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Executive Summary
The purpose of this thesis has been to examine how Starbucks’ use of communication in social media
affects the company’s image as perceived by its customers. The reason for this specific problem focus
has been an interest in how a large company as Starbucks uses communication strategically in
different social media channels in its interactions with the customers who follow the company online,
and what the outcome is for both Starbucks and its customers. In addition, it is also interesting to
examine if the specific use of communication has any influence on the customers’ perceptions of
Starbucks.
To shed light on this issue, qualitative research methods and data were applied in order to create a
more thorough and in-depth analysis of few Starbucks’ customers understanding and perceptions of
the company’s online communication, and what impact the results had on the customers’ perceptions
of Starbucks. To do this, two sub-analyses were conducted which each had a specific purpose.
The first analysis was conducted based on text extracts from three social media channels used by
Starbucks which were its Facebook fan page, corporate blog, and forum for idea sharing and
development. The findings of this analysis indicated that Starbucks applies different types of
communication strategies in each of the three social media channels based on three different
purposes. On Facebook, Starbucks focuses on creating emotional content in their posts which targets
the users’ immediate feelings in an effort to affect the users’ attitudes and behaviour towards
Starbucks and its products. In the corporate blog, Starbucks primarily focuses on informing the users
through objective information but to some degree also to influence the users’ perceptions of Starbucks
by promoting the company and its products. In the forum, the purpose for Starbucks is to collaborate
with the users who share and discuss their personal ideas with other users in order to improve
Starbucks which in the end should benefit both the users of the forum and Starbucks.
The second analysis consisted of qualitative, in-depth interviews with four Starbucks customers in
order to identify and understand their opinions about the company’s use of communication in social
media and how this specific use affected their perceptions of Starbucks. The result of the analysis
indicated that Starbucks’ use of communication in the three social media channels was effective as all
four customers had positive perceptions of the content and Starbucks’ approach. The customers found
it positive that Starbucks focused on creating content that was useful, informative and concerned with
many different aspects of the company. They also found it positive that Starbucks attempted to create
constructive posts for the users and discussions between them in order to know their opinions about
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the company and its products. However, in some instances Starbucks showed a lack of participation
which led to negative impressions by both the users in the social media channels and the customers
who were interviewed. Overall, it was possible to conclude that the customers’ perceptions of
Starbucks became slightly more positive based on the company’s use of communication in social
media.
On the basis of the results of the analyses, it has been suggested that future research should examine
Starbucks’ use of communication in its other social media channels to get a more comprehensive
assessment of the company’s general use of online communication. In that connection, a comparison
with other companies’ use of communication in social media would also be of significant relevance in
order to assess if Starbucks’ approach is the most effective or should be revised to optimise the online
efforts. In addition to these suggestions of future research, specific changes to Starbucks’ current
approach were also suggested in the thesis. Specifically, it was found necessary for Starbucks to
consider its lack of visible presence in various social media channels and its degree of commenting as
many users had negative impressions of Starbucks and its way of managing dissatisfied users who
demanded answers or justifications for specific decisions made by Starbucks.
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1. Introduction
The world we live in is constantly changing around us at what feels like an increasing pace. In recent
decades, globalisation and new technologies have influenced the everyday lives of both people and the
business world and now impact the way many people think, behave and communicate.
The internet and social media connect people and businesses worldwide, and interactions between
them are less dependent on time and place. Access to other people and companies is possible at any
time and from anywhere which affect how the interactions between individuals and companies occur
and the outcome of these interactions (Brown 2009, 4).
Online and in social media, individuals have numerous possibilities to express themselves to other
individuals or companies and in this way increasingly influence other individuals and companies’
opinions and behaviour. Furthermore, the emergence of social media and its influence on people’s
ways of interacting with others has made it one of the most significant and central platforms of
communication for both individuals and companies (Ibid., 1-2).
Companies are now aware of the many possibilities that are present with the use of social media and
the chance to reach a huge audience at any time and place. However, companies also have to identify
and consider the challenges that come with being present online. Customers and other stakeholders
are becoming increasingly active and influential online which require that companies listen to and
respect the customers’ opinions. Companies must also join the online conversations as the customers
share opinions and experiences of companies with other users and thereby control more of the
communication that shapes the images and brands of companies. In addition, many customers
increasingly want their opinions heard and gain more influence on companies’ decision-making rather
than passively accepting corporate decisions (Ibid., 2-3 & 18-23).
It is clear that companies are dealing with challenges and increasing expectations from customers and
other stakeholders who require more attention from and influence on companies. Much of this occurs
online in social media, and companies need to consider and manage the wants and needs of their
stakeholders through communication and user involvement to ensure happy and satisfied
stakeholders who have positive perceptions of the companies.

2. Problem Field
The development and potential challenges of social media outlined in the introduction are very
interesting to analyse in order to understand how companies use communication in social media to
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address and involve users in order to manage some stakeholders’ changing expectations and wants. In
connection with this thesis, the focus will be on a single case study of the multinational company
Starbucks as it is interesting to examine how a large corporation with many customers uses social
media to communicate and connect with users who visit the company’s social media channels.
In the Starbucks case it is interesting to examine how Starbucks acts in social media and how the
company communicates with users online. More specifically, it is possible that Starbucks applies
certain communication strategies based on different motives and with certain purposes in mind, and
thus it is interesting to analyse if this is evident from the company’s online communication. In addition,
it may also be possible to identify and assess any motives behind applying certain communication
strategies and what the outcome may be.
It is also interesting to examine if the use of communication and degree of involvement of users by
Starbucks in social media have any effect on the users’ perceptions of Starbucks. Whether Starbucks
actively participates in the online conversations that take place or allow users to take the lead may
affect some users’ perceptions of Starbucks.

3. Delimitation
As the introduction and problem field result in many interesting topics to analyse, several
delimitations have been made in the thesis. Different reasons lie behind these delimitations regarding
the content and scope of the thesis in order to narrow the focus and field of study, and thereby
improve the depth and quality of the thesis. The most general and important delimitations will now be
accounted for.
Social media comprises of numerous different channels which vary in content, structure, way of
interacting, etc. Therefore, the decision to focus specifically on Starbucks’ use of a social network page,
corporate blog and forum was made as these channels are some of the most important to companies
among the many different types of social media channels that exist (Safko 2012, 551) and thus are
interesting to examine. Other social media channels could have been interesting and relevant to
include, but they were excluded to limit the scope of the thesis.
Regarding the company’s stakeholders, only one stakeholder group will be focused on which is
customers. The reasons for excluding other stakeholders are that customers is one of the company’s
most important stakeholder groups and thus more interesting to examine than other stakeholder
groups as companies spend more resources on customers compared to many other stakeholder
groups. At the same time, not many other stakeholder groups have as much influence on a company’s
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existence as customers, and thus it is critical to understand how this group of stakeholders perceives
Starbucks and its use of communication.
In connection with analysing Starbucks’ use of communication in social media, a textual analysis of
Starbucks’ specific use of words would have been a natural addition to include in a communicative
analysis. However, this type of analysis has been excluded as the area of interest in the Starbucks case
is not the use of specific words or framing but rather the purpose and application of more general
communication strategies.
Starbucks is the only case to be analysed in the thesis. A comparative analysis including other
companies would have been interesting in order to identify similarities and contrasts in connection
with other companies’ use of communication in social media. However, the focus is only on Starbucks
in order to examine the company’s relation with its customers more thoroughly than would have been
the case if other companies were included.
In connection with Starbucks’ communication, it would also have been interesting to include some of
the company’s employees in the analysis to examine their perceptions of their own company’s way of
communicating online. However, this has been excluded as the analysis only has an external focus and
revolves around one stakeholder group which is the customers.
The thesis will focus on few, specific customers’ perceptions of Starbucks, and as a result of this the
focus will be on data quality and depth rather than quantity and breadth, which means that qualitative
research and data are central in the thesis. However, quantitative research would have been an
interesting aspect to include in order to obtain a broader and more general idea about the effect of
Starbucks’ communication on its customers.

4. Problem Statement
Based on the problem field and the subsequent delimitations that have been made, the thesis will
attempt to answer the following problem statement:
“How does Starbucks’ use of communication in social media affect the company’s image as
perceived by its customers?”
This specific question summarises the wonder and curiosity which lie behind writing the thesis, and it
has been created with a background in the introductory sections. The problem statement contains the
main themes to be examined and will be the focal point for the entire thesis.
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To ease the task of examining and answering the problem statement, few sub-questions will be
included to divide the main question. Thereby, the sub-questions will contribute to the analysis of the
problem of the thesis. The sub-questions are:
-

How does Starbucks use communication in social media? (this question will be analysed in the
sub-analysis in section 12.2)

-

How does Starbucks’ use of communication in social media affect customers’ images of
Starbucks? (this question will be analysed in the sub-analysis in section 12.3)

5. Project Structure
The purpose of this section is to account for the structure of the thesis by illustrating how the
individual sections are connected through a project design in order to improve the reading experience
of the thesis. The deductive approach has been applied in the thesis, which generally seen means that
the methodological approach and theories required to answer the problem statement will be
accounted for prior to being applied on the empirical data. Section 7.1 will elaborate on the application
of the deductive approach and its implications for the thesis.
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Part 1 - Introductory Part
Introduction, Problem Field, Delimitation, Problem Statement,
Project Structure

Part 2 - Methodological Part
Theory of Science, Methodology

Part 3 - Theoretical Part
Theory Foundation, Theory

Part 4 - Analytical Part
Empirical Data, Reading Guide, Analysis

Part 5 - Conluding Part
Conclusion, Discussion
Figure 1: Project structure.

As seen already, part 1 will set the stage by explaining the context in which the thesis will have its
focus and by narrowing down the general wonder and curiosity regarding how communication in
social media affects individuals’ perceptions of companies to a clear and specific problem focus.
Part 2 will account for the methodology applied in the thesis and how the methodological decisions
influence the structure and content of the entire thesis.
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Part 3 will explain the various theories applied in the thesis and how they connected and relevant in
order to create a strong theoretical foundation for analysing the problem of the thesis in the best
possible way.
Part 4 will contain a description of the empirical data to be applied in the analysis. Furthermore, this
part also includes the sub-analysis of Starbucks’ use of communication in social media and a subanalysis of the qualitative interviews conducted on four Starbucks customers in order to assess how
their perceptions of Starbucks are affected by the company’s online communication.
Part 5 will answer the problem statement by concluding on the sub-analyses conducted in Part 4.
Afterwards, the thesis will be discussed to account for its usefulness and implications in connection
with future research.

6. Theory of Science
This section will account for the scientific approach applied in the thesis. The purpose is to clarify and
explain the view of science and creation of knowledge throughout the thesis. Thereby a common
thread should be created in connection with selection of theories and collection of empirical data as
well as the application of the specific theories on the empirical data.
The first part of this section will elaborate on the selected theory of science which is social
constructivism. In this part, the social constructivist approach and its main assumptions will be
accounted for, and the relevance of this scientific approach to the thesis will be explained. Then,
different degrees of social constructivism will be accounted for to contrast the different perceptions of
the view of the world and how meaning is constructed. Finally, the applicability of social
constructivism to the thesis will be explained.
As the focus in this thesis will be on a deeper understanding of the different perceptions that few
individuals have of Starbucks, positivism has not been selected as the scientific approach. A positivist
approach would result in a focus on quantitative research methods and statistically calculable data in
order to be able to make generalisations about a larger group of individuals rather than an
understanding of specific individuals’ underlying reasons behind their perceptions. A positivist
approach would also result in a view on reality and knowledge as objective and that an absolute truth
exists, which contrast with the social constructivist approach as will be explained in the following
section (Burr 1995, 3).
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6.1 Social Constructivism
Social constructivism derives from constructivism in which reality and understanding are seen as
humanly constructed, and it occurs intrapersonally in the minds of individuals. Social constructivism is
a further development of constructivism. Instead of only taking place intrapersonally, the construction
of reality also occurs interpersonally between individuals through their social interactions (Burr 1995,
4-5).
Social constructivism is a complex and multi-faceted perspective and different types of approaches are
distinguished between. Therefore, some confusion of ideas exist, such as confusion about what is
actually being constructed, which complicates the understanding of social constructivism and makes it
less clear (Rasborg in Fuglsang and Olsen 2004, 350). This confusion also relates to social
constructivism’s close similarity to other scientific approaches, especially social constructionism.
However, some general perceptions do exist which can improve the clarification and understanding of
social constructivism (Rasborg in Fuglsang and Olsen 2004, 351 & 385-386).
In the social constructivist approach reality as we know it is a subjective phenomenon, and it exists
and is shaped by our recognition of it. Generally, the assumption is that social phenomena emerge and
develop through historical and social processes created by people. Because people have created social
phenomena, people are also able to influence them through their actions and thereby affect reality. As
reality is socially constructed based on different cultural and historical backgrounds our knowledge is
subjective and dependent on the specific context. Therefore, knowledge is different to each individual,
which means that there is no objective fact or truth that applies to everyone (Burr 1995, 4).
Social constructivism tries to explain how social context affects our understanding of reality. In doing
so, language is considered a cornerstone in our social life and in our subjective construction of
meaning. Through language we learn to express ourselves and communicate with other individuals,
and it is used as a means of socialising with others. Language and communication is culturally
determined, and may have different meaning in different cultures and contexts. Language is also
perceived as a precondition for thought, and individuals continuously affect each other by constructing
their own identity and at the same time affecting others’ creation of identity. This emphasises that
relationships, identity and our subjective creation of reality is a dynamic and changeable process
which is reproduced every day through interaction, culture and language (Ibid., 5).
Focus is also on the importance of interactions between individuals and the social practices they take
part in as a means to create social phenomena. This focus also includes a perception that dynamic,
social processes are more important than static structures in the creation of reality and understanding,
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and knowledge is not perceived as something people have but rather as something they do together
through their social interaction (Ibid., 5-6).
In connection with the thesis, the social constructivist approach has been applied as it focuses on the
social interactions that occur between people and how these interactions affect the individuals’
perceptions and understanding of reality and specific social phenomena. Interaction, language and
communication between individuals are seen as the most important elements in the attempt to
construct knowledge and meaning, and the result is different to every person due to different cultural
backgrounds, languages, and views and understandings of what is true and false. This makes it
impossible to generalise individuals’ perceptions based on previous studies and thus requires new
analyses to answer the problem statement in the thesis. In addition, no objective truth exists, but truth
and knowledge are different to everyone and depend on their realisation and perception of reality and
the way it is constructed. Therefore, it is interesting to examine how some individuals perceive and
experience Starbucks’ use of communication and interaction in social media and how it affects the
individuals’ perceptions of Starbucks.
Four Degrees of Social Constructivism
Social constructivism does not only consist of a single, predominant perspective. Søren Wenneberg
(2002, 17-19) states that four types of social constructivism exist and that they should be thought of as
different degrees which increasingly affect the way individuals perceive the view and creation of
reality and the social processes that occur in our lives. Figure 2 depicts the four degrees of social
constructivism.

Figure 2: Four degrees of social constructivism (translated from Wenneberg 2002, 135).

Social constructivism can first and foremost be perceived as a critical perspective in which an
individual do not take everything for granted but is aware that all things could be constructed
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differently, such as by cultural context (Ibid., 18). Secondly, social constructivism may be seen as a
social theory. The critical perspective mentioned before is then applied on the social reality or specific
social phenomena, not only to be critical but to explain how these elements are constructed and work
by using different theories about the social reality (Ibid., 87-88). Thirdly, social constructivism can be
perceived as an epistemology or theory of knowledge. When social constructivism as a social theory is
applied specifically to the social institution called knowledge, social constructivism moves on to
become an epistemology. This means that knowledge will be examined to clarify what it is and how it
is constructed through social processes, such as language and culture. Thereby, it is the social
processes which are interesting to focus on as they shape the knowledge we have and thus our reality
(Ibid., 97-102). Fourth and lastly, at the most extreme end of social constructivism is the ontological
position. Here it is claimed that social constructivism is not only about the social construction of
theoretical knowledge, but that all parts of reality, including the physical part, are socially constructed
(Ibid., 18).
In connection with Wenneberg’s model showing different levels of social constructivism, this thesis
will apply the first three levels but not the ontological perspective. The critical perspective is applied
as previous cases, which may have analysed the effect of communication in social media on Starbucks
image, are not perceived as true and applicable to everyone, and because the Starbucks case study may
lead to new findings about some individuals’ image perceptions. In addition, social constructivism will
also be applied as a social theory. This is done in order to explain how specific social phenomena, such
as identity and image, are constructed and work in the specific case study as individuals are affected
differently through their social interactions and thus construct different perceptions of reality. This
will be done by using theories about the social reality, which in this case are the theories about social
media, stakeholders, identity and image. Lastly, the epistemological perspective is applied as the
knowledge about social processes will be examined to be able to create an understanding of reality.
Practically, this means that in order to create and understand the knowledge about the social
processes that affect the individuals’ images of Starbucks, it is necessary to analyse the individuals’
experiences with and actions regarding the Starbucks case study.

