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.  INTRODUCTION

1. Company background

Starbucks was founded in 1971 and is headquartered in the United States (Starbucks n.d). In 2021, the
company has 32,660 stores in worldwide, of which 62 are in Vietnam (Nguyen 2021). Starbucks opened a
new coffee shop at Crescent Residence in district 7 in 2017. Starbucks' goal is to elevate and nurture

humanity's spirit - "one person, one cup, and one neighborhood at a time" (Starbucks n.d). The business
intends to construct a third location outside of the home and office where consumers may feel pleased and

welcome.

2. Target market

There are two major target customers based on market information and brand observation:

Segment

Youth (gen Z people)

Adult

Geographic

Region: Urban areas, major cities (Ho Chi Minh city)
Location: Near Crescent Mall

Demographic

Age: 18-25
Occupation: Student, Employed

Income: Middle

Age: 26-40

Occupation: Employed, office
workers

Income: Middle - High

Psychological

Lifestyle: Creativity, Outgoing, Explore

Lifestyle: Busy, Modern, Relaxing,
Traditional

Behavioral

Benefits Sought: Unique, Affordable
Delicious, Convenient

Customer Loyalty: Loyal

Benefits Sought: Nice concept,
Delicious

Customer Loyalty:
Loyal- very Loyal




® RMIT

UNIVERSITY

II. SITUATIONAL INFLUENCES ON CUSTOMER BEHAVIOR

1. Physical Surrounding

a. Communication Situation

Based on Indarti (2004), service firms, such as coffee shops, are positioned on the basis of market access
to assure frequency of purchases. Starbucks located in the Phu My Hung Residence area, where many
foreigners live. The location is suitable for their target market since it is close to international schools,
companies, and luxury flats (Crescent Mall, RMIT University, Urban Hill). These businesses also
estimate the worth of the common space and the cafe's location. As a result, Starbucks picked the right
location to grow their consumer base.
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Figure 1. The area of Starbucks

Brightness is thought to play a vital function in drawing attention (Ozkul et al. 2019). The cafe has a
spacious and luxurious space when mainly combining green and black colors create calm and modernized
effects. Besides, yellow lights create a feeling of relaxation and warmth for customers.
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Figure 2,3. The Starbucks Crescent Mall from the outside

b. Purcharse Situation

Displaying products next to the checkout counter is an advantage of Starbucks. It is studied that products
under good light appear more attractive than usual. As a result, focused lighting on the checkout counter
and the product next to it can draw more attention to the product, build good expectations and encourage
customers to spend more (Christiaans, Quartier and Cleempoel 2008).
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Figure 4,5,6. Displaying products

c. Disposal Situation

“Going green” with paper straws, paper coffee cups and take-out paper bags. However, it has not yet been
applied to all products in the store because there are still plastic cups for other drinks. Creating consumer
frustration because there are still limitations in the transition to environmental protection.
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Figure 7,8. Starbucks plastic cups

2. Social Surrounding

a. Communication Situation

In response to International Women's Day, customers who send gifts through Soft Blossoms products will
be awarded points by Starbucks. Ads that touch customers' emotions will better influence their buying
behavior. Because consumers make brand selections based on how an advertising makes them feel rather

than what it says (Yen 2018).

Starbucks Vietnam @

1thang 3 lic 08:08 - @
C6 rat nhiéu cach thé hién tinh cdm dén phéi dep trong thang 3 nay!
® Chia sé niém vui vi thé qua ting E-gift
® Chuan bi mdt mén qua dang yéu tif BST “Soft Blossoms”
DU ban chon cach nao, Starbucks déu gufi ting thanh vién
Starbucks Rewards thém 8 ngdi sao diém thudng cho mdi Idn tham
gia chuong trinh. Ap dung tif ngay 01/03 - 10/03/2022. ... Xem thém

Figure 9. Starbucks convey the message 8/3
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Generation Z customers - the majority of Starbucks customers, before making a purchasing choice, they
look for peer evaluations, and 42% of them seek information online. As a result, great media, such as
positive reviews, will boost their confidence and encourage young people to buy (Zak & Hasprova 2020).

