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Coffee’s earnest inception in Turkey in the 15th century, inherited by the social upper-class who loved and willingly payed to insure prompt service. It has constantly built a formidable reputation synonymous with sharing throughout society. (Johnson) Coffee chains, small coffee shops and restaurants innovatively collaborate technology, environments and menus for a percentage of the market share. Paajanen (2019)
Customers have developed distinct tastes of what they consume, its packaging, timing of their demands, their necessity, who’s offering and pricing to fulfil their cravings. With the global market open for business, organisations have had to adopt e-business strategies to electronically replenish their supply chain. While also taking advantage of e-commerce to facilitate transactions on products and services which they offer on-line usually through websites; or m-commerce where transactions are done via mobile applications, which is becoming the norm. (Jelassi et al, 2008). 
The European Commission (1997) defines e-commerce as any form of business transaction in which the parties interact electronically rather than by physical exchanges or direct physical contact. It is one of those rare cases where changing needs and new technologies come together to revolutionize the way in which business is conducted. While Zwass (1998) referred to it as sharing business information, maintaining business relationships, conducting business transactions, by means of telecommunication networks. 
To elaborate on this e-business application process, business processes have had to be strategically re-engineered to create an automated ecosystem which incorporates customers, suppliers, alliance partners and infrastructural integration to generate a sustainable value chain for the stakeholder. This report focuses on the contemporary themes that have shaped Starbucks within its business environment and how they have used emerging e-business concepts to overcome challenges and capitalise on opportunities. 
“If organisations want to stay competitive, they need to understand the importance of E- business to successful strategy execution’’ (Thompson and Strickland, 2010)
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Starbucks ensures that it complies with best practices and standards defined under Section 508 of the U.S. Rehabilitation Act and the Web Content Accessibility Guidelines of the World Wide Web Consortium. www.section508.gov (2018) Their web presence is periodically monitored and tested by internal and third-party consultants who help with the identification of usability issues, to innovatively improve their accessibility over the internet. www.starbucks.com (2019) 
This has all been highlighted through their mission statement of “to inspire and nurture the human spirit – one person, one cup and one neighbourhood at a time”, which underlines how innovative they approach business for the benefit of creating that ethical “third place” for all their international stakeholders experience as they grow globally without jeopardising their culture yet keeping their products socially and environmentally friendly. CNBC (2019)
Starbucks’ vision statement is “to establish Starbucks as the premier purveyor of the finest coffee in the world while maintaining our uncompromising principles while we grow”. Starbucks’ inception in Seattle, in 1971 of a coffee bean shop to a $80 billion global business that accounts for 57% of the café market share within its food portfolio of more than 30 000 stores spread over almost 80 countries. Statista (2019) 
Their aggressive approach of being a coffee powerhouse has resulted in them increasing overall sales but sacrificing customer store loyalty. Underlined by Starbucks following a business model that puts you through an innovative experience of coffee farming, roasting, which is all done through displayed 
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Starbucks isn’t about just about coffee, as they have more than 30 000 stores. These stores make annual sales estimates of about $80 billion globally. Sales are made up of 91% company owned and 9% licenced stores.
Customer Segments~ Coffee aficionados, Model Professionals and Students.
Distinct Value Proposition~ unique coffee created with customers (caramel macchiato and other combinations requested by their customers); 3rd place between work and home (relax, business meetings and work on free Wi-Fi); hang with friends and do homework while enjoying a beverage.
Channels~ Retail stores and partner stores.
Closed and Personal Customer Relationships~ integrated long term customer relationships, loyalty cards and mobile apps for payments.
Key Activities~ effective marketing, focused Research & Discovery and efficient supply chain management.
Key Resources~ People (loyal to Starbucks because of treatment), Brand (ubiquitously valued internationally), packaging and bottling plants.  
Key partners~ coffee growers worldwide (equal farmer friendly coffee), customised to specifics coffee vending machines.
Cost Structures~ unique coffee experience, coffee & milk, marketing and R&D, prime location rent, people costs (health and education for employees).
Revenue Streams~ retail stores (coffee, tea, pastries and online components).
“It’s not just about the coffee, it’s about creating an experience via people, product and place.” (S. Jha, 2014)
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Beginning of e-commerce
· Earliest forms of E-commerce
· telex, fax, telegraph,
· Impact of Electronic Data Interchange
· Telephony systems to provide direct consumer trade
· Internet (WWW) and web based applications
· Business to Business (B2B): E-procurement, EDI  
· Business to Consumer (B2C) via WWW

Evolution of IT and the Value Chain
Stage 1	- 	the automation of discrete transactions e.g. order entry
Stage 2	 - 	fuller automation and functional enhancement of individual activities
Stage 3	- 	cross-activity integration e.g. sales and order processing
Stage 4 	- 	integration of the value chain and the value system
Stage 5 	- 	optimise the value system in real time
The evolution of IT in business can be thought of in terms of five overlapping stages, each of which evolved out of constraints presented by the previous generation. 
The earliest IT systems automated discrete transactions such as order entry & accounting. 
Stage 2 involved the fuller automation and functional enhancement of individual activities such as human resource management, sales force operations and product design. 
Stage 3, which is being accelerated by the Internet, involves cross-activity integration, such as linking sales activities with order processing. 
Stage 4, enables the integration of the value chain and entire value system, I.e the set of value chains in an entire industry, encompassing those of tiers of suppliers, channels, and customers. 
In the upcoming fifth stage, IT will be used not only to connect the various activities and players in the value system but to optimise its workings in real time. 
The power of the Internet in the value chain, however; must be kept in perspective. While Internet applications have an important influence on the cost and quality of activities, they are neither the only nor the dominant influence. Conventional factors such as scale, the skills of personnel, product and process technology, and investments in physical assets also play prominent roles. The Internet is transformational in some respects, but many traditional sources of competitive advantage 'remain intact.