7. Methodology
The following section will explain the methodological approach applied in the thesis by accounting for
the selection of research design, research methods and data types. This account will also include an
explanation of the importance of the specific selections and how these selections affect the structure of
the thesis as well as the process of answering the problem statement.
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7.1 Research Design
The selection and application of a research design in a project affect both the content and design of the
specific project. Depending on the type of research design and the data required to reach a specific
objective or conclusion, different types of data can be collected using various research methods which
have different implications on the data collection methods as well as usefulness of the collected data
(Harboe 2011, 59).
Selection of Research Design
The research design affects the methods used to collect data, and several types of research design
exist, such as experiments, case studies, quantitative surveys, and action research (Ibid., 59). In this
thesis, the case study design has been applied as research design as the focus is only on a single case
which is the Starbucks case and its specific problem statement. A case study focuses on an extensive
examination of the circumstances surrounding the specific case and its potential problem. The case
study usually focuses on the unique features of the specific case and is often associated with a
qualitative approach to data collection and analysis (Bryman 2004, 48-50).
Different types of case studies exist, which are the critical case, the unique or extreme case, the
revelatory case (Yin in Bryman 2004, 51), and the exemplifying case (Bryman 2004, 51). The critical
case has a clearly specified hypothesis, and the purpose is to create a better understanding of the
circumstances in which the hypothesis can be confirmed or denied. The unique or extreme case focuses
on a specific case in which the circumstances are perceived to be unlike others thus making the case
interesting to examine further. The revelatory case concerns cases which have previously been
inaccessible for observation and analysis (Yin in Bryman 2004, 51). The exemplifying case is chosen
when a case is neither extreme nor unusual but useful simply because it is suitable for examining
certain research questions, such as related to key social processes (Bryman 2004, 52).
In connection with the thesis, selecting the case study allows for an intensive examination of a single
case in contrast to analysing and comparing several different cases. In this connection, a standard
criticism of case studies is that they provide results which often are inapplicable for generalisations.
However, this claim is often countered with the explanation that case studies are not for generalisation
but used for more elaborate examination of a single case (Bryman 2004, 52). Therefore, the single case
design, and more specifically the exemplifying case, is appropriate for this thesis as the purpose is not
to generalise but to examine and understand the specific circumstances in relation to Starbucks and its
customers.
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Research Methods and Data Types
In connection with the selection of a research design, two categories of research methods are
distinguished between which are quantitative and qualitative research methods (Harboe 2011, 45).
Quantitative research methods aim to collect quantitative data which are countable and statistically
calculable. These methods are descriptive and useful when aiming to create a representative overview
of a specific problem and are often found via specific research methods, such as questionnaire surveys
or experiments. Generally, the amount of respondents in quantitative research methods is much larger
compared to qualitative methods as the purpose of quantitative methods is to make generalisations.
As the answering options are predetermined it is not possible to have answers and data explained in
connection with the reasons for the respondents’ individual answers (Ibid., 45-47).
On the other hand, qualitative research methods aim to collect qualitative data which are not used for
generalising and showing results that represent a larger part of a population. However, the purpose of
using qualitative research methods is to collect data which go into details within a defined field of
study to explain the individual circumstances. In contrast to the quantitative approach, the qualitative
methods usually focus on a limited amount of respondents to go more into depth and examine a
problem in a specific context, such as through interaction and dialogue questions. Qualitative data are
often collected through research methods, such as field observations and qualitative interviews of
which the latter enables answers to be elaborated and additional non-predefined questions to be
asked during the interview in order to increase and improve the amount of collected data (Ibid., 47-48
& 56).
The type of data collected in the thesis is qualitative. First, an analysis of Starbucks’ use of
communication in social media will be conducted to examine if the company’s identity expressed
through its mission statements is reflected in the communication. Starbucks’ communication will also
be analysed in order to identify any possible use of communication strategies towards its customers
and how these affect the communication with the customers. Second, qualitative interviews with
individual Starbucks customers will be conducted based on the findings in the analysis of Starbucks’
use of communication. These interviews will assess the customers’ perceptions of Starbucks and how
the use of communication in social media influences the customers’ images of Starbucks.
The analytical approach to be applied in the two sub-analyses will be accounted for in section 12.1,
and the contents and structures of the two sub-analyses will be thoroughly explained in sections 12.2
(sub-analysis of communication) and 12.3 (sub-analysis of interviews).
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The application of a qualitative research design and qualitative research methods is consistent with
the scientific approach applied in the thesis. The reason for this is that social constructivism considers
elements such as interaction, language and communication, and social context to be key elements in
shaping individuals’ understanding of knowledge and reality. These elements are easier to examine if
the focus is on an extensive analysis of a limited field of study, and thus it is useful to apply a
qualitative approach to analyse and understand the Starbucks case more extensively.
Furthermore, in connection with research designs, a distinction is made between a deductive
approach which focuses on theory testing and an inductive approach which is concerned with theory
building. As the scientific approach in the thesis is social constructivism theories are used as a means
to explain and understand social interactions that occur between individuals. Therefore, the theories
applied in the thesis will function to explain the Starbucks case by testing the selected theories on the
case. This implies a move from the general theories to the specific case study, and thus it is the
deductive approach which is applied in the thesis (de Vaus 2001, 6-7). The deductive approach entails
that the problem statement is the point of departure in the thesis. The theories which will be tested on
the empirical data are first accounted for through descriptions of the thesis’ use of methodology.
Afterwards, the theories are tested on the empirical data in order to reach an answer of the problem
statement (Ankersborg 2011, 86-87).

8. Theory Foundation
This section will elaborate on the theories applied in the thesis. The purpose is to explain the relevance
and interconnectedness of the selected theories regarding answering the problem statement and to
clarify the structure of the applied theories. In the thesis there are different things which are
interesting to look further into. First, it is interesting to examine how Starbucks uses communication
in social media and how the company strategically uses various social media channels to communicate
to and with customers. Secondly, it is also interesting to examine how customers’ perceptions of
Starbucks are affected by the company’s specific use of social media and communication strategies.
Social Media
The first theoretical part to be accounted for is social media theory, which is included to describe the
context in which Starbucks communicates to and with its customers. Therefore, this theory primarily
functions to describe the foundation of the interaction and communication between Starbucks and its
customers. Accounting for social media and some of the most important channels which are available
to both users and companies will help clarify the large potential that is present in utilising social
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media. Social media also affects companies’ communication strategies and activities and enables them
to interact with different stakeholder groups, customers in particular, at any time anywhere.
The social media theory described in the thesis is based on social media and corporate
communications authors Lon Safko and Joel Postman’s works on social media.
Stakeholders
The section about stakeholder theory is relevant to the thesis as it accounts for the different
individuals and groups that both influence a company but are also influenced themselves by the
company. Furthermore, the notion of image focuses on the perception of a company as a whole and
thus includes numerous individuals and groups that have some degree of interest and stake in a
company. Thus, it is necessary to examine the various stakeholder groups’ importance to and influence
on a company as it affects how the company communicates with the specific stakeholder group.
In order to do this, the stakeholder theory described and applied in the thesis is primarily connected to
Professor R. Edward Freeman’s works on stakeholder theory as he has been one of the most influential
writers in this field for several decades. To support Freeman’s theory and improve the general
understanding of stakeholder theory relevant works primarily by Professor in stakeholder theory Max
Clarkson, Professors in business ethics Thomas Donaldson and Lee Preston, and Professor in
management and organisation Joep Cornelissen have been included.
Identity and Image
Identity and image theory has been included to examine customers’ perceptions of Starbucks and to
understand the factors behind the company’s efforts in creating a specific internal identity and
external image in the minds of the company’s stakeholders. Primarily, identity has an internal
perspective and focuses on the members of the company whereas image has an external perspective
and focuses on outsiders’ perceptions of a company. However, the two concepts overlap which may
result in some confusion. At the same time, some scholars also use different terminology to describe
the same elements (van Riel and Fombrun 2007, 38 & 62-63), and thus it is necessary to explain and
clarify these concepts in order to improve the overall understanding of identity and image. The theory
section will elaborate on two different approaches to identity and image, organisational and corporate.
In addition, the perceptions which companies attempt to construct in the minds of their stakeholders
also influence companies’ choice of communication strategies.
The identity and image theory applied in the thesis have primarily been based on the works of
corporate branding scholars Mary Jo Hatch and Majken Schultz, management and marketing scholars
Edward Gray and John Balmer, and reputation scholars Cees van Riel and Charles Fombrun. In support
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of their work, and to improve the understanding of the theories of identity and image, works of
management experts Stuart Albert and David Whetten, and Professor in management and organisation
Joep Cornelissen in particular have also been included.

9. Theory
This section will describe and account for the theories which will be applied in the thesis. First, social
media theory will be explained to describe the context in which the Starbucks case occurs. Then,
stakeholder theory will be accounted for as the stakeholder group ‘customers’ is the focal point in this
thesis. Lastly, the theories of identity and image, respectively, will be accounted for as these theories
form the basis of assessing the Starbucks customers’ perceptions of the company, and thereby makes it
possible to answer the problem statement.

9.1 Social Media
The following section will account for the concept of social media. First, this will include a clarification
of what social media is. Then, some of the most important social media channels will be described as
well as how companies may benefit from using these. Finally, the influence of social media on
corporate communication will be elaborated to clarify how companies’ communication activities and
strategies are affected by the use of social media.
Social media theory is included in the thesis as it is necessary to account for the context in which
Starbucks and its stakeholders communicate and interact. Social media brings with it many new
opportunities and challenges, which both individuals and companies need to be aware of as it greatly
affects ways of communicating and interacting.

9.1.1 What is Social Media?
The invention of the Internet revolutionised the way in which people interact, retrieve information,
and much more, and have had an immense influence on people’s everyday lives. As the Internet has
developed over the years, new possibilities and challenges have appeared for both individuals and
companies. Especially in recent years, this development has been evident with the emergence of
numerous social media channels and tools, which have facilitated new means for close, personal twoway communication and interaction between people regardless of geographical location or time.
The term social media consists of two words, social and media. Social refers to the needs humans have
to connect with other humans and be around similar like-minded people with whom they can share
thoughts, ideas and experiences comfortably and trustfully. Media refers to the technological means
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used to connect and interact with others. Thus, social media is about the use of various media and
technologies to reach out and connect with others, build trust, and create relationships (Safko 2012, 45).

9.1.2 Types of Social Media
Although communication is and always has been a two-way process, the methods of communication to
current and potential customers have changed dramatically over the recent years. The use of digital
social media tools has changed the type of communication from one-way reporting towards two-way
conversation. The media and technologies used in social media are many, and some of the most
popular channels relates to social networks, blogs and forums (Ibid., 10 and 140).
Social networks
Social networks, also known as virtual and online communities, consist of groups of people who
interact through online networks, blogs, comments, sharing, checking in, reviews, and who use text,
audio, photographs, and video for social, professional, and educational purposes. The purpose of a
social network is to build trust in a given community in order for its members to interact and share
thoughts, ideas, and information about themselves. A network can be as small as just a few persons or
have hundreds of millions of users, which is the case with the world’s largest online social networking
site Facebook that has more than 800 million members of which half log in every day (Ibid., 25-31).
Facebook is a social networking site which allows its users to digitally connect with anyone anywhere
in the world in order to share content and information, view and comment on other users’ activity and
content-sharing, and basically interact online with other users. It is possible to connect with friends
and family, make new friends, and talk about life with others by sharing information and content. In
addition to connecting and interacting with friends or strangers, users are also able to interact with
companies which have created company pages that users are able to ‘like’ in order to show interest in
the company, its Facebook page, and its business activities in general (Ibid., 30-33).
For companies, being on Facebook is an opportunity to be exposed to more than 800 million users
worldwide. This means great opportunities for marketing products and services to many current and
potential customers. In addition, the companies are able to create company pages which any user can
become connected to, and afterwards receive information from and about the companies and their
activities from both the companies themselves but also other users (Ibid., 2012, 30-33).
Social networking sites have completely and rapidly changed the way that people interact both
personally and professionally, and with the amount of potential customers gathered in one place, such
as Facebook, it is most likely a very good idea for companies to be present there as well. Furthermore,
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in relation to decision-making when buying products or services many people seek advice from their
trusted network of friends, family, colleagues and even strangers of which many are present on online
and on Facebook (Ibid., 27-28).
Blogs
A blog, or web log, is a website which functions like an online journal, and is one of the easiest and
most effective ways to create conversations. It is primarily maintained by an individual, who makes
regular entries or posts displayed in reverse chronological order and includes commentary, thoughts,
and ideas. Most blogs focus on a single or very few specific subjects, which contain text, photos and
videos, and a blogs is a useful tool for expressing one’s thoughts, ideas and activities. One of the most
important features of a blog is the reader’s ability to interact with the author through comments, and
asking open-ended questions in blog posts is one of the best ways to encourage dialogue and
interaction. However, the author is also required to maintain the blog as regularly posts are necessary
in order not to lose the interest of blog readers (Ibid.,141-149 & 159).
Blogs are not only for individuals to use but also for companies. So-called corporate blogs can be used
for internal purposes, such as communicating to employees, or as an external communication tool,
used for sales, marketing and branding purposes, aimed at communicating to and with customers and
other stakeholders (Ibid., 148-149). Blogs can help companies create trusted followers and brand
themselves in a strong environment right in front of its target audiences (Ibid., 551-552).
Forums
Internet forums are website applications that manage and provide media in which ongoing online
community discussions about a particular subject can take place. The users are a group of contributors
along with moderators who participate in the discussion. The moderators monitor the discussions to
ensure that they adhere to the forum’s rules. Members can start topics which other members can
comment on to participate in the discussion (Ibid., 119).
The Internet forum was one of the first Internet-based networking and online communication tools
and is still seen as a great way to engage people in an interactive ongoing conversation on a particular
subject regardless of it being to share ideas, seek advice, or simply to participate in discussions (Ibid.,
117-118).
Forums facilitate building strong community ties, loyalty and trust and are intended to promote
ongoing dialogue about a specific subject. A forum is a good example of a trusted network, which is
why many companies have established their own online company forums to allow people from all over
the world to participate in discussions about the companies, their products and services. Most
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members of a forum join since they have interest in the subject matter and actively participate by
reading, commenting, and sharing ideas. Forums focus on trust-building, participation, two-way
communication and user-generated content (Ibid., 118).

9.1.3 Companies’ Use of Social Media
For companies there are many reasons to actively use social media and interact with customers and
other stakeholders. Social media is primarily used to communicate with customers and offers a set of
highly effective tools for providing customer service and creating positive word of mouth. Meanwhile,
social media is also effective for internal communications to and with employees (Ibid., 8-9). The large
amount of users who are online in social media brings along enormous amounts of valuable
information about habits, preferences, and perceptions of products and brands which companies may
use in their communication to and with customers and others stakeholders. Social media is also an
opportunity for genuine one-to-one conversations and thus makes the company able to get closer to its
customers and benefit from the vast amounts of information that users share (Postman 2009, 3-4).
With social media the way people communicate has changed, and companies’ traditional use of oneway communication has changed towards involving the customers through two-way communication.
However, an outcome of this for companies is an increasing loss of control over corporate messages as
many customers perceive the messages as untrustworthy and because people increasingly are
communicating and discussing with others online about the companies which affect their opinions.
Instead, customers prefer receiving information from and sharing experiences and thoughts with
people they know, have a relationship with, and share a bond with through trust (Safko 2012, 5-6).
This means that customers are gaining more influence on and control of companies’ brands and
corporate messages through their use of social media and online interaction with peers (Ibid., 535).
Therefore, companies should engage in social media as it has much influence on their reputations and
brands through the conversations that take place online about the companies, their products, and
brands. It is necessary for companies to be aware of these conversations, participate in them, and
actively work with encouraging good behaviour to receive positive publicity while preventing negative
(Ibid., 580).
Specific types of social media, such as online communities and forums, enable companies to
collaborate with stakeholders regarding business activities, such as product and service innovation,
communications improvement, and customer service. Social media also facilitates better engagement
between a company and its audiences as social media allows everyone associated with the company to
be an active part of the company’s online activities and company strategy (Postman 2009, 4). Social
media is also a means for the company to provide its audiences with richer user experiences as they
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can incorporate different media and technologies, such as video and live streaming, in the interaction
with stakeholders (Ibid., 4).
However, with social media and new technologies, potential dangers also lurks. The large amounts of
people who are now able to interact with companies’ through social media affect the companies’
messages and content through participation in conversations with and about the companies. This
reduces companies’ ability to control everything that is being communicated and thus can influence
them negatively (Safko 2012, 5). Furthermore, as users are able to interact with companies online
anytime from anywhere, may increasingly create unrealistic expectations of companies regarding
improved customer service, faster response time, and increasing availability to respond to users’
questions and comments. Companies may also underestimate the amount of resources that are
required to make their social media experience successful (Postman 2009, 11).
Essentially social media marketing is all about listening first, understanding the conversation, and
speaking last (Safko 2012, 6). Doing this may lead to the building of more lasting and trusted
relationships, which will result in more sales, fewer returns, and greater word of mouth (Ibid., 6). At
the same time, this may prevent customers airing negative experiences and thereby creating negative
word of mouth, which quickly can reach vast amounts of users online.

9.1.4 Social Media’s Influence on Corporate Communication
Social media affects companies and can become a powerful tool for companies in their work with
corporate communication. Social media influences companies’ communication activities and results in
increased authenticity, transparency, immediacy, connectedness and participation.
Never before, have companies’ communication activities experienced so much authenticity as now due
to the amount of unfiltered, spontaneous information coming from companies through numerous
social media tools (Postman 2009, 9).
Stakeholders’ need for increased transparency of companies’ business activities is easier satisfied
through social media as companies are able to share valuable information publicly to anyone at any
time. By being open and increasingly transparent, companies may be exposing many aspects of their
businesses to their stakeholders, such as considerations about strategic decisions. However, if
successful, the companies may experience closer and more rewarding relationships with its
stakeholders (Ibid., 9-10). With social media, communication also becomes more immediate as it is
happening at lightning speed. Companies are able to express themselves instantly which make the
communication more current and relevant for their audiences. However, this immediacy also happens
outside of companies’ control in blogs, communities, and social networks in which anyone can write
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positive or negative statements about the companies. Related to this immediacy is also connectedness
as messages are more widely distributed through social media and other technologies which make
recipients more connected despite being more geographically dispersed (Ibid., 10-12).
Social media is increasing external audiences’ participation in companies’ corporate communication
activities. On companies’ blogs, forums or social media newsrooms, users are able to comment, ask
questions and, more importantly, help other users. Thereby, many customers are assisting companies
by solving problems for other customers, and many customer forums are almost self-running with the
companies being only supervisors maintaining good behaviour. The increased participation provides
companies with new input and ideas, and allows users to feel involved and valued, which improve the
perception of the companies and their brands (Ibid., 11).
Companies’ presence in social media affects both them and their stakeholders significantly. With the
right focus and strategy, many possibilities are available to the companies which can result in
competitive advantages and company growth if applied in a successful way.

