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Companies have many objectives, but their main objective is to keep the customers satisfied to improve market population by maintaining customers loyalty to the organisation (Innis and La Londe. 1994). For companies to provide customer service to the highest quality they must have knowledge on, goods and services sold, give respect to customers, interact outside of the workplace with customers and meet customers’ expectations (Darlington, 2016). According to Mansfield (2018) satisfying the customers’ expectations improves customer value. To achieve this the customer who is taking the given action, wants in return the cost of the action to relate.
With the progression of technology and the internet customers’ expectations have risen due to the increase of information available, which makes the customer have more needs (McGovern, 2016). Before the internet Francis (2019) claims organisations would advertise on the television in the magazine and newspapers aswell as use “local networking organisations” to communicate with customers. However, customers could gain no extra information on the products advertised only what was given from the company which was minimum (Ingenex, 2019). This meant that customers had to go direct to the company that advertised the product. In this era customers had low expectations and the power was in the companies’ hands.  After the internet was designed companies and customers could interact more efficiently. According to Ingenex (2109) due to the internet companies can deliver cheaper cost products to the customer, monitor customer interactions behaviours and transactions while the customer can check reviews, product information, the companies’ social media platforms and build a relationship with various companies. 
The purpose of this report is to analyse factors that influence Starbucks ability to maximise customer value through the service that is delivered. The factors that will be analysed are partners engagement with customers, the atmosphere within store and ethical sourcing. Each factor will highlight what the customers expects from Starbucks and how starbucks satisfy the customers needs by delivering a service to the customer. In the first part of this report the purpose is to analyse how Starbucks are influenced by certain factors that able them to maximise customer value through the service they deliver. The factors that will be looked at are partner engagement with the customer, Starbucks atmosphere and sustainability. Showing that customer expectations have been met means that the customers’ needs have been handled in a satisfying way making the customer feel valued. The second part of the report will identify, what systems Starbucks use to ensure a quality process and how they are used effectively to meet the customers’ requirements. Starbucks touchpoints will be discussed on how Starbucks interact with their customer before, during and after a purchase. Starbucks Visa Reward Card, social media presence, mobile app and loyalty card will be discussed and analyse highlighting the benefits for the customer and Starbucks.
[bookmark: _Toc8322248]2.0 Starbucks Store Atmosphere
According to Biehi-Missal and Saren (2012) consumption ranges further than the purchase of the product due to the involvement surrounding the consumers experience. Results have shown consumer experience is acknowledged by the response and encounter with the company elaborating that store designs, events and entertainment all having an impact. The author also claims that companies use techniques such as lighting, décor, entertainment and presentation to design an atmosphere sophisticated for consumers, creating an ideal experience. 
Over the years Starbucks have created the “third place” between home and destination for customers (Seaford et al, 2012), aiding them to enjoy an experience while relaxing (Alsitrawi, 2016). The “third place” is explained by Thompson and Arsel (2004) as the location between seriousness and formality regarding the workplace and familiar intimacy of home. The author also claims that that the “third place” is conducted of casual discussions and friendships, community vibe for customers and allows engagement socially. This is backed by Schultz (2011) who claims that Starbucks atmosphere was discovered on a business trip to Italy in 1981 when meeting a barista who greeted all customers as regulars, and customers were side by side interacting, talking and laughing while drinking coffee. Starbucks value customers’ expectations and have adapted these traits into the store environment. Partners are given knowledge to help empower customers. Caring for their needs and delivering a service on their expectations. Starbucks aim to make stores comfortable, relaxing and friendly they do this by having comfy furniture, playing music and partners greeting consumers. Reid (2007) claims that when entering a Starbucks store there is always the smell of roasted coffee, music playing in the background, a partner to greet and somewhere relaxing to sit. Alistawi (2016) claims that having comfortable areas for customers to relax with family and friends socialising, gives the customer a feeling to return due to the atmosphere that is set by Starbucks. Starbucks also offer free wi-fi to customers allowing them to stay communicated with friends, family and company through social network platforms. 
