

Starbucks Leadership Experience 9







PROGRAMME:BA BUSINES MANAGEMENT
MODULE: LEADERSHIP AND MANAGEMENT, THEORY AND PRACTICE.
MODULE CODE : LCBB6003
ASSIGMENT TOPIC: STARBUCKS LEADERSHIP EXPERIENCE
MODULE LECTURER: HOANG NGUYEN
STUDENT NAME AND  NUMBER: ANASTASIA SANDU 1915950











Introduction 
Leaders have a role in ensuring the organization is sustainable in operation. Adaptability to change is essential to ensure the organization's resilience in the market. The leadership process seeks to create clear goals to influence positive policy implementation. Employees must align with the organization's leadership to achieve the envisaged goals. The competitiveness of the business relies on the process of adaptability to change in the organization. Change is vital for implementation in an organization that seeks to remain viable in the industry. The research aims to identify Starbucks' leadership experience. Further, documentation of Starbucks' business experience creates awareness about the leadership experience. Starbucks is a hotel chain that sells coffee. The company maintains a competitive edge over its competitors. Illustration about personal experiences on leadership and areas of development provides a review of the leadership plan in the research. Thus, the paper discusses Starbucks by reflecting critically on leadership experience from a personal perspective and suggesting areas of development( Innovation & Knowledge, pp.123-127).
Brief Information about Starbucks 
Starbucks is an American business listed on the New York Stock Exchange. The company is a global chain of hotels providing customers with coffee drinks. The model of business for Starbucks is similar in America and the international retail chain. Customers are a priority to influence exquisite services to retain and attract new revenue streams (Liu et al., 2021, p.32) Starbucks is located in 80 countries with different stores strategically positioned to attract customers. The most significant number of United States stores financially supports the brand. The business operates sustainably by managing company-operated stores and licensing some of the coffee stores to reach the segmented market in the United States of America and the international market. The coffee-drinking culture created an operation for Starbuck's existence in the market. Loyal customers provided a growth opportunity sustainably for Starbucks as a chain of coffee hotels (Liu et al., 2021, p.32).
Howard Shultz bought Starbucks from the founders. Then, the business model for the company changed to coffee shop drinks. As a business person, Howard Shultz created a brand image for Starbucks by developing a value proposition for customers seeking coffee. The success of Starbucks remains the idea of Howard Shultz's management skills and experience. The passion and commitment of the leadership at Starbucks from Howard Shultz led to listing in the stock exchange to gain an edge in the international market during the early millennial (Lombardi et al., 2021, p.177). Howard Shultz ultimately resigned Orin Smith took over the role of a chief executive officer at Starbucks. Starbucks faced a financial crisis during the 2008 global economic recession. The brand suffered immensely from financial losses leading to the recalling of Howard Shultz as the chief executive in steering the business to recovery. Shultz is a shareholder of the Starbucks brand and is passionate about running the company to achieve financial success (Lombardi et al., 2021, p.177).                 
           The branding at Starbucks on merchandise creates a positive image for the customer. Cups and tumblers bear the brand of Starbucks, positioning the company in terms of marketing with customers walking with the products. Different products are available at Starbucks besides coffee, alcohol, and milk products. Starbucks Company seeks to add various products to improve the financial bottom line in a dynamic market. The management at Starbucks is professional in improving the competitiveness of the business. Starbucks ranks among the Fortune 500 businesses based on its organizational experiences. Employee programs at Starbucks seek to make talent retention capabilities in the market influence motivation (Baldonado, A.M., 2021, p.56). Brand loyalty with customers creates leverage for the company to gain competitiveness in a market with different competitors. 
Leadership and Management Theories and Model
Management Theory 
Management theory seeks to create organizational value through prioritizing hierarchy. The leadership have to align decisions through the structure laid down in the organization. Indeed, the effectiveness of the organization requires interaction between employees and management. A system of operations that creates employee and organizational engagement is pertinent to achieving success in the business (Skačkauskienė, 2022, p.336). Management theory establishes the idea of hierarchical engagement in the organization to create order and seamless engagement. The manager's role is to create value for the business to motivate workers. The working environment emphasizes commitment to delivering goals in the industry. Workers reward an environment that is fulfilling, leading to the accomplishment of desired goals (Skačkauskienė, 2022, p.336).
Theory of Transformation      
Leaders have to develop a positive relationship with employees. Committed employees deliver above the requirement stated by the leadership. Ideally, loyalty provides for talent retention in the organization. The idea of creating an environment where workers freely engage the management is a motivation by the management theory (Duncan et al., 2018, p.20). According to the theory of transformation, motivation strategies must align with the employees. The workers' morale depends on the environment proposed by the leadership in the organization. A leader becomes an example in challenging situations through the theory of transformation. Employees develop experience from the administration to handle problems and commit to achieving goals in the company (Duncan et al., 2018, p.20).  
Lewin Change Management Model       
The perception of the business is essential to make the business succeed. Lewin's change management model sought to provide a positive perception of the desired change. Change becomes a requirement for a company aiming to scale and achieve maximized investment results. Thus, the behaviour required for the employees to achieve change emerges with the Lewin change management model (Hussain et al., 2018, p.123). Workers must be involved in developing the organization's desire to progress. The business engages internal and external workers' stakeholders to create a perception through the Lewin change model to improve work experience to deliver tasks assigned. The new behaviour lasts based on the Lewin Change model through management and employee influence.   
Bridges Transition Model    