9.2 Stakeholders
The following section will elaborate on stakeholder theory. First, the term stakeholder will be defined
and described including the view and necessity of dividing stakeholders into different groups. Then,
the importance of active stakeholder management and collaboration as well as possible stakeholder
communication strategies will be accounted for.
Stakeholder theory is included in the thesis as it helps to identify and prioritise the many different
individuals and groups that companies must consider in connection with their business activities.
Every stakeholder group has a different degree of importance to a company and also influences the
company in different ways, and, therefore, it is necessary for any company to manage the relationships
with all stakeholders. Companies should ensure that stakeholders are heard and communicated with
to meet the expectations and interests of all stakeholder groups in order to not to lose their trust and
confidence.

9.2.1 The Stakeholder Concept
In today’s business world, companies are increasingly under pressure from many different groups of
people who have different agendas and interests. Companies experience this pressure both internally
from their own employees and externally from customers, investors, interest groups, and many others,
who expect companies to provide results, information, etc. faster and more efficiently. It is necessary
for companies to identify and consider each of these stakeholders in order for companies to improve
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the management of and relationships with these stakeholders as well as the management of the
companies (Freeman 2010, 4-8).
The stakeholder concept comprises many definitions which are different in scope and regarding the
view of who a company’s stakeholders are. However, a classic definition of stakeholders is by Edward
Freeman who stated that “a stakeholder is any group or individual who can affect or is affected by the
achievement of the organization’s purpose and objectives” (Freeman 1984, 6). Freeman believes that
any company has a direction it wishes to head for through its overall strategy. Individuals or groups
that can affect the company’s direction and strategy are perceived as stakeholders. Therefore, these
stakeholders play a vital role in the success of the company and must be considered by the company in
its strategic process of managing the company (Freeman 2010, 25 & 46).
Max Clarkson (1995, 106) defines stakeholders as “persons or groups that have, or claim, ownership,
rights, or interests in a corporation and its activities, past, present, or future”. These claims or rights are
the result of transactions with, or actions taken by, the company, which may be legal or moral,
individual or collective. Stakeholders with similar interests, claims, or rights may be categorised as
belonging to the same group of stakeholders.
The term stakeholder includes the word stake which can be defined as “an interest or a share in an
undertaking, [that] can range from simply an interest in an undertaking at one extreme to a legal claim
of ownership at the other extreme” (Carroll and Bucholtz 2011, 65). The content of stakes held by
stakeholders is different based on the stakeholders’ specific interests in the company and may conflict
with each other which forces the company to consider the balance between various stakeholders and
their interests in the company (Cornelissen 2011, 42).
Freeman considered three types of stakes to be present: equity stakes, economic or market stakes, and
influencer stakes. Equity stakes belongs to those who have some direct ownership of the company
such as shareholders. Economic or market stakes belongs to those who have an economic interest, but
not an ownership interest, in the company, such as employees and customers. Influencer stakes
belongs to those who have neither an ownership nor economic interest in the company or its actions,
but have other interests, such as environmental groups or trade organisations (Freeman 1984, 8).

9.2.2 Stakeholder Importance and Division
A standard way to look at stakes and stakeholders is to assess whether a stakeholder’s interest in a
company is primarily economic or moral in nature, and on this basis the stakeholders are divided into
groups of primary and secondary stakeholders (Cornelissen 2011, 43). However, it is of course
possible for stakeholders to have both economic and moral interests in a company, which complicates
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the assessment of the stakeholder groups’ importance to a company. According to Clarkson (1995,
105-108), primary stakeholder groups are those which are important for financial transactions and
essential for the company to survive. Secondary stakeholder groups generally influence or affect, or
are influenced or affected by, the company, but are not engaged in financial transactions and are thus
not directly necessary for the company to survive. However, secondary stakeholder groups have moral
or normative interests in the company and are able to influence public opinion in favour of or against
the company’s performance. Therefore, secondary stakeholders are also important regardless of their
lack of direct financial influence on the company.
In line with Clarkson’s view on stakeholders, Figure 3 shows Freeman et al.’s (2007, 51) perception of
the division of stakeholders and their relative importance to a company which is much alike Clarkson’s
approach. They believe primary stakeholders are those individuals or groups that engage in direct
economic transactions with the company while secondary stakeholders do not engage with the
company in direct economic exchanges, but are either affected by the company’s actions or able to
affect the company themselves (Ibid., 50-51).

Figure 3: Two-tier stakeholder map of primary and secondary stakeholders (Freeman et al. 2007, 51).

Based on Freeman et al. and Clarkson’s perceptions of stakeholders and their importance, all
stakeholder groups should be acknowledged and respected as each has some influence on the
company either directly or indirectly. In this respect, communication to and with each stakeholder
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group is essential in maintaining and developing stakeholder relationships. However, some
stakeholder groups are perceived as more important than others namely those that directly engage
financially with a company, and thus the primary focus should be on the primary stakeholders.

9.2.3 Stakeholder Management
Organisations increasingly are recognising the need of a view of stakeholder management that
involves actively communicating with all stakeholder groups which a company is dependent on and
not only with shareholders or customers (Cornelissen 2011, 10). It is important for companies to
identify and know about each of its stakeholder groups as it will facilitate more efficient management
of companies, such as by improving strategic planning or communication with and information to
internal and external stakeholders (Freeman 2010, 35).

Figure 4: Stakeholder model of strategic management (Donaldson and Preston 1995, 69).

Figure 4 shows that stakeholder management is a dynamic process in which the company and its
stakeholders are interdependent. This means that the various stakeholder groups are affected by the
company’s operations but are also able to affect the company and its performance. In addition, the
stakeholders are actively participating in changing the image, identity and brand of the company
through the ongoing dialogue and interaction between the company and its stakeholders. All
stakeholder groups need to be considered and communicated with as each has some degree of
influence on the company as well as on other stakeholder groups. By considering the interaction and
communication with stakeholders and their potential influence, the company is more likely to sustain
its financial performance and secure continued acceptance for its business operations (Donaldson and
Preston 1995, 68-69).
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Companies do not only interact with stakeholders for instrumental reasons which are related to
corporate performance, such as profitability, growth, reduced costs and risks, or an improved
reputation. Companies may also embrace normative reasons which are related to morality, ethics and
social rights (Ibid., 71). Considering both instrumental and normative reasons may create effects of
synergy for companies. By doing well for one stakeholder group for normative reasons may create
reputational returns which consequently affect other stakeholder groups’ perceptions of a company,
and thus create instrumental value for the company (Cornelissen 2011, 42).
In the management of stakeholders there are many considerations to make in order to avoid problems
for both stakeholders and the company. All stakeholder groups need to be considered and managed to
a different degree. This requires much effort by any company in the process of evaluating the
importance of the different stakeholder groups and their influence on the company. The influence of
each stakeholder group may change over time which requires companies to regularly assess the
importance and influence of each stakeholder group and adapt the companies’ use of resources spent
on them (Freeman 2010, 52-53). Each stakeholder group also has different kinds of stakes involved in
their relations with companies as well as different understandings of how important they are to the
companies. The stakeholders’ interests in a company might range from a clear focus on instrumental
reasons of economic value to normative reasons related to social rights (Ibid., 59). At the same time,
some stakeholders may belong to more than one stakeholder group and these differing perceptions
and overlaps between stakeholder groups may create complications for both stakeholders and
companies in their interaction (Cornelissen 2007, 61).

9.2.4 Communication Strategies
Stakeholders have different interests in a company and focus on different aspects of it. Therefore, it is
necessary that each stakeholder group receives information from the company which is relevant and
of interest to them in order to maximise the usefulness of the information. Providing qualitative and
relevant information to the stakeholders is also very important as it influences the company’s image
and reputation (Ibid., 44). Stakeholders who are salient or have a powerful interest in the company
must be communicated with to ensure their continued support in the company. It is necessary to listen
to the company’s key stakeholders, such as customers, and maybe also to involve them in some of the
decision-making in the company. The involvement of the stakeholders may occur at various levels
through three different stakeholder communication strategies. Figure 5 shows different
communication strategies and their respective level of stakeholder involvement. The company may
apply a strategy in which it only provides or disseminates information to stakeholders to create
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awareness or it may apply a strategy of active communication with stakeholders and include them in
some of the company’s decision-making (Ibid., 49).

Figure 5: Stakeholder communication: from awareness to commitment (Cornelissen 2011, 49)1.

As seen in Figure 5, the three types of strategies which can be applied are an informational, persuasive
or dialogue strategy.
An informational strategy is used to inform stakeholders and make information available, such as
through press releases, newsletters and the company website. This strategy may create awareness of
corporate decisions and may contribute to the understanding of the reasons for these decisions. A
persuasive strategy is applied to change and turn the knowledge, attitude, and behaviour of
stakeholders in a way that is favourable to the company. Favourable images of the company and a
particular understanding of the company’s decisions, values, products and services are created
through means such as corporate advertising and campaigns. A dialogue strategy involves both the
company and its stakeholders to engage in a mutual exchange of ideas and opinions through dialogue.
This strategy involves active consultation with stakeholders and incorporation of important
stakeholders into the company’s decision-making. It involves a process of understanding and mutual
decisions rather than strategic self-interest on the part of the company (Ibid., 49-50).
The application of the strategies depends among other things on the power-interest of a stakeholder
group, and also the need for active engagement with stakeholders in order to build long-term,
profitable relationships with them (Ibid., 50).

1

Cornelissen’s model is based on the works of Grunig, J.E. and Hunt, T. 1984. Managing Public Relations. New
York: Holt, Rinehart & Winston; Deetz, S. 2006. “Dialogue, communication theory, and the hope of making quality
decisions together: a commentary”, Management Communication Quarterly, vol. 19: 368-375; Morsing, M. and
Schultz, M. 2006. “Corporate social responsibility communication: stakeholder information, response and
involvement strategies”, Business Ethics: A European Review vol. 15: 323-338.
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Figure 6: Models of organisation-stakeholder communication (Cornelissen 2011, 50)2.

Figure 6 shows how the three stakeholder-communication strategies utilises communication to and
with its stakeholders, and the type of relationship between the company and its stakeholders.
The informational strategy is one-way symmetrical, which means that communication is always oneway and expressed by the company to its stakeholders. The relationship between the company and the
stakeholders is symmetrical as the purpose is to communicate objective information about the
company to relevant stakeholders and not try to persuade the stakeholders regarding understanding,
attitudes or behaviour. The persuasive strategy is two-way asymmetrical. This entails that the effects of
the company’s communication are unbalanced in the company’s favour as the purpose is to change
stakeholders’ attitudes and behaviours while the company remains unaffected. In this sense the
company’s efforts to communicate with and influence stakeholders aim at creating some kind of
reaction from the stakeholders. The dialogue strategy is two-way symmetrical with the purpose of
exchanging views and opinions to reach mutual understanding between the company and its
stakeholders. The communication process allows both parties to express themselves and exchange
information freely, and both parties recognise each other as an important part of the process (Ibid., 5051).
Each of the three strategies requires different media or channels to communicate with the
stakeholders and vary significantly based on the media or channels’ ability to facilitate rich exchanges.
A rich exchange means that the media or channel includes the ability to provide immediate feedback
between company and stakeholders, to personalise and adapt messages based on responses, and to

2

Cornelissen’s model is based on the works of the authors cited in footnote 1 on the previous page.
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express and articulate the message in different ways. These rich exchanges are clearly very important
when applying the dialogue strategy as direct, personalised interaction with the stakeholders is
necessary. However, less rich exchanges, such as one-way communication products, are associated
with an informational strategy as there is no need for stakeholders’ direct responses to a message but
are effective for well-understood messages and standard data (Ibid., 52-53)3.

9.2.5 From Stakeholder Management towards Stakeholder Collaboration
Recently, the focus on stakeholders has changed towards an increasing recognition of creating longterm relationships. Rather than focusing on simple, limited communication or exchange of products
and services, companies should focus more on changing the relationships between the company and
its stakeholders from management to collaboration and from exchanges to long-term relationships
(Ibid., 53).
An increased emphasis on stakeholder relationships requires that companies identify the stakeholders
who are interested in collaborating and then encourages the process of cooperation. Companies may
also adapt some of their business activities so that they conform to expectations of external
stakeholders. Moving from management of stakeholders to increased collaboration with them implies
applying the two-way symmetrical communication model to build relationships through dialogue, and
thereby create opportunities and competitive advantage for the companies. At the same time, this
should create added value for the stakeholders involved as they will gain more influence in the
decision-making process. An example of this collaboration is to involve customers in the research and
development process through participation in brand communities (Ibid., 53-54)4. Therefore, involving
customers and other important stakeholders may create positive outcomes for both companies and
their stakeholders. The mutual gains that are hopefully achieved through the collaboration may lead to
closer and more beneficial relationships in a long-term perspective.

9.3 Identity
In the following section the theory of identity will be accounted for. First, this account will elaborate
on different perceptions and definitions of the identity theory, which relates to an internal perspective
and understanding of the company by the members inside the company. Two approaches to identity,

3 Based on Daft, R. L. and Lengel, R. H. 1986. “Organizational information requirements, media richness and
structural design”, Management Science vol. 32 (5): 554-571; and Kaplan, R. S. and Norton, D. P. 2001. The
Strategy-focused Organization: How Balanced Scorecard Companies Thrive in the New Business Environment.
Boston: Harvard Business School Press.
4 Based on Svendsen, A. 1998. The Stakeholder Strategy: Profiting from Collaborative Business Relationships. San
Francisco: Berrett-Koehler Publishers; Andriof, J., Waddock, S. Husted, B. and Rahman, S. S. 2002. Unfolding
Stakeholder Thinking: Theory, Responsibility and Engagement. Sheffield: Greenleaf.
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organisational and corporate, have different understandings of how a company’s identity is
constructed and affected by those inside the company. Then, a comparison of the two approaches to
identity will be conducted to account for the interdependence between the approaches and clarify the
importance of connecting the two approaches in order to create a more comprehensive understanding
of identity.
The theory about identity is included in the thesis in order to clarify what a company’s identity is and
how it is constructed by companies. The identity of a company also has an influence on its
stakeholders’ different images of the company and the ways in which companies communicate with
various stakeholder groups.
To understand the image theory better it is necessary first to look at the influence of a company’s
identity on its image as the identity in part shapes the image individuals have of a company (van Riel
and Fombrun 2007, 69). In addition, a company’s identity, preferably a unique one, may create
differentiation from other companies, and may lead to projecting a coherent and consistent set of
images to the public, which can result in a competitive advantage to the company (Fombrun 1996, 6).
Therefore, it is necessary first to look at what identity is, and then how it affects the construction of a
company’s image.
The concept of identity is multidisciplinary and has been defined in many ways based on the many
different approaches to identity from fields such as organisational studies, marketing and strategy. The
many approaches to identity create both confusion, but also different viewpoints and perceptions,
which add value to the understanding and application of the identity concept. In this connection it is
possible to view identity as divided into two parts, organisational and corporate, which both address
the same phenomenon but from different perspectives (Hatch and Schultz in Schultz et al. 2000, 1112).

9.3.1 Organisational Identity
Organisational identity is rooted in social identity theory which emphasises social interaction as the
means to create individual identity (Albert and Whetten in Hatch and Schultz 2000, 15). Focus is on
the internal understanding by all members of the organisation and their perception of the
organisation’s identity (Brønn in Brønn and Wiig 2002, 104). Organisational identity refers to what
members perceive, feel and think about their organisation and is seen as a collective and commonlyshared understanding of the distinctive values and characteristics of the organisation. It is grounded in
local meanings and embedded in the organisational culture (Hatch and Schultz 1997, 357), and
through interpersonal communication, which is the dominant way of communicating; identity is
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created in the interactions between the members of the organisation (Hatch and Schultz in Schultz et
al. 2000, 17).
An early definition of organisational identity which have been reused much in the field of
organisational identity theory (Hatch and Schultz in Schultz et al. 2000, 15) is by Albert and Whetten
(in van Riel and Fombrun 2007, 66) who stated that “Organizational Identity is (a) what is taken by
organizational members to be central to the organization, (b) what makes the organization distinctive
from other organizations in the eyes of the beholding members, and (c) what is perceived by members to
be enduring or continuing linking the present with the past and presumable the future”. According to
Albert and Whetten (in van Riel and Fombrun 2007, 63), companies, just as individuals, have their
own individuality and uniqueness which are rooted in different factors such as its strategy and
philosophy. For each company this specific combination of identity factors creates a set of values that
are core, distinctive and enduring to the company.
Hatch and Schultz (in Schultz et al. 2000, 15) describe organisational identity as the many different
elements that all of an organisation’s members have an opinion about and how they think of
themselves. According to them, organisational identity refers to how members of an organisation
understand who they are, and what they and their organisation stand for (Hatch and Schultz in Schultz
et al. 2000, 15). The identity of a company is experienced through everyday behaviour and language,
and communication of organisational identity to external stakeholders requires interpersonal
interaction between stakeholders and members of the company (Ibid., 19).

