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1.0 Introduction
The purpose of this report is to deliver a critical understanding of Starbucks workplace culture. Analysing the company and partners culture ethos and values. This report will also show how the company is eco-friendly and helps the community. Starbucks organisational structures will be shown as well as a scientific management approach to show how the company operates. Starbucks internal and external factors will be highlighted as well as the competition Starbucks face. 
Starbucks over the last 40 years has improved from the organisations modest business to be known as one of the greatest coffee companies of our generation. Starbucks have changed many conservative managerial rules over the years due to their fast improvement (Michelli, 2007). Starbucks is one of the most competitive organisations in the coffee industry with a revenue of £16.6B (Smith, 2019). Starbucks recruit approximately 2.7 million employees (Pratap, 2019) globally and have stores in over 78 countries (Sylvers, 2018). Starbucks are a large sized organisation which have various functions and are known worldwide, the organisation was founded in 1971 (Smith, 2019) by Jerry Baldwin, Zev siegl, Gordon Bowke in Seattle, U.S. (Bussing-Burks, 2009). In 1982 Starbucks employed Howard Schultz as director of retail operations and marketing (Starbucks, 2019e). Schultz adventured to Italy where he discovered that espresso bars had a high population of demand and saw the potential to improve Starbucks and adapt the culture to the organisation (Starbucks, 2019). Starbucks reached the U.K. in 1998 (Starbucks, 2019) and was in Kings Road, Chelsea (BBC, 1998).    
[bookmark: _Toc8162058]2.0 The culture, Ethos and Values of Starbucks
There are many explanations of what organisational culture can be, meaning many things. Organisational culture explained by Mullins (2016) as which way the organisation assumes the way it should perform their work and how it should operate; whether it is tolerable or not tolerable; and the actions and behaviours that are “encouraged and discouraged”. Mullins (2016) also claims that “Rachel Johnson, Editor of the Governance and compliance magazine” states that the culture of the workplace symbolises the values and ethos of an organisation. These can be expressed by the way that the organisation functions and practices. If the values are seen to be incorrect than it will need to be corrected. So that the issues can be effectively resolved.  
Starbucks culture was built on the understanding that customers intentions must come first. This is stated by Jacobson (2012) who claims that Starbucks have aimed to “inspire and nurture the human spirit one person, one cup and one neighbourhood at a time”. Starbucks have even started to franchise their coffee in certain retailors and in store so consumers can enjoy a Starbucks coffee anywhere they want. Starbucks sale the finest coffee being 99% ethically sourced (Starbucks Stories, 2015) and aim to provide the best service possible for their consumers. Starbucks is known as “the third place between work and home” (????) and this has been an issue of the values that are shown. Starbucks embed five key principles into the organisation, they are explained by Satterfield (2015) as to create a culture that; is welcoming and homely making all consumers feeling as if they belong, challenge affairs that exist involving political and social involvement, being visible showing respect and dignity while connecting with clearness, delivers the best in what they do holding their self responsible and finally be driven by perfance through the consumers view. Starbucks believe by making their coffee houses have the same atmosphere in all stores gives the consumer a sense of being home, no matter where they are. This is emphasised by Alsitrawi (2016) the environment and atmosphere as one of the main reasons why a consumer returns to the store, Starbucks have comfortable places to sit and relax so family and friends can socialize. In more detail Reid (2007) claims that Starbucks “make it their own” by having chilled music playing, there are paintings that are colourful hanging around the stores and the smell of freshly roasted coffee being brewed. Reid (2007) also claims that “everything matters” at Starbucks, pictures are straight, correct pronunciation of consumers names, being tidy and clean, the right kind of lighting and finally the service to the consumer during peak hours in store. This tactic was beneficial as stores felt homely and gave consumers a sense of belonging in store, as the environment was relaxed. However, this changed as explained by Alsitrawi (2016) who claims Starbucks changed their strategy and the brand started to have issues regarding the customers it was attracting. The author also claims that uneducated young people with less incomes to spend on products were becoming the most common consumers. This caused a decline in customers which has been acted upon and since has increased in population.
[bookmark: _Toc8162059]2.1 Ethical Standards, Beliefs and Values of Partners at Starbucks
Personal ethical standards can be explained as the individuals “moral system” which delivers a standard in which, is to measure what is correct and incorrect (Catherine, 2019).  
