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1. Starbucks History Background.
The name Starbucks comes from one of the most calm and characterful mates in Melville's Moby Dick. His favorite coffee, it can be said that this is his greatest favorite.After a hundred years have passed, in 1971, three Americans turned it into a signboard for a coffee shop in Seattle, operating well-roasted coffee beans that originated around the world. Starbucks Coffee's retail products include coffee beans, hand-made espresso coffee and a variety of coffee drinks, all kinds of pastry food and coffee machines, Mugs and other products. Is the world's most famous chain coffee shop.Starbucks is the world's largest coffee chain, headquartered in Seattle, Washington. Starbucks has nearly 12,000 locations in North America, South America, Europe, the Middle East and the Pacific.as i know it is very popular in china,For the middle class people have the highest sales.everyone want a Starbucks coffee when they go to work in the morning.so as we know,Its brand is very big.

Starbucks opens almost 1,800 new stores a year, averaging almost five new stores a day, and even in the world, a new Starbucks store will be available almost in every eight hours.Starbucks strives to deliver the best service and the highest quality coffee to its customers in an effort to create a unique "Starbucks Experience," striving to transform Starbucks in every part of the world into a third, in addition to the workplace and home, Living place. Among the loyal customers at Starbucks, a phrase circulated: "I'm not at home, at Starbucks; I'm not at Starbucks, just on the way to Starbucks."

2. Starbucks brand value core.
One to one personalized service. 
Based on long experience, Starbucks in communication with customers, not only in the scene sales environment, after-sales service, but also in some social activities with customers, To give full play to experience through specific details. One-on-one service at Starbucks, with a consumer-focused presence, gives consumers a fully personalized experience. This requires that enterprises should not only pay attention to the practical value of the product itself, but should pay attention to the extension of product connotation, so as to better enhance customer value and promote product sales. At this point, the price for people often no longer occupy the first place. Feeling from the product or service has become more attractive to consumers. Based on experience, Starbucks has created a core value.
Starbucks brand strategy relative to Haagen-Dazs can be described as similar. Starbucks's product positioning to high-quality elegant dining, choose high-rate, high-traffic coffee shops, creating a noble and elegant social environment. Fresh style, taste fashion casual dining has become a typical, noble raw materials, well-selected, the flagship product of coffee has also been well received. It is reported that Starbucks price positioning as "most people can afford the luxury," and consumer positioning is "white-collar workers." Their income is higher, their loyalty is not easy to change. Starbucks in the Chinese restaurant industry prices, is the fancy white-collar workers in the pursuit of stability, enjoy the stylish atmosphere and quality service psychological tendencies.

Starbucks also has a relative growth strategy that is getting better and better in service quality and product taste and quality, using the same business model in the new area, adding new stores in different areas, and opening up sales and service Product Retail Services, which convert specific products into store retail styles and sell them worldwide.

3. Strategic Analysis
Starbucks 's marketing strategy:
Service strategy: 
Starbucks places great emphasis on quality of service. Under the pressure of a highly competitive monopoly market, the number of similar coffee brands is very large. Some coffee brands even have a long history even more than Starbucks. For the same consumer groups, The same product is pursued with demand, and it is equally trying to create a unique coffee atmosphere. So in this case, Starbucks needs to stand out among all the coffee brands and make it recognized by the coffee demand community. Starbucks opted to focus on service, adhering to and developing its own unique "Just say yes" strategy.

"Just say yes" strategy customer purpose is to meet customer needs, because Starbucks positioning for the target customer is very accurate, all kinds of white-collar workers and college students and other young people, like young consumers, they like new things, like to try,And have a certain spending power and desire, Starbucks is to seize this point, the use of store decoration and interior decoration style, seize the love of customers, and as far as possible the culture of coffee from the store environment reflected, clean and tidy Storefront, quiet environment, everyone has its own unique leisure time, soft lighting and quality of service, which makes young people yearning for such an environment, and the coffee culture into the consumer to buy each cup of coffee in. This principle is more applicable to workers of all walks of life, using a little free time, enjoying your time and relaxing yourself. Because they are characterized by their busy schedule and their official duties, they often wander in meeting with clients and writing copyrights. They desire a comfortable environment to relieve stress and show or reflect on their own values. They ponder on themselves and relax their secular relaxation At their own time, Starbucks combined this with its standard product positioning, quality of service and avant-garde environment that allow customers to feel the highest level of satisfaction while meeting the growing customer demand for coffee drinks, Consumer products in the pursuit of more emphasis on coffee culture and taste.At Starbucks you can buy the world's most exclusive coffee, your coffee because if you do not have the coffee you want on the menu, the waiter can customize a cup of your own unique coffee to your request.

