The Starbucks Experience
Back in 1983, Howard Schultz hit on the idea of bringing a European-style coffee-house to America. People needed to slow down – he believed – to: “smell the coffee” and enjoy life a little more. The result was Starbucks, the coffeehouse chain that started the trend of enjoying coffee to its fullest. Starbucks, doesn’t sell just coffee, it sells the “Starbucks experience” as one Starbucks executive puts it, “we’re not in the business of filling bellies, we’re in the business of filling souls.”
Starbucks is now a powerhouse premium brand in a category in which only cheaper commodity products once existed. As the brand has perked, Starbuck’s sales and profits have risen substantially. Some 20 million customers visit the company’s more than 5,500 stores worldwide each week – 10 percent of them drop by twice a day.
Starbucks’ success however, has drawn a full litter of copycats, ranging from direct competitors to fast-food merchants. To maintain its phenomenal growth in an increasingly over caffeinated marketplace, Starbucks has brewed up an ambitious, multipronged growth strategy. Let’s examine the key elements of this strategy.

More store growth: almost 85 percent of Starbucks’ sales come from its stores. So Starbucks is proliferating at a breakneck pace. The concept is to open new stores everywhere: Seattle counts one store each 9,400 inhabitants, Manhattan each 12,000, and Chicago boasts 6 Starbucks retail stores in each block.

International growth: By 2002, it has more than 1,200 stores in 24 international markets, including more than 350 in Japan, 91 in china Taiwan, and 76 in China.

Enriching the Starbucks experience: Beyond opening new shops, Starbucks is expanding each store’s food offerings. By offering a beefed-up menu, the company hopes to increase the average customer sales ticket while also boosting lunch and dinner traffic.

