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The objectives | ﬁlﬁnaﬁcnal public relations strategies
of Starbucks applied [0 audiente€in five countries.including Thailand, China, Japan,

South Korea, and the Unj =] n:h aimed to study demographics,

lifestyles, and attitudes tgWards Slétbucks @mong those atdiences. Documentary research

was used to study maltinatic f Starbucks, while the survey was

conducted to collect data af ¢ 5 ~ i attitudes from 450 samples aged

between 20 to 45 years | - '
/' N
JL\':\.‘(-L.-:.-‘ 7

The findings indicated [hat
=L l-/ A /‘ .J//. :

apd localization were applied as
inpationat pubic T elations strategie S Of ! - fafbucks. Starbucks Experience,
Quaﬁ of Co ocial Rﬁponsibility were standardized
among Starbucks in different countries. Meanwhile, Starbucks applied store

mmjm “T‘%‘“‘E i’j‘ﬂ' responsibility as
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significant different.
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naNARNN wiisaNlsEinA

Multiple Comparisons

Dependent Variable: 1aufansiindidlainasludin

LSD
. . \ 95% Confidence Interval
(1) viagm (J) LEaTtm -~ o Sig.
Lower Bound Upper Bound
Ing au .08 534 -7 32
ju .000 34 79
WNYRA LA *) .007 .09 56
e
o A
awige .08, \\ 77 -29 13
au Ing -08 | 534 -32 A7
iju Sas® ) 000 25 73
WAl W= 12 056 -01 50
ausgeusn PNt 18 195 -39 .08
Wilu ne C Zuel 113 000 -79 -34
A 2235 Y 000 73 -25
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WNVR BB 4"1‘//“% /3 .041 48 .01
ANTgRLNT 00, -.85 -43
VR LS ne 100 -56 -.09
au M)% -50 01
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— - QJ
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Q A Q< <579 19 % e YA Y -
vl N T d bad i Vihs ool 16 EJ 62

* The rﬁean difference is significant at the .05 level.
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TiaeninduraINgNAIREN wiNaNLsEna

Dependent Variable: naununaasaniiiadvinliaanidniiu

Multiple Comparisons

LSD
Mean 95% Confidence Interval
() \@emnR (J) Viap StaifE br Sig.

I N ”
Differghice () Lower Bound Upper Bound
Ines A 56(*)4 148 .000 27 85
fu 1004(%) 135 .000 77 1.31
nvalg 1120) 143 .000 84 1.40
AnigaLsn 37(%) 129 .004 12 62
au e // Lobfy |4 4\ s .000 -85 -27
dun A £ ] 00T L0 001 19 77
AR Z st R 000 26 87

—— g e
| anigauiing f B ;‘-:19 ) 4142 187 -47 .09
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{ - i

qu ol -57(%) 154 000 -87 -26
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anigaLNIng -75(%) 136 .000 -1.02 -49
anigouiiny | lns 3709 129 .004 -62 12
o 19 142 187 -.09 47
lu B7(%) 128 .000 42 92
WNAUALE 75() 136 1000 149 1.02

* The mean difference is significant at the .05 level.
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Multiple Comparisons

Dependent Variable: Nunassiiadiluniunamunng

LSD
. .
P B Mean /{ 95% Confidence Interval
() LiagE6 (J) vidm : St 4ET o™ Sig.
s - Lower Bound Upper Bound
sl A 719 . . .
1 710) 134 000 44 97
lu b 97(5) 122 .000 73 1.21
IR LS // £2(*) \ 129 .000 56 1.07
anigoLan / A10) F 4 116 .000 18 64
o ne [ St - 134 .000 -97 -44
: £ — |t
il y. i J 22O DN 4 g3 045 01 53
g ¥ ] o’ NS
nvald 4 / / S04 139 423 -16 39
avigondm Jf J 7 L0808 023 54 04
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NIVRLB 4009 23 .001 16 65

* The mean difference is significant at the .05 level.
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Multiple Comparisons

Dependent Variable: nugnsiadasas

LSD
. . \ 95% Confidence Interval
(1) @eR (J) @A y Sig
Lower Bound Upper Bound
e au 6(*) | .000 29 83
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anigail 35(* \ \ 03 12 58
A e 6 \ 000 .83 -29
Wi - 0], \ 137 -07 47
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* The niéan difference is significant at the .05 level.
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Multiple Comparisons

Dependent Variable: niinanuansiadanuduuan’la

LSD
. . 95% Confidence Interval
(1) @eR (J) @A // Sig.
~J) Lower Bound Upper Bound
ne A 50(%) | .000 26 75
i ) | QRN .000 41 .85
YR b ‘ : 24 71
anigniua .03 45
A e -75 -26
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2 v \_
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*The rraan difference is significant at the .05 level.
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VBINGUAIBE Ui nszina
Multiple Comparisons

Dependent Variable: wilnanuamfiadusnisa

LSD

. . 95% Confidence Interval
(1) @eR (J) @A S ﬁ Sig.