At the same time for Starbucks products, not cheap products, and even more expensive than many coffee brand products, so Starbucks need consumers to accept the price is also very important, consumers accept the level of consumption of Starbucks, more like a Feelings, some customers spending power can not reach the level of consumption of Starbucks, but they will still enjoy spending every period, because consumers think small luxury in life for them is a way to ease the pressure on life, even think this Enjoyment is a reward for treating yourself.

Starbucks is now a direct selling model, Starbucks refused to join because Starbucks unique cultural experience and service standards is difficult to be implemented in the franchisee storefront protection. When Starbucks first entered the Chinese market, the initial stage was to award the power of domestic enterprises and occupy a certain amount of shares. Starbucks has taken this approach in the Chinese market because of the restrictions imposed by Chinese law on foreign retailers on the one hand and the way Starbucks avoids certain risks on the other. However, this approach led to weakened control of Starbucks, resulting in various places after Starbucks fighting each other, making Starbucks brand image in China has suffered some damage. However, with the full opening up of Chinese laws to retail foreign-funded enterprises, Starbucks has started to resume direct shareholding and sole proprietorship operations in China.

Product Strategy: 
A representative product launched by Starbucks, with a focus on market development of new flavored products, seasonal menus and coffee of the day to keep customers' attention and freshness to Starbucks products. Product strategy Additional price strategy, attach great importance to product quality, reject cheap and mediocre products, keep the price of Starbucks products above a certain level of consumption, sell relevant supporting products, meet the needs of popular culture, sell product images and maintain their own brand image .

Starbucks covers everything from over thirty coffee beans to eco-friendly cappuccinos, coffee tags and other Starbucks appliances, and offers his products ranging from desserts and coffee to breakfast, oatmeal, smoothies, magazine books, wireless internet, Various Starbucks peripheral products like Starbucks cups and mugs. In order not to lag behind the competitors in a timely manner to meet customer demand for products.Because of the inability to maintain and retain customer relationships in a single product, Starbucks continues to introduce new products to meet the needs and tastes of its customers. A single coffee has been unable to meet customers, Starbucks introduced a wide range of products, a large number of updated Starbucks coffee brewing equipment and production equipment, to a variety of coffee cups, such as "home coffee making suits" is for such Customers and the development of the product.

In fact, Starbucks now in the constant discovery of new consumer needs, this demand is also beyond the most basic coffee products. Starbucks even expanded its reach beyond the food sector. Starbucks, a coffee bean seller, did a great deal of Starbucks worldwide while not forgetting its roots, but they've done more than they've done in the past 20 years. They invented the "aroma lock", in order to prevent long time coffee beans will lose the smell, affecting the quality of the product. In addition to coffee beans, food and beverages and other products, Starbucks also introduced a lot of peripheral products. At the Starbucks store in the United States, customers can also buy Starbucks music CD s or download music from a computer database at their Starbucks store to make their favorite music CD s. Just spend $ 6.99, you can buy 5 songs, more than five of each plus $ 1.

And Starbucks in China introduced some localized services. On special occasions like Mid-Autumn Festival and Christmas, customers can purchase gift sets with beautifully packaged gift boxes at Starbucks. Although this represents a small percentage of Starbucks' overall turnover, it has been on an upward trend for the past two years and Starbucks wants to create another "gift center" for itself. This way, Starbucks customers can enjoy the products and the environment at the same time, and at the same time, they can bring the Starbucks experience to more people and become one of the "dominoes" that deliver the Starbucks culture. This is also one of the marketing methods of Starbucks.

Location Strategy: 
Starbucks offers recharging space for rest, ideal chatting environment, feeling and experience of foreign culture, focusing on touch and visual effects, and maintaining a consistent style. The fact that Starbucks is investigating the new needs of consumers has just begun when the store address is chosen. Starbucks site in fact, the best summary is the creation of the third space. Starbucks in China are generally located near commercial centers or high-end office buildings. The business district is chosen because the white-collar workers here are more exposed to international cultures and need and accept coffee drinks more easily. At the same time, they also need to relieve their stress by relaxing themselves The place. The other is in the high-end shopping district people seeking high level of pursuit of energy consumption for Starbucks no pressure on the more longing for the international brands.

