The Coffee Giant’s Brand Management #1

As you walk around the city today, /

RIPPLE ENGLISH

SH, iz 0eTns e/

you will soon find people walking down the street /

T WAL ZHEOTOVEDZENTEEA9 )

with white coffee cups printed with the green round siren logo. //

O A L vyouganF) vy FENHDa—kt—Ay TE2F-oT/

As of January 2022. /

202241 H DR T/

Starbucks had 34,300 stores in 84 countries, /

A =Ny 7 ZNEBADEITIJT4T300D)EEINH D /

with annual revenue of about $30 billion. //

FED7E E1Z300f8 L icDlx s //

How has the Starbucks built its unparalleled brand /

A =Ny ZZFEDEIICHRB DD BT T v FEFEE FIF0n/

that is virtually interchangeable with the word coffee? //

a—t—DRELFAICELWVETD /)

In 1971,/

1971412 /

the Starbucks started as a coffee bean shop /

A=y JAFa—t—5H%5251ODEELTIHTEo7/

at Seattle's famous Pike Place Market. //

ST INVNDELENA T «c LA R ==y LT/

Coftee culture in the US in the 70s was quite different from today. //

10ERD T AV D a—e—{UIFHSHEIFRE S ELE ST/

They didn’t demand much from a cup of coffee /

IS IF—MDa—t—I12% L FRD TR Ho7/

except an intake of caffeine /

Hh 7 A ¥ OB /

and there were no coffee bars /

A—t—N—DEIRdDITI o7/

which we take for granted today. //

S HTIEM 2 DD //

But that changed with the addition of one man, Howard Schultz, /

Ll AN —F YRl o72 E b7/

who later became the CEO of the company. //

IR DIREREELE IR o7/

In 1983, Schultz traveled to Italy and returned with an idea: /

19834FIC, v a VY 3A X VT ZIKIT L, E5TA T 72 Fi>o Uo7/

turn the coffee bean stores into cafes. //

I—b—GHDME A7 IZEZTLE)II LR

Starbucks served its first caffe latte the next vear. //

A =Ny JAGEIE BYDAH T =7 T 2Rt L7/

Nobody expected to get a beverage at a Starbucks, /

A =Ny J2ATREY =S 2 ERZWFFL T NFw o 7dd/

but this experiment went successfully. //

Lo L CDOEBIIEIL 7/

Consumers embraced his concept /

MEEIETZDave P 2ZIF AN/

of serving quality coffee in a relaxed and comfortable environment. //

HBHEWVK, REARETHOE W I—E—2RIETZ L\ )/
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The Coftee Giant’s Brand Management #2

Today. Starbucks is eager to offer more than just a cup of coffee. //

o
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RIPPLE ENGLISH

SH A =Ny 723 IMDa—t =D EDbDZRELZVERSTWVD /)

They believe their product is not only great coffee /

25 DIERTIE, FmidEOEa—t—21F TR/

but also what they call the “Starbucks experience.” //

Wit TR — "y 7 2 KB, EMEENZ DD/

The company’s value is simply put, /

FfEOMfEEIE R D SIS v NI ERINT WS/

“we are never in the coffee business serving people. //

MEALlE, a—E—% ANZIZGHEHSTVEDTIER//

We are in the people business serving coffee.” //

AN ZEIZEIZTFRELTa—E—2F-oTWVB3DE, //

They realize that the customers come to Starbucks for “the third place:” //

NG Id, BED 3D ZRKDTAY— Ny 7 AITKD Z LKD)/

refreshing time-out, a break in their busy days, and a personal treat. //
But the idea of providing “the Third Place” /

DF0h, 3oL AKREDRE., ICLLWHADEKE, LbolioHdbThRLEY
L2l "E30E 232 L WIS 7PA T T/

didn’t come from vision or planning ahead. //

FeROEP, Bl 2o 3TN0 TIER W/

Rather, it came from trial and observation. //

Ebohptwvy e, A LBErs TN/

In 1990s, Starbucks underwent an aggressive expansion, /

904EARIC, RZ — Ny 7 R IR R SR 2T o 7 /

and the business enjoyed success in many cities across the country. //

ZLTHERZTAVAITDOEL L DE TR L/

It came as a delightful surprise to Howard Shultz. //

ZHUIANT =R« T alVICEoTELWEE S 57/

Why did Starbucks become so popular? //

BERY =Ny JAFZHEFEANRIC BT ?

