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The Starbucks Experience
The service product I am familiar with is Starbucks.  Starbucks sells “Coffees” and other products to its consumers.  This entity’s goal is to create satisfaction to the coffee enthusiasts within the service they provide. Their stores are designed uniformly with the aim of enhancing the quality of everything the customers need to experience.  Their service products can be evaluated based on the determinants of service quality; tangibles, reliability, responsiveness, assurance and empathy.
  In regards to tangibles, Starbucks services stand out as one of a kind.  All Starbucks retail stores are dedicated to selling only the finest coffee brewing equipment to brew only the highest-quality whole-bean coffee (Voigt, Kai-Ingo, Buliga & Michl). In order to make their products and services tangible, Starbuck has added to its service a core logo, that makes customers be relaxed and always feel at home wherever location and Starbucks store there are in.
In regards to reliability, Starbucks identifies that it's not just about the service or a product, but it's also about the experience. This is evident based on how each Starbucks location is personalized to that particular geographical area. No matter the location you are on the planet when you walk into any Starbucks room, you are assured of the same look and feel.
Starbucks Services can be considered to be highly responsive. For instance, in almost its only platforms, Starbucks makes it is a priority to constantly reach out to its customers on these platforms for feedback and engaging in conversation. This tendency has led to the Starbuck services attracting 35 million likes on its Facebook page, 4.8 million followers on Instagram and 8 million followers on Twitter ((Voigt, Kai-Ingo, Buliga & Michl). 
Starbuck services and assurance to their customers go hand in hand. The company invests in training its employees to provide the best service when welcoming customers, taking their orders as well as meeting their expectations in the service they asked for. This compels customers to come back over and over again because they are assured their expectations will be met.
Moreover, Starbuck services demonstrate a high level of empathy. Given that the contemporary consumers spend their time more on phones, Starbucks made sure that about 18% of its Starbuck Card transactions come through the mobile app (Voigt, Kai-Ingo, Buliga & Michl). In this way, customers are able to experience the best services, which are tailored based on their mobile experience and preferences. 
 
Based on these customer experience attributes attached to Starbucks, I can gladly say I am a satisfied customer. Not only is their stores cozy, with nice presentations, comfortable sofas that create an intimate ambience, a coffee that is magnificent but also Starbuck offers a customer’s experience no other entity offers. Essentially, Starbucks is a service I do not want to miss, whenever the urge to take stimulating coffee hints. 
Consumer Buying Vs. Business Buying
First, consumer buying and business buying differ when it comes to the buying process.  In the consumer buying process, five stages are involved; need recognition, information search, evaluation of alternatives, purchase decisions as well as post-purchase outcomes. On the other hand,  in the business buying process, two key buying process is involved; need recognition and development of product specifications (Basu). 
 
Consequently, consumer buying and business buying differ in regards to influencing factors and motivations. The influences on consumer buying behavior include occupation, age, family requirements, economic situation, basic needs and lifestyle choices. Contrary, the influences on business buying behavior include organizational and environmental factors.  These factors include but not limited to corporate objectives, technological evolution, and macroeconomic policies (Basu). 
 
Finally, consumer buying and business buying differ in terms of behavioural characteristics.  It is identified that in a consumer market, there exist thousands of consumers located in different locations with different buying needs despite their needs being the same for a particular product. Whereas in a business market, there exist only a few large buyers located within a particular geographical setting.  Business entities form both short term and long term relationships with suppliers in order to get the required products; this product needed can be the same for different business, however, businesses can opt to use the same product differently (Basu). 
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