But in Europe and America, people have the habit of drinking coffee at home. It can be said that there is a coffee machine in every household there. Every morning, coffee is brewed at home and the new day begins like that. The Starbucks is to meet the needs of people go out to drink coffee, so there is a Starbucks concentrated in the community. The community has a richer concept. It is a more integrated and rich region. It is a very important social place for the American and European people besides the work circle. People there are busily shopping for a cup of coffee before going to work, keeping themselves mentally conditioned throughout the day, so coffee is a necessity for them. In Beijing, Starbucks even makes one on each side of the road, so people will save the trouble of crossing the street, or go to Starbucks with the helplessness of customers in their stores. Although doing so sometimes led to a decline in the operating performance of a single store, overall, Starbucks 's revenue increased.

Of course, in order to cater to the general public Starbucks is the image of high-level consumer services, Starbucks 's product pricing is also relatively high. But the company also started offering one-cent 8-ounce coffee, which costs about 50 cents in an infinite cup, which is lower than any other product.

Advertising Strategy:
 It is surprising that Starbucks never advertised, at no cost to the endorsement star. It can be said that Starbucks saved a very large amount of money on advertising. Because Starbucks does not think coffee is like McDonald's, coffee has its own unique culture, and cultural activities are very important for the promotion of Starbucks. Therefore, Starbucks mainly relies on sponsorship of cultural activities to enhance its reputation. Word of mouth marketing to promote the growth and expansion of Starbucks customer base. Instead of relying on extensive advertising, Starbucks uses the cultural rendering to make people accept coffee and convey the brand culture connotation to win customers' recognition and acceptance. Starbucks has been using its corporate culture to attract customers and staff. Sell ​​experiential culture, treat employees with their hearts and accept employees' opinions. And Starbucks has Starbucks card, using a lending system to give customers the opportunity to take the initiative to recommend the company's products, in the absence of coffee size to provide coffee delivery service, in order to attract a wide range of customers, to provide international tea And coffee to adapt to those who like the local tea customers.

And Starbucks uses a diversified strategy to try to adapt to the local culture everywhere. In China, Starbucks introduced Starbucks snow mooncakes and ice cream mooncakes in the Mid-Autumn Festival, attracting customers who love mooncakes and making the Starbucks mooncakes ideal for holiday gifting because of its great taste and its high price Grade. And successfully made Starbucks moon cake into Chinese society, so that people are impressed, has become a promotional brand products. Starbucks will be integrated in every place with local culture. As you can see from the Starbucks stores around the world, each Starbucks store is decorated differently and the decor is integrated into the local culture. Like many cities and towns in China, Starbucks stores are all with Chinese style. Various store and decoration have become a highlight of Starbucks. Respecting and adapting to local culture is the reason why Starbucks culture has been promoted so far. Is also more and more people are willing to accept a strange brand reasons, people in different regions can find their own taste at Starbucks.

Direct:
 Starbucks adhere to the "Direct" is one of its major business strategy. Starbucks almost all stores are direct sales stores, are directly managed by Starbucks headquarters, unified leadership, the purpose is to control the quality of protection. Schultz sees franchisees as middlemen as an obstacle to direct communication between headquarters and guests. While franchising can make a huge difference, for example, direct benefits from affiliates, benefits from resource sharing, rapidly growing momentum, and opportunities to seize new markets, Starbucks Direct can ensure that their coffee is globally available Uniform high quality, each shop is due to the direct management and training of staff headquarters. Of course, such an approach will incur huge costs in the early stages. However, the higher the staff's professionalism, the more it facilitates the promotion of coffee education and the establishment of the most professional image among colleagues. Starbucks to enter the international market mostly with local partners to operate. But the same strict requirements of direct commandment, full authority directly managed by the headquarters of Starbucks, you must ensure that every overseas store is one hundred percent of American Starbucks descent, this mode of operation makes a lot of Starbucks reduced profits, but let Starbucks easier access to foreign markets, promote more extensive Starbucks culture, people deeply rooted.