Lower Bound Upper Bound

e au 9t | .000 46 92

.000 46 .88

.000 .38 .82

anigal L0 ] 101 37 -10 30
§ § 0

au Ing 69 1 .000 -92 -46
BTN - @) A e 858 -25 21
VAL S0 1 ‘.423 -34 14
auFgelsisn v Lebty e 1 000 -82 -38
Pelu Ine ade7y | Al 106 000 -88 -46
A e 1195 858 -21 25
WNVIR BB y ;:;,% ;;_2.,@5 YA ‘,' : 494 -.30 A4
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P =] \ —
A 423 -14 34
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ol 1 O Toed | @ 38 82
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*The rraan difference is significant at the .05 level.
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A1519N 4.33; WARIAMNLANAINTRINAUARLALINUNIS LIAALU U LUNISHILATRIAN

PRINUNNUARNSUAFURINGNAIBEN ULNPNLSZANA

Multiple Comparisons

Dependent Variable: wiinanuam fiad A uusinlun1sdairsesns

LSD
. ) @ y 95% Confidence Interval
(1) @eR (J) @A // Sig.
~J) Lower Bound Upper Bound
ng au 53(*) | .000 27 79
Pl 1ER 000 33 80
A : 51 1.01
anigniua -.20 25
au Ina -79 -27
Delu -22 29
Al -.04 50
anigaiiing -75 -25
elu ne .80 -33
au -29 22
NUR L -.06 44
'mn”iﬂ 309 -76 -31
AR IW?JI};J— = : -1.01 -51
Au ﬂ\ -: 99 50 04
Jlu -19 126 a3 -44 06
avigendn oy 2Z3() 121 000 -97 -49
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AW BN T TR0 Vil 3 Vi) TR Es

*The rraan difference is significant at the .05 level.
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AuInRaNIDIRASTAFIDINGNAIDLN wismuszina

Multiple Comparisons

Dependent Variable: annfiiadifluasmnsildladennnazdsunndan

LSD

2
(1) @eR

95% Confidence Interval

(J) TaTA Sig.
Lower Bound Upper Bound

ne A . .295 -12 40

dilu 2 018 .05 53

AR *) 1 .000 38 .89

anigeL 21 78 -43 02
au ey -7 | 1 95 -40 12

T ) -—

dilu w151 3 259 -1 A1

a6 v oy

AL A8t A ‘.000 22 77

avFgauiEng et 28 007 -60 -09
Wy nes 49511 122 018 -53 -05

A 1 3 259 -41 1

WAL ] .008 .09 59

mm”;@, N1 9 -72 -27
WNUR LS ne 0 -.89 -.38

au W |00 77 =22

 y » 1)

alu 128 008 -.59 -.09

anigaiinn QS 284() 123 .000 -1.08 -.60
anigewing ’] 116 ™y & .ﬂ ‘S -.02 43

V1 | | = | | | |
M 35(%) 128 007 o, 60
al g 1 0 -~ 2 72
Q Al q ) e 99 Qﬁ“ "NABIIN A 04 -
vl N 23] d Vel 6N Ced 1.08

* The mian difference is significant at the .05 level.
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5. LLHUﬂ’ﬂUﬂﬂNﬂ’]Eﬁﬁx‘mq‘H

May | Hear Your Thoughts?
You are invited to take part in a survey of “Multi-National PR Strategies of Starbucks
and Attitudes, Lifestyles of Audiences in 5 Countries” by Sumalee Umnoyporn, post-graduate

student of Public Relations Department, Chulalongkorn University.

,/) will take you less than 5 minutes to

This questionnaire has o

complete.

Section 1: Attitudes towaids coffee ¢ ho in g

1. How often do you visit a e
(1 Everyday 5 > J 1 2-3 times a week
L1 Oncea == "N More than 3 times a month
[1 3timesa 7 € Less than once a month
2. Why do you choose to visi ce-shop?. ‘ choose more than 3 choices. )
(] Tasty coffee - Tasty snacks/bakery

L1 Friendly staff [] Relaxing ambience
_ATRIN I

[0 Convenience (isar my Houseloffice) Value for money

D O here € (Dlease-soeciiv

Yammmm—

3. What do you normm buy in a coffee shop?  (Please do n_otMose more than 3 choices. )

[l Hot coffee v A Iced coffee

ROUUAMEITI: ..
Qmﬂﬁeﬂjmquqcﬂ Eﬁa Elm ......................

Seotlon 2. Attitudes towards Starbucks

4. Do you know Starbucks

1 Yes, I do. L] No, | don’t (Please go to Section 3 -Page 3)
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5. How did you learn about Starbucks? (Please do not choose more than 3 choices. )

[l Passing by [J Heard from.... (Please choose: 1.
1 Brochure Family 2. Friend 3. Colleague

] Poster 4. Others (Please Specify).......o..

1 Magazine 1 Internet

O 1v O Special activities/events

L] Others (Please SPeCify)......corr..

6. Have you been to Starbucks?

L] Yes, lhave. L] No, I haven't. (Go to Section 3 Page

7. Who has nfluenced/

3)

] No Family
] Friend Lover
] Colleagu Others (Please specify)

8. How often do you visit S
1 Everyday [ 2-3 times a week
[ More than 3 times a month

L
Y

ices from what you like the most = 1-2-3) For

J

1 Tasty coﬁee [1 Tasty drinks such as

ADLUINeU INT o
Q ﬁfiﬁﬁﬁﬁmu % ’] rJ .:V] EI ,] 5 omatic (coffee) odour

9 1 Friendly staff Others (Please

[l Once aweek

L] 3timesan

ess than once a month

9. What do you like mostab

.
example, 1 Tasty coffee 2 M l ¢ 3 Comfortable seating

[ 01<1o1117) RN
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What do you think about Starbucks?