There are two main aspects for the corporate culture success of Starbucks. As explained by (Frankson, 2017) as the aspects are the employees are called partners and the culture is transmitted by the leaders. With employees being called partners it encourages them be more involved with the company, contributing ideas that can build the organisation and enhance the product. the culture is transmitted by the leaders as the managers are responsible for embedding Starbucks culture to their partner. The author also claims that partners undertake training regarding the roasted coffee beans to gain knowledge and the history. Partners also learn about the standards required when serving, how to make a customer feel welcomed and to make the atmosphere of the store inviting.
The way Starbucks embed the culture in to the company is explained by (O’Mara, 2007) as all partners are given a booklet which can sit in the front of their apron in a pocket and is called “The Green Apron Book” which contains five principles that are known as the “five ways of being”, they are:
1. Partners should “be welcoming” as one partner claims she keeps information about customers on cards such as family members, their name and especially their favourite drink (Michelli, 2007).

2. Partners should “be genuine” to consumers by listening and observation as these are two main skills to have, as one partner spotted a new customer who was distressed and looked as if the were going to weep. The partner then offered a free latte, the next day flowers and a card turned up with gratitude thanking the staff for her kindness as it was lifesaving for the customer (Michelli, 2007).


3. Partners should “be considerate” by interacting with the community and get involved with projects such as planting trees (Michelli, 2007).

4.  Partners should “be knowledgeable” by learning through coffee tasting at colleges and “internal publications”, some partners can become masters of coffee by taking part in special program for three months (Michelli, 2007).

5. Partners should “be involved” at one Starbucks store there was many deaf customer’s, so the partners decided to learn “sign language” to interact more efficient (Michelli, 2007). 
[bookmark: _Toc8162060]2.2 Starbucks Relationships Between Department and People
Starbucks informal and formal relations between people and departments can be seen in two organisational structures, hierarchy and matrix hierarchy. When dealing with relations between people a hierarchy structure (HS) is used which is shown below and a Matrix Organisational Structure (MOS). Starbucks HS is explained by Schreiner (2019) who claims the CEO of Starbucks directs the companies from their H.Q in Seattle. District managers direct regional stores and report back to Starbucks H.Q. Each regional store has a manager who directs the supervisors, who acts as manager when there away. Finally, under the supervisors are Starbucks partners.  
[image: Image result for starbucks basic hierarchy]
Sourced at: https://www.slideshare.net/ReillyWB/starbucks-strategy-12102942
According to Hierarchy (2019) Starbucks MOS contains four main components which are functional hierarchy (shown below), Geographic division, Product Based Divisions and Teams.
Functional Hierarchy- which is designed on the functions of the business where the CEO is situated at the helm and under are various departments which perform various tasks. Three of the main departments are Human Resources (HR), Finance and Marketing (Hierarchy Structure, 2018). The HR departments duty as explained by Meyer (2019) is to issues policies to Starbucks stores that need to be followed. Meyer (2019) also claims this structure is organised from the top to the bottom with the CEO at the top (this is mentioned above as Hierarchy structure). 
Geographic divisions- Starbucks have three divisions in this structure which are “China and Asia Pacific, Americas and Europe, Middle East, Russia and Africa.”. Each have vice-presidents, meaning two superiors must be reported to by managers who are the functional and geographic heads (Hierarchy Structure, 2018). This enables managers to communicate and be more effective with one another as explained by Meyer (2019) who claims this structure “enables closer managerial support”. Meyer (2019) also includes that managers at the head of geographic divisions are given the flexibility to adjust policies and strategies to adapt to the markets specific conditions.
Product based divisions- Starbucks have many product lines and they are addressed within this department. For example, Starbucks have many products such as coffee, tea, baked goods and more. By keeping focused properly this structure will ensure products stay streamlined (Hierarchy Structure, 2018). Meyer (2019) explains that Starbucks have developed and innovated their products due to the support of their organisational structure.
Teams- Starbucks have different teams within various departments of their organisation. However, teams operate at low levels of the organisation delivering goods and service to the consumer. This structure ensures Starbucks are capable to deliver efficiently and effectively when serving consumers and clients (Hierarchy Structure, 2018). Having the team work effective is one of the main determine factors dealing with “financial performance” of Starbucks owned stores and franchise locations (Meyer, 2019). Meyer (2019) also claims that development is based on the factors that the team develop associating with the HR strategies. 