Cooperation: 
Starbucks also authorized cooperation, referring to the relationship between the two sides are cooperative, this relationship does not belong to the usual chain of affiliation. Because Starbucks still strictly abide by the "Direct" route. Starbucks in which the stake as follows:

Starbucks 100% of the shares, such as in Britain, Thailand and Australia;
Starbucks 50% stake, such as in Japan, South Korea and other places;
Starbucks accounted for relatively few shares, generally about 5%, such as China's Taiwan, Hong Kong, Hawaii and capital increase before Shanghai and other places;
Starbucks does not take the shares, it is purely authorized to operate, for example, in the Philippines, Singapore, Malaysia and Beijing.

The greater the percentage of shares Starbucks holds in a given area, the more important it is to the markets in the area. In addition, Starbucks has also set very strict standards to select its partners. Starbucks needs to review the reputation of its partners, product quality control capabilities and whether to train employees on Starbucks standards.

4. Starbucks marketing strategy malpractice:
Although the success of Starbucks has won the admiration of millions, Starbucks has also faced some of the more difficult marketing strategies. Before Starbucks decided to enter the Chinese market, it formulated marketing policies for the Chinese market. However, during the initial implementation there were many problems that led Starbucks to a crisis in the Chinese market.

intense market competition
With the Starbucks entering the Chinese market, with the continuous increase of products, more and more alternative drinks have brought certain losses to Starbucks. The same traditional Chinese refreshment tea drink is a powerful Starbucks After all, this is a local drink in the Chinese market. Its function is similar to that of coffee. The advantage is that Chinese people are more likely to accept traditional Chinese tea drinks with a thousand years of history.

For example:
In China, at present, teahouse is growing faster and faster. Although there is no chain brand that can occupy a leading position, teahouse sizes of various sizes have been rapidly increasing in recent decades. There are currently about 5,000 tea houses in China, with an output value of about 10 billion yuan. For example, Taiwan's "Xianlinlinqu Tea House" has developed hundreds of chain stores in China. In many large and medium-sized cities, the number of teahouses has increased by 20% annually.

At the same time, the development of various tea shops with different colors grows at a rate of 15% every year. Such cheap but very young popular drinks are rapidly emerging in China. Almost every 20 meters of streets and lanes meet a tea shop.

Therefore, Starbucks entered the Chinese market with high-end coffee brands. In the face of these local drinks, the marketing strategy of Starbucks was more or less hit.

Competitor competition
The huge coffee market in the Chinese market not only attracted Starbucks, a giant brand, but also ushered in the British coffee brand "Costa" and other giant coffee brands to join. Starbucks, which prides itself on its "temperament service" and "leading the fashion lifestyle" brands, are no longer so attractive to customers. Former Starbucks was the ideal choice for white-collar workers and student leisure parties, but now The wonderful feeling is far from Starbucks. From the British coffee brand "Costa" to rigorous, traditional, elegant and tasteful brand style, to infiltrate the lives of white-collar consumers. Compared with Starbucks' standardized operation, Costa pays more attention to the taste differences among consumers in different regions. In fact, sometimes this difference is only a little bit small. However, Costa still adjusts its product tastes. This subtle and thoughtful access to the Chinese market in the near future, the British native coffee brand quickly gained traction, gaining people's recognition, and even some Starbucks fans have made a choice - and perhaps will not hesitate to choose Starbucks next time. However, costa's ambition is not the case, it is to win one-third of China's market share, to achieve this goal, costa's marketing strategy directed at Starbucks, which makes Starbucks feel the unprecedented pressure.

However, Starbucks's pressure is not limited to it. The huge temptation in the Chinese market has attracted non-coffee brands like McDonald's and Coca-Cola, and also tried to participate in this game in a Starbucks fashion, which intensified the coffee industry's competition in the Chinese market.

for example
In 2010, McDonald's launched "McCaffeo", such as "Need for Coffee" and "Latte Fancy Coffee," which is no less powerful than Starbucks and costs 6 to 10 bucks less for each cup of coffee than Starbucks, At the same time using a wealth of fast food as a foil, but also to ensure the quality. In the 2010 Consumer Report, McDonald's coffee was consistently acclaimed by testers and received more flavors and prices than Starbucks.

High Prices
Starbucks adopted the global uniform price strategy, the target population is high-end, tasteful people, this part of the population can indeed accept the price of Starbucks. However, in the initial stage of entering the Chinese market, due to the unbalanced economic development and increasing market competitiveness in various parts of China, Chinese consumers tend to choose cheap and inexpensive drinks. The price strategy of Starbucks does not apply to the initial market in China.