Details

Mostly

agree

Agree

Neutral

Disagree

Mostly

disagree

10. Starbucks drinks are good value for money.

11. Starbucks is an interesting coffee shop.

12. Starbucks is different from other coffee shops.

13. I like the relaxing ambience in Starbucks.

14. | like that there is music in Starbuc -.\ ”

15. Starbucks coffee odour makes me ~.\ \\‘1 \ ":’

\- hq ality stan

16. Starbucks coffee beans are

17. Starbucks coffee is ta

18. Starbucks baristas )"7///‘\\\\\\

19. Starbucks baristas a l/ // g m\\\ \

20. Starbucks baristas provide J §
products. ’\\\

A
AL
AN

21. Environmental issues arg i i bucksaif Goncer \\\\\
o

/i

FONUUMLUINNS )
ANRINTUNINEAE
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Section 3: Lifestyles

“What type of person are you?”

(Please mark only one type which is closest to you.)

2 2 2 2

2

] Type 1 [] Type 2

Well-informed about world

<

Active, high self-esteem

“Take charge” person with high self- Alert to broaden knowledge

Interested in growth and seek Open-minded about new ideas and social

. changes
Image is important as an 9

independence, and CW

My possessions reflect a taste fo e

end to base decisions on principles
erned about functionality, value, and

ity in the products | buy

life.
\ L Type 4
\/ Conservative oriented and like to feel in control of life
\/ Follow established ro N 'VQ onventional life
\/ Favor established brands ¢ | : Image is important.
Favor established (brand-name) products to
demonstrate my success
e=aE ‘. Type 6
\/ Seek motivation sefinl .'~ . d, vit ; enthusiastic
from the world around me. \/ Seek for ;/ariety and excitement
\/ Concerned about opinions 6L.athers z=, \/ Likesexercise, outdoor recreations and social
B UV 19419
\/ Money defines success ‘ Spend much money on WmQ, music, and
a‘mmmmu A TINENRE
1
[ Type 7 [ Type 8
\/ Have constructive skills and value self- \/ Have no self-orientation
sufficiency \/ Focused on meeting the urgent needs of the
\/ Experience the work by working on it present moment
\/ Make decisions based on practical or functional \/ Need security and safety
purpose to buy things \/ Loyal to favorite brands
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Section 4: Personal Detail

1. Gender ] Male (] Female

] Other

2. Occupation ] [] Business person
Freelancer

Others (Please specify).............
3. Education Bachelor degree or equivalent
Other (Please specify)...........
3,001 - 4,000

4. Income/month

(Dollar) 5,001 or higher

5. Marital Status 1 Married

= [ Divorced

v X
J

»
|
I

i
= 26-30

6. Age (Year) L1 20-25

O 84235~ ~ O 36-40

NOAWUINYUINTT y
QW’]@Q NN INEINE

© © Thank you very much. © ©
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1. UNANANN 9 iNgnuEASTARLUAUTEY China CSR

1.1 Building CSR Into Retail Brands In China: Starbucks' Dr. Eden Woon

(May 23, 2007) bl

A http://www.chinacsr.com/2007/05/23/

eden-woon/. Retrieved February 23

Few companies are as vmbly&s S‘tsr r‘ung charity groups, implementing

progressive labor praotlces a

y ilding-csr-into-retail-brands-in-china-starbucks-dr-

good n Iatlons. And in China, where the coffee

company hopes for great ical alnd corporate visions aligned is

important.

Dr. Eden Woon, vice presi hi o} rs government affairs, public
relations and corporat i "\' ity fo ce chain. Starting with an education in
mathematics, Dr. Woon et i i nd a non-profit director over the years.
Now in his role at Starbuck: und provides him the discipline and

What does your role at Starbucks entail 2 ov
,1' .‘ /,v s

| am responsible fortéivernment Affalrs Pub(c R

you know, in China, gov erAment-affairs-can-affectstore-operations ance, store development,

human resources, pubITB r Er to our operation in China. So |
spend quite a bit of timé’on government relations. And | also try to ake sure that our voice is heard
in the media on a range of isstied that refate to Starbucks in=€hina. For example, we just finished

designing the vﬂfﬂﬂ%%f’oﬁs%u&i M%ﬂ I'vv}lcﬁne you to take a look at

www.starbucks.com.cn!

AIANA TRV

prograrﬂs Starbucks has in China and also working with our stores on local CSR programs in the
communities. Fortunately, we have very passionate store partners—we call our employees
“partners”—who are very enthusiastic about CSR work in their neighborhood, and that gives my job
great pleasure. | also have a great team in CSR both here and locally who are truly dedicated to CSR

in their heart.
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What type of training programs does Starbucks provide its staff and how does the company give
incentives to its employees?

For the store partners, they undergo several weeks of extensive training as well as apprenticeship on
the job on both how to be a barista and to understand the core values of Starbucks. This is so that
they understand what we are as a company and can delivery that “legendary Starbucks service” with
a passion and dedication to each other, to customers, and to the community. Then there is

continuous on-going training to help them in their job.

For those that do not work in stores, we try to get as many as possible to work in a store for a few
days to get a flavor of the store life, which is so cential teour company. In addition, we have cultural
immersion in Seattle for our management tear;w to gain insight of Starbucks’ history and the values we
represent. Also, the coffee masterprogram is designed for partners to gain sufficient coffee
knowledge. Our new trainingsefficerfrom Seattle came on board a week ago. We believe more

training for our partners will e rolied out soon:

s 4
For health and safety audits, what types of-mechanisms does Starbucks use to ensure quality is

provided to the customer? A 4

Starbucks takes very serigusly all the standardsf@nd regulations in China which guarantee a healthy
and safe product for our customers. Therefore, \Kftje‘;ha“&e a dedicated Quality Assurance team which
oversees food and beverage and store environrﬁ'@_eé{._:_T_hey work closely with our store partners, our
food and beverage experts, our own-supply chairiﬁ}é_g)ée, and our suppliers. We believe very
strongly that nutrition and safety are-of-prime impéﬁ}d&gand we want to be a responsible citizen in

this area.