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Starbucks have created a successful model that entices the partners in all departments of the organisation to produce their own creativity and dedicate their all into every task they do (Michelli, 2007). Starbucks customer service is the responsibility of each partner, priority is with each department and partner of Starbucks (Anonymous, 2018). Starbucks (2019) state in their company mission statement that “Our mission is to inspire and nurture the human spirit- one person, one cup and one neighbourhood at a time”. Starbucks treat their partners with dignity and respect and are offered programmes such as healthcare and stocks in Starbucks beans for eligible part-time and full-time partners (Starbucks, 2019). Michelli (2007) claims Starbucks have created a successful model that entices the partners in all departments of the organisation to produce their own creativity and dedicate their all into every task they do. Managers do not tell the partners how to carry their individual creativity when operating efficiently in agreement with the organisation priorities, no approach can make this customer service happen. Starbucks leaders have developed a model to let partners input themselves to the task that have been set, this inspires the consumers in fabulous ways. The structure Starbucks have created is called the “Five ways of being” and contains five factors the partners must undertake, they are to be “Welcoming”, “Genuine”, “considerate”, “knowledgeable” and “involved”. When the partners understand the priority of the business, Starbucks benefit due to their partners meeting the objectives of the company by using their personality and creativity which is different with each partner. Starbucks builds a relation with the customer by welcoming their customers which encourages them to revisit the companies stores. Starbucks belief that by being genuine it allows the partners to discover, connect when listening a connection is created with the customer. This allows Starbucks to discover consumers expectations and needs to a unique situation and amend them to meet the needs of the consumer. Starbucks create a win/win situation by the partners being considerate to the consumers, it is not so much about being polite but to cater for their needs. This method empowers partners to consider the needs of the consumer and act appropriately. Starbucks partners enjoy what they do and share their knowledge with the consumers. Partners add value to the company when the consumer has had an experience that they enjoyed. Partners are involved in many areas of the company and even in the local community.
[bookmark: _Toc8322250]2.2 Ethical Sourcing
According in Morgan Stanley (2019) in the past, when customers would go to the store to shop they would look for labels identifying such clauses as the value of the item, where the item was made, what material were used when manufacturing and ingredients that were used before deciding on whether to make a purchase. Currently customers have more of an awareness surrounding the issues of the environment, such as: politics involving international relations, which effect the earth. Customers are also aware of social costs that have an impact on most products sold, Such as roasted coffee beans to eggs and electronical gadgets to the trainers on your feet. This can make shopping become an ethical debate, have the workers been paid a fair wage? were the workers treated fairly and safe? Was the manufacturer health and safety certified? Where the right company policies put in place surrounding the environment? Adams (2014) states that there are 60 countries globally with figures of 55%, with consumers that would not purchase products or invest in a company that were liable for selling goods that have an impact on the environment. The tendency to purchase responsible products are strongest in “Asia 64%, Southern America 63%, , Middle East/ Africa 63% with North America 42% and Europe 40%”. 
Sustainable Coffee Industry (2019) claims that during 2004, Conservation International partnered with Starbucks to design guideline for how to purchase ethically sourced roasted coffee beans according to the environmental, economic, social and quality standards. Shortly after the birth of C.A.F.E., which is “Coffee and Farmers Equality practice” was one of the main reasons Starbucks teamed up with SCS Global Services. The system used to verify the roasted coffee beans is a self-governing organisation that operates over sea and they make sure the product is compliant and of a high-quality standard. Starbuck works closely with its partners investing in their farmers, providing help and support when improving closer to being able to manufacture sustainable roasted coffee.