9.3.2 Corporate Identity
Corporate identity has its roots in consultancy practices and marketing (Ibid., 12), which are
perspectives that mainly have an external focus for companies, such as communication with and to
customers.
Corporate identity refers to how a company expresses and differentiates itself to its stakeholders (van
Riel and Balmer 1997, 350), and it involves constructing a specific impression of a company to
differentiate the company’s position in the eyes of important stakeholder groups (Cornelissen 2011,
62-63). It can be seen as the idea of the organisation, and how it is represented primarily to external
stakeholders. The corporate identity is primarily defined by the top management and most often
communicated to the company’s stakeholders through mass media (Hatch and Schultz in Schultz et al.
2000, 17-19).
The view on corporate identity as aimed primarily towards external stakeholders is also evident in
Gray and Balmer’s (1998, 695-697) definition of corporate identity which they defined as “the reality
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and uniqueness of an organization, which is integrally related to its external and internal image and
reputation through corporate communication”. According to them, corporate identity essentially states
what the corporation is. It refers to the distinct characteristics of the company used to differentiate it
from competitors in the eyes of its stakeholders through corporate communication in an effort to
affect the company’s corporate image and reputation, and thus hopefully create a competitive
advantage (Ibid., 695-696). Figure 7 depicts this process.

Figure 7: Operational model for managing corporate reputation and image (Gray and Balmer 1998, 696).

The aim of corporate identity management is to establish a favourable reputation with the company’s
stakeholders in order to sell additional products and services, attract new employees or retain current
ones, or to invest in the company (van Riel 1995, 29). Furthermore, as many products and services are
becoming increasingly similar, a distinct corporate identity increases a company’s likelihood of being
profitable (Hatch and Schultz in Schultz et al. 2000, 13) while also generating identification to its
stakeholders (van Riel and Fombrun 2007, 62). An often used economic argument is also that a
distinctive and recognised corporate identity can generate added value through improved corporate
images and brands (Hatch and Schultz in Schultz et al. 2000, 13).
Therefore, a favourable corporate identity which positively affects the company’s corporate reputation
has strategic value for the company and may lead to competitive advantages while ensuring
acceptance and legitimacy from its stakeholders. The corporate identity can be seen as an intangible
and valuable asset to the company, which also makes it difficult to imitate by other companies
(Cornelissen 2011, 62-64). Much work concerned with creating this distinctiveness to external
stakeholders through communication and impression management should be bound in a company’s
own distinctive identity (van Riel and Balmer 1997, 348).

31

Anders Secher | Customers’ Perceptions of Starbucks and Its Social Media Communication

An approach within the corporate identity perspective is the strategic school, which focuses on the
central idea of the organisation and is often stated in the vision, mission and philosophy of a company.
Corporate identity is perceived as part of the strategic process of connecting corporate strategy to a
company’s image and reputation (van Riel 1995, 34-35) and influences how a company communicates
about itself due to the strong link to the company vision and strategy (Hatch and Schultz in Schultz et
al. 2000, 14). According to Hatch and Schultz (Ibid., 17) the creation of a corporate identity by a
company’s decision-makers is also increasingly including both internal and external stakeholders’
perceptions and reactions in the identity formulation.
Identity issues, such as who we are and our way of behaving and communicating, all influence how
external audiences perceive members of a company. Communicating these aspects of a company’s
identity to external stakeholders may help the company project a specific identity which will make the
external stakeholders create an image of the company that is similar to the company’s own desired
image (Ibid., 18-23).

9.3.3 Connecting Organisational and Corporate Identity
Table 1 summarises some of the main differences between organisational and corporate identity. The
main differences are seen in the way identity is created and communicated, and by who, as well as who
the recipients of the communication are.

Table 1: Contrasts between corporate and organisational identity (Hatch and Schultz in Schultz et al. 2000, 17).

Connecting corporate identity, the picture of the company which is presented to external stakeholders,
to the core values of the company, which members of the company themselves associate with the
company, is important. Because a corporate identity which is rooted in the organisational identity
ensures that the projected image is real and authentic rather than fake and cosmetic, and at the same
time is carried and shared by members of the company. Furthermore, the image projected to external
stakeholders affects the beliefs and values of employees and thus affects the organisational identity as
employees mirror themselves in the messages communicated by the company to external
stakeholders. Therefore, the two types of identity in a company, organisational and corporate, should
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not be perceived as separate but rather as elements which should be aligned to improve the effect on
internal and external stakeholders (Dutton and Dukerich 1991, 542-551).
This perception of identity is also shared by Hatch and Schultz’ who view identity as comprised of both
organisational and corporate identity and thereby enhances the perception of identity as a
multidisciplinary concept. They state that “Identity is formed both from internal and external positions.
Who we are cannot be completely separated from the perceptions others have of us and that we have of
others. Multiple images of identity refer to the same organization. Identity is a text that is read in relation
to cultural context. Tacit understandings sit alongside overt expressions of identity [and] identity involves
the instrumental use of emergent cultural symbols” (Hatch and Schultz in Schultz et al. 2000, 27).
The identity of a company also influences the way in which the company communicates about itself.
Due to increasing amounts of messages, communication channels, and media awareness, it is
necessary to create consistency between all forms of corporate communication. This consistency
creates a reliable, recognisable, and distinctive image of the company across its communication
channels and messages (Gray and Balmer 1998, 695-697). Since internal and external stakeholder
groups sometimes overlap, for example employees who are shareholders or living in close proximity
to their workplace, it is also important to focus on aligning both organisational and corporate identity.
This is necessary to prevent a mismatch between different stakeholders’ experiences of what the
company communicates about its identity and the stakeholders’ direct experiences with the
organisational identity. Any misalignments may create negative impressions of a company by its
stakeholders (Hatch and Schultz in Schultz et al. 2000, 18). In addition, a company will never be
perceived as authentic if its employees do not believe and express the company’s shared values in
their daily interactions with customers and other stakeholders (van Riel and Fombrun 2007, 62).

9.4 Image
As stated in the theory foundation, the focus of image primarily is on a company’s external
stakeholders, in contrast to identity, which primarily is related to an internal understanding of the
company by members inside a company. Based on the identity theory presented in section 9.3, which
clarified identity’s connection to and influence on image, this section will account for the image theory
applied in the thesis. First, two different approaches to image and relevant definitions will be
accounted for. These two approaches, organisational and corporate image, have different views on
image, but the focus is external and aimed at the perceptions by those outside a company. Then, the
importance of a positive image in the minds of a company’s stakeholders and potential outcomes will
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be elaborated. Finally, the alignment of various aspects of a company in the process of creating a
consistent image will be accounted for.
Companies are facing challenges as they are dealing with different expectations and demands from
their stakeholders. To overcome these challenges companies may project particular positive images of
themselves in order to build, maintain and protect their reputations with its stakeholders. This may in
turn lead to stakeholders’ acceptance of the companies’ business operations and a view of the
companies as legitimate (Cornelissen 2011, 59).

9.4.1 Organisational Image
Dutton and Dukerich (1991, 547-548) state that organisational image focuses on what those inside a
company assess those outside the company to think about the company and defines organisational
image as “organization members’ perceptions of how outsiders perceive the organization”. They believe
that organisational image describes attributes which members of a company believe people outside
the company use to distinguish it from other companies. The organisational image is important to
members of a company as it represents their best perceptions of the characteristics they believe
others outside the company are likely to have of them.
The more members of a company feel affiliated with their company, the more they will be motivated to
protect a positive organisational image or repair a damaged one through their actions. Their actions
are also directed in ways that actively try to manage impressions of the company by those outside the
company (Ibid., 549-550). Hatch and Schultz (1997, 358) state that organisational identity is
increasingly influenced by, and has an influence on, organisational image, and thereby acts as a twoway process. This means that members of a company have their perceptions and understandings of
what they and their company stands for influenced by how they believe those outside the company
think of them.

9.4.2 Corporate Image
Corporate image is related to external perceptions of a company by its stakeholders (Ibid., 359).
According to van Riel and Fombrun (2007, 26) “a corporate image is like a mirror: it reflects the identity
of the organization” and having a favourable or unfavourable image is partly based on the way a
company communicates about itself. The corporate image is used to describe the features of a
company that create specific perceptions in the minds of stakeholders. The company’s signals, such as
the behaviour of employees or external communication, are interpreted by the stakeholders based on
the company’s actions and self-expressions and thus influence the company’s image (Ibid., 39-40).
However, this mirror of the company’s identity is not always in line with the actual identity as the
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company attempts to influence stakeholders’ images of the company through advertising and other
forms of self-representation (Fombrun 1996, 37).
Gray and Balmer (1998, 697-699) defined corporate image as “the immediate mental picture that
audiences have of an organization”. This immediate picture or image is an individual’s overall
perception of a company at a single point in time. The perception is based on the individual’s beliefs,
ideas, feelings and impressions about the company, and the messages the individual is faced with from
and about the company (Cornelissen 2007, 132). According to Gray and Balmer (1998, 696), the role
of corporate image is to create a specific image in the minds of the company’s key stakeholders
particularly in relation to the company’s line of business and products.

9.4.3 Stakeholders and Corporate Image Management
The increasing blurring of boundaries between companies and their stakeholders in today’s business
world has created a need to strategically manage corporate images (Ibid., 695). This blurring is
evident in cases where internal stakeholders such as employees also act as external stakeholders
through their roles as shareholders or customers. At the same time, some external stakeholder groups,
such as investors or interest groups, may increasingly affect decision-making in companies. Therefore,
corporate image management is an important part of corporate communication, and an important
process by which a company communicates with its stakeholders. The focus is on constructing an
image of the company through communication to influence stakeholders’ perceptions of the company.
In this connection, corporate communication is not only seen as a way to exchange information but
also a means to construct and project a specific image of the company. There are many strategic
advantages for companies in actively working with and developing their corporate images
(Cornelissen 2011, 60):
Distinctiveness and unity
A consistently communicated corporate image creates distinctiveness in relation to other companies,
and may result in a clearer understanding by stakeholders of the company and its values. Stakeholders
may also prefer the company over others which positively impact the company’s performance. The
benefits are not only experienced externally as a clear, strong corporate image may lead to improved
motivation and morale among employees and create a sense of community and identification with the
company (Ibid., 60-61).
Consistency and risk reduction
A company has many stakeholder groups which have different interests in the company and thus focus
on different aspects of it. The stakeholders also interact with the company in various ways and thus
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have different relations with the company. The many perceptions deriving from these interactions
with the company may create many different images as each stakeholder perceives and judges the
company in various ways (Fombrun 1996, 139). Projecting a consistent image to these different
stakeholder groups may prevent the dangers arising from contradicting messages and images.
Furthermore, if a company only focuses on a single stakeholder group, and ignores the effects of its
activities with others stakeholders, it is likely to experience that the stakeholder groups influence each
other and their respective images of the company (Gray and Balmer 1998, 698-699). A failure to create
consistent images often derives from not coordinating internal and external communication as they
affect both employees and external stakeholders (Cornelissen 2011, 61). Because of this it is also
important for the company to project a consistent identity through interaction and communication as
it influences the company’s image (Gray and Balmer 1998, 699).
Differentiation and positioning
Emphasising a company’s uniqueness and distinctiveness helps it to differentiate from its competitors
and create a preferred position in the minds of customers and other stakeholders. Similarity between
companies in the same industry is also appreciated by stakeholders as it may match their expectations
regarding appropriate corporate behaviour in the specific industry and thus makes the company seem
legitimate. This means that companies to some degree should have the same generic values as other
companies in the industry in order to meet expectations of its stakeholders, but, at the same time, also
have some distinctive values that differentiate the company from its competitors in the eyes of the
stakeholders (Cornelissen 2011, 66).

9.4.4 Aligning Identity and Image
It is strategically important for companies to achieve alignment between their internal identity and
external image to ensure that stakeholders create the right perceptions of the companies. According to
Hatch and Schultz (2001, 130-132), it is necessary for companies to align three elements which are the
organisational culture experienced by employees, the corporate vision expressed by senior managers,
and the corporate images of external stakeholders. To achieve this alignment the internal identity of
the company should positively reflect the expectations of key stakeholders, and the beliefs of the
stakeholders about the company should accurately reflect the internal identity (Fombrun and Rindova
in Schultz et al. 2000, 94-95). In case of any misalignments the result is likely to be negative, such as
customer dissatisfaction.
Hatch and Schultz’ approach is in line with Gray and Balmer (Figure 7) as a company’s identity,
experienced through its vision and mission statements as well as the organisational culture, affects the
stakeholders’ images of the company. These identity elements should be as closely aligned as possible
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with the image of the company in order to create consistency and coherency, and thus have the best
impact on a company’s stakeholders.
The three elements emphasised by Hatch and Schultz are important to companies to ensure that the
identity or image projected to stakeholders is carried by senior managers (vision) and employees
(culture) while also being understood and appreciated by stakeholders (image) (Cornelissen 2011,
71). Figure 8 shows the three elements that must be aligned.

Figure 8: Tool to assess the alignment between vision, culture and image (based on Hatch and Schultz 2001,131).

A vision-culture gap may exist if the senior management wants to move the company in a strategic
direction which employees do not understand or support. The culture-image gap concerns
misalignments between values of employees and perceptions of external stakeholders. This
misalignment may create confusion among stakeholders about what a company stands for. The imagevision gap may occur when companies do not sufficiently listen to their stakeholders and create
strategic visions that are not aligned with what stakeholders want or expect from the companies, and
thus creates misalignments between external stakeholders’ images of the company and the
management’s strategic vision (Hatch and Schultz 2001, 130-132).
External stakeholders’ direct experiences and interactions with a company and its members are strong
forces in the image-formation process (Hatch and Schultz 1997, 362). When external stakeholders are
in direct contact with members of a company they will experience the company’s organisational
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identity. This is the actual and more real identity of the company since it is not mediated but
interpersonal and experienced through interactions with and between members of the company. This
will allow the external stakeholders to assess the company’s organisational and corporate identity and
evaluate an overall perception of the company’s identity (Hatch and Schultz in Schultz et al. 2000, 19).
Therefore, the company’s own identity, both the one projected by the company and the actual one
experienced in interactions with members of a company, needs to be aligned with the company’s
image to create coherence between stakeholders’ perceptions of the company.

10. Empirical Data
The following section will account for the selection of empirical data to be applied in the analysis. To
support the theoretical foundation, two types of qualitative research will be conducted. First, a subanalysis of Starbucks’ use of communication in relation to the company’s identity statements and use
of stakeholder communication strategies in three social media channels is conducted. Then, based on
the first sub-analysis, interviews are conducted with four Starbucks customers to identify their
perceptions of Starbucks’ use of communication in the three social media channels and how the use of
communication affects the customers’ images of the company. The empirical data used as foundation
for the thesis are composed of:
-

Starbucks’ mission statement [Appendix 1]

-

Screenshots of Starbucks’ posts and comments in three social media channels:

-

o

Starbucks’ fan page on Facebook [Appendix 2] - www.facebook.com/Starbucks

o

Starbucks’ corporate blog [Appendix 3] - www.starbucks.com/blog

o

Starbucks’ forum MyStarbucksIdea [Appendix 4] - mystarbucksidea.force.com

Interviews regarding customers’ perceptions of Starbucks based on Starbucks’ use of
communication in three social media channels [Appendix 6].

10.1 Starbucks Company Profile
This section will present a brief profile of Starbucks in order to create a better understanding of the
case and the empirical data which will be applied in the sub-analyses.
Origin (Starbucks 2012a)
Starbucks is an American company which was established in Seattle in 1971. Originally, Starbucks was
a roaster and retailer of whole bean and ground coffee, tea and spices, but since then the company has
expanded its portfolio to include other consumer products as well, such as a broad range of beverages,
merchandise and fresh food. This inclusion of new product types which has occurred since 1971 has
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coincided with the expansion of Starbucks into markets on all continents, and 40 years after the
opening of the first store Starbucks now operates more than 17,000 stores in 60 countries.
The Starbucks Experience (Customeru 2008)
Starbucks is not only about coffee and other food and beverage products. Even more the company
focuses on creating a unique experience for every customer every time they visit any of Starbucks’
shops and states that it is all about human connection. This unique experience, which has been
labelled ‘the Starbucks Experience’ (Starbucks 2008), has been a main driver behind making Starbucks
one of the most popular global brands. The unique experience can be said to consist of three things:
the people, the place and the product.
The people, which are the shop employees at Starbucks, or partners as they are called by the company,
are one of the most important elements of the customer experience. The employees’ joy for coffee and
the connection between them and the customers created through brief, informal conversations are
part of what creates a pleasant human connection (Customeru 2008).
The place, which is Starbucks’ shops, is the context behind the unique experiences and the places
where the human connections between staff and customers occur. A large part of what makes the
stores a great place for creating good customer experiences is their design, the comfortable
atmosphere, and customers’ being able to watch and smell the coffee while it is being freshly-made
(Ibid.).
The product, which consists primarily of the coffee but also other beverages, food products and
merchandise, is the last important element in the unique experience. High-quality products made of
ethically sourced raw materials are essential to Starbucks as the company focuses much on both
delivering quality products but also have their social responsibility in mind (Ibid.).
Starbucks’ Mission Statement [Appendix 1]
Starbucks’ mission is “to inspire and nurture the human spirit – one person, one cup and one
neighbourhood at a time”. To do this, Starbucks has defined a set of principles for all employees in the
company, which the company states are lived by every day. The complete mission statement can be
found in Appendix 1, but the main themes of the identity principles concern the company’s stance on
its coffee, employees, customers, stores, neighbourhoods, and shareholders.
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10.2 Starbucks in Social Media
As many other companies Starbucks is also present in various online media and utilises different social
media channels. Among these social media channels are Starbucks’ Facebook fan page, corporate blog
and forum for idea innovation and discussion which is known as MyStarbucksIdea.
According to a recent survey (Headstream 2012) Starbucks is ranked 2nd in regards to online social
media performance in various social media channels which among others include Facebook and the
company’s own blogs and forums.