As Starbucks grows in China, how are the community outreach programs being implemented
throughout the company?

We have six CSR specialists repfesentifigdifferent markets-which include South China, North China,
Southwest China,\East China,fHang Kong'and Taiwan. They actively identify store partner volunteer
programs that would make a difference in the community. Also they help bring diverse local social

needsyto theiattention,ofthe Greaten China office.

How is the company working with local governments and partners in China to ensure continual
expansion?

We are growing steadily in China, but we always make sure that not only is there a business
justification for any new store, but that we have the right partners with the right training to operate the
stores to provide the legendary Starbucks service to the customers. Therefore, “people” is our top
priority in China. And as | mentioned above, Starbucks maintains a good relationship with local

communities and local governments, and that is very important for retail “on the ground”.
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When you hire staff to work directly with Starbucks, what types of qualities do you look for?
As | always tell young people with whom | speak, passion and integrity are the most important
qualities a person should have. Skill and knowledge can always be acquired through training if the

person has a great heart and the passion towards what they are doing.

What type of advice do you have for other foreign or domestic retailers and franchisers who are
looking to enter the China market?

Never forget the core values and the characteristics that make your brand famous in your home

ible to adapt to the special Chinese environment.
g; will lead to failure. But too much close-

characteristics that affect your

country or elsewhere globally, but alwa

Too much flexibility at the risk of |
mindedness in seeing that

business will also lead toﬂmy—' g \

Why is Corporate SociM

If you take a closer look rporat

ks' DNA?

cks, it is everywhere. Itis in “our
DNA” as we like to say. In fair trade coffee purchases to make
sure we treat our farm mall farmers to grow more
quality coffees (such as providing financial aid to them

through out years.

basic education. So far 1.5mil US dollars-hav ‘committed to the China Soong Ching Ling
:")"‘y//l‘ ?}. £ :‘-
. =T Woiirehin . ,
Foundation for rural( chers training and sc oIMr udents enrolled in Teachers
universities in China @-—2-----v—--~-~-—--——-----—7=f;—,— ------------------- itted 600,000 to China Women'’s

e{ﬂ)ar‘[s of China.
A

Finally, our store partners are our real CSR representatives. They actively come out with creative

ideas and orgaﬁ ﬁpjm I rEchTijﬁ QT o are in need around their
community. To these adctiviti ﬁﬁn nd.this hylwe say.that CSR is in our genes
— right from first day of the founding offour company | t add. o

R TN A T ENR

Federation for water edﬁatl n for wom :
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1.2 Starbucks Issues Stock Options To Chinese Employees
December 21, 2006

A http://www.chinacsr.com/2007/05/14/1302-starbucks-to-remove-trans-fat/. Retrieved February
23,2008

In one of the most extensive stock ied out by a foreign company in China,

Starbucks has implemented an tock offering stock options to its

Bean Stock is an inceniiy )91 ._Starbucks wants to turn all its
employees into partnerﬂiving S e su%ss of the company, and
therefore to encourage employees to contribute more to the business. This plan has been spread

into Britain and C ada and w%}oon tﬁxtended to Chnﬁzthne Ireland Singapore and Thailand.

Starbucks Coffee ompany is the Ieaglng re|a| er, roasLer and bran;] spemalt&}offee in the world.
E“ﬁ?&'ﬁ& NEARTAVSAN M) (AR 313
into th dfto
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1.3 Starbucks Responds To Water Waste Criticism In China
October 25, 2007

In response to Chinese media's criticism that Starbucks is wasting China's water resources by
allowing tap water at its stores to flow continuously, Starbucks' China Headquarters in Shanghai has

issued an announcement to the media to clarify the water use at its stores.

In the announcement, Starbucks says nt water flow in the Starbucks' stores is for

washing the food utensils now th ent the growth of microorganism and

bacteria, and the company o bes‘t’o keﬂerﬂow to a minimum, while also
| —

meeting the demand for

For the previous media repo i a waste of up to 100 tons of
water each day, a pu hina is quoted as saying that

: 8
actually only a small qua ) r taps every day and it can't

Starbucks has further detailedits'timetable for removing trans fat and says all of its baked good

suppliers in theﬁtﬂﬂ%}jﬂa’% %I&I%rﬁaﬁ})fft}ﬁat by the end of this year

to avoid having to label their pastries as Contalnlng trans fat

w RBARIDSHNIAIVIRIAR

worldwﬂe profit increased by 18.5%. Right after the release of the report, Starbucks made a
statement on the removal of the trans fatty acid from its food in all its restaurants in the U.S. by the

end of this year. Now the company has also added Canada into the timetable list.

In addition, Starbucks said that it has begun to eliminate trans fatty acid in regions outside of the

North America and will realize similar actions in the China market before August 2007.
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The trans fat issue has not affected Starbucks' optimistic expectations on its future. The company
said that its revenue increase rate would continue until the end of the year. A top executive from the
company also reportedly disclosed that though the expansion on the global market has increased

their costs, they are optimistic of the benefits from these long term investments.

At present, Starbucks owns more than 13,700 chain stores, including over 500 in China.