Sustainable Coffee Industry (2019) indicates that Starbucks directly link its success of the organisation to the growers who grow the ethnically soured roasted coffee beans. Starbucks has ensured that they have a constant source of high-quality, grown responsibly and ethically sourced and traded roasted coffee beans, in doing so investments are invested into the coffee growing community to strengthen and ensure a better future. With Starbucks investing funds in to small hold farmers they are ensured that traceability security and transparency within their manufacture chain will hoave minimised risks and vulnerability. The C.A.F.E. practice was enhanced by Starbucks and their partners Conversational International, the program was designed and improved from other verifactions that existed. At the current time Starbucks did not source their roasted coffee beans in the correct manner as they was not of the highest quality, were not economically transparent and was not environmentally neither socially grown.  
[bookmark: _Toc8322251]3.0 Starbucks systems
According to Chua (2013) important Strategy for business that organisations use is recognised as Knowledge Management (KM). Organisations have discovered that relationships need to be developed between the customer so they can be served in a manner they prefer. Organisations that can develop new knowledge from customers and manage the knowledge effectively intend to be in a better position than their rivals. Customer knowledge Management (CKM) Is a topic that is increasing with interest within KM. Four main factors of CKM is to collect, arrange, share and regulate information that is related to the customer and has benefits for the organisation. Organisations that use this method handle customers needs more effective, this enhances the satisfaction of the customer. It also allows the organisation to acquire new customers and retain loyal existing customers, alternatively this helps the organisation be more competitive and effective. 
According to Erdem et al (2016) companies have become more involved with the consumer by hosting website for the brand the company can actively and interact to consumers with product this helps develop the brand from a different spectrum. This allows the company and consumer to effectively communicate while exchanging and relating with each other. Experts in the industry claim that we are in the digital golden era and there are many opportunities for consumers and companies. 
Erdem et al (2016) also claims that with the advancement of technology consumers have gained new capabilities that enable the consumer to:
· Gain information on products, brands and services.
· Explore and communicate while purchasing on the go.
· Interact through social media sharing opinions with others
· Interaction with companies.
· Receive promotions digitally.
· Compare product prices and search for discounts.
Erdem et al (2016) states that the company also benefit from the advancement of technology and firms are enabled to:
· Interact with the internet using it as a channel for sales.
· Collect information concerning the market, competition and customers.
· Contact consumers on the go using “mobile marketing”.
· Interact through social media to promote the message of the brand.
· Promote ads, send promotions and product information to consumers.

[bookmark: _Toc8322252]3.1 Starbucks visa card
Burger (2005) claims that Starbucks could be the future of the financial industry as they have an extremely “strong brand”, have their own transaction process which is sophisticated, the company have enough knowledge on customers alongside the fact that they have resources and know how to act upon the knowledge collect, this will improve loyalty and increase customer spends. Thorn (2018) claims that Visa and Chase where Starbucks newest partners in the financial market when teaming up to “launch a credit card” which is called “Starbucks Reward Visa Card”.  On applying for Starbucks Reward Visa Card if approved the funds will automatically be issued to the customers “myStarbuck app” (Chia-Ying, 2017) and be available for transactions. Funds that are transferred to mobile apps to use digitally in store are known as “digital cards” (Thorn, 2018).  The physical card will be delivered to the applicant once they have been accepted, this usually takes between a week and ten days (Thorne, 2018). Burger (2005) claims Starbucks Visa credit card is a step in the right direction and could change the financial industry and the way credit cards are used.
