play their part for sustainability and seem to care deeply about their community.
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