10.2.1 Starbucks’ Facebook Fan Page
In the beginning of 2008, Starbucks created its fan page on Facebook, and of January 2013 Starbucks is
one of the most popular companies on Facebook with more than 33 million fan members, or likes as
they are called on Facebook. Starbucks posts several times every month, and the content of the posts
vary much as the topics among other things concern information about social responsibility activities,
employees, promotion of products and services, and sharing of Starbucks and users’ own photos or
recipes.
The Facebook posts which will be used in the first sub-analysis were made by Starbucks in the period
July 11-September 29, 2012. Due to the amount of comments in the Facebook posts, only few
screenshots have been included in the appendix [Appendix 2] which should provide a representative
cross section of all the comments. This is done to improve the overview and reading experience as the
screenshots include all the comments which have been applied in the sub-analysis. The Facebook
posts and their content will be described more thoroughly in the sub-analysis in section 12.2.1.

10.2.2 Starbucks’ Corporate Blog
In March 2009, Starbucks created a corporate blog which is part of the website Starbucks.com. After
nearly four years of activity more than 300 posts have been created. In the blog Starbucks’ employees,
CEO and even external partners write about topics primarily related to Starbucks’ products and
menus, social responsibility and community activities, and coffeehouses.
Four consecutive blog posts posted by Starbucks employees in the period July 3-September 17, 2012
will be used in the first sub-analysis. The specific content of each blog post will be further elaborated
in the sub-analysis in section 12.2.2.
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10.2.3 Starbucks’ Online Forum “MyStarbucksIdea”
In early 2008, Starbucks created an online forum called MyStarbucksIdea. The purpose of this online
community was to improve the knowledge about customers’ wants regarding Starbucks’ products,
stores, community work, etc. by collecting suggestions and feedback from the users of its coffee shops
(The Guardian 2008). In the forum users can post suggestions for new ideas, view ideas suggested by
other users, and view ideas that have been implemented. The users can vote on other users’ ideas
which they like, and thus the most popular ideas will become visible to both users and Starbucks.
In the first sub-analysis, four posts from Starbucks’ online forum will be used, which were posted in
the period March 2-December 27, 2012. The content of these posts will be explained more thoroughly
in the sub-analysis in section 12.2.3.

10.3 Customer Interviews
Based on the sub-analysis of Starbucks’ use of communication in social media, four qualitative
interviews will be conducted regarding the interviewees’ perceptions of Starbucks based on the
company’s use of communication in social media.
An interview guide has been created to structure and improve the interviews, and the interview
questions in the interview guide have been based on specific focus areas and thematic research
questions related to the theories applied in the thesis. The structure of the interview guide and the
contents of the interviews will be explained more thoroughly in the sub-analysis in section 12.3. The
interview guide can be found in Appendix 5.
The interviews have been conducted in Danish, but the parts of the interviews which have been used
in the analysis have been transcribed into English. The unused parts of the interviews have been
summarised in English as well to allow the readers of the thesis to gain an understanding of the
content and focus of the entire interviews. As the interviews have been translated, a disadvantage may
be that some of the translated wordings are not completely identical to the original expressions,
though it has been attempted to maintain the original messages of the interviewees’ opinions.

11. Reading Guide
This section will briefly account for the choices made in connection with references to the empirical
data, which can be found in the appendix section. The purpose of the reading guide is to give the
readers of the thesis a clear overview of how references are made to the empirical data in order to
improve the reading experience and thus the understanding of the application of empirical data.
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Throughout the thesis, different references will be made to the empirical data which can be found in
the appendix.
In relation to the text analysis, each of the three social media channels has been assigned letters and
numbers to distinguish them from each other in order to improve and clarify the use of the empirical
data. The letters and numbers refer to screenshots of the various posts and comments:
-

Starbucks’ Facebook page is referred to as [FB] with consecutive numbers indicating the
specific posts such as [FB1], [FB2], etc.
o

Comments by users are indicated with a comma and number in continuation of the
reference’s number and letter. For example, user comment number 3 in blog post
number 1 will be [FB1,3], and user comment number 11 in blog post number 4 will be
[FB4,11].

-

Starbucks’ corporate blog is referred to as [CB] with consecutive numbers indicating the
specific posts such as [CB1], [CB2], etc.
o

Comments by users are indicated in the same way as in the Facebook posts, which is a
comma and number in continuation of the reference’s number and letter, for example
[CB1,3].

-

Starbucks’ idea forum ‘MyStarbucksIdea’ is referred to as [IF] with consecutive numbers
indicating the specific posts such as [IF1], [IF2], etc.
o

Comments by users are indicated in the same way as in the Facebook and blog posts,
which is a comma and number in continuation of the reference’s number and letter, for
example [IF1,3].

In relation to the sub-analysis of the interviews, each interviewee has also been assigned a letter and
numbers to distinguish them from each other. The interviewees will be referred to as [I1], [I2], etc.,
and the interviewees’ responses will be referred to with minute numbers to indicate where the
specific answer can be found in the audio file. For example, an answer by interviewee number two
after 12 minutes will be referred to as [I2,12].

12. Analysis
The analysis will be divided into two sub-analyses. The first sub-analysis will focus on Starbucks’ use
of communication in the three different social media channels which are Starbucks’ Facebook page,
corporate blog, and forum. The purpose of this sub-analysis is to identify the presence of Starbucks’
identity statements in the company’s online communication as well as the use of possible
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communication strategies by Starbucks in different social media channels. This will be done in order to
assess the identity statements and communication strategies’ influence on Starbucks’ communication
with and to the users and how the users are involved in the conversation that takes place online.
Furthermore, the sub-analysis will also examine what Starbucks may gain from applying a specific
communication strategy, and in the end an assessment will be made regarding if changes or
improvements would be beneficial to Starbucks’ selection and use of strategies.
The second sub-analysis will focus on few Starbucks’ customers’ perceptions of Starbucks and how the
use of communication in social media influences their images of Starbucks. The sub-analysis will be
conducted through qualitative interviews in order to examine the customers’ opinions about
Starbucks’ online communication in a more detailed way.

12.1 Analytical Approach
The analytical approach to be applied in the first sub-analysis will be to analyse text extracts from
three social media channels. The presence of identity statements in Starbucks’ online communication
and the company’s use of communication strategies will be analysed through screenshots of selected
posts in which the company posts either the original post or comments on other users’ posts. The way
in which users are participating in discussions and the overall degree of user involvement will be
analysed through screenshots of users’ comments.
The second sub-analysis will be conducted through qualitative interviews of four Starbucks customers
in order to gain a deeper insight into the customers’ opinions about Starbucks’ use of online
communication. The use of qualitative interviews emphasises the interviewees’ own points of view,
and will make it possible to add new, follow-up questions in order to have interesting and relevant
answers elaborated by the interviewees. This will affect the flow of the interview as it will follow a
semi-structured interview design. This interview type is based on a set of general questions and topics
in which the structure and wording of the questions can be changed during the interview in case the
interviewees’ answers take the interviews in a different direction. Thus, the interviews will become
more flexible and increasingly emphasise the answers which the interviewees perceive as important in
explaining different events, patterns or behaviour in relation to the Starbucks case (Bryman 2004,
321). The questions used in the interview can be seen in the interview guide [Appendix 5], which has
been created and applied as it is a very useful tool to conduct the interviews and improve the
interview quality.
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12.2 Sub-Analysis of Starbucks’ Use of Communication in Social Media
Starbucks has its own perception about its existence as a business, and as many other companies
Starbucks has officially committed these perceptions to paper through the company’s mission
statement [Appendix 1]. The Starbucks mission is “to inspire and nurture the human spirit – one person,
one cup and one neighborhood at a time.” which is done by complying to a set of principles that focus
on the company’s coffee, employees, customers, stores, neighbourhoods, and shareholders.
In the sub-analysis, the principles will be included to identify any connection between them, the
content that Starbucks communicates about in social media, and also how Starbucks applies any
communication strategies. As Starbucks in its mission statement states that these principles are lived
by every day it is reasonable to assume that one or more of the principles can be identified in the
empirical data which will be applied in this sub-analysis.
In addition, to answer the problem statement it is necessary, as explained in section 9.3.2, to examine
Starbucks’ corporate identity statements, which are found in the mission statement, as the company’s
identity affects its communication and thus the images people have of Starbucks.
The sub-analysis section will commence with the analysis of Starbucks’ Facebook fan page, followed by
the analysis of the company’s corporate blog, and lastly, the analysis of Starbucks’ forum for idea
development called MyStarbucksIdea.

12.2.1 Starbucks’ Facebook Fan Page
The following section will analyse the use of communication strategies on Starbucks’ company page on
Facebook, and four consecutive posts by Starbucks have been selected for the analysis. Furthermore,
the analysis will try to identify any connection between the company’s use of communication and
identity statements.
Facebook Post 1 – “Have you tried the new #StarbucksRefreshers yet?” [FB1]
In the first post by Starbucks a single question which is “Have you tried the new #StarbucksRefreshers5
yet?” is asked and refers to a new type of beverage launched by Starbucks. The question is
accompanied by a photo of the drink, a blue sky and the sun, which is likely to associate the drink with
being refreshing.

5

In the question, the hash sign is used to connect the post to another social media channel (Twitter) used by
Starbucks in order to benefit from the traffic between the different types of social media channels which the
company uses.
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Figure 9: The photo accompanied with the question asked by Starbucks [FB1].

This post has received 347 user comments which are both positive and negative. The positive
comments primarily concern the taste [FB1,4] and look [FB1,27] of the drink, customers’ experiences
with the drink [FB1,44], and Starbucks in general [FB1,40]. The negative comments are mostly
product-related and concern the taste [FB1, 18] and price [FB1,19] of the product. However, many
negative comments are related to issues that does not concern the new product, such as rumours
about Starbucks not being supportive of US military troops [FB1,77] or avoiding paying company taxes
in the United Kingdom [FB1,341]. Even though the theme in the post is the new drink and many
comments revolve around it, the users also add comments about many other topics which are not
related to the specific question initially asked by Starbucks as a way to air their opinions. In addition,
Starbucks has not commented on any of the users’ comments, not even the negative ones which may
damage the company’s image. Discussion between the users or replies by users to other users’
comments is also almost non-existing as most comments are replies to Starbucks’ initial post.

Figure 10: Two users’ negative responses to Starbucks’ Facebook post [FB1,18-19].

In this Facebook post, Starbucks has applied the persuasive strategy as the company attempts to get
feedback from its users by asking a question about the new drink. By asking the users if they have
tried the drink, Starbucks both target the users who have actual experiences with the drink to get
feedback but also the users who have not tried it, and thus there is also a promotional intention behind
asking the question.
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The post by Starbucks and a large part of the comments that follow show that the content revolves
around not only the product but especially around facilitating positive, emotional responses among
the users. Therefore, Starbucks focuses on human connection and creating a short, happy moment for
its users.
Facebook Post 2 – “What makes you happy? http://sbux.co/OxooFO” [FB2]
This post contains a single question asked by Starbucks which is “What makes you happy?” followed by
a link to another social media channel in which Starbucks has posted the same photo as the one posted
in this Facebook post. This is among other things done to create a connection between the different
social media channels and create more online activity.
The question asked by Starbucks in the Facebook post leaves room for many different answers and
related themes, which also is illustrated by the many answers and their various contents. In total,
2,139 comments have been made of which many are positive statements related to Starbucks [FB2,15]
and its products [FB2,13] as well as numerous other non-Starbucks related areas [FB2,11+FB,16].
However, a fraction of the users seize the chance to post negative comments to Starbucks, such as
regarding rumours about Starbucks not being supportive of US military troops [FB2,1491].

Figure 11: Users posting positive comments to Starbucks’ question [FB2,13 & FB2,15].

Among the many comments only one belongs to Starbucks which is a response to several users’
negative comments about Starbucks not being supportive of US military troops. Starbucks attempts to
disprove the rumour by referring to one the company’s press releases about the subject and in this
way improve the perceptions of the company. Nearly all comments are replies to Starbucks’ initial
post, and thus there is not much discussion occurring between the users.
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Figure 12: Starbucks’ only comment in the post is a response to a supposedly false rumour [FB2,1496].

Starbucks has applied the persuasive strategy in this post. Though the answers to the question
concern many different themes, many answers are related to Starbucks and the company’s products.
Thereby, Starbucks receives feedback and creates awareness about the company and its products but
also attempts to improve the perceptions of the company and its products in a way that is favourable
to Starbucks. There is not much deeper conversation going on in the post as most of the comments are
simple replies to Starbucks’ question.
As the question in this post is not directly concerned with Starbucks or any of its products but rather
anything positive that comes into mind for the users, Starbucks attempts to create positive emotions
among its users by encouraging them to share the things which make them happy. This means that
Starbucks has created a post with a theme with the purpose of making the users feel good regardless
of it being only briefly, and thus it reflects the company’s customer-related identity principles.
Facebook Post 3 – “One more round” [FB3]
The third Facebook post contains a statement by Starbucks which says “One more round”. The text is
accompanied by a photo which focuses on a coffee cup and has a blurred Ferris wheel in the
background perhaps to associate the text “One more round” with having another round of coffee.

47

Anders Secher | Customers’ Perceptions of Starbucks and Its Social Media Communication

Figure 13: The photo accompanied by the text “One more round” in Starbucks’ Facebook post [FB3].

This post does not contain a question aimed at the users but instead a statement that the users may
relate to. This affects the replies by the users as the comments concern many different topics, but
many of the comments refer to Starbucks [FB3,34] and its products [FB3,6], users’ immediate feelings
[FB3,15], and generally just positive expressions by the users [FB3,10]. Besides the numerous positive
statements, negative comments are also posted by some users. The negative utterances concern the
need for more Starbucks shops [FB3,17], Starbucks’ products [FB3,46], and two recurring subjects
which are a rumour that Starbucks is unsupportive of US military troops [FB3,350] and an issue of
possible tax avoidance by Starbucks in the United Kingdom [FB3,2459].
Though there are almost 2,500 comments in this post only one belongs to Starbucks and once again
concerns the refutation by Starbucks of a negative rumour about the company [FB3,355]. The large
majority of the replies are users’ direct responses to Starbucks’ original post rather than replies to
other users’ comments which mean that the degree of discussion between the users is very low.
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Figure 14: Once again Starbucks responds to a negative comment about the company [FB3,355].

With this post and its ambiguous statement, Starbucks attempts to create positive associations both to
the Ferris wheel and the coffee. Starbucks refers to its coffee as of good quality and worth drinking
more of while also trying to create positive feelings regarding the Ferris wheel. Thus, it is possible to
connect the content of the post with Starbucks’ focus on the quality of its coffee but also with trying to
create content that affects the users positively and emotionally. The latter is also evident with the
numerous positive comments made to Starbucks’ post.
Facebook Post 4 – “Today and every day! #NationalCoffeeDay” [FB4]
This post contains the statement “Today and every day! #NationalCoffeeDay”6, and a photo of a coffee
tree and a coffee bean with a speech bubble that says “Best day ever!”, which may seem like a strong
indication by Starbucks that each day should be celebrated as a national coffee holiday.
This post has received around 800 user comments which range from very positive to very negative.
The positive comments concern among other things users sharing their joy of Starbucks [FB4,6], hopes
of receiving free coffee [FB4,2], and agreement with the statement of every day being a coffee day
[FB4,21]. On the negative side many users also show their disappointment in Starbucks’ lack of
gratitude towards loyal customers [FB4,56]. What is even worse for Starbucks is that a large group of
users express their discontent with Starbucks regarding the company’s tax avoidance issues in the
United Kingdom [FB4,774], and some users even propose a boycott of the company’s products
[FB4,775].

6

As in the first Facebook post Starbucks has connected this post and the photo to another social media channel
(Twitter) by using the hash sign in the sentence in order to create more user activity between the social media
channels.
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Figure 15: Users show their discontent with Starbucks’ tax payments issues in the UK [FB4,773-75].

