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DIFFERENTIATION LEADER



2

• Coffee is a widely diffused good

• Starbucks has become market leader (the number of Sb 

cafes in California is higher than the total number of cafes 

of its competitors in the whole United States)

• Starbuck’s coffee is more expensive than that of the 

competitors

• There are about 20 small local and regional competitor 

chains in the US and abroad.



Howard Schultz 

joins SB as 

director of retail 

operations and 

marketing. SB 

starts to provide 

coffee to fine 

restaurants and 

espresso bars

Schultz becomes 

CEO and founds II 

Giornale, offering 

brewed coffee and 

espresso 

beverages made 

from SB coffee 

beans

Starbucks 

offers full 

health 

benefits to 

full-and 

part-time 

employees

Starbucks Foundation 

is established to fund 

educational 

programmes

First store 

opens in 

Seattle. It 

sells coffee 

beans and 

coffee 

machines for 

home use. 

Schultz tests his 

new 

coffeehouse 

concept in 

Seattle, where 

the first SB 

Caffè Latte is 

served

II Giomale 

acquires 

Starbucks, 

becoming 

Starbucks Corp.

Launch of Bottled 

Frappuccino® 

with a  

partnership with 

PepsiCo

First Starbuck 

store outside USA 

(Jap.). 

1982

19851971 1988

1987

1996

19971984

Cont.

1992

Starbucks is 

listed in the 

Stock 

Exchange as 

SBUX. It is the 

first to offer a 

stock option 

program also 

for part-time 

employees

1983
Schultz travels to 

Italy, where he’s 

impressed with the 

popularity of 

espresso bars in 

Milan. He sees the 

potential to develop a 

similar coffeehouse 

culture in Seattle



Jim Donald 

becomes 

President and 

CEO.

SB acquires 

Ethos Water and 

introduces 

Starbucks Coffee 

Liqueur

Howard Schultz 

returns.

The online  

community is 

launched. 

2005

2006

2008

The competitor 

Diedrich Coffee 

announces the 

sell of the majority 

of its stores to SB. 

It acquires 

Seattle’s Best 

Coffee Co. and 

Torrefazione 

Italia.

2003 2010

2000

License 

agreement to sell 

Fairtrade certified 

coffee in US and 

Canada

SB acquires 

Tazo (tea) and 

Hear Music.

1999

Free unlimited 

Wi-fi in all stores.

2017

Kevin 

Johnson 

becomes 

President and 

CEO

2018
Racism episode
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Starbucks stores
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 “Starbuck” is taken from Moby Dick by Herman Mellville;

 The idea is that of a mermaid «enchanting» coffee drinkers by 
attracting them «towards the cup»

 Aim: Making Starbucks the most famous and respected brand 
in the world. 
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Our mission: to inspire and nurture the human spirit – one person, one cup and one neighborhood at a time.

Here are the principles of how we live that every day:

Our Coffee

It has always been, and will always be, about quality. We’re passionate about ethically sourcing the finest 

coffee beans, roasting them with great care, and improving the lives of people who grow them. We care 

deeply about all of this; our work is never done.

Our Partners

We’re called partners, because it’s not just a job, it’s our passion. Together, we embrace diversity to create a 

place where each of us can be ourselves. We always treat each other with respect and dignity. And we hold 

each other to that standard.

Our Customers

When we are fully engaged, we connect with, laugh with, and uplift the lives of our customers – even if just for 

a few moments. Sure, it starts with the promise of a perfectly made beverage, but our work goes far beyond 

that. It’s really about human connection.

Our Stores

When our customers feel this sense of belonging, our stores become a haven, a break from the worries 

outside, a place where you can meet with friends. It’s about enjoyment at the speed of life – sometimes slow 

and savored, sometimes faster. Always full of humanity.

Our Neighborhood

Every store is part of a community, and we take our responsibility to be good neighbors seriously. We want to 

be invited in wherever we do business. We can be a force for positive action – bringing together our partners, 

customers, and the community to contribute every day. Now we see that our responsibility – and our potential 

for good – is even larger. The world is looking to Starbucks to set the new standard, yet again. We will lead.

Our Shareholders

We know that as we deliver in each of these areas, we enjoy the kind of success that rewards our 

shareholders. We are fully accountable to get each of these elements right so that Starbucks – and everyone 

it touches – can endure and thrive.
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You get more than the finest coffee when you visit a 

Starbucks-you get great people, first-rate music and 

a comfortable and upbeat meeting place.  We 

establish the value of buying a product at Starbucks 

by our uncompromising quality and by building a 

personal relationship with each of out customers. 

Starbuck is rekindling America’s love affair with 

coffee, bringing romance and fresh flavor back to 

the brew (Howard Schultz).



 Leading position with owned stores in its main markets: USA, 

Japan, Australia, Great Britain (more than 50 countries);

 Steady focus on growth, realised by means of continuous 

innovation: at least two new drinks/ideas every year;

 Steady improvements in the process (ex. pre-orders by phone);

 Pioneer entry and aggressive growth in all target markets (1992 

first agreement with Barnes & Nobles library);

 Brand used to enter new product categories and channels;

 Fulfilment of its values, culture and guiding principles. SB gives 

a lot to its community, and it takes care of the wellbeing of its 

suppliers and employees.
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 Being coffee a “commodity”, SB needs to innovate continuously 

in order to avoid to be displaced by competitors with lower 

prices or a stronger orientation towards healthy products; 

 New distribution channels and sales modalities (online sales, 

drive thru)

 Focus on quality : of the product, of the working environment, 

of all the production phases, of the community: «to build a 

company with soul». 

 Central role of employees that, being satisfied with their job, 

perfectly know all products, take care of all the details and 

communicate the passion for SB to the consumer. 
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Working at Starbucks is a lot like working with your friends. We understand, 
respect, appreciate and include different people. And we believe in keeping 
each other informed, so our senior leaders regularly hold Open Forum events 
to answer your questions.
The Starbucks Total Pay package is called “Your Special Blend” because it’s 
just for you. Your Special Blend might include:

 Competitive pay
 Insurance: medical, prescription drug, dental, vision, life, disability
 Bonuses
 Paid time off
 Retirement savings plan
 Equity in the form of Starbucks stock and discounted stock purchase plan
 Adoption assistance
 Domestic partner benefits
 Emergency financial aid
 Referral and support resources for child and eldercare
 A free pound of coffee each week
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 Very visibile and highly popular places;

 Different dimensions of cafés according to 
the different contexts (university airports, city 
centres, libraries, etc.)

 Easy to access both by car and by foot. 
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Customers can be:

• Habitual: they go to SB every day, while going out to work 
or for shopping

• «Captured»: they are in a limited environment where SB is 
the only choice without having to move (university 
campus, airport, etc.). 

SB customers accept to pay a SB coffee much more than that 
of the competing chains ($1.89 against 0.69$ of a standard 
coffee). 

WHY?

Customers
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- Attractive market: high probability of new competitors;

- Fierce competition already existing: small local competitors, fast foods, 

smaller similar chains;

- Mature product with a decreasing demand due to the effects of caffeine on 

health: need to enlarge to new products while avoiding the risks of 

becoming a fast food. 
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- Product: how to maintain differentiation?

- Price: to decrease it (crisis) or to keep it high (competition)?

- Distribution: How to maintain a widespread diffusion in order to take away good locations to 

competitors without self-cannibalization (more than 800 store closed in 2008 because non 

performing)?

- Promotion: how to further strengthen the brand?

- International presence: new markets? How to offer standard products while at the same 

time adjusting to local tastes?
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