[bookmark: _Toc8322253]3.2 Starbucks mobile app
According to Fisher (2014) debit cards could be a thing of the past, with technology advancing everything could turn digital. Starbucks are leading the way when it comes to host card emulations (HCE), for example a customer can visit the Starbucks website and register. Once the customer has been approved the [mystarbucks] app is available for download and once activated can be used online or in stores. The HCE connects Starbucks membership card with a credit or debit card. Once the cards correspond with each other the customer needs to deposit funds from their credit or debit card to their [mystarbuck] app. Starbucks have over 7 million cards in use and during 2013 it was reported to have made $4 Billion. Starbucks have connected with their customers in an innovative way using the HCE system with sales and income increasing, as one third of store transactions and an estimate of $300 Million income each month. Starbucks applications have a barcode that can be read at the point of sale (POS), which are registers in Starbucks stores. The barcode within [mystarbucks] app imitates the customers card details through a protected portal, using this system has helped improve the service for Starbucks customers. Using this paying system will be more flexible and appropriate for the customer due to the process being faster. According to Chia-Ying (2017) “myStarbucks” app is categorised as a “branded app”. “Branded apps” intend to create value to the company brand due to the engagement between customers and the organisation. Where apps that are paid for are aimed at customers to generate an increase in profits and revenue for the organisation. “Branded apps” are considered as an operative purpose for engaging with customers and constructing “brand engagement”, providing both a [Starbucks Reward Card] and a “branded app”. Starbucks are known [worldwide] and their “branded app” is setting trends amongst the technology and marketing industry. Customers of Starbucks have downloaded the “myStarbucks” over “1 million” times via “Google Play Store” and the “Apple store”.
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According to Zhang and Breugelmans (2012) “loyalty programs” are influencing important roles within companies “customer relationship management” exertions. This is due to loyalty programs being spread widely across many fields such as the financial sector, travel and retail achieving a high rate of participants from customers.
Starbucks have a loyalty program card which was created in 2008 (Fitzgerald, 2008) and can be used in store when making a purchase, decreasing the time spent for the customer by around 20 seconds (Holmes and Prasso, 2002). This is emphasized by Anonymous (2016) who claims that loyalty cards like Starbucks create a unique way of increasing “brand loyalty” and speed up the customers time when purchasing. Starbucks sold over 2.3 Million loyalty cards with in the first 2 months of release (Holmes and Prasso, 2002) and had over 10 Million customer who had signed up in 2010 (Fitzgerald, 2008). According to Holmes and Prasso (2002) in the first two months Starbucks made an income of $32 million due to the loyalty card. At the end of the first financial year of the loyalty cards Starbucks made an astonishing $1.5 Billion.
To register for a Starbucks loyalty card, customers can download the the mobile app, visit Starbucks web page or apply in -store (Starbucks, 2019b). The card needs to be topped up and ranges from $2 to $500 (Holmes and Prasson (2002). This can be done by visiting a Starbucks store using cash or a bank card another alternative is by Starbucks mobile app where a bank card or loyalty card is needed. Once the loyalty card has funds it can be used in store by swiping and used through the mobile app. When in-store the card reduces waiting time of around 20 seconds (Holmes and Prasso,2002), meaning the customer receives a faster and high quality service. After the purchase the customer will be given awards depending on your status. The highest rank is gold and there were 1.25 million customers in 2010 who had reached this goal (Fitzgerald, 2008). Starbucks also use the knowledge of customers who have purchased products using the loyalty card and offer customers promotions based on findings.
Star bucks loyalty card has benefits for both the consumer and company. The consumer benefits by time reduced when purchasing (Holmes and Prasso, 2002) and receiving a service that is satisfying and need fulfilling. The company benefit by advanced sales, customers details and interest on the money not being used on the customers loyalty card.
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When analysing the first part of the report surrounding the factors that maximise Starbucks customer value it is shown that Starbucks have built their company around the customers needs and expectations in many ways. Stores have green stores that are eco-friendly for the environment, this was made possible due to the partnership of LEED. Customers also get the benefit of having a nice relaxing atmosphere with music played gently in a clean environment. By doing this the company offers value to customers supporting believes and what is expected from the customer. Partners are trained to put customers needs first when delivering a service and meeting expectations. Starbucks training model assures that customers are offered a high-quality service as partners are taught the 5 ways of being which gives knowledge that can be used when delivering a service to customers. As mentioned it is all about putting the customer first which starbucks do by ethically sourcing 99% of roasted coffee straight from the farmer. Working closely with C.A.F.E allows consumers to know that workers have been paid a fair wage for the product produced and prevents children from being forced to work. 