What need are we really fulfilling? //

Pk DEBRICT L LT A I D2 /

At first. they thought it was simply because of the coffee. //

BAl. s IZMHica—t =2 L BT /)

But as time went on. /

Lo LIS I 24/

they realized that people came in for a place /

PNSIE, AL G ERD TR TS I EITR DI/

where they can be away from the pressures of work and home. //

HEHPORED 7L v & v —ip 530 5N % BT //

They are now convinced /

PSS IIMEE LT3 /

that everything the company does should be intended /

ARG =Ny JAPTIHHW 2 Z ERRDEPUHDIRELL

to give the customer a positive and uplifting experience. //

BEEC R & TR E SN s & ) ke lEir 5 (XD v

An anonymous regular customer wrote /

&b 2 EHDHHENEFNT LD /

“Every time I’m in there. the baristas greet me cheerfully /

AT KIS, NYRIITER IS H SO LT NS /

and always compliment something about me: my hair, my outfit. //

2L, RED, VOBFITOVLTHIRED T NG/

There’s nothing exceptional about me, /

AR AT, k> TYED AN/

but I always leave a little happier than when I arrived. //

JE BHZHZLEZRBVOLRIATED S LoV EELRLTICRND //

Maybe it’s part of the ‘sell.” but I don’t care. //

ZUHEE OB DHb Lhkwid & Bffsvb )/

A kind word goes a long way.” //

BYLREEOHIFLETRRDD | //
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The Coftee Giant’s Brand Management #3

The customer’s experience is vital for Starbucks’ brand strategy. //

RIPPLE ENGLISH

BB DIERERIZ A Y — Xy 72 2D T 5~ REBIGIZ & > TOEMIRE 1/

One bad encounter means they lose a customer for life. //

—JEDTEE T, ~ADKE BRI LILL D /)

Howard Shultz believed /

NG —F e va VMgl T/

that the engagement of your customers /

BEDI =P AV FIE/

relies on the engagement of its employees. //

HEEODI =X MIHRET 5/

When the company treats its workers with sincerity and respect, /

2AEDMEE BTN LTIl 2 F > T U/

they will naturally do likewise to their customers. //

PNSIFHA LI LTHEL L)L TCNDG LS9 L/

A happy employee will in turn, make customers happy. //

LB IIHIRE LTRSS 57459 /

With that in mind, /

ZPDZEHRRPHEITENNT/

the company has invested generously in the welfare of its employees. //

[l 1 13 HESE B DAL IC ST K RE L TE 7 /)

For example, in 1988, /

7o & ZUX19884F 1T /

the company began offering health-care benefits /

[k i3 R OR R T DRt 2 4R 72 /

for full-time and part-time employees /

TINIALENN— T AL LDOREERIT/

who worked more than twenty hours a week. //

FE20RFRAML B35 OS— b YA L2 DEEIZ) /

The board members were initially skeptical of this additional expenses. //

BESD X N=13RAIE Z DEMD I LTSN 27/

However, Howard argued /

LT —FIFFERLZ/

that the cost of providing health-care benefits was 50 percent less /

TR T 24T D2 % 2 A P IE50% D e /

than the cost of hiring and retaining a new employee. //
Moreover, he addressed that this would improve the customer experience. //

FLOLIEEEBZESTEOTELEDDaRNLD Y
IH5IHIE,. CNIFEERED I EXE LAY EERA Y

Regular customers have built close relationships with baristas, /

A I N) R Y LB L CBEREENTED /

and 1if those baristas leave, /

BLI)LAANYREIRE->TLE) L/

then that strong connection is broken /

RO 23D D3N/

and the customers will be hugely disappointed. //

BRIZVDEL DD T2EA9 /)

Prioritizing the workers’ well-being represents the company’s value. //
But Howard has been clear /

PEEBEOEMNZ BT 2 2 L3St ofiiftifiz RE LT\ 3 /)
L2 LY — FIZEE LT/

that rewarding the workers also makes sense /

FEEBICHVCA Z L IFHICh 5T 03/

from a managerial point of view. //

RENRESLSD //

Some say, though. a lot has changed at the world’s largest coffee chain. //

Ll R RARDIA—t—F 2=V LRBESTLESLLFEIADBVS //

The company has recently been criticized for oppressing union workers. //

[tk 3, ST EICE T 2B Z2ET T2 LW HHZRIT T2 /

In Spring 2022, Starbucks announced a series of new benetfits, /

020EDF, AY =Ny 7 23— HoF - LENEE 2R L/

including additional career development opportunities and more sick time, /

ZOHIZEX Y V77 v T7OREPHRANRIBOENZ EVBEEFNS /

but only for stores that hadn’t unionized. //

L2 L, #HAINZ DI ERE 2L Qo wERIIC R nTn 3 //
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The Coffee Giant’s Brand Management #4 1/2