1.5 Forbidden Location For ”ff/:hina
January 19, 2007 A é

d
Starbucks has been sla@locaﬂnedi@ outlet in Beijing's Forbidden City,

once the home of the imperial

Rui Chenggang, an anch

an insult to Chinese civiliz i'didsay t from Starbucks, but he says that
placement of the outle i d walls en City—which also has kiosks that sell

Kodak film, tea, ice crea R@é ors—i ause it is "a symbol of low-end U.S.

inside. Starbucks has already been_in the-locati years and over the years it has been the
"‘// “4/ \ J} \
CLre N\
focus of criticism by(ﬁ.&nese visitors ana’fc/)ré(g degrades the perceived

sanctity of the locati

There has been no res@\se from sentativ%den Woon to requests for more

information for China CSR.

AONUUANEYINT
VAR IR REGTARERE

November 29, 2006

Starbucks has launched the Starbucks Teachers' Scholarship program with China's Soong Ching

Ling Foundation and with the assistance from Give2Asia, which was started by the Asia Foundation.

Under this four-year scholarship program, Starbucks will contribute RMB4 million to support 20
underprivileged college students from 15 universities in China each year to finish their studies. Each

of the selected students will receive a RMB3000 stipend every year.
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Starbucks started the Starbucks China Education Foundation in 2006 and donated RMB40 million to
improve the education causes in China, especially to supporting teachers and students in the middle
and western parts of China.

This Starbucks Teachers' Scholarship Program is the second cooperation among Starbucks, SCLF

and Give2Asia since they first held a training program for teachers from western China in July.

Weng Yideng, vice president of Starbucks in Greater China, says that corporate social responsibility

has always been a core value of Starbucks. He says that this program is just one of many

1.7 Coffee

February 9, 2

Y
J?JA

"Many factors will contribute t the‘m‘ﬁ‘:?:‘é‘s‘s‘oi S st ‘;-"7. Ucks brand in China, including our standards

of service, the Third Place enqum‘@m*gr)g -continuec focus on local community events and

corporate social respon: ay, 1 (s Asia Pacific Group.
C: y on.4dn consumer trends, affinity for
western brands and as@ : arbucks %erience, which our partners

deliver to our customers worldwide every day, will also have an impact on our success."

et GBI A st

and Hong Kong. Expansion within China Contlnues to present the greatest grovﬂwjppor’[unlty in the

TR UNNINLRE

In Septﬁnber 2005, at Tsinghua University in Beijing, Starbucks introduced the China Education
Fund, which represents a US$5 million commitment by the Company to provide funding to increase
access to education in China. Starbucks will introduce the second phase of this project later this

month.
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1.8 Starbucks Commits US$5 Million To Support Educational Programs In China
September 20, 2005

Starbucks Coffee Company has announced the establishment of the Starbucks China Education

Project, a US$5 million commitment to support educational programs in China.

To oversee and advise on the developir \l/e/}t e of the Starbucks China Education Project,
a steering committee will be fo mb %d of Starbucks executives, Chinese
government officials, the S&g FWdathommunity organizations. With this

orate social responsibility platform

financial commitment, St

to strengthen its philan

"At Starbucks, our co ' ponsibility i art of our culture and business

practices," said Howar i ' " ny. "In China, we believe our
philanthropic commitment g-term. With the Starbucks China
Education Project, we hope t le in working with the government
authorities and local com itively to China's educational
programs."

Speaking at a press conferenoe‘m‘.’gef.ﬁw {éﬁ & hinese government officials, local
dignitaries and co ‘ ally responsible and profitable

business are not mutually exclusive. "Opr ce has always been a core
purpose and compete at Starbuck added Schultz. "ltis par@ our heritage and values. At our

stores, our partners (employeeos.)j,trive to be good neighbors and contributors in the communities

v MUY UINNT

In six short years, China has become one (&Starbucks fast(agrowing markets(in_the world. With
~ANARA TERH NN AR
one of Qi largest markets outside of the United States. Having successfully established a strong
brand presence in China, Starbucks is well positioned for rapid expansion into new regions

throughout the country.

Since entering the China market in 1999, Starbucks store partners have been involved in ongoing
community initiatives from volunteer opportunities with local schools to fund-raising activities in
support of AIDS-afflicted orphans, local educational charities, and the recent tsunami victims in

Southeast Asia.



179

2. unANNnEInuEAsUAd Ussinagiilu

How domestic roaster Doutor basks in Starbucks' success by Leo Lewis

A Japan-Inc. http://www.japaninc.com/article.php?articlelD=1218. Retrieved February 20, 2008

MODERN MYTHS ARE VASTLY more efficient tl(aﬁ eir ancient
rivals. In the old days, a story had to be embelhs)/ r old
generation after generaton, before areally gggd myth Was ot
lodged in the public conscieusness. Foday, I| it takes is an

almighty marketing driveye(

citizens -- to brew up a m

Internet-connected global. g8

gulp.

(
Some myths may never dig, butfor ne myth a(%ast it is time to set the record straight: Starbucks
did not invent coffee, nor infi

The company has merely sold i

7 T \
before. P A 722
e and £r =
— e
W L) -
‘,;//}‘/ ":JJ{‘\‘ -

The unification of Italy Was plotted from the overstuffed armchairs ofcoffee shop in Turin. The

London Stock Exchain Lyh America, more revolutions
have been planned in c—free shops than in any other type of estaSﬁshment There was coffee life

worldwide before Seattle adopted it as its own.

Despite its hugg'influence around the world, Starbucks emphatically did net bring coffee-shop
culture to Japan. It had been thriving here for years under the powerful market leadership of Doutor
Coffee. Like\NovalEnglishschools-and pachinko parloufs,imost train stations)in.Jokyo have a Doutor
within easy striking distance. The shops sell cheap hot-dogs and sandwiches t0 the takeout crowd.