Starbucks has applied the persuasive strategy in this blog post as the purpose very much seems to be
to create a positive attitude among the users who should regard every day as a national coffee holiday.
Creating this perception among the users clearly is favourable to Starbucks, and thus a clear move
towards improving the view of the company and its coffee. Though many users agree with Starbucks
on the matter and reply positively to the company’s statement, many users are less well-disposed
towards Starbucks and use the opportunity to express their discontent which at some point also forces
Starbucks to respond and disprove negative rumours about the company.
With the attempt to create a positive attitude among the users and encourage them to perceive every
day as a national coffee day, Starbucks focuses on creating positive, emotional content that not only is
concerned with providing positive moments for the users but also can be connected to the company’s
identity principles concerning its quality coffee.
Summary of Main Findings
The analysis of the four Facebook posts by Starbucks shows that the persuasive communication
strategy has been applied in all posts. By applying this strategy, Starbucks attempts to change the
attitude and behaviour of its users in ways which are favourable to the company, such as through
improved perceptions of the company and its products.
The use of the persuasive strategy also entails two-way asymmetrical communication. Through
Starbucks’ initial posts the company tries to involve the users by addressing topics that users associate
positively with Starbucks and its products and by getting feedback from the users in ways that are
advantageous to the company. Though much of this feedback indeed is positive and concerns the
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company and its products, some comments are, however, very negative towards Starbucks. Many of
these negative comments are not even directly connected to the specific theme of the individual posts,
which indicates that some users address Starbucks negatively regardless of the themes of the specific
posts. The four posts have resulted in thousands of comments but these have primarily been replies to
the initial posts by Starbucks. Thus, not much real discussion has occurred between the users or
between Starbucks and the users. Only in very few instances has Starbucks responded to user
comments which concerned the very negative statements and rumours that could be harmful to the
company.
The fact that Starbucks’ posts primarily focus on creating content that targets the users’ positive
emotions and to some degree also focuses on promoting the company’s products is in line with its use
of the persuasive strategy. Starbucks seems to use its Facebook fan page as a way to post about various
topics that appeal to its users as much of the content revolves around the users’ immediate feelings
and emotional statements regarding Starbucks and its products as a means to improve the perception
of Starbucks. Starbucks simply has a monitoring role in order to prevent the most negative comments
from damaging the company. Thus, it is the users who jointly take care of commenting and creating
most of the content in the Facebook posts based on Starbucks’ original posts.

12.2.2 Starbucks’ Corporate Blog
This section will analyse the use of communication strategies in Starbucks’ corporate blog for which
four consecutive blog posts have been selected. The analysis will also attempt to identify any
connection between the company’s identity statements and its use of communication in the blog posts.
Blog Post 1 – “Bursting with Blueberries” [CB1]
The first blog post is written by an employee from Starbucks’ marketing department and concerns the
introduction of an improved variant of one of Starbucks’ muffins. The style in the text is rather
personal and informal as the writer refers to her own childhood memories of baking muffins as well as
using the word “yummy”. The personal story leads to the introduction of the improved product variant
at Starbucks, and, in the end, the writer moves the focus away from herself and the introduction of the
product to the readers by asking them to share their own personal experiences with the product.

Figure 16: Use of questions to involve readers in blog conversation [CB1].
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Three users have commented on the post by sharing their experiences with the product. All three
comments are positive statements about the product, and one user even refers back to the writer’s
own experience of baking muffins by describing the product positively as homemade with the
comment “Tasty as promised ..a real home made treat!” [CB1,1].
This blog post is characterised by a use of both the informational and persuasive strategy. The
informational strategy is experienced as the writer informs the readers about the improved product
variant through one-way communication in order to create awareness. In addition, the persuasive
strategy is applied as the writer also attempts to initiate discussion and gain an understanding of the
readers’ experiences with the product. This is done by concluding the blog post with a question aimed
at the readers and encouraging them to share their thoughts in order to involve them in the
conversation. As the author is from the marketing department the purpose of the post is most likely
also to promote the product in order to increase sales which is seen by the use of positively loaded
adjectives, such as ‘deliciously tasty idea’ and ‘fancy, new blueberry depositor’.
With the specific reference to the author’s childhood memories as well as the active involvement of the
users to share their experiences and opinions, the post to some degree reflects Starbucks’ customerrelated identity principles as the company attempts to positively affect the connection with the
customers and engage them in the conversation.
Blog Post 2 – “Helping Sumatran Farmers Respond to Climate Change” [CB2]
The author of the second blog post works with social responsibility, and the main theme of this blog
post concerns social responsibility and more specifically ethical sourcing in relation to Starbucks’
suppliers. The writer outlines the challenges of climate change and its impact on coffee farmers around
the world which of course is a matter of great importance to Starbucks in order to survive. Then, the
writer focuses on Starbucks’ cooperation with other business partners in an attempt to secure the
survival of both the farmers and coffee production in general, which is also mentioned as a
fundamental part of Starbucks’ mission statement.

Figure 17: Helping coffee farmers to survive is an integral part of Starbucks’ mission [CB2].
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The style of writing in this blog post is rather formal exemplified in the use of words such as “yield”,
“contend with”, and “coffee production”, but as the context related to social responsibility is an
important and serious matter the choice of writing styles makes sense.
In this blog post two users have commented with rather negative comments. One of them questions
the motives behind the Starbucks post in relation to unspecified details [CB2,1] while the other
wonders about the reasons of the farmers concerned for staying in unfavourable production locations
[CB2,3].
This blog post uses the informational strategy and one-way symmetrical communication. The aim for
Starbucks is to communicate objective information about a serious matter, and inform users about
how Starbucks is being socially responsible through cooperation with partners to improve the survival
conditions for coffee farmers. Furthermore, several links are highlighted which can provide additional
information about Starbucks’ partners and their joint activities of helping coffee farmers. The use of
the informational strategy works as means to create awareness about Starbucks’ work with social
responsibility, and in this way Starbucks account for its decisions regarding the specific social
responsibility activities.
Starbucks’ concern regarding coffee farmers is connected to the company’s identity principles of
protecting the coffee farmers and improving their lives in order to ensure a sustainable and ethical
coffee production. This is the company’s foundation and thus essential to focus on.
Blog Post 3 – “Message from Howard: Looking Back to Look Forward” [CB3]
The third blog post is a letter written by the CEO of Starbucks, Howard Schultz, and concerns his 30th
anniversary at Starbucks. In his post, Schultz looks back at his time at Starbucks and the development
that he and the company have experienced through the last three decades. Furthermore, he highlights
the features which have developed Starbucks into one of the most well-known companies in the world,
and he also looks at the future of the company and how to continue being successful.

Figure 18: Starbucks’ CEO Howard Schultz’ perception of what characterises Starbucks [CB3].

In the blog post, Schultz addresses all employees in Starbucks, or partners as they are called, and this
influences the style of the post. Schultz uses an informal and personal writing style as he shares his
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feelings and experiences from his time at Starbucks, uses many personal pronouns, and attempts to
address the letter directly to each reader such as by writing “As I write this letter to you…” and “I
promise you”.
No users have commented on the blog post. There could be many reasons for this, and whether this is
due to the sender being the CEO of Starbucks or that the post is designed as a personal letter and
seems very informative rather than having the purpose of creating dialogue or discussion is not
possible to say.
In this blog post both the informative and persuasive strategies have been applied. The informational
strategy is applied through the use of one-way communication, and the purpose of this personal letter
is for the CEO to address all employees to share his feelings and experiences from his time in the
company. The use of the persuasive strategy is also seen as Schultz explains his vision for the future of
Starbucks. Thereby, he attempts not only to create a sense of understanding among the employees
about how to maintain the company’s current and possibly future success. He also tries to motivate the
employees and create a sense of community as well as provide advice about how to make the company
better in the future.

Figure 19: Starbucks’ CEO Howard Schultz’ view on what is required by Starbucks to continue its success [CB3].

Starbucks’ CEO shows his gratitude and respect for the company’s employees with this post but also
attempts to unite them and create a positive spirit which the employees can use to improve the
company in the future. By addressing the employees and sharing his strong feelings for them and the
company, Starbucks’ identity principle regarding the employees is reflected in this blog post.
Blog Post 4 – “Bringing You Rewards Faster (and Tastier)” [CB4]
The director of a Starbucks membership programme is the author of the fourth blog post. In this post
he writes about Starbucks’ use of customer feedback from various social media channels which now
have led to the introduction of an improved reward programme for Starbucks’ customers. In the post,
benefits of the new programme are described as well as changes that have been made to it.
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The style in the post is rather informal as the writer is using word contractions, such as ‘you’re’ and
‘let’s’, which makes the post seem more personal by resembling spoken language. By writing his given
name only rather than his full name and by concluding the post with a kind salutation the writer
makes the blog post seem more personal.
In this blog post 46 user comments have been made. The large majority of the comments are negative
as users are complaining about the new system and the loss of many previous benefits. Some users
refer to the changes and describe the programme as confusing [CB4,28], faulty [CB4,3], and more
favourable to Starbucks rather than to its customers [CB4,5].

Figure 20: One of many negative comments about the new Starbucks reward programme [CB4,3].

Not all comments are negative statements aimed at Starbucks, but one user explains Starbucks’ actions
by addressing the dissatisfied customers [CB4,14].

Figure 21: A user defends Starbucks’ actions by addressing the dissatisfied customers [CB4,14].

Out of 46 comments none are by Starbucks employees. There may be many reasons to this such as
indifference by the employees or that the individual blog posts are not being monitored. Either way
Starbucks sends the wrong signals to the users whose frustration is growing as they are not receiving
any feedback or explanations to various problems they are experiencing with the new programme
changes. Some users respond to other users’ comments either by adding additional questions to
increase the confusion and frustration [CB4,5] while other users show their agreement with the user’s
opinion [CB4,2].
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Figure 22: One user’s opinion about the result of the programme changes [CB4,25].

Both the informative and the persuasive communication strategies have been applied in the blog post.
The informational strategy is seen as the writer through one-way communication informs the readers
of the scope and success of the reward programme in order to create awareness about the programme
and the influence it has had on Starbucks and its customers. The use of the persuasive strategy is seen
as the writer attempts to change the readers’ behaviour and opinions by promoting the programme
and its new benefits while also promoting the process in which customers can obtain the benefits
through the use of a reward programme card or a mobile application. In addition, the blog post is
concluded with a request by the writer to the readers to give feedback through Starbucks’ idea forum
MyStarbucksIdea, and thus the writer actively seeks a response from the readers.

Figure 23: Starbucks uses the persuasive strategy to promote the reward programme [CB4].

In this post Starbucks expresses gratitude to the users by referring to all the users who have
contributed with ideas and feedback through some of Starbucks’ social media channels and
emphasises that the users have influenced the developments of the company’s rewards programme.
However, many comments to the statement by Starbucks are negative and urge the company to
answer and help the many frustrated customers who are experiencing the changes as inconvenient. If
Starbucks had shown more interest and visible activity in helping or at least just responded the
unsatisfied users, the company’s identity principle related to its customers as being fully engaged and
creating a positive connection to them would have been reflected in the post. Instead, Starbucks’ lack
of presence in this forum thread makes the users unhappy, and they perceive Starbucks as not caring
about its customers.
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Summary of Main Findings
After analysing the four blog posts written by some of Starbucks’ employees and the CEO, the main
findings show that Starbucks has applied the informational strategy in all four blog posts and to some
degree also the persuasive strategy.
The use of the informational strategy entails use of one-way symmetrical communication as the
writers have attempted to create awareness about various topics related to Starbucks. At the same
time, the purpose also seems to be to explain the company’s decisions to the readers and create an
understanding of the decision-making. The use of the persuasive strategy occurs when the writers are
interested in promoting Starbucks, its products and services in order to influence the readers’
knowledge and opinions. It may also be used to change the behaviour and attitude of the employees to
improve their understanding of what is required in the future to remain a successful company. This is
obviously favourable to Starbucks as it may lead to a more positive view of the company and its
products externally by the customers as well as create more positive perceptions internally by the
employees.
Users have commented on three of the four blog posts, and most comments have been made in
connection with the posts that have applied the persuasive strategy rather than the informational
strategy. The reason for this is among other things that the writers of these posts have attempted to
include the readers in the conversation, such as by asking questions and encouraging the readers to
provide feedback about their experiences and opinions. It also seems that users have become more
involved in the blog posts by actively commenting on them when the writers used an informal and
personal style of writing. Starbucks has not replied to any of the users’ comments, which may seem
strange as one blog post in particular [CB4] is full of negative comments from frustrated and confused
users. There are only few examples of users replying to other users’ comments, and thus most
comments are direct responses to Starbucks’ blog posts in contrast to discussions between the users.
The blog posts also reflect Starbucks’ mission statements and projected identity to some degree.
Through the content in the blog posts Starbucks shows a concern for its coffee and the farmers who
produce it by informing about the company’s strong focus on ethical sourcing and efforts to improve
the farmers’ lives. In addition, Starbucks also emphasises the importance of its employees by
attempting to create a sense of unity and being respectful to the employees. However, in connection
with the identity principles of its customers both positive and negative examples were found. One blog
post creates positive emotions and comments from the users while another has the very opposite
outcome. Many users are frustrated and unhappy but receive no help or response from Starbucks, and
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thus the company does not live up to its promises of engaging with the customers and creating a
positive atmosphere.

12.2.3 Starbucks’ Idea Forum
The following section will analyse Starbucks’ use of communication strategies in the company’s idea
forum called MyStarbucksIdea, as well as try to identify any connection to the company’s identity
statements. Compared to the posts in Starbucks’ corporate blog and on its Facebook page, the posts in
the idea forum have users as authors and not Starbucks’ employees. Three of the four posts which
have been selected for the analysis have been assigned a label in the forum by Starbucks depending on
their status regarding possible implementation. The labels that posts can receive by Starbucks are
“Launched”, “Coming Soon” and “Under Review/In the Works” while all other posts do not receive a
designation.
Forum Post 1 – ”Orange Lids” [IF1]
The first post concerns a user’s suggestion that Starbucks for one week uses orange lids on some of its
beverages to raise awareness in connection with the disease Multiple Sclerosis.
76 comments have been made to this post and almost all are positive comments either from users who
are being supportive of the suggestion [IF1,8], adding additional benefits to the suggestion [IF1,11], or
comments by persons who have the disease themselves and calls for the attention of this suggestion by
Starbucks [IF1,12]. Very few users are less positive and state that other diseases should not be
neglected [IF1,74] or that the cause should not affect prices to cover additional costs [IF1,58].

Figure 24: A user posts a suggestion for raising awareness of a disease [IF1].

As this post has not received an official label regarding implementation by Starbucks or any comments
from the company, it is unclear if the user’s idea will be carried out. For the same reason, it is also
difficult to say much about Starbucks’ use of communication strategy at this point in time. It may be
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that Starbucks does not comment on idea suggestions unless they are very interesting and favourable
to implement, and thus the initial conversation occurs between the users before a response is made by
Starbucks. It may also be that Starbucks awaits the result of the discussion between the users to see if
other changes or developments of the suggested idea are made. Though Starbucks has not replied to
any of the users’ messages the dialogue strategy is present to some degree as the users actively are
discussing the idea and contributing with changes and improvements.
Forum Post 2 – “Speedy way to order a favorite drink” [IF2]
This post concerns improving the ease by which customers can use a mobile application to customise
and order drinks, and also ease the work of the employees who make the drinks.
The post has received 25 comments from both users and Starbucks employees. The user comments
are primarily positive and the users express their agreement with the idea [IF2,5], propose changes or
additions to the original idea [IF2,16], and add suggestions to improve the mobile application [IF2,10].
One of the positive comments belongs to a user who identifies himself as an employee at a Starbucks
shop and states that implementing this idea would ease both the employees’ work and make the shop
experience better for the customers [IF2,3]. The only negative comment concerns a user who suggests
that Starbucks should fix errors in the mobile application before new features are implemented
[IF2,8].

Figure 25: The comment by a Starbucks employee to inform users of the idea’s status [IF2,1].

After discussion between the users and support being shown both from users and a Starbucks shop
employee, the idea has become closed by Starbucks and has received the designation “Under Review”.
A comment has also been added by a Starbucks employee [IF2,1] to notify the users of the suggestion’s
current status.
Starbucks only officially appears once in this forum thread as an employee provides the users with a
notification of the idea’s current status as being under review by Starbucks. Thus, there is not much
dialogue between the company and its users, but the only sign of discussion is experienced among the
users who have commented on the idea. However, the users do have provided various suggestions of
changes and additions to the proposed idea. Thereby, the dialogue strategy is to some degree apparent

59

Anders Secher | Customers’ Perceptions of Starbucks and Its Social Media Communication

as the users attempt to improve the idea jointly to make it more useful to the users and relevant to
implement by Starbucks.
The single comment from the Starbucks employee only informs the users of the idea’s status and is not
reflecting the company’s identity statements. However, had the employee also shared his/her opinion
and agreed with the users or expressed the company’s gratitude to them for their contribution, then
this would be related to the customer-related principles and perhaps have made the users think more
positively about the connection between themselves and Starbucks in contrast to only making this
rather impersonal comment.
Forum Post 3 – “Bring the vanilla spice latte to the US!!” [IF3]
The third post concerns a user’s suggestion that Starbucks should consider offering a product variant
which is available on the UK market on the US market as well.
The post has 19 comments of which the large majority is positive statements regarding support of the
idea [IF3,6], suggestions for the ingredients in the drink [IF3,13], and comparison of the drink with
other Starbucks drinks [IF3,10]. Some discussion also occur as few users keep responding to each
other’s comments [IF3,5+IF3,8].
Along with the many comments, a Starbucks employee also gets involved in the conversation by
sharing his/her opinion about the drink [IF3,12]. Furthermore, the employee also addresses the other
users by encouraging them to continue sharing their votes and comments on this idea, and in this way
further discussion is recommended by the employee to know more users’ opinions about the drink. In
the end, the same employee states that Starbucks is interested in the idea and will provide news about
it soon [IF3,19]. In addition, the idea receives the label “Coming Soon” to inform users about its status
as being implemented soon by Starbucks.

Figure 26: A Starbucks employee shares his/her opinion and encourages more activity [IF3,12].