Large enterprises are often criticized /

RIPPLE ENGLISH

R LIFLIEIEH SN S /

for achieving short-term profitability /

IR 7 e 22 SR LT\ B &/

at the expense of long-term sustainability. //

R Ze e nTREME: 2 fAE 12 LT/

But Starbucks seeks to take the long view /

L LAY =Ny 7 AR 2 BUR 2R LT3 /

in order to build success that lasts. //

AT 2N EE LF 272012/

To be responsible to employees, shareholders. and the environment /

PEEE,. BT, Z o MiIERBRBICR LTOEEZ2)I T5 W) T EiE/

means to carefully balance a number of competing interests. //

B DXV TRHEDNSG VA ZEERENA Z L Z2E%T 3/

They have to weigh them honestly /

NS IFIEEICZ NS 2 RS L 2 dud e & 2\ /

against the need to sustain the business. //

HERIHIE D L) BB L LT/

For example, Starbucks has been selling coffee-to-go in a paper cup. //

72 Z21E, ANy 72O Ay FTCELRYODa—E—%FE5T W3/

The problem is this: /

PR S 72/

Hot coffee in a paper cup can be uncomfortable to hold. //

WAhy 70Fy ba—t—3Ho00826L k5 (1FEEW) //

For regular drip coffee, /

BHEORFYy Fa—e—Tlk/

they have always had to put one paper cup inside another /

ToHo LAYy 7OoHICb ) 1 ODAhy T2 ANTEL/

so the drinks will be easier to carry. //

FUV Y7 2B 600 d kL)1)

For customer convenience, double-cupping works fine. //

BEEDEISZE Z UL, —HH Y FIE\HEE /)

But every time they double-cup a serving of coffee, /

Lo LAy Fo  mEiclLTa—t—%2E#d 3200/

twice as many cups end up in the trash. //

DI BHB Ik D /)

The first idea was replacing paper cups with recyclable plastic cups. //

BAIDEIZ, VAL PNV T IAF v I Dhy FICBESWMA B LS/

But many customers disapproved /

L2 LB IZ R L 72 /

because plastic didn’t reflect the quality /

PIAF 73 PEBBECICI RS o5 /

that people expected from Starbucks, /

AZIBAY =Ny 7 ZIZHIFf T 5 /

and the public perception is that /

Z LT iy 2 sk Tl /

plastic is even less environmentally friendly than paper. //

P53 AF v ZI3RICHARTERBEICE L R/

So they decided to look for another idea /

LOTHhNSBHDOTA T 7EET I LI L/
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The Coffee Giant’s Brand Management #4 2/2

and eventually came up with a paper sleeve. //

RIPPLE ENGLISH

Z LTI D R Y — T &5/

Instead of two cups, /

Hy Th 2O DTIFRL

they put a corrugated cardboard around the middle of each paper cup. //

YU R=IKEH Y TOEATITENT Y

The sleeve, which is now iconic, /

WETIERAY =Ny JABRBTEIDRA) —T1F/

used only about half as much material as a second cup. //

220D Ay THAHE ) DI TEMERD T T /

While sleeves are high profile, /

AV =73 HMER TV A/

most of Starbucks recycling efforts are not seen by the customers. //

AT =Ny P ADIVTA I NDENDE L IFBERICR I WE I ATITbNLT\w 3 //

Some criticize Starbucks as environmental hypocrite, /

HUCIER Y =Ny 7 A2 BEIR 2OREE 2 EHHT I A 05 )/

and that seems partly true. //

ZLTCENEEOICIZIEL WX I EZ 2/

However, hypocrisy is better than doing nothing. //

L2l BETH OB LRI D=/

Moreover, /

I HITE/

the primary concern for a private company has to be profitability. //

AR D i b U I 2 H D Z L2/

Starbucks’ management believes /

ALY =Ny JADFEEMIZZEZTD/

that at any time their success could collapse all at once. //

D5 DG DEINF O THES IS S WREELH % & /)

Especially, a large business like Starbucks is an easy target /

FRHZA Y =Ny 72D X ) I REE RN I NPTV

for environmental campaigners. //

BRRIRENR -5 D /)

They have managed to figure out the way /

NG IF A ETTERRRL LI & L Tw25/

in which their long term success overlaps with the greater good of society. //

2ALORMMN BRI LD 70Ich 2 2 ENHELEDES 5E) /
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Starbucks is relatively expensive. //