When analysing the second part of the report it is shown that Starbucks communicate and gather information of their customers in many ways. By expanding into the banking world, Starbucks have opened up a new market for customers. Valuing customers need with loyalty for using money which the would spend anyway, this is a good way Starbucks use CRM. Starbucks also can gather data on what customers buy and offer them discounts for products that they enjoy. Starbucks Visa credit card details can be stored on Starbucks mobile app which makes purchasing more time from consuming. With the app allowing consumers to order in advance before arriving at the store, the beverage is already served providing a better-quality service.  
However, Starbucks could make changes to their training surrounding the situation that happened in the U.S. where two black males were arrested in store. The two boys were arrested for asking to use the facilities but was refused. Starbucks partners should have more than a basic two-hour training on racial bias as racism should be cut out of the workplace, period. 
Another assumption Is with consumers using technology to purchase orders, verbal communication will be lost between partners and themselves. Starbucks has built its company on adapting to the customers needs according to the five ways of being. Training staff to be friendly and welcoming to customers, in time interaction will stop and the experience of real service will be lost.
[bookmark: _Toc8322256]References
Adams, T, A. (2014) Global consumers are willing to put their money where their heart is when it comes to goods and services from companies committed to social responsibility. Available at: https://www.nielsen.com/us/en/press-room/2014/global-consumers-are-willing-to-put-their-money-where-their-heart-is.html (Accessed: 2nd April 2019).
Alsitrawi, A. (2016) ‘Starbucks: creating a unique customer experience’, International Journal of Scientific and Engineering Research, 7(4), pp. 306-307.
Anonymous (2002) ‘Starbucks to go cashless with top- up loyalty cards’, Caterer and Hotel Keeper, 196 (4448), pg. 29.
Anonymous (2018) ‘The importance of customer service’, Stone World; Troy, 35(11), pg. 18.
Biehi-Missal, B. Saren, B. (2012) ‘Atmosphere of seduction: a critical of aesthetics marketing and practices’, Journal of Macromarketing, 32(2). Available at: https://journals-sagepub-com.ezproxy.uwtsd.ac.uk/doi/pdf/10.1177/0276146711433650 (Accessed: 9th May 2019).
Burger, K. (2005) ‘Change is brewing’, Bank Systems and Technology, 42(3), pg. 8.
Chua, Y.K. A. Banerjee, S. (2013) ‘Customer knowledge management via social media: the case of Starbucks’, Journal of Knowledge Management. 17(2), pp. 237-249.
Chia-Ying, L. (2017) ‘Consumer behaviour in switching between membership cards and mobile applications: the case study, Computers in Human Resources, 84, pp. 171-184.
Darlington, H. (2016) ‘How to deliver great customer service’, Supply House Times., 59(7). Accessed: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/1836964673?accountid=130472&rfr_id=info%3Axri%2Fsid%3Aprimo (accessed: 9th May).
Erdem, T. Keller, K. Kuksov, D. Pieters, R. (2016) ‘Understanding branding in a digitally empowered world’, International Journal of Research in Marketing, 33(1), pp. 3-10.
Fitzgerald, K. (2010) ‘’starbucks loyalty card gaining favor’, American Banker. Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/781953354?accountid=130472&rfr_id=info%3Axri%2Fsid%3Aprimo (Accessed: 9th May 2019). 
Francis, K.A. (2019) How has the internet impacted businesses?. Available at: https://smallbusiness.chron.com/internet-impacted-businesses-321.html (Accessed: 2nd May 2019).
Holmes, S. Prasso, S. (2002) ‘Starbucks’ card smart’, BusinessWeek, 3774, pg. 14.