Japan's coffee-shop culture has long played a central role in the lives of its urbane citizenry.

It would be reasonable to think that Starbucks outlets, with their evident popularity among young
Japanese women, would now pose a killer threat to the cramped, smoky havens of Doutor. The
American chain has certainly made its mark on Japan, forking out cash to rent some of the most

expensive real estate in Tokyo -- even cheekily opening a shop opposite Doutor's headquarters in
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Shibuya.

But for Japan's biggest coffee chain, Starbucks has posed few problems.
Doutor has managed to ride the Starbucks revolution with an expert's eye
for profit, using its deep understanding of Japanese tastes and trends to
subtly tailor its activities towards the market it knows. Starbucks has
successfully imported an American phenomenon to Japan; Doutor has

molded a uniquely Japanese phenomenon.

that Doutor's strategy will be raking\
shine has worn off. =\

some analysts believe

Starbucks may still be e
Doutor and Excelsior ¢
executive, Hiromichi Torj
franchise chain to 2,000 s
company believes, be

M

tastes brought about, in , by Starbucks.-

many faces of coffee culture. Thefﬁ/%br? is world: tour was the Brazilian city of Sao Paolo,

™
where he spent a Io@

—

At the time, in the late 6§ tea-drl

ing u@ the idea of coffee, and Toriba
was in Brazil to learn about roasting. (Doutor was in fact founded as a coffee roaster and importer,
and that side of business %} in ﬁp rous.) It hap d that Toriba's rather run-down digs in
Sao Paolo Wereﬁaﬁij]vﬂd r}g%yj@ﬁ fgjrjs] IﬁPintO Fereis, or Doutor
Pinto Fereis in Portuguese. Toriba named his'’company in memory of his days if“S&o Paolo, when he
a1 £ T

9
A few years later, executives from Doutor, along with those from
other big Japanese roasters UCC and Key Coffee, were invited
on a trip around Europe. Toriba, always an early riser, woke up

before his peers and went on a morning stroll through the

streets of Paris. Passing by a metro station near the financial

district, he spotted a sight he had never witnessed before:
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people standing to drink coffee as they munched on croissants, breakfast rolls and sandwiches.

In 1971, Japan was on the brink of a major economic boom and Toriba had a vision of what his
country's workforce would want in the morning. In a flash, he imagined thousands of workers rushing
from their houses, giving themselves no time to eat a proper breakfast at home. After a long
commute, he thought, these workers would want coffee to pick them up and cheap food to stave off

the pangs of hunger until lunch. If they had time to sit, there would be space for them to do it, but

otherwise the plan was to set up shops tha andle an ultra-rapid flow of customers, some of
whom would prefer to remain upngh{to\j

As it turned out, Toriba's predﬁhmmﬁere ex&tly ri oon turned his sudden inspiration
about what Japanese pe intola \3er In the thirty years that followed,
Doutor expanded steadi ul \sh the same as it had always been. It was almost

too easy, and the comp i at-there was a perio en it took its foot off the

accelerator.

HohaRIE2 éd#oﬁ
‘vw A )

had an opportunity to use the petﬂbmo km ¥ ra. The

W TS, S

Sadaad
Starbucks formula was copied and’ 3

been Excelsior Caffe. !

superior food and a saﬁrate smoklng area. Star

f—
O close to M

Starbucks' own for comfort. Since then, Excelsior has only grown stronger, both in its operations and

T UUINEUINT

When asked what the secret has been thisdife, Doutor's managing director poQ-tJout two of his

o I VA A G s

a goononcept, but Japanese people want to eat proper food and smoke," he says. "Plus, by having

sued Excelsior for usmd brand Sy

the shops a bit brighter, people think of Excelsior as a great place to go on a date. It doesn't look so

seedy."

For its newfound success, Doutor is openly grateful to Starbucks. Prior to its arrival, say the Doutor
executives, their company was suffering along with the rest of the Japanese economy from the

ravages of deflation. As providers of already low-priced food and coffee, they were finding it was
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nearly impossible for their coffee shops to exert any kind of control over pricing.

With its highly priced coffees and specialty brands, Starbucks persuaded the Japanese and almost
everyone else in the world that there was a hidden benefit to paying inordinately exorbitant fees for a
cup of coffee. Overnight, premium coffee regained its pricing power as the same old beans suddenly

took on a new air of mystery and sophistication.

3.1 Starbucks Ch
April 2002
Author : Seo Jee-yeon, S
Source : THe Korea Times
17;34'1: http://www.siamfuture. i : sjsf } 7aid=2241. Retrieved February 4, 2008

.......

A snapshot in a Seoul's busmess«ilsﬁl:ig,jl,s ows spring wafting closer: A group of businessmen are

e \/ Y
making small talk qlide of their workplace, d _ﬁ

The scene was rar n in the past be

—

coffee houses, officesE class

Recently, with foreign and domestic coffee chains booming on the back of the increasing demand of

young Koreans have mtroducedﬁ'lous new conce@to Korea.
The word take

FAENE NGV TILIE Nt 2o e PR

word for young Koreans, symbolizing the gonvenience they-value. Specialty céitek or quality coffee is
RPN T P P R

“GIotﬁI coffee chains have also contributed to establishing basic market principles in the coffee
restaurants. As Koreans generally prefer drinking coffee indoors as opposed to outdoors, customers in
the past had to put up with expensive coffee with difference in taste just for the sake of sitting longer. To
put it another way, there was no concept of product pricing based on production costs and services,"
Chung Chin-koo, 57, CEO and representative director of Starbucks Coffee Korea told The Korea Times.
“Better tasting Starbucks coffee offers price competitiveness as it is priced in the range of 3,000 won

per cup against the 3,000-8,000 won for those served by other coffee shops," he added.
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According to him, Korea's coffee market size is estimated at over one trillion won and instant coffee
products comprise 80 percent of the total market, with roasted coffee taking the remaining. The Korean
specialty coffee market has been growing rapidly by 50-60 percent a year since 2000 and it is expected
to reach out to 0.1 trillion won this year.