At present, China is still in a developing country. The unbalanced development of various regions makes people's income levels vary. However, the high unified price of Starbucks is relatively high for most of China's consuming cities and the blind expansion of Starbucks is not considered To different regions of the purchasing power of different, lack of purchasing power in the city to open stores in Starbucks produced a lot of losses.

for example
Starbucks' coffee prices and the cost of making coffee are both relatively expensive and are basically at the same level as the developed countries. However, consumption levels in some tier-2 and tier-3 cities in China are a huge challenge for Starbucks and Starbucks In contrast to competing brands, it has no coupons or discount coupons, while rivals such as McDonald's and KFC have given coupons in newspapers and other magazines so much that they are favored by Chinese consumers, making it difficult for Starbucks to gain a foothold in third-tier cities.

Full Direct problems
Increase in operating costs
In the economic boom, Starbucks direct mode of expansion strategy can help businesses better market share. However, when the economic downturn, there is a greater risk, because Starbucks stores are mainly to rent in the country, do not have their own property property, the facade of the rental costs accounted for a large proportion of its operating costs, with the commercial real estate Rising rental prices have put a lot of pressure on Starbucks to control operating costs.

Facade management is not uniform
At the time Starbucks was first entering the Chinese market, Starbucks offered only a joint venture model because of Chinese law restrictions on foreign retailers. Starbucks provided only its cultural outreach, including standardization of services and high-quality products.

Although Starbucks has now started a full direct marketing model and started to recycle stores and equity across the country, Starbucks still can not centrally manage all the stores in the Chinese market. In countries like China where there is no history of coffee culture, the reason for the love of coffee is more determined by the environment. Starbucks has chosen to build various styles of decoration in order to integrate with local culture. Although winning the favor of local people, Also affected the core competitiveness of Starbucks.

Starbucks experience began to play down
Starbucks experience marketing is the key to its establishment, but in just a few years, Starbucks stores in China expanded to more than 670, this huge number of Starbucks no longer have the ability and energy to ensure product quality and service standards, Starbucks Advocacy of the coffee experience began to play down, thus affecting the customer and consumer word of mouth between the consumption, seriously affected the development of Starbucks.

On the other hand, the rapid expansion of Starbucks brand has brought popularity, but also to himself from the top of the "coffee culture" into the street of common coffee, and even some of the streets of Starbucks had aversion, The rapid increase in passenger traffic starts out beyond the capacity of Starbucks, resulting in a decline in service quality.

for example
In some Starbucks stores in Beijing, everything else has been changed except for tables and chairs. Milk, cups, pastries, straws, soft drinks, blenders and sugar packets have almost all gone; CITIC Pacific in Shanghai Fudge square is usually overcrowded, dense tables and chairs make it difficult for you to go inside the empty space; in Shenyang, Starbucks, a large number of automatic coffee machines replaced by hand-made, with espresso machines and espresso coffee to replace the current mill Coffee beans, and began selling non-restaurant-made food. The experience Starbucks brings to customers is fading away. The rapid growth in the Chinese market led consumers to drink Starbucks coffee anywhere, but played down the essence of the Starbucks brand, a substantial increase in Starbucks in people's minds and fast-food point basically no difference, this fatal point Starbucks no longer Is synonymous with high-end taste, the decline of environment and service makes Starbucks customer added value is reduced.

cultural conflict
Chinese culture has a long history. Starbucks represent American culture. As it entered the Chinese market, the conflict between culture and culture began. Starbucks has been advocating an "experiential culture" throughout its history. While blindly expanding, Starbucks has no significance in experiencing marketing as a globalized enterprise with no analytic tactics tailored to local conditions and launching different services for different regions. In China, Starbucks has been trying to use the "Starbucks Experience" American coffee culture to open the Chinese market, but it has ignored China's traditional culture.

for example
In Beijing's Forbidden City, Starbucks entered the Chinese market, did not consider the importance of Chinese culture and respect for culture, opened a Starbucks storefront inside the Forbidden City, CCTV English anchor on the blog to "ask Starbucks to go out from the Forbidden City" as a protest, that Starbucks in the Forbidden City are disrespectful of China's traditional culture. In a personal name, they protest against the president of Starbucks, requiring Starbucks to move out of the Forbidden City and get the support of netizens. At last, Starbucks had to move out of the Forbidden City.