In this forum thread most comments belong to the users who are expressing their opinions about the
idea and attempt to improve it together by suggesting changes and additions. However, not all
comments are only replies but some conversation occurs between few of the users. Starbucks also
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shows its presence by participating in the conversation as an employee shares his/her personal
opinion and encourages more discussion and sharing of opinions by the users. This shows that the
employee is trying to involve the users in the dialogue in order to improve the idea and thereby make
it better for the customers but also for Starbucks which hopefully will experience more satisfied
customers, and thus the dialogue strategy has been applied.
Compared to the previous forum posts [IF1+IF2], Starbucks is more active in this forum thread. Two
comments are made in which the Starbucks employee expresses his/her personal opinion and
encourages more discussion and activity among the users. In the end, the employee states that
Starbucks finds the idea interesting as the idea is being worked on and that the users soon will receive
information about the implementation of the idea. This positive way of interacting with the users and
responding to their comments shows that Starbucks attempts to create a positive connection with its
users and shows interest in them which reflects the company’s customer-related identity principles.
Forum Post 4 – “Tell me when my rewards are expiring!” [IF4]
The fourth post concerns a user’s request for Starbucks to make changes to its mobile application to
inform users when their rewards are about to expire and thereby enhance the user experience of the
application and improve Starbucks’ customer service.
This idea has received 15 comments which are both positive and negative. The positive comments
regard other users who show their agreement with the idea [IF4,4], suggest changes or improvements
to the idea [IF4,13], and support the user because of negative comments about the idea or the user
[IF4,8]. The rather negative comments concern users who explain to the author where to find the
information and how the application works [IF4,2], criticise the author’s lack of will and effort to find
the information [IF4,3], criticise the application and Starbucks [IF4,14], and state that this post is just
another unimportant complaint [IF4,7]. In continuation of this idea a Starbucks employee addresses
the users who have commented on the idea with a statement [IF4,15] appreciating the users’ input,
and how the idea and the reward programme has been developed since the first post was written by
the user. A link has also been included to provide users with more information about the changes.
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Figure 27: A Starbucks employee thanks the users and updates them about the idea’s status [IF4,15].

Only one comment in this forum thread belongs to an employee from Starbucks, and the comment is
used to close the thread for additional comments by thanking the users for their contributions. At the
same time, the thread receives the designation “Launched” as it has been implemented by Starbucks.
Much of the conversation revolves around the users’ comments of which many are negative and focus
on criticising the idea and the author, but one user defends the author and actively supports the idea
as she attempts to reason with the negative-minded users. However, some users do actually focus on
the content of the suggested idea, and the responses result in Starbucks acknowledging the users’
ideas and the fact that changes had to be made. Overall, some useful discussion occurs, and the
dialogue strategy is present to some degree, but more activity by Starbucks and less personal criticism
by some users may have resulted in a more constructive discussion though some changes in the end
were made to the application because of this forum thread.
By expressing gratitude to the users for their contributions and comments and informing about the
changes that have been made based partly on the users’ feedback, Starbucks shows interest in its users
and appreciates them which is likely to be perceived positively by the users. Thereby, Starbucks’
comment reflects the company’s identity principles which are concerned with the customers.
Summary of Main Findings
The analysis of Starbucks’ use of communication strategies in its idea forum MyStarbucksIdea shows
that the dialogue strategy is applied by Starbucks. This makes good sense as the purpose of the forum
is that discussions are initiated by users who post their ideas to share them with other users and
Starbucks (Starbucks 2012b). However, the dialogue strategy seems only to be applied to some degree
by Starbucks. Even though the users are responsible for posting ideas, Starbucks is not very active
once some of the ideas have received many comments or votes and thus are relevant and interesting to
the users. Obviously, it is not possible to respond to all ideas but those who are popular among the
users and may have potential could be improved further if Starbucks attempted to create further
discussion between the users by asking them additional questions, such as regarding their wants and

62

Anders Secher | Customers’ Perceptions of Starbucks and Its Social Media Communication

preferences in connection with the specific ideas. Starbucks primarily leaves the users to discuss
changes or improvements of ideas while the company’s employees remain in the background to
monitor users’ comments and most often only show their presence by stating the ideas’ change of
status.
Comments have been made to all posts (76, 25, 19, and 15 comments respectively) and the large
majority belongs to users who often just agree with the authors’ suggestions or even suggest changes
and additions to improve the original ideas. This process of discussing and improving the suggested
ideas jointly leads to many positive comments that are useful for Starbucks in identifying the users’
opinions and wants. However, Starbucks’ employees are not participating much and primarily only
monitor the discussions to inform users about the ideas’ status if they are very likely to be
implemented.
Using the dialogue strategy should allow both Starbucks and the forum users to share and discuss
ideas and opinions. However, Starbucks does not attempt to have ideas or comments elaborated by the
users to gain more information about their opinions, wants and preferences, which in the end could
provide Starbucks with even more, useful knowledge.
The comments by the Starbucks employees do to some degree reflect some of the company’s identity
principles. The focus is only on the customer-related identity principle, but this is most likely due to
the content of the four forum ideas which all concern either Starbucks’ products or services. Some of
the employees’ comments show interest in the users by sharing personal opinions and encouraging
the users to share their thoughts and experiences which create a positive connection between the
company and its users. However, Starbucks’ activity in some forum threads is rather unimpressive
either because there is no response from Starbucks at all, though this could be due to the volume of
threads in the forum, or because the comments are only formal and informative and thereby not really
connecting with the users.

12.2.4 Sub-Conclusion
After conducting the three analysis parts in connection with Starbucks’ use of communication in three
different social media channels the results showed several interesting findings. Starbucks applies all
three communication strategies in different situations and with different purposes, and the company’s
identity statements are to some degree reflected in the posts and comments.
On Facebook, Starbucks has applied the persuasive strategy in order to affect the users’ attitudes
towards the company and its products which may possibly affect the users’ behaviour as well. In
practice, Starbucks attempts to address the users’ feelings and create emotional content, and the
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outcome of this could among other things be improved perceptions of the company and additional
sales. Most of the feedback is positive replies to Starbucks’ posts which make the amount of discussion
very limited, and Starbucks only appears to respond to very negative comments levelled against the
company. As the Facebook page is a fan page it makes sense that Starbucks leaves the initiative to
discuss to the users while the company observes from the background. It is a channel for the users to
talk about Starbucks, but Starbucks is of course interested in making sure that the content is positive
regarding the users’ perceptions of Starbucks, and thus the approach seems reasonable.
In Starbucks’ corporate blog posts the informative and to some degree also the persuasive strategies
have been applied. Through the informational strategy Starbucks attempts to inform stakeholders via
objective information and account for corporate decisions. However, with the persuasive strategy, the
aim is to promote the company and its products to improve the perception of Starbucks among its
external stakeholders but also to instil confidence internally among the company’s employees. Using
the persuasive strategy also results in more comments and feedback compared to the use of the
informational strategy as the users are being involved which creates some discussion. However, much
of the feedback is negative resulting in frustrated and confused customers, and Starbucks is not
showing any presence in the blog posts as no comments have been made by the company. Starbucks
would benefit more from actively taking part in the conversation as this possibly could resolve the
users’ problems and requests, lead to more constructive discussions, and improve the users’ blog
experiences all of which would benefit both the users and Starbucks.
In Starbucks’ forum the only communication strategy applied is the dialogue strategy which makes
sense as the purpose of the forum is for users and Starbucks to collaborate in creating new ideas which
can be implemented by the company. However, the strategy is only applied to some degree as
constructive discussions and dialogue mostly occur between the users while Starbucks only monitors
the dialogue and notifies the users if an idea is relevant for implementation. In this connection,
Starbucks could show more interest in some of the popular ideas and ask the users additional
questions about their opinions and wants in order to improve the outcome of the ideas to both the
users and to Starbucks.
The various principles in Starbucks’ mission statement and thus the company’s identity are to some
degree reflected in the posts and comments made by Starbucks. When present, Starbucks shows
concern for its suppliers, users and employees in a positive and relevant way. However, when the
identity principles are not present this is experienced through posts and comments which seem far
less positive to the readers, and thus less interesting and relevant which in some instances create a
rather negative perception by the readers.
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It is clear that Starbucks has applied different communicative strategies in the social media channels
dependent on the purpose and desired outcomes of each of these channels. Though the strategies to a
large extent create the expected results which are positive to Starbucks there is room for
improvement. This is particularly evident in the corporate blog as many frustrated and unhappy users
feel neglected, which creates frustration and negative perceptions of Starbucks. The company could
prevent or at least reduce these issues by showing more concern for and interest in the users through
increased online activity and dialogue in the blog posts.

12.3 Sub-Analysis of Interviews
In the interviews, specific focus areas have been selected as the central themes. These areas are
connected to the specific theories applied in the thesis, which are social media, stakeholders, identity
and image, and they are also connected to the first sub-analysis regarding Starbucks’ use of social
media communication. Prior to conducting the interviews, an interview guide has been created as it is
a very useful tool to improve the overview and structure of the interview. The interview guide also
helps to ensure that the interviews will cover the predetermined focus areas which are required to
answer the problem statement (Kvale 2007, 57-60).
The interview guide comprises two sets of questions which are theory-based research questions and
interviewer questions. The research questions relate to the before-mentioned thematic focus areas,
whereas the interview questions are based on the research questions and are necessary in order to
obtain information from the interviewees (Ibid., 58-59). The interview guide can be found in Appendix
5.

12.3.1 Interview 1
The first interviewee is Margit, a 59-year-old female who has retired from the labour market, and has
visited Starbucks on several occasions.
Social Media
Margit thinks social media is very useful and a good tool to communicate with friends and family
[I1,0]. She also feels that social media makes it easier for her to be updated about different things
related to her family, friends and other interests, such as sports clubs [I1,1]. Social media is not only a
fast way to communicate with people or stay updated about companies and their websites but it is also
useful as way to search for information. She does not think social media brings many problems except
that sometimes things may go too fast [I1,1-2].

65

Anders Secher | Customers’ Perceptions of Starbucks and Its Social Media Communication

In her opinion it is natural for companies to use social media as a means to communicate and that no
negative things come with their use of social media [I1,2-3]. She finds it positive that companies are
easier to contact rather than having to visit them physically, and that it is possible to have a direct
conversation with them online [I1,2-3].
Identity/Image
Margit thinks that certain types of acts or contents provided by a company in social media could
influence her view of the company. She finds it positive if a company shares positive messages about
its products as things companies sell generally are what people notice, and she also emphasises
companies’ possibility to express their opinions [I1,4-5]. In social media, companies should focus both
on what users are interested in and the companies’ own messages. The companies should also observe
the conversations and notice any potential buyers’ opinions, and to some degree she believes that
companies’ concern in its online users matters for the people who use social media [I1,5-6].
To her, it is positive if companies participate in online discussions as it creates dialogue between the
companies and their customers which can be used to collaborate and identify the products that
customers want [I1,7]. If companies do not participate in online discussions she thinks this shows that
the companies are too passive and uninterested in the customers’ opinions, and again she emphasises
that both companies and customers should be a part of the discussions [I1,8].
Communication
Margit thinks that Starbucks’ way of writing to its users in social media can affect her view of the
company and that this perception also may be affected when visiting Starbucks’ physical shops [I1,9].
In connection with the specific examples of Starbucks’ use of communication in social media, she has a
positive perception of the Facebook page as the posts by Starbucks are conspicuous and makes one
happy and curious by looking at them [I1,11-12]. Regarding the blog examples, she expects Starbucks
to write about its products but says that writing about other topics, such as those related to social
responsibility and employees, is a very positive thing as some customers may want to know about
other things than Starbucks’ products. She also finds it positive that the company not only addresses
customers but also other stakeholders, such as employees [I1,13-14]. The posts in Starbucks’ idea
forum are perceived as both positive and negative. She finds one response by Starbucks [IF3,12]
inadequate and feels that information is lacking. At the same time, she also finds it negative that the
employee expresses his/her own opinion [I1,16-17]. However, when Starbucks addresses the users to
inform them about the status of the ideas [IF3,19+IF4,15] she perceives this as much more positive
and useful as Starbucks informs the users that the ideas are being worked on [I1,18-20]. One of the
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forum threads has no comments from Starbucks and in her opinion this is negative as she assumes
users who express their opinions also want responses from Starbucks. She also states that she would
expect a response from Starbucks. However, she says that it is possible that Starbucks does not
respond immediately but waits until many users have commented before action is taken [I1,21].
In social media, she expects Starbucks to write in a way that informs users, for example about the
company and its products, which leads to a positive impression of Starbucks [I1,23]. However, her
opinion is more neutral regarding Starbucks’ use of communication to affect the users’ actions or
attitudes. She believes it is often possible to see through companies’ messages and know if they are
trying to change her view on certain things [I1,23-24]. She also states that all companies try to
influence customers and that people should be able to think for themselves [I1,25]. Regarding
Starbucks’ use of communication to create discussions she thinks this is okay. Starbucks does this to
create discussions and attention but maybe also to change products based on these discussions [I1,2526].
Based on the interview and the examples shown of Starbucks’ use of communication, Margit does not
feel her perception of Starbucks has changed much. However, it has been affected slightly in a positive
direction as Starbucks is having a dialogue in various media with the users and this is positive to her
[I1,27].

12.3.2 Interview 2
The second interviewee is called Martin and is a 28-year-old student who likes Starbucks’ coffee.
Social Media
Martin thinks social media is a good way for people to reach many other persons and good for
companies to reach a large audience. Social media and particularly Facebook makes it easy for him to
find and follow things which are interesting to him, get in touch with other persons, and participate in
discussions [I2,0].
In his opinion it is okay that companies use social media, and he thinks it is a good way for them to
address many people as most people have a Facebook profile [I2,2]. He believes companies use social
media because of the possibility to reach a large audience and specifically be able to narrow down and
identify some of the persons who are interested in the companies. Thereby, it is easier to get in touch
with potential customers and perhaps direct them to the companies’ websites [I2,3-4].
Identity/Image
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Martin does not really believe the way a company uses social media can change his perception of the
company, but he thinks that companies should be informative. However, he does emphasise that
promoting or launching things is positive if he finds them interesting, and thereby the company’s
actions could make him consider buying things from the company [5-6].
He believes that companies to some degree shall participate in discussions but also listen to what the
users want. It is okay if they participate by asking questions and joining the discussions between the
users, but a balance is necessary. Companies ought to remain in the background and listen to the users’
opinions, but of course the companies should also participate by arguing for their own products and
causes or help the users by answering their questions. However, if companies are not taking part in
the discussions he perceives the companies as less interested. He also thinks that companies’
employees should avoid writing their own personal opinions but focus on the company instead [I2,78].
Communication
Martin believes that Starbucks’ way of writing to customers in social media can affect his view of the
company [I2,10]. He finds the company’s way of communicating on the Facebook page positive both
regarding photos and texts as the content is concerned with Starbucks. He believes it is positive that
users are able to chat and discuss with other users about Starbucks and coffee [I2,12-13]. He also finds
it positive that Starbucks uses its blog to write about various topics which may be interesting to some
people who are also able to comment on Starbucks’ posts and thereby express their opinions [I2,1314]. In connection with the idea forum, Starbucks’ way of writing is perceived as neutral, and the
feedback is constructive which he believes is good as this is perceived positively by the users [I2,1920].
He believes it is good that Starbucks informs users about various things in social media. He says people
should be informed about the things they buy from Starbucks, how they are made, how employees are
treated, etc., and that Starbucks should be able to listen to the users in order to know how they feel
about the company and its products [I2,15]. Regarding Starbucks’ use of communication to influence
the users, he does not feel it has much effect on him and his perception of Starbucks as this behaviour
is normal from Starbucks and other companies [I2,16]. In connection with Starbucks’ attempt to create
discussion he believes this is okay and that it is used to improve Starbucks. He also thinks that writing
about other topics than products is positive as people for example are able to see how conditions are
for employees [I2,17-18].
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Based on the interview and Starbucks’ use of communication, Martin’s perception of Starbucks has
become slightly more positive which primarily is due to the way Starbucks uses Facebook and the
blog. In his opinion, there is a good division of the social media channels as the Facebook page is
concerned with fun things which users talk about and discuss whereas the blog is more informative
and is concerned with various topics about the company and its products [I2,18].

12.3.3 Interview 3
The third interviewee is Frank who is a 36-year-old male. He works as a sales representative and likes
Starbucks’ coffee.
Social Media
Frank thinks social media is very good and is getting increasing influence on everyone. He feels that
companies’ use of social media is positive and that communicating and advertising in social media is a
natural development which will become more significant in the future [I3,0-1]. Today, most people are
online in some way, and as much communication occurs online companies naturally also use social
media in order to reach a large audience. He believes that if companies are not using social media they
will be less visible and fall behind their competitors [I3,3].
Identity/Image
Frank believes that companies’ use of communication in social media can affect his perception of them
both positively and negatively depending on the content and way of addressing the users [I3,3-4]. He
also thinks that companies primarily should remain in the background and observe users, but, at the
same time, also actively participate when they feel it is necessary. However, he feels that the users
should be the most active in the discussions, and that the amount of participation by a company
depends on the topic of the discussion [I3,4-5]. If forums or chats have much activity by their users
companies should be more observant whereas if there is no or limited activity he would prefer that the
companies provided input to encourage more activity and discussion otherwise he would lose interest
in the company and its use of social media [I3,6].
Regarding Starbucks’ use of social media, he finds it positive that the company is present in different
types of social media as it shows curiosity, and because it is necessary to test which channels are the
best for Starbucks [I3,7-8].
Communication
Frank thinks that Starbucks’ way of addressing its customers in social media can affect his perception
of Starbucks. If the company’s advertising does not capture his attention he is likely to become
uninterested in Starbucks. However, if the company’s advertising would be interesting to him, such as
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by knowing more about the sourcing and production of the coffee or new products and initiatives, it
would improve his perception of Starbucks [I3,8-9].
In connection with Starbucks’ way of using social media, he thinks that using the Facebook page to
post simple texts and photos as seen in Facebook post 1 [FB1] works well as Starbucks receives lots of
responses. Regarding the blog examples, he thinks the posts contain much text but are a good way for
Starbucks to inform people about various topics which users can comment on and thus create some
discussion [I3,10-11]. Starbucks’ communication in the posts in the forum is perceived positively as
the company leaves the discussion to be between the users while remaining in the background and
only commenting in a few cases when the company has an update about the status of an idea [I3,1415].
Regarding communication in social media, he feels that Starbucks’ way of writing to inform users, such
as about new products and initiatives, is good to a certain extent, but too much, detailed information
would be negative to him [I3,17]. Starbucks’ attempt to influence the users through communication
also requires a balance. Starbucks naturally wants to sell products and have many users, so he expects
the company to be aggressive but also to allow the users to have their own opinions [I3,18]. In
connection with Starbucks’ use of communication to create discussion, he thinks that the company
should initiate discussions between the users through its posts and afterwards only appear
sporadically in the discussions. He also emphasises that Starbucks should ensure that the focus is on
the development of the company and its products and avoid issues which are too personal [I3,19].
Based on the interview and examples of Starbucks’ use of communication, Frank feels that his
perception of Starbucks has become slightly more positive. He feels that the approach used in the
forum is good and appeals to him, and he thinks that the use of simple questions on the Facebook page
is positive as it provides Starbucks with responses from users. However, he does mention that
personal opinions should be avoided [I3,20].