[image: ]
Sourced at: https://www.hierarchystructure.com/starbucks-company-hierarchy/ 
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When it comes to sustainability and making a difference to the environment, Starbucks listen to their consumers. When building a culture on sustainability Shein (2010) claims that it is a step in the right direction of tackling “global warming” and reducing “energy consumption” within the company. produced to the local store where the coffee is served, Starbucks aim to better the planet and communities that they are involved with. Yepsen (2009) claims that a solution for packaging products could be to use compostable materials, which Starbucks aimed to design for their cups by 2012. Starbucks have since achieved that goal and have helped better the planet by introducing their recyclable cups. According to Starbucks (2019b) if the cup can be separated from other waste, it can be recycled through their “waste service provider” properly.
This is not the only way that Starbucks are eco-friendly. According to Starbucks (2019) website they are “building LEED greener stores and preserving water” which are explained below.
LEED green stores- Starbucks aim to build 10,000 stores worldwide by 2025 and the company expect to save $50 Million in 10 years (Goldberg, 2018).
Preserving water at Starbucks- According to Starbucks (2019c) their new green stores have installed water fixtures that identify whether too much water is being used, helping partners handle water sufficiently. This is an improvement on the past as according to the Balakrishnan (2008) The Sun newspaper highlighted that roughly 24miliion Litres of wasted water was poured into drains due to Starbucks policy that a tap must always stay running. This is enough water for a day to provide for the whole of Namibia and in just three minutes the water wasted could provide for one African person in a drought (Balakrishnan, 2008). 
[bookmark: _Toc8162062]2.4 Starbucks corporate social and environment responsibilities
Corporate Social Responsibility (CSR) is explained by Mullins (2016) as responsibilities of the organisation involving the environment and the social community, internally and externally. Starbucks strategy surrounding CSR is designed on three factors which are communities, ethically sourcing and the environment.
Starbucks make an impact within their community by designing their “community stores” to partner with organisations that are non-profitable (Vandeveld, 2015). These organisations work closely with the communities they are situated in. Starbucks hire “Veterans and military” (Campbell and Helleloid, 2016) while focusing on their workplace “diversity and inclusions” (Starbucks, 2019d) and have many opportunities for youths to be employed (Vandeveld, 2015).
 Starbucks are known for the way that their coffee is ethically sourced straight from the farmer. They are committed to ensure that the cocoa, coffee and tea are ethically produced responsibly and paid for. 99% of Starbucks coffee is sourced ethically (Starbucks Stories, 2015) and is recognised by “Conservation International” (Belone, 2004) under the coffee and farmers equaty (C.A.F.E) practice program (Vellema et al, 2015). 
Vandeveld (2015) claims that Starbucks believe the “planet” to be “their most important business partner”. Starbucks use an inclusive tactic to incline the damage on the environment and making an impact. Starbucks have built green stores that are LEED certified (Goldberg, 2018), have a waste team that recycle (Starbucks, 2019b) and have tactics of saving energy and water (Vandeveld, 2015). Starbucks have done so much to change, in order to protect the environment and global warming in recent years. 
[bookmark: _Toc8162063]2.5 Starbucks Communication Channels for Sharing Information
 Starbucks have many ways that connect with their consumers to collect information and feedback. One way is through the store, where partners are always on hand to listen. Partners are trained to put the customers’ needs before their own and always assume the customer is right. This allows the perfect communication channel face to face, where the customer can give Starbucks partners feedback, complaints and information. Starbucks also have a customer service section on their website where customers can contact them about a previous experience in store and they will respond as soon as possible. However, Starbucks main channel for communication is social media such as Facebook, Twitter and YouTube. 
Facebook- According to Gallaugher and Ransbotham (2010) Facebook allows Communication from Starbucks to 15 million followers, allowing followers to read feeds from the company, watch films, see photos and promotions. Starbucks also receive praise, complaints suggestions and comments from customers via the social media site.
Twitter- According to Gallaugher and Ransbotham (2010) this platform allows Starbucks to broadcast and promote promotions to their 1 million followers. Starbucks have many profiles including “Jim_Starbucks” and “MyStarbucksidea which CSR staff control. Customers can give praise, send suggestions and request support and complain if need to.