The process of change in an organization is challenging. The Bridges transition model emphasizes employees' emotions are a concern during the change process. Managing the emotions of employees who experience difficulty with the transition process is a priority for the management. The transition process needs to be effective by developing policies that improve employees' emotional wellness (Errida and Lotfi, 2021, p.2). A leader seeks to reach out to the workers to strengthen policies that enhance the business's change process. Lastly, experiences change positively with the influence of the leading developing an effective transition process.       
Critical Application of Theories and Model
At Starbucks, managing change is a process managed by the leadership. Through the Bridges transition process, change requires employee and leadership engagement. The administration creates a platform for change in the organization. However, employees participate in the change process to deliver a positive transition (Munifa, 2022, p.20). Prioritization of concerns of the employees makes an effective Bridges transition process at Starbucks. Employee’s union leadership engage with the management to develop job assurances that improve motivation in the business. The method of change becomes effective when the emotional needs of employees are a concern. Starbucks is an employee-centric business that ensures commitment to assigned tasks (Munifa, 2022, p.20).
The Lewin Change model is applied at Starbucks to improve employee perception. Once employees are involved mentally in creating change, commitment emerges as a concern to deliver the change process effectively. The perception influences behaviours required for change implementation. Employees learn the skills to manage customers exquisitely (Akcam, 2022, p.2). Thus, client retention becomes achievable in the business. The discipline of employees at Starbucks to implement the change process starts with the leadership by implementing the Lewin Change model. The behaviour is easily retained at Starbucks. The administration at Starbucks influences changes in perception, which the workers copy. Time is of the essence at Starbucks to ensure the behaviour solidifies (Akcam, 2022, p.2).
The theory of transformation at Starbucks seeks to create a positive mindset in implementing change. Employees engage with each other to identify a solution in the organization. Starbucks workers are passionate about utilizing data points in resolving different challenges. Employees are committed to decisions approved by the management to create solutions that influence transformative change. In a culture closely guarded in the organization to generate a vision, Starbucks management relies on employees and management to control transformative change (Mi et al., 2021, p.86). Implementing new ideas through courage becomes a mantra in the business. Employees act courageously to pursue decisions that improve employees experience and reduce wastage.   
Ultimately, management theory implementation at Starbucks creates a context of professionalism in the organization. Starbucks has a policy that accommodates employees as stakeholders in the business. As a result, the industry relies on employees’ commitment to delivering assigned results for improved financial performance. The reporting standards for the company are ethical to attract and retain workers—the brand image results from the consistent application of management theory. Employees engage customers with utmost decorum to influence positive results in the business (Climent and Haftor, 2021, p.2). Starbucks has a competitive edge in the market due to brand loyalty. The management theory application criteria affect the improved financial performance at Starbucks.  
Personal Leadership Experiences for Own Development
Vision is a requirement for personal leadership development. Individuals with goals have a vision. Through vision, commitment emerges that influences discipline and motivation to achieve envisaged goals (Kjellström et al., 2020, p.15). Career vision influences the plan to achieve growth within a particular direction. The process of developing a career vision starts with pursuing personal ambition. Documentation of ambition sets the pace to ensure a vision is created to achieve the objectives outlined. The previous achievement becomes a motivation to develop an ambitious incentive to deliver on the goals—current situations to change influences commitment through visionary plans as an individual (Kjellström et al., 2020, p.15).
Pursuing personal goals is possible through leadership style. Thus, selecting a suitable leadership style influences the exemplary commitment to deliver on the goals. A timeline sets the pace for developing a plan to accomplish personal objectives. The objectives are measurable from a unique perspective to encourage motivation to achieve a personal development plan. Time management is a requirement to create a positive perception to achieve personal development (Benmira and Agboola, 2021, p.3). Managing time influences the urgency to improve performance. Commitment from a unique perspective relies on time utilization techniques in the organization. Also, specific goals are effective in developing a quality leadership plan for personal development (Benmira and Agboola, 2021, p.3).
The steps for action are required for a clear leadership development plan. The starting point to acquire a leadership development plan needs to be identified in this case. A course of action to commit to developing an experience for a leadership development plan is a better plan to ensure the objective is achievable. The results need to be identified to ensure realistic perspectives are achieved. The perception is a mental process to ensure success is nurtured from personal views. Thus, an effective leadership development plan has to be realistic from a private initiative. Performance indicators identify the criteria for the steps for success in a given timeline (Oyenuga et al., 2020, p.9). Weekly and monthly assessment of the leadership development plan sets the pace to influence motivation and make a correction on areas of weakness.   
Conclusion
Leadership is an essential criterion in the organization. Workers are attracted to a business establishment that has quality leadership. Through quality leadership experiences, workers' concerns are a priority to improve motivation. The leadership sets the pace to influence ease of decision-making to enhance exquisite customer experiences. At Starbucks, leadership emphasizes people management. Employees are stakeholders for the business to achieve success in financial performance. Change management policies seek to assess employees' opinions to encourage unity and positive commitment at Starbucks. Leadership theories and the change model guide the management to deliver the results envisaged. Creating solutions for the business by involving leadership theories and change model eases tension while accelerating progress. Personal development plans are utilized to achieve objectives outlined from an individual perspective. Every individual who desires a personal development plan must be committed and disciplined to achieve the set-out plan.         
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