The Expertise of a global franchising business

Starbucks Korea, a leading coffee chain, broke even in two years since the company opened it's first
branch near at Ewha Womans University in 1999, which is the fastest growth in the shortest time
throughout the Starbucks worldwide network. It holds the world’s largest Starbuck branch in
Myungdong, a renowned fashion street, downtown Seoul. As of the end of this month, the company
holds 32 shops in Korea, out of which two branches.are located out our Seoul in Pusan and Taegu.
Behind these success stories of the compar})y, there is big role of Chung, who having 30 yearlong
experiences of global franchising business and who are well informed about Korean franchising market.
He was not a born businessman until he joinéld the Seven-Eleven in the 1970s as a clerk due to the

economic reason when'he meved tothe U.S. after marriage in the pursuit of an *"American dream” as

'

many Koreans did at that'time:In sixmonth, he promoted as the store manager thanks to excellent sales
and marketing performances. B 4

In fact, it is not the first fime for Chung te disser%‘%r‘j?t‘e; the trend of the take-out product. In the 1980s, he

had experimented the same concepEin the‘ice af‘rzelm industry when he took the responsibility of Baskin

Robbins Korea, U.S.-based ig€ crearm chain be@@985 and 1994.

“'In those days, Koreans were also.new-to eat ice-cream outside of stores. Our marketing focus was to
iy - .

el b
\__.‘

instill the new concept into culture," he recalled. =
In the 1990s, he was scouted-AFC-Enterprises-thatowns-Popeyes,.an U.S. chicken and biscuits
restaurant chain worldwide. His role was to mange Popeyes Asia-Pacific to explore Asian market,
including Korean one:

Asked about the reason whyfie/chose-entrepreneurship te-set up the coffee chain in Korea , leaving the
managing postef the globalicompany's regionakheadquarters'in' 1999, he simply said he wanted to
share vision with Howard Schultz, CEO of Starbucks.

“Mestofalli was impressive about hisishafing philosephy withiemploye€s)(StarbucKs call them
partners). Starbucks keeps the principle of sharing profits with partners, even ‘including part-time
workers. My goal is to make Starbucks Korea grow as one of the best company in Korea creating,
sharing profits with our partners, and returning part of profits to society," he said.

Business goal

This year, Starbucks Korea will open 26 more shops this year around business districts or shopping
towns in Seoul and major cities, where real estate prices are much higher than those of U.S. cities.

Considering that 24 staffs are needed on average for a branch, the company is expected to create
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about 600 new jobs.

""As coffee chain business is booming, other foreign competitors are stepping up the market entry, but
as the specialty coffee franchising business is at the first stage, in my view, the competition is helpful to
expand the market itself. | am confident that Starbucks Korea can be profitable to open 300 branch
stores nationwide" he noted.

He went on to say that to retain product and service quality, he strengthens staff education. ~"Investment
in the human asset is the most important part of a business. We invest 2.4 billion won only in educating

staff a year.

As part of efforts to expand cus ompany strives to lure mid-aged customers,

i C
such a hose customer group as the National

we of marketing projects to segment

experimenting to build up t
Assembly last year, adding
market and increase brand
Guidelines of undeveloped
The Seoul's govern 1 tha i \ culti und to support franchising business
industry in a bid to cre
However, to build up the i : ed industry, he advised the government's policy
focus is to set up busi franchise fees, training manual and
general obligations of the iting franchisees with expensive
franchise fee/

“The franchising business model comes from pz
° ZRTIA I
the role of them is , s of tec psfer and education. Their profit has

to be based on sales.performance-of-franchisees; not-heavily-dep 2 ing on the franchisee fees," he
stressed.
Find this news at:

http://www.siamfutu re.com/a@news@annewstxt.asp?£=2241

NOTUUINEUINTT

............ L
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3.2 Starbucks Launches New Ready-To-Drink Coffee Beverage in S. Korea
SEATTLE; May 9, 2007

P http://www.starbucks.com/aboutus/pressdesc.asp?id=773. Retrieved March 7, 2008.

SEATTLE & SEOUL, South Korea--Starbucks Coffee Company (Nasdag:SBUX) and Dong Suh Foods
Company today launched the latest ready-to-drink (RTD) coffee beverage in South Korea. Starbucks
Discoveries® coffee drink is a fresh, ready—to—drinklcr{lled cup coffee featuring the high-quality

coffee customers expect from Starbucks.

The Starbucks Discoveries® coffee drini will \nitially be offered in two flavors, Seattle Latte and

Milano Espresso, and an avall le today in t refrigerated cases of convenience stores,

supermarkets and hypera}& Starbucks D|‘scoverres® will be available nationwide beginning

4
‘4

tomorrow.

chilled cup coffee segment of the readyvto drrnkzegotegory in South Korea. Starbucks Discoveries®

i
The launch of Starbucks 9;/%%3@ coffee dr k represents Starbucks first entry into the fresh

coffee drink is made fresh and is kept rejrrgeraté;dj)rvrth a short, 14-day shelf life, one of the shortest

on the market today. This superprermum productwas'a[,eveloped specifically for the South Korean

market and consumer taste preferences using co\JﬁeQQflthe same high-quality as is found in all
PP Y-

Starbucks retail stores ‘and coffee-based products worldwide. [

- - -

-’

“When | think back to'"r{e‘_‘opening of the first Starbucks stores in Karéa in 1999, | realized how

fortunate we are to have been welcomed and embraced by customiers in South Korea who are
interested in discovering the unique Starbucks Experience,” said Jim Donald, president and ceo —
Starbucks. “With thedntrodudlion 6f Stafbucks'Discaoveries®-Coffce drink;-We are making it easier for

our customers to discover something new from Starbucks.”