5 DIEU CAN BO TUI CHO LAN DAU TGl STARBUCKS = | REVIEW STARBUCKS |
GROWINGDANG
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Figure 10. Youtube’s review of credible influencers

However, Starbucks still hasn't solved the problem of employee behavior and customer service

Sjren Tenten @
m via iPhone 0 26/2/2020 23:18
Nhan vién bj da nhan cach

Minh cam thay tdi nghiép cho may ban nhan vién, than mang bénh trong nguéi ma phai di lam kiém tign,
khéng duge & nha dudng bénh.
Ngay ngay phai phan liét ra 2 nhan cach: mdt niém né véi ngudi nude ngoai, mot khod chiu voi ngudi Viet.

DAy la nhén xét tir Thanh Vién trén

W Thich ¢ Thaoludn A Baoibi

¥ Cuc Nguyen, foodee_6mwwvnsk, Song Han va 8 nguéi khac

- Song Han Minh ciing gap tréng hop nhu véy rit nhiéu ln. Nhan vién con khong thém nhin khach béng nira
con mét. Qua té!
19/08/2020 13:40:11

Binh Nguy @
via iPhone 0 26/2/2020 21:51

Thai d¢ nhan vién phan biét déi xir

Lau rbi khéng ghé chi nhanh nay nhirng méi ghé lai thi cam théy that vong vé thai d phyc phy ctia 1 s
ban nhén vién v& phan biét dbi xtr véri ngudri Viét va ng nudre ngoai, minh véi ban minh di chung nhung
chia ra mua 2 qudy dé nhanh va tiét kiém théi gian cho ngudi dirng sau, quiy minh la 1 ban sdn sang bé vi
tri minh d& gi&i thidu nhirng mén banh cho 2 ng nuéc ngoai méc cho ngudi phi sau 1a minh ding chéy, thiy
lu qua minh qué bén line ban minh order chung ludn, va bén 6 vn chuwa xong &

-t&i phlin nhan nuére, tyi minh dirng d6 chér trvdre va ban & quéy( ban gai tron tron) dwa nude khéng hoi tui
minh ma hdi 2 ngudr nweére ngoai kia méi i va néi kidu rét lich sy 14 “sir sir, can | help you sir?"Con hudng
dAn nép db chd cdm éng hit cAn than nha, tdi ly tyi minh thi chi goi tén ngudi mua nwéc rdi con noi 1a ly
nay khéng cn dung éng hat vi éng ht gidy cdm vé cling ra thoi rdi quay mét di ma khéng cAn biét minh co
Xem thém

DAy |4 nhan xét tir Thanh Vién trén F

W Thich @ Thaoluadn A Baolbi

Figure 11 .Unprofessional and unfriendly staff through customer feedback
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b. Purcharse Situation

Salespeople's upselling efforts influence purchasing decisions. Starbucks staff frequently advise
customers to increase the amount of their beverages, purchase snacks and meals, or purchase
combinations for a lower price. The area selling Starbucks food and glasses is highlighted as the Physical
Surrounding section mentioned above to increase profits and satisfy customers to increase their loyalty
(Sang 2018).

;% Starbucks Vietnam @
@& 21thang 3 lic 07:27 - @

Khdi dau hoan hao cho tudn mdi tuyét vai

Chuong trinh Uu dai combo bifa sang van dang 4p dung tai cic clfa
hang trong khung gi& 7:00AM - 10:00AM mdi ngay (trlr Ba Na va
Nha Trang Vinwonders).

* Set diém tam c6 thé khac nhau & mdi thanh phd.

-=-... Xem thém

L] STARmLICKE

Figure 12. Breakfast Set
There are special incentives depending on rank (green, gold). Customers can top up and pay like a
‘wallet’. Besides, member experience is personalized by giving away free cake and big drink on their
birthday (Starbucks Reward n.d). Customers may improve their ranking by increasing the frequency of
their purchases. Consumer loyalty program with data collection to gain customer insights (Tomorrow
Marketers 2019).

Latest Card Designs

THANK YOU DAY-WORKMARK-CARD VIETNAM CARD

Figure 13. Membership Card
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c. Disposal Situation

Starbucks conveys to customers about reducing plastic waste by allowing customers to bring their own
glass when ordering water and receive 10k discount. Consumers will feel excited about environmentally
responsible brands (Wong, Turner and Stoneman 1996).

Starbucks Vietnam @
23thang 2,2018 - Q

Tai sao ban luén dudc gidm 10,000 déng cho m&i dé ung khi mang ly/binh dyng nudc ctia ban
dén Starbucks?