Youtube- According to Gallaugher and Ransbotham (2010) this platform allows Starbucks to control their own channel, publicise short documentaries on the organisation, promote music sold by the firm and show promotions and commercials which will be viewed on demand by customers. The customers can communicate with Starbucks by uploading videos, posting fundraisers and allows suggestions from the followers.
[bookmark: _Toc8162064]2.6 Starbucks Scientific Theory
Taylors (1947) scientific theory is explained by Linstead et al (2009) as the way that the managers organize their employees to activate and complete tasks. The author also explains that workers should be directed rather than control a situation themselves and have benefits for the workers to help motivate them within the workplace.
According to WIX (2015) When using a management theory, Starbucks abide by Taylors (1947) Scientific management, creating an environment that the partners are welcoming to customers. The first principle is the way Starbucks partners are trained. Training is based in Seattle where partners undergo a program for two years that consists of 3 terms of 8 months within a certified unit of the business, developing successful and strong leaders for the organisation. Looking at the individual partner they have their own set of responsibilities within the food and coffee product line. To deliver a define service to customers, partners must have a qualification for a year course or have at least six months experience or training.  
 WIX (2015) also claims that the second principle to Starbucks success is the way the partners co-operate with each other. The supervisor who assists the store as manager needs to co-operate co-ordinately to ensure work is being performed in the best manner to achieve tasks. Supervisors direct work to partners through communication that is effective showing “strong interpersonal skills” which are required for problem solving and building relationships within the workplace. Working as a unit the supervisor gets involved while maintaining rules and regulations.
WIX (2015) continues by claiming that Starbucks have developed a unique way of performing missions that need to be achieved. A longstanding commitment of Starbucks is how they conduct business standards towards giving guidance to partners worldwide. Partners dress appropriate wearing their green uniforms produce fresh products to the consumer. Partners deliver a high- quality production” which ensures a “healthy and safe environment” which helps the company be successful.
WIX (2015) claims that by working for Starbucks there are many opportunities to relate to something much bigger. Partners can improve their careers and help with the community as Starbucks have a workplace that is diverse and has a calming culture. Partners have the flexibility to expand on what they do meaning they can always grow within the company, which makes them more motivated and confident. Partners also receive benefits from the company such as personal holidays, dental and medical. In doing so partners get more involved due to the incentives offered having a sense of ownership within the organisation.
[bookmark: _Toc8162065]2.7 Starbucks External Impact factors
When analysing Starbucks impact on external factors, Michael Porters five force (1979) analysis will be used. As explained by Porter (2008) the five-force analysis is used to manage and understand competition, there are five factors that the model is made up off they are rivalry, customers, potential entrants, suppliers and substitute factors.
When analysing Starbucks impact on external factors porters five field (1979) analysis shows that:
[bookmark: _Hlk8154002]Competition rivalry- Starbucks have competition from certain companies such as Dunkin Doughnuts, Costa Coffee and McCafé to name a few (Bhasin, 2019), all stores sale a variety of foods and beverages. According to Geereddy (2019) Starbucks have the largest share of the coffee market with its main competitors also owning large percentage of the remaining market, this creating pressure on Starbucks. This makes the competition strengthened due to the “low switching costs” when consumers shift to another provider (Greenspan, 2019). With the industry not highly populated influences such as the force between competition is shown to be “moderately high” (Geereddy, 2019).
Potential entrants of threat- Due to Starbucks creating a “third place” between work and home, customers susceptibility is lowered of visiting competitors stores (Oakley, 2014). Investment are not significant enough to make an impact for new entrants as they would not be able to afford equipment or lease stores (Geereddy, 2019). Geereddy (2019) also explains that on a level of localisation that coffee shops that are on the small scale can contend with Starbucks and other rivals due to customers having no costs when switching. According to Oakley (2014) there are over 15,000 independent coffee stores in the UK, despite the schemes available entrepreneurs find it hard to compete against Starbucks, McCafé and other coffee stores.
Substitute products that are a threat- According to greenspan (2019) substitutes are made easy to buy for the consumer instead of purchasing from Starbucks. Such products like beverages that are ready to drink, made instantly from purees and powders aswell as food from vending machines, fancy restaurants, corner shops and supermarkets. Consumers have many alternatives of purchasing products that are sold by Starbucks and at a lower price, this is emphasized by Geereddy (2019) who claims consumers have no cost when switching to a substitute making this a threat that is high.