The nameStarbucks\Discoveries®? was inspired by Starbucks coffee.buyers who travel the world
looking(for the highest quality arabica coffee available. Starbucks Discoveries® Seattle Latte is
named after the birthplace of Starbucks; Starbucks Discoveries® Milano Espresso is named for the
Italian city, honoring the development of the first espresso maker and also an important part of the

inspiration for Starbucks coffeehouses.

Starbucks has a proven track record of creating successful coffee-related products. In 2005,

Starbucks and Dong Suh Foods formed a relationship to offer Korean coffee lovers superpremium
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coffee RTD products. It started with Starbucks bottled Frappuccino® coffee drinks and in November

2006, Starbucks DoubleShot” espresso drink was introduced to consumers in South Korea.

To date, these Starbucks® coffee innovations remain favorite selections for coffee lovers in South
Korea who are looking for great coffee on the go. Together, these three Starbucks® RTD drinks

create even more opportunities for consumers who are looking for an authentic coffee experience.

Dong Suh Food Corporation’s president and ceo, Lee Chang-hwan, also commented, “I am pleased
to be able to present the new superpremium Starbucks Discoveries® coffee drink with the world’s
best coffee brand, Starbucks. As a leader in the coffeg market, we will put all our efforts to further

o~

develop more coffee products to meet the needs and expe?;tations of Korean customers through our
J

“Starbucks Discoveries® ee drinkallows LS to bring the Starbucks Experience to our customers

relationship with Starbucks.”

wherever they are. Starbu Discovenies® coffee drink is a high-quality coffee beverage, crafted

with care and attention to detail that.our dusto@efé have come to expect from us,” said Jamie

Ledford, managing dire ;i/(or/th Asia, Starbe:ks Global Consumer Products. “Expanding into this
i #

v

new channel in South Korga helps 0 strengthe '/tpe Starbucks brand and reinforces our reputation

for innovation, coffee quality and expertisé.” ’i"z" %

¥ 4
/ Add° ;l'j/¢
As announced earlier in October 2}095@arbuck@"eﬁd into an agreement in South Korea with
f e —— T Ay

Dong Suh Foods Corporation, the Iem manufacturer and distributor of instant and packaged
Bt S
coffee in the country-since 1968, for local develoﬁrerénT,' marketing,?ales and distribution of
A :

Starbucks Discoveri

?/Jl Dairy Cooperative to supply
- I [
high-quality milk products, as well as to manufacture and distribute the Starbucks Discoveries®

coffee drinks sold in hypérmarkets. -

Seoul Dairy Cooperative’s.union president Cho Heung-won_said,.| am very glad to have Seoul Dairy
Cooperative working with Dong Suh-Foods Corparation on the Starbucks@iscoveries® coffee drinks.
We will put efforts to meet the customers’ expectations withexcellent products and build brand

valuel”
About Starbucks

Starbucks Coffee Company provides an uplifting experience that enriches people’s lives one
moment, one human being, one extraordinary cup of coffee at a time. To share in the experience,

visit www.starbucks.com.

About Dong Suh Foods
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Dong Suh Foods Corporation is a leading company with the largest market share in the Korean
coffee market famous for its coffee brands Maxim and Maxwell House. Dong Suh Foods Corporation
has led the market as it introduced Korea’s first canned coffee and instant coffee mix. Dong Suh
Corporation, while leading the Korean food culture with a wide company profile of Post Cereal, Dong
Suh green tea, and Dong Suh barley tea, is also making efforts to wholly fulfill its social responsibility
as a corporation through the Dong Suh Foods Scholarship Foundation and the Dong Suh Coffee

Literary Award.

by Henryetta

N http:/www. topi ).htm. Retrieved March 7, 20

08

Like in other countries American popular culture is strong

in Korea. Establishments and Starbucks are found
everywhere in Korea, and
Several months ago, a Starbucks was:
..J';/ A

there are many Korean e
S - ]

The owners of the'store _ainst the new Starbucks

and tried to get the e closed. M

Surprised by the response Starbucks-decided to changesthe atmosphere of the store into a

L e

C, K, S"into Korean characters. They cr&pged the |nter|or of the coffee shoWnch is always

AN TN NN TR
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A Starbucks official said it was a really unusual situation. He said they

had never changed the logo or the interior design of any of their stores
before. However, the citizen groups and the owners of the stores were
not satisfied; they petitioned for signatures and held demonstrations to

get Starbucks out of Insadong.

Although the resistance was strong, it does not seem that this

Starbucks will be closed because most oreans still enjoy

Photo: S. Peters

going to it. At the stands, they sign the inst Starbucks, Henryetta Ha
and then they go into that sam ee.Return
to: Resisting Globalizatio

What is Globalization?

TOPICS Online Ma
Sandy & Thomas Peter;

Inel - B9T0ANT.
A http://www.give2all.com/writer/view.php?id=283. Retrievémtebruary 2, 2008.
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