Vi hanh déng nay cta ban khdng chi gitp Starbucks giam suc lao ddng ma quan trong han con
gilip han ché xa rac ra méi trudng.

Why are you always received 10,000 Off per drink at Starbucks when bringing your own
tumbler/mug?
Because your action helps reducing labor cost and especially protecting our environment.

Figure 14. Starbucks encourages bringing personal bottles

3. Temporal Perspectives

a. Communication Situation

Starbucks took advantage of the changing seasons to launch new drinks to give customers the best
experience but most of them are rarely added to the main menu. Due to the fear of missing out (FOMO)
associated with restricted deals expiring in a short period of time makes things appealing. Furthermore,
the fear of being left out when everyone is discussing about the new things motivates people to purchase
(Good & Hyman 2020). It may affects purchase situation through communication situation.
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2» Starbucks Vietnam @
P& 19 thing 3 lic 10:01 - @

Goi tén Strawberry Dream C_réme Frappuccino - "Gidc md trua” mat

lanh vdi vi ddu ngot ngao, day kem, vani va Idp phu keo dudng

pastel sé dua ban dén vung dat cla nhitng udc mo.

* Thic udng hién dang dudc phuc vu céc clfa hang va qua hé théng ‘
giao hang Grab / ShopeeFood & MO&P.

Drift into dreaminess with the all-new Strawberry Dream Créme
Frappuccino. This indulgent and creamy blend of strawberry, vanilla, ‘
milk, and ice topped with whipped cream and pastel-colored

sprinkles... Xem thém

L. A

Figure 15. Starbucks seasonal drinks

b. Purcharse Situation

Waiting for a long time in line to order or pick up is always frustrating and stressful for customers. For
Starbucks customers, they register to order on the app and customers only need to come and pick up
without waiting.
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It's a great day for coffee

=

(2] signin %2 Inbox

Earning rewards with

STARBUCKS

YW REWARDS

Learn More

STRAWBERRY

DREAMS |

Learn more

[ . -

x

Figure 16. Starbucks mobile application

4. Antecedent States

a. Purcharse Situation

The mood can be adjusted in case the customer is hungry and Starbucks serves ready-to-eat food

N James Nguyén @
) via iPad 027672020 19:52

Starbucks Coffee - New World

Minh &n mén Duo Waffle Dog 65k véi Grilled Chicken Cheddar Pasta 80k. Cai Pasta thi hoi cay xiu nha
Minh gép ra thdy c6 6t 4. Con cai Duo Waffle Dog &n nhu Hot Dog that. V4 banh b&n ngoai mém mém ngot
ngot con bén trong la xtc xich xng khoi. An cling tuyét véri 1dm. Vi tri ndm ngay khach san New World thi
ddng khdi phai ban rdi, khach nuwdm nugp ludn. Khach nudc ngoai ciing rét nhidu nira. Day hinh nhu ciing
14 try s& chinh cla Starbucks ludn

Figure 17. Customer feedback

At Starbucks, you may roll down the window and ‘enjoy your favorite cup of coffee by using your phone’
because customers can choose different payment methods at Starbucks.

11
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Figure 18. Various payment methods (Vndigitech 2021)

5. Task Definition

a. Usage situation

By using warm and woody hues for items, the interior maintains the chain's essence, which is an
intimate feel at home. There are the mix of physical surroundings and task definition because
customers may enjoy drinking water, study or work, rest and chat when they come here.

Figure 19. Starbucks space
12
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Figure 20. Starbucks outside

However, the space has some inconveniences: There are no private space, tables and chairs to work alone
and in groups, making customers uncomfortable and difficult to find the ideal location for themselves.

13



® RMIT

UNIVERSITY

Figure 21. Group meetings place of The Coffee House (TCH 2022)

[1l. RECOMMENDATIONS

- Plastic utensils: Stability is critical in enticing consumers, and Starbucks should inspect them on a
regular basis (Tien 2018).Eco-friendly packaging and utensils should be used on more goods so
that customers enjoy the greatest disposal experience possible.

- Inconvenient space: Provide more space for customers through the design of partitions or glass in
many locations in the cafe. They also need to focus on modifying the usage situation through
listening to customers and making improvements (Tien 2018).

- Employee Behavior: Enhance professionalism in employee interactions through training sessions.
Changing employees' perceptions and attitudes about customers and brands. Employee training
has a significant impact on business operations (Maheshwari & Vohra 2015).
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