Adapted from Porter, 2001

Five C’s model
Value proposition - drivers of consumer adoption?
• Content
• Customization
• Community
• Convenience
• Choice
• Cost reduction
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eCommerce 
· Agile Execution
· Everywhere access
· Innovation
· Orthodoxy Abandonment
· Unique Experiences
-distribution centre to markdown; now stores, 3rd party partners, directly from manufactures, market place, fulfilment centres. Support instore pickups, click and collect. Pick up from warehouses. Cost effective for large goods. Pickup in Germany DHL, ship to other commercial locations, FedEx US. Shoprunner, pickup points, don’t have to be home. Wallmart to FedEx. John Lewis at Waitross stores. DHL Packstation/ Amazon Locker delivery.  Code text to access for customers. Order online and pickup at store locations. Forfillment from stores/ distribution centres. Inventory changings to avoid aging using algorithms. US Relay foods, omni foods, park truck on Sunday and people pick up orders. Mobile, half developed markets own these, e-commerce and retail applications.  Growth traffic and engagement with page view small. Total retail revenue growth evident, but total retail, e-commerce and m-commerce growth declining. Due to research and on the go, provisions of mobiles. Success factors $12 billion, Amazon ebay, others are flash based, Starbucks mobile app wallet nascent (emergence). POS apple tied to app store account. Purchase without talking to sales assistant. Thin market for mobile wallets for next 5 years. Mobile investments over time still maligned with most integrating service found on desktop site, and others single use. Success are unique and spend more capital on them. New technology brings new opportunities with featured controls, displays, and data collection take advantage of one. $5 million< go big or go home. State Farm, turns of text and drive. Take photos of pictures of inventory, price checking, crowd sources to upload data. Monitoring endcaps. Zipwhip allows texting over desktop applications. Innovation labs popular now, to bring in talent. Remote customer service. Web price sourcing pre/post. Quicky, Shapeways. Retailers buy and sell, Jeff Bezos abandoned, transformative. Amazon’s cheaper prices creating competitiveness drops price whenever it needs to beat competition. Amazon Wheel, no profit mention. Inventory cost don’t affect them for the other products not under prime but they make 15% of sales profit. Personalisation and customising through point sollutions, plugins, information maximisation. Companies know a lot about customers, locations, actions, profitability, identify, times spent. Runa targets through specifications. Amazon, Netflix, etc fire data points allows you to differentiate. Merchandising strategies. 
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Chaffey (2007) maintains that Supply Chain Management is the coordination of all supply activities of an organisation from its suppliers to its customers and that supply chain is concerned with material and information flows. One can distinguish between upstream (i.e. transactions between an organisation and its suppliers and intermediaries equivalent to buy-side e-commerce) and 
The links between an organisation and all partners involved in multiple supply chains are referred to as supply chain networks. 
The key issues identified as areas to be concerned about –
Profitability, cost management, customer satisfaction, and a shift in global supply chain realities about flexibility
Starbucks shifted from a data-driven approach for opening new stores which applied the Esri’s Mapping software to analyse big data and demographics for the best locations without hurting sales at other Starbucks locations, as the software helped with the next 1500 plus store placements for expansion while considering future revenue. B. Thau (2014) The focus was on the downstream supply chain activities that introduced transactions between the organisation and its customers and intermediaries equivalent to sell-side e-commerce. The was the push model which is a supply chain that emphasises distribution of products to passive customers as it strives for mass production and accounts for economies of scale.
 The pull model which is demand driven allows customers to actively participate in product and service specification, as its core element is mass customisation.
https://www.maistro.com/blogs/what-can-we-learn-starbucks-supply-chain-management/
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World Wide Web Consortium (W3C) Web Content Accessibility Guidelines (WCAG 2.0)

1. Discusses the main contemporary issues in E-Business and how these issues change the business direction
2. Critically assesses emerging e-business opportunities and challenges for the industrial sector (eg fashion retailing, energy, pharmaceuticals etc) in which your organisation operates
3. Evaluate emerging e-business opportunities and challenges for the organisation itself
4. Makes some recommendations to the organisation based on your findings
5. (journal papers, books, consultancy and government reports as well as newspaper and business magazine articles etc)
6. report should consist of an executive summary, a detailed explanation of your main points and how you arrived at those points (evidence), and areas that will require further research and observations.  You should also provide a detailed list of useful e-Business resources and references you used to inform your assignment
7. views must be backed up with evidence and well-grounded reasoning.  The focus is on emerging e-business opportunities and challenges in the sector you have chosen
8. 
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