RIPPLE ENGLISH

A B =Ny 7 2N P IEE DS E > /)

It taught us to pay three and four dollars /

A =Ny 7 AF3 N4 NN E IS U Eo 72/

for what they once got for only a dollar. //

POTUI o1 VTR WAL DI LT/

For what do we actually pay the premium? //

BA FEBNICEEEESE 22T 3DEA9 022

Starbucks’ spectacular success has demonstrated /

A =Ny 7 ADEFEL WRINTHHL WS/

that consumption in postindustrial era /

e TEE VR RIC B 2 i L /

turned on more than price and functionality. //

it HERELL E DI IS K> TIRE S //

Buying became not just a way for people to fulfill basic needs /

) LW THEAL DEARN LB 2l § 707217 Tl

but a form of symbolic communication about class and social standing. //

PERRCOAE AN 237 B fLiE 2 N T R X v e — P I o 7 )

The value of a particular good /

& % p i DfffifiE 13 /

depends on how well it satisfies our social and emotional needs. //

ZBENZ T EA DA - RSN 2 FFE 2 i 7o 2 KL T % /)

That’s how the most successful products work in the new economy. //

FLORECHRINT 2 a4 7 FEZ2o k9 REMHBETWVL S /)

Today, we buy things to say something about ourselves. //

SH, BABHTHEBIC OO Z2E2 010 2E I DK/

Just by carrying a Starbucks white cup, /

A =Ny P ADHWAH Y TR LEILT T/

customers identify themselves /

FEZEHTHEDTA T Y T4 TAIWXODWTHERT 5 EBTE S/

as belonging to a group of successtful people with urban tastes, /

B 2 B DERICE LT\ T/

concern about the planet, and supportive of diversity. //

HERBREE I OWTE W, SREZHEEL QS (ERIKELTw3) //

Starbucks has successfully provided an affordable status symbol /

A =Ny JAFEBTFEBR AT —F A v RILOERMEICKII L TWwW3 /

by, in part, virtually excluding specific groups of people, /

Vo3, FREDAL ZFENICHERT 2 Z LickoTY

just as other businesses do. //

72 UMD E P 2 A B fToT WA T L

Language, for example, keeps some people away. //

EZIE, BEBEVD HOAL ZEI T T3/

Ordering at Starbucks requires a little learning. //

A =Ny JATOIEXITIES & o & LEEDNER /)
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The Coffee Giant’s Brand Management #5 2/2

Starbucks employs “baristas” /

[ 4 U
RIPPLE ENGLISH

2 =Ny 7 2E TRYZRZ | RIEW/

who serves espressos, lattes, mistos, and americanos /

PNSHIFIZAT LYy YRTT, SAL, 7XYUA—) 21t 3/

in tall, grande, and venti sizes. //

b=, 77057, XV T4H%A 2T/

They also exclude smokers by prohibiting smoking in their stores, /

JENZ B3 2 & CRIEEE B PR L T\ B /

which appeals to the health-conscious upper middle class. //

CAUSEER O BT ERREEZ DT TG /)

Cost also acts as a gatekeeper. //

B d X MEOREA 2RI LT3 /)

In many ways, a high-priced cup of coffee is the price of admission /

WAAREWRT, Effita—t—3AGHEDOLI BbDE/

to this clean and sophisticated place. //

ALY =Ny 7 X DIFERTHM I LG D //

Starbucks stores might look and sound open to everyone, /

A =Ny 7 ZADIEHIZ TR TDOAICHIPNT WS L) RHIRE /

but they really aren’t. //

L LEBRIZZFALRI LT RV

Still, the illusion of openness is important to creative class types /

ZnTH, BT B E W) HIRIIIIATAT IIAD AL I E S TEER /

who imagine themselves as tolerant advocates of diversity. //

PNSIFHD L ZERESREOHEES L LTHALTWS /)

It 1s the market that decides which service thrives or not, /

EDY — RPN T 2 BN 2 D2 Pt 5 DIFHiIGTE /

and the market is the result of tiny, mundane choices /

ZLThisgEld, &SNS EROFER /

we consumers make everyday. //

A HEE D HLTS 1/

The products and services around us are just reflecting what we want. //

o) ORGP Y —ERAEFEA DKL T2 DKL TV LT/

In that sense, Starbucks is us. //

ZIVIHIERT, AY =Ny 7R LRI DI )

When we look at a service that prospers, we are looking at ourselves. //

KITVREIY—ERZHTWELEE, RAIFHTHEZ A T5DE /)
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