Power of supplier when bargaining- According to Greenspan (2019) suppliers use various methods to compete against each other with their main goal to be the supplier of Starbucks providing coffee beans and materials. The author also claims that the supplier’s power has been weakened due to quantity of large supplies.
Power of buyers when bargaining- According to Greenspan (2019) due to switching costs that are low consumers can move to another company rather than Starbucks. The author also claims that substitute products are widely available consumers do not need to use Starbucks and there are various methods of getting the same kind of products from vending machines and local stores.

[bookmark: _Toc8162066]3.0 SWOT Analysis of Starbucks Culture
When looking at Starbucks internal factors within the organisation a SWOT Analysis (shown below) will be used. A SWOT Analysis explained by Rouse (2007) as the “Strengths, Weaknesses, opportunities and threats” within an organisation that shows the internal factors that have an impact on the organisation.
Starbucks strengths show that the company have a strong brand identity due to the consistency of supplying 99% sourced roasted coffee beans (Keller, 2003). They also serve quality coffee and have a wide variety of beverages and foods served in many locations across the world. Starbucks currently have 30,184 stores and 76 countries (Smith, 2019). Starbucks also work closely with ethical farmers creating opportunities for a better life for them and their families.
Starbucks weaknesses are the competition such as Dunkin Doughnuts, Costa Coffee and McCafé. Dunkin Doughnuts plan top open a drive through where orders can be placed by handheld device (Fantuzzi, 2018), This would mean they could serve quicker and cheaper. Starbucks products are also priced higher than their rivals and have negative publicity recently with the arrest of two black mails in 2018. 
Starbucks opportunities are that there is a growing consumer market with the age of customers getting younger. Starbuck sale their products in stores and supermarkets so consumers can have coffee on the go. 
According to Lee (unassigned) Starbucks threats are that there is direct competition from Coffee Bean Increasing and Peets. There are also cheaper alternatives for customers to buy the same products that Starbucks are selling.
	Strengths
· Strong brand identity
· 99% Ethically sourced coffee
· 30, 184 stores worldwide
	Weaknesses
· Competition
· Higher price range

	Opportunities
· Growing market
· Products sold in store
	Threat
· Direct competition


Starbucks SWOT Analysis
[bookmark: _Toc8162067]4.0 PESTLE Analysis of Starbucks
Political factors Starbucks face; 
· Raw materials- Starbucks have caught the attention from politicians in communities where the materials are sourced.
· Laws and regulations-Starbucks need to follow “laws and regulations” regarding the way raw material is sourced.
Economic factors that concern Starbucks;
· Decline in custom- Consumers are using alternative coffees that are cheaper rather than cutting down.
· Operational and labour costs- due to cost rising surrounding labour and operations and the environment costs with failing profits Starbucks is being screwed by both ends.
Social-Cultural factors that concern Starbucks;
· Global warming- Consumers want to know that companies are making an impact on the environment.
Technological factors of Starbucks;
· Digital devices- more competition due to most companies being viable by the internet.
· Wi-fi- Starbucks use the internet to connect to millions of their followers through social media, so if the internet has a fault then there will be no contact. 
Legal factors of Starbucks;
· TAX Laws- Starbucks fell victim for not paying their tax earlier in the decade but since have contributed.
· Laws and Regulations- Starbucks must abide by these when ethically sourcing their raw materials
Environmental factors of Starbucks;
· Activists- have had their concerns over certain issues Starbucks have been involved in like the two black males arrested and the way products are sourced.

Starbucks PESTLE Analysis
[bookmark: _Toc8162068]5.0 Conclusion
This report indicates that Starbucks built their company on the customer comes first. They did this by making their stores all have the same feeling and vibe, making all customers feel welcomed. Partners are trained in a certain way to be observant and caring towards the consumers. The organisation works from the CEO to partners with regional and store managers between. Over the years Starbucks have become eco-friendly protecting the environment by reducing water, producing recyclable cups and LEED green stores. Starbucks also work directly with farmers and hire veterans. That is not all Starbucks communicate with the community face to face and on social media sites such as Facebook, Youtube and Twitter, consumers can also comment and message back. Starbuck use a scientific management approach where they train staff for two years, giving knowledge needed, partners dress in green uniforms and are tidy also partners are offered benefits and perks which helps motivate staff.   
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