5. Starbucks Marketing Strategy Improvement Suggestions:
Improve product competition strategy
Product diversification:
At a time when Starbucks was fiercely competitive, Starbucks was almost six to eight times as fast as instant coffee at the time, and Americans were accustomed to drinking instant coffee and filling it, but Starbucks still won Americans with premium coffee. Although Starbucks invested a great deal of energy in the Chinese market to innovate its products, I think it is possible to introduce different performance products based on the premise of ensuring the quality of coffee, to diversify our products to cater to consumers and introduce different varieties of coffee to attract customers .

For example
Green Tea Coffee, China has a long history of "tea culture," so if Starbucks is considering combining Eastern Green Tea with western coffee, it may be possible to cater to consumers who love local drinks.

Fruity tea, for female consumers love fruit, fruit or fruity drinks can be added to the strong coffee, the fruit fragrance combined with more in line with the preferences of female consumers.
The history of tea and coffee culture and milk tea culture in China is also quite long. Now many tea shops can be seen in the streets of China, small and medium-sized, but those tea are all cheap and expensive, Well, Starbucks can launch high-quality milk tea coffee, high-quality tea to consumers to get the favor.

Product service strategy
Although Starbucks stores are conveniently located, Starbucks is not offering coffee at home yet. I think Starbucks can provide home delivery service, provide packaged and home coffee beans with the same quality in the store, and teach customers how to cook coffee for free, this service strategy not only allows home users to experience Starbucks service, people deeply rooted, while selling Starbucks coffee related products.

Differential pricing strategy
Although the global price of Starbucks is uniform, there are imbalanced incomes in many cities in China. Of course, for me, I am not in favor of altering the adjustment price separately for the Chinese market. Therefore, for other countries in the world Of Starbucks consumers is not fair, Starbucks can consider regular promotions, such as the current buy a get-buy-one-card, buy two cups and a half price is very suitable for activities. This policy makes consumers more willing to spend in Starbucks stores, accumulate points for additional benefits.

Channel improvement strategy
Starbucks has been using direct sales strategy, opened a large number of stores in China. But not enough energy to take care of, Starbucks should slow down the opening of new stores, first set out to direct shops to improve stability, quality improvement and service standardization.

Control operating costs
Starbucks can consider McDonald's strategy to achieve channel expansion strategy in the Chinese market. McDonald's in addition to selling hamburgers and other related products that also do the real estate business, McDonald's inspected the right to open the store, the property bought out, and then leased to licensed franchisees, not only brought benefits, but also Relatively eliminate the future threat of price fluctuations.

Improve the experience strategy
To improve the service experience, not for sales and sales, to enhance the customer experience. Romantic coffee culture experience, warmth and shared feeling, re-establish the third space in the hearts of people's position, decoration and layout of the store as far as possible to consider the customer's comfort, giving customers a comfortable, romantic, free third space.


6. Summary:
 The success of Starbucks 'marketing strategy lies in Starbucks' strict requirements and control of all its Starbucks coffee shops. All the stores are direct ways to ensure product quality and service quality, and maintain their own brand Image. My understanding of Starbucks When I was a junior high school, it was Starbucks in the eyes of people is a symbol of high places, because at that time Starbucks has not yet spread in China, and people have not accepted the coffee culture from the United States, after all, when Chinese beverage culture is tea culture. Although it is still tea culture nowadays, with the internationalization, people begin to accept these foreign cultures. At the same time, the quality service of Starbucks has also become the most satisfying point for people. Starbucks entered the Chinese market from the beginning, they maintained a high style, the price is a slight and expensive all the time. Starbucks unique store in all regions into its best publicity, uphold the respect of local culture, Starbucks, will choose to integrate into the local culture. In Starbucks 's marketing strategy research, I have been to many, many Starbucks and found that each Starbucks decoration of different styles have uphold the principle that elegant and comfortable environment, you can make people relax in the store to pass the time. But in the meantime, one of Starbucks' s founding principles, the culture of experience, began to fade, and many of Starbucks in China have become more sales models, without a coffee culture experience, just selling coffee and even shopping up Customers, there is no place to enjoy the time, maybe Starbucks is too popular, and now people as spending levels rise, Starbucks for them is no longer a high consumption of places, so Starbucks customers into more than million The good news is that sales and profits are on the rise, but at the same time, the culture of experience that Starbucks insists is fading in the big cities, perhaps the spirit that high-quality brands are losing now.But have to say that Starbucks is by far the most successful coffee brand.
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