





Figure 1-1. Price of Coffee Offerings
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t's not just the coffee that brings more
than 25 million customers through our
doors every week. It's the coffechouse

experience —a third place between work and

home — that connects customers to coffee in
—

an inviting, enriching environment that is

comfortable and accessible. We call it the
Starbucks Experience.

From the beginning, we have upheld our principle of developing enthusiastically
satisfied customers by assuming that everydhing matiers, especially the quality of
our coffée and customer service, Affer every visit, ous customers depart with a
memory of their experience. Our most loyal customers visit Sarbucks 18 times a

month on average. Therefore, our suceess depends on consistently providing our
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Shift from “survival” to “self-expression” values
(Inglehart, World Value Survey 2000)
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