Ingenex Digital Marketing (2019) How the internet changed your customers: before and after. Available at: https://ingenexdigital.com/internet-changed-customers/ (Accessed: 2nd May 2019).
Innis, D.E. La Londe, B.J. (1994) ‘Customer service: the key to customer satisfaction, customer loyalty, and market share’, Journal of business logistics. Available at: https://search.proquest.com/docview/212597591?pq-origsite=gscholar (Accessed: 2nd May 2019).
[bookmark: _Hlk7663180]Mansfield, D. (2018) Marketing theory: understanding customer value. Available at: https://builtvisible.com/understanding-customer-value/ (Accessed: 2nd May 2019).
[bookmark: _GoBack]McGowen, M. (2016) Customers want more: 5 new expectations you must meet now. Available at: https://customerexperienceinsight.com/customer-expectations-you-must-meet-now/ (Accessed: 2nd May 2019). 
Michelli, J, A. (2007) The Starbucks experience: 5 principles for turning ordinary into extraordinary. Available at: file:///C:/Users/Matthew/Desktop/Starbucks/The%20Starbucks%20Experience%20(%20PDFDrive.com%20).pdf (Accessed: 2nd May 2019).
Morgan Stanley (2019) Do consumers care about ethical retailing, Available at: https://www.morganstanley.com/ideas/ethical-retailing-consumers-survey (Accessed: 2nd May 2019).
Reid, M. (2007) ‘The Stabucks experience’, Chiropractic, 21(9), pg. 36.
Seaford, C.B. Culp, R. C. Brooks, B. W. (2012) ‘Starbucks: maintaining a clear position’, Journal of the International Academy for Case Studies. 18(3). Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/1037815154?accountid=130472&rfr_id=info%3Axri%2Fsid%3Aprimo (Accessed: 9th May 2019).
Schultz, H. (2011) ’ How starbucks got its mojo back: after years of remarkable growth, the iconic coffee chain started to look bad even smell bad in an excerpt from his new book, CEO Howard Schultz tells how he reinvented the company from the coffee bean up’, Newsweek, 157(12). Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/856824311?accountid=130472&rfr_id=info%3Axri%2Fsid%3Aprimo (Accessed: 9th May 2019).
Starbuck’s (2019) Starbucks company profile. Available: https://www.starbucks.com/about-us/company-information/starbucks-company-profile (Accessed: 2nd May 2019).
Starbucks (2013) My Starbucks rewards. Available at: https://www.starbucks.co.uk/card/rewards (Accessed: 9th May 2019).
Sustainable Coffee Challenge (2019) Sourcing case study: Starbucks. Available at: https://www.sustaincoffee.org/assets/resources/SCC-CaseStudy_Starbucks_5-23.pdf (Accessed: 2nd May 2019). 
Thompson, C. Arsel, Z. (2004) ‘The Starbucks brandscape and consumers’ experiences of globalization’, Journal of Consumers Research, 31(3), pp. 631-642.
Thorn, B. (2018) ‘Starbucks debut rewards credit card’, Nation’s Restaurant News. Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/1993421015?accountid=130472&rfr_id=info%3Axri%2Fsid%3Aprimo (Accessed: 9th May 2019).
Zhang, J.  Breugelmans, E. (2012) ‘ The impact of an item-based loyalty program on consumer purchase behaviour’, Journal of Marketing Research, 49(1). Available at: https://web-b-ebscohost-com.ezproxy.uwtsd.ac.uk/ehost/detail/detail?vid=0&sid=670853aa-2818-4f4f-a210-3430427e9c05%40sessionmgr101&bdata=JnNpdGU9ZWhvc3QtbGl2ZQ%3d%3d#db=bth&AN=70337969 (Accessed: 9th May 2019)

8

image2.jpg




image1.jpg
PRIFYSGOL CYMRU
Y Drindod Dewi Sant
UNIVERSITY OF WALES

Trinity Saint David





image2.gif




