Case Study:  Starbucks

The first Starbucks was opened in 1971, in Seattle’s historic Pike Place Market. From this site, Starbucks offered some of the world’s finest fresh-roasted whole bean coffees. In 1981, Howard Schultz had his first experience with Starbucks and joined a year later. In 1983, he traveled to Italy becoming captivated with both the Italian coffee bars and the romance of the experience, which provided a vision for creating as similar experience in the United States.  In 1987 Schultz purchased Starbucks with the help of local investors.
Shultz redesigned the stores into comfortable meeting places, and launched an aggressive expansion plan. The vision was not just for another coffee house but one that celebrated tradition while building community.  Thus the mission became, one person, one cup, and one neighborhood at a time. Starbucks grew to 18000 stores in 62 countries and is now known around the world as the premier roaster and retailer of specialty coffee.
Starbucks invests in its people, in communities and in the environment.  Starbucks’ employees are called partners and are given opportunities to grow as a person, in their career and in their giving back to the community.  Partners say they believe they are part of something bigger that can change the world.  They live this belief in teaming up to participate with local organizations in the community.
Relationships are key to its success, partnerships between customers and partners and relationships with farmers and suppliers.   Starbucks’ strong ethically belif in how and where it obtains its products has led to building new relationships with peoples around the world.  In 2004 they opened the Farmer Support Center in Costa Rica to implement C.A.F.E. (Coffee and Farmer Equity) Practices.  This work has now spread to serving framers in China, Rwanda, Ethiopia, Tanzania, Colombia and Guatemala. Our direct work on the ground has been essential to the program taking root in coffee-growing communities, and this year 95% of our coffee purchases met the C.A.F.E. Practices standard (C.A.F.E. Practices ensures that Starbucks is sourcing sustainably grown and processed coffee by evaluating the economic, social and environmental aspects of coffee production. These aspects are measured against a defined set of criteria detailed in the C.A.F.E. Practices Generic and Smallholder Scorecards (http://www.scsglobalservices.com/starbucks-cafe-practices).
Starbucks has also started a non-profit organization called LeadersUp that is intended to bring community-based resources to provide job and leadership skills training to young people. 
In environmental care, Starbucks is involved in recycling and water use reduction. They have reduced water use by more than 21% and seeking to meet the goal of a 25% savings by 2015. They now offer front-of-store recycling to 67% more locations and expanded their green building program with green building strategies in all remodels and new construction.

Early on, as Starbucks leaders brainstormed the future of the company, they found that the key was the culture they build for their people.  While others coffee houses might try to imitate them, the leaders believed that they couldn’t copy their culture.  In this early brainstorming they realize that it was the people who would make the experience and therefore it was important to build a culture where people wanted to create a consistent, life enhancing experience.  

The organizational culture at Starbucks also values the needs of the customers.  This requires well trained baristas who display energy and friendly attitudes and focus on the customer needs. Starbucks even has its own language, allowing customers to be part of the experience, choosing variations in sizes, flavors and preparation. 

One only has to pick up a Starbucks coffee cup and look at the logo. Similar to what has occurred with Apple’s logo, a single apple with no name, the Starbucks logo is so well known that it no longer needed to state that it was Starbucks.  Keeping the logo green represents Starbucks’ commitment to the environment and sustainability.
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