12.3.4 Interview 4
The fourth interviewee is Camilla who is a 23-year-old student. She likes many Starbucks products and
is also present on the company’s Facebook page.
Social Media
Camilla thinks social media is good to stay updated about different things and to communicate with
others. She believes to some extent that companies’ use of social media is positive, and it allows her to
follow a company and its activities and also to comment on different things [I4,0-1]. She thinks
companies use social media as it is popular among users who are active and comment on the different
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types of social media. In this way it is easy for companies to reach a large audience with the
companies’ messages, and the companies will be better able to optimise their products [I4,1-2].
Identity/Image
Camilla is not really sure that the way companies use social media can affect her perception of them.
She finds it positive that she can follow companies via social media and be updated about new things,
but poor campaigns or advertisements could maybe have a negative effect on her perception [I4,3-4].
In her opinion it is positive if companies are active as it shows they are concerned with the users and
target groups’ interests. The companies should also show that they listen to the users’ opinions about
good and bad things related to Starbucks to make the company able to develop and improve itself
[I4,6].
If companies are not active and participate in online discussions she feels the companies are
uninterested in their customers. She thinks the companies should listen to the users and follow up on
their comments to make the users aware that the companies care. She also believes that companies
should use the media to express their own messages and take advantage of the possibility to receive
comments from users. Companies should not only focus on advertising but also listen to the customers
as the users will benefit more and also perceive the companies as more credible [I4,7-8].
She thinks it is good that Starbucks is present in various types of social media as long as the users are
interested and the company is active and follow up on users’ activity [I4,9].
Communication
Camilla believes that her very positive perception of Starbucks cannot be affected in a negative way by
the way the company writes to its customers in social media. Her perception of Starbucks will remain
positive as long as she likes the company’s products [I4,10-11].
Regarding the examples of Starbucks’ use of communication in social media, she has a positive
impression of most of the Facebook posts. She likes that they are short and expressive, and some of the
posts [FB1+FB3] bring back positive memories [I4,11-14]. The examples of the blog posts are also
positive to her as she likes that Starbucks focuses on different areas of the company which anyone who
is interested can read and comment on. She also emphasises that this is something other companies
should consider doing, and that it is good that customers can be updated about Starbucks [I4,15-16].
In connection with the forum, she has a positive view on Starbucks’ participation. She thinks
Starbucks’ way of commenting on the users’ posts show interest in the users and therefore works well,
but she does not believe that employees’ personal opinions are very influential except maybe resulting
in some extra comments [I4,17-19].
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The fact that Starbucks has not responded to any comments in the blog is not positive to her, though
she does not expect the company to be as active on the blog compared to the other social media
channels. However, she says that the company does not have to reply to everyone, but she thinks it is
good if Starbucks comments on users’ questions. She perceives the blog as an informational page
which uses one-way communication whereas the two other social media channels apply two-way
communication [I4,20-22].
In social media she finds it positive that Starbucks writes to inform the users. She specifically focuses
on the blog as a good tool to share information about the company and to allow people who are
interested in Starbucks to know what is going on in the company [I4,22-23]. In relation to Starbucks’
attempt to affect the users’ behaviour or attitudes, she thinks it is okay to influence people in order to
sell more products but it is not okay if the purpose is to affect their general opinions. Starbucks should
more be focused on allowing the users to share their thoughts and discuss advantages and
disadvantages [I4,23-24]. Regarding writing to the users to create discussion she believes this is
positive as it may create debate about products and initiatives in the company which shows Starbucks
the direction that users expect the company to follow. Thereby, the discussions will be beneficial to
both the users and Starbucks [I4,24-26].
Based on the interview and the examples of Starbucks’ use of communication, Camilla does not think
that her positive image of Starbucks can be affected in a negative direction as she likes the company’s
products very much. She has been positively surprised by learning about Starbucks’ blog and finds it
good that Starbucks informs people about what takes place in the company. Learning about Starbucks’
forum was also positive to her and she feels that it shows the company is constantly trying to optimise
itself [I4,26-28].

12.3.5 Sub-Conclusion
After conducting the qualitative interviews with four Starbucks customers several interesting results
were found.
The interviewees find social media positive for their own use as it facilitates communicating with
other persons, participating in discussions, staying updated about interesting things and companies,
and searching for information. Social media makes it easier for those who are interested in the
companies to follow them and stay updated about their products and activities. Companies’ use of
social media is also perceived positively and is perceived as a natural development in how companies
attempt to reach people. One interviewee also believes that companies will be less visible to customers
and fall behind their competitors if they are not using social media. Social media makes it is easier for
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the companies to communicate with people both in order to advertise and express their messages but
also to receive input from users about improving the companies and their products.
Most of the interviewees believe that their perceptions of companies cannot be changed much by the
way the companies use social media. However, they do believe that companies to some degree should
participate in online discussions with the users. Primarily, the companies should stay in the
background in order to observe the user discussions and listen to the users’ opinions, but they should
also be active sometimes, for example by helping users who have questions. The interviewees believe
that if companies are active it shows credibility and interest in the users whereas being passive is
perceived negatively as if the companies do not care about their users.
Regarding Starbucks’ use of communication in social media, the interviewees all have positive
perceptions of the Facebook page. They think that the posts are interesting and create some degree of
happiness. The content in Starbucks’ blog posts is perceived positively by all interviewees as they find
it positive that Starbucks informs people about various topics related to the company rather than only
focusing on the company’s products. However, the fact that Starbucks does not reply to the users’
questions and complaints is perceived negatively by some of the interviewees as they would expect
Starbucks to respond to questions or negative comments from users in order to help the users and
solve the problems. In connection with the forum, the interviewees mainly perceive the
communication and behaviour by Starbucks positively as the discussion is left to the users while
Starbucks primarily only comments when informing the users about an idea’s change of status in a
constructive and useful manner. However, some interviewees do not approve the personal opinions
expressed by an employee.
The interviewees think that Starbucks’ way of informing users is positive and some refer to the blog as
very useful to the users who are interested in finding additional information about different areas
related to Starbucks. One interviewee also perceives the blog as applying one-way communication
whereas the Facebook page and forum are more in favour of two-way communication. The
interviewees’ opinions concerning Starbucks’ attempt to influence and persuade the users through
communication are rather neutral. Some believe that persuasion has no effect and that people are able
to think for themselves, whereas others feel that a balance is needed as Starbucks is allowed to sell
more products but not try to change users’ general points of view. Starbucks’ use of communication to
create discussion is perceived positively by the interviewees as they believe it may help to improve
Starbucks and its products which in the end will benefit both the company and its customers.
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Generally, the interviewees do not believe their perceptions of Starbucks have changed much by the
company’s use of communication in social media. However, their perceptions have become slightly
more positive than prior to the interviews. Some of the reasons for this are Starbucks’ division of the
three social media channels in order to focus on different purposes, and also Starbucks’ use of social
media channels that facilitate dialogue and discussions between the users which can lead to improving
the company and its products. In addition, the interviewees also find it positive that Starbucks uses
some of the channels to inform people about different topics regarding the company.

13. Conclusion
The purpose of this thesis has been to answer the problem statement “How does Starbucks’ use of
communication in social media affect the company’s image as perceived by its customers?”. As
mentioned in section 4, this has been done by analysing Starbucks’ use of communication in three
social media channels, and, afterwards, interviewing few Starbucks customers in order to assess how
the company’s specific use of communication affects the customers’ images of Starbucks.
The sub-analysis of Starbucks’ use of communication in social media indicated that Starbucks applies
different communication strategies which are dependent on the purpose of the specific social media
channel. On Facebook Starbucks has primarily applied the persuasive strategy as the purpose seems to
be to affect the users’ attitudes and behaviour towards Starbucks and its products by focusing on
creating emotional content in their posts which targets the users’ feelings. In Starbucks’ blog the
informational strategy is the most dominant as Starbucks aims to inform readers through objective
information. In addition, the persuasive strategy is also applied occasionally in order to improve the
perception of Starbucks both among internal and external stakeholders. In Starbucks’ forum the
dialogue strategy has been applied to some extent as Starbucks’ purpose of the forum is to collaborate
with the users and thereby improve Starbucks which should benefit both the users of the forum and
Starbucks in general. This collaboration process occurs through users’ idea suggestions and
subsequent discussions with other users about the ideas while Starbucks monitors the discussions and
occasionally provides the users with updates about the ideas’ status.
Based on the results of the first sub-analysis, interviews were conducted with four Starbucks
customers in order to assess how their perceptions of Starbucks were influenced by the company’s use
of communication in social media. In general, the interviewees find social media positive as it
facilitates many things, such as communicating with other people and companies, participating in
discussions, and being updated about companies. Generally, companies’ use of social media is
perceived positively by the interviewees who think that companies to some degree should participate
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in online discussions with the users but only with constructive and relevant input. If the companies
actively participate in discussions the interviewees perceive this as positive as it shows that the
companies are interested in the users and their opinions.
In connection with Starbucks’ use of communication in the three social media channels, the
interviewees all think that the content on Starbucks’ Facebook page is interesting and creates a sense
of happiness, and they find the use of photos and short texts well-functioning. The content in
Starbucks’ blog posts is perceived positively by all interviewees as it covers many different aspects of
the company, but the lack of response by Starbucks to users’ questions and complaints is perceived
negatively. In the forum, Starbucks’ use of communication with the users is perceived positively as the
discussion occurs between the users while Starbucks is observant and occasionally contributes with
useful informative comments.
Starbucks’ use of communication to inform the users is positive and especially the blog is perceived as
useful as it provides much relevant information about various aspects of the company. In connection
with Starbucks’ attempt to persuade the users through communication the interviewees’ perceptions
are mixed. Some interviewees believe it is okay to affect the users in order to sell more products while
influencing the users’ general opinions is wrong, whereas other interviewees do not think Starbucks’
attempt to influence the users has any effect. Starbucks’ use of communication to create discussions
among the users is perceived positively by the interviewees who believe that the discussions may help
to improve the company and thus benefit both the company and its customers.
On the basis of Starbucks’ use of communication in three social media channels, the interviewees’
perceptions of Starbucks have become slightly more positive than prior to the interviews. Starbucks’
use of social media and the general themes which are focused on in each of the social media channels
are perceived positively by the interviewees. The interviewees think that Starbucks attempts to inform
people about various aspects of the company and also to create constructive dialogue and discussions
between the users in a good manner which may benefit both the users and Starbucks. Overall, it
appears that Starbucks’ use of communication in social media is effective as it results in more positive
images of Starbucks by some of the company’s customers.

14. Discussion
After conducting the two sub-analyses in the thesis, the results showed that Starbucks’ use of
communication in social media affected the specific customers in a positive way, and that the content
and writing by Starbucks was interesting, relevant and constructive to the customers. With the key
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findings in mind, it is natural to consider other interesting aspects which could have been included in
the thesis and thus are relevant in connection with future research.
Starbucks’ use of social media is not only limited to the three channels which have been analysed in
the thesis. Therefore, it is interesting to know how Starbucks communicates in other social media
channels as the influence on customers’ perceptions of Starbucks may be less or even more positive
compared to the results found in the thesis.
Starbucks’ use of communication in social media is most likely not unique, but it would be interesting
to conduct a comparative analysis and assess other companies’ communication efforts in social media.
It may be that Starbucks is one of the best companies regarding use of online communication and user
involvement and thus other companies’ benchmark of how to be successful online.
Besides the things that were excluded in the thesis and thus relevant to include in future research, it is
also possible to consider changes to the current use of communication by Starbucks. Perhaps it is
necessary for Starbucks to assess its degree of commenting in certain situations and social media
channels, in particular regarding the corporate blog, as frustrated users with unanswered questions
lead to negative perceptions of Starbucks and its interest in its online users. This specific aspect was
also mentioned by the interviewees who perceived Starbucks’ occasional lack of response as negative.
Overall, the results from the thesis may help to show specific areas to focus on in future research, such
as in connection with the users’ expectations about Starbucks’ degree of online activity, the content
that should be posted in different social media channels, or how Starbucks specifically writes to the
users. All of these considerations are important to Starbucks as they affect customers and other
stakeholders’ perceptions of the company, and thus directly influence Starbucks’ performance and
business operations. Thereby, the thesis is useful as a starting point for new, more thorough analyses
which may help to develop and improve Starbucks and thus become beneficial to both the company
and its users.
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16. Appendix
16.1 Appendix 1 – Mission Statement
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16.3 Appendix 3 – Screenshots from Starbucks’ Corporate Blog
Corporate Blog Post 1 - Bursting with Blueberries [CB1]:
http://www.starbucks.com/blog/bursting-with-blueberries/1209
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Corporate Blog Post 2 – Helping Sumatran Farmers Respond to Climate Change [CB2]:
http://www.starbucks.com/blog/helping-sumatran-farmers-respond-to-climate-change/1213
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Corporate Blog Post 3 – Message from Howard: Looking Back to Look Forward [CB3]:
http://www.starbucks.com/blog/message-from-howard-looking-back-to-look-forward-/1216
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Corporate Blog Post 4 – Bringing You Rewards Faster (and Tastier) [CB4]:
http://www.starbucks.com/blog/bringing-you-rewards-faster-and-tastier-/1231
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Posted on 6/10/2012 7:05 PM
by mark a smith
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On the iPhone Starbucks App, there is a spot for your favorite drinks and how you like
them. It would be perfect if I could select from a favorite drink and how I want it
prepared, tap on it and get a special bar code for the Barosta to scan on the iPhone.
Then once they scan the barcode from the phone, a sticker would print the type of
drink and all particulars on how I want my beverage prepared. Then I can go back to
the card on the iPhone and pay for my beverage. This would also save the Barista from
having to enter the order. They would scan and the sting charge would immediately be
rung up. This would also take into account things from your card benefits like free
shots, or free refills at a locations etc. the computer would print out a label that would
go on the cup with the name of the card holder, drink, and specs on how to prepare it.
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Skip the line :: Order from my iPhone
Posted at 9/19/2012 8:25 AM by ryandahl
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Add ordering to iPhone app that sends the order to nearest Starbucks computer so it will be ready on arrival
Posted at 7/28/2012 12:19 AM by nykibell 2 Comments
Order 'Favorite Drink' from your iPhone app
Posted at 5/2/2012 8:29 PM by samba6566 0 Comments
Iphone App Add‐ON
Posted at 6/25/2011 3:29 AM by edavid2oo2
Order Drinks from Starbucks App
Posted at 12/16/2010 8:07 AM by JesusTorres

3 Comments

9 Comments
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sbx_bean

This idea is currently under review.

11/26/2012 12:00 PM

alexs001
6/26/2012 10:25 AM

jonathan83
6/27/2012 10:29 AM

dms1808
6/29/2012 4:25 PM

I'd like to voice my support for this idea. Barcode scanners have already been
deployed, it would mostly be software changes in the cash register systems and
a little extra work in the phone app.

I came here to post this idea but am glad someone else thought of it
first. As a barista, it would be easier to just have the customer scan their
order, especially if it is very specific, in order to get it right and an
expedient way, then simply copy or print it onto the cup. Thank you for
supporting this great idea!!

I have to voice my support for this. I order a Starbucks double shot increased to
six espresso’s, sub hazelnut instead of classic and top it with 3 oz of heavy
cream. I travel a lot and I really get tired of training every barista from here to
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California. By allowing me to provide a pre configured recipe for my drink the
answer would print out for every barista to read (that’s if reading is a
requirement) Please comment this up more!

beliga
7/1/2012 7:05 PM

xoarsman
7/5/2012 9:37 PM

TexSanity
7/9/2012 7:57 AM

LOVE this idea! It would really speed up the line too. I like my drink a
specific way, but a lot of times it takes up too much time to give the
details. This would make my life that much easier when I'm behind
schedule, but stopping in to get my drink.

This occurred to me today; seems a great way to expedite speed of service and
reduce misunderstandings. Our POS can tell us what to write on the cup, and
we can welcome traveling customers (show most frequently visited locations:
visiting us from Florida Bob? What brings you to San Leandro?). Can't wait to
see this implemented.

It would also facilitate ordering a "round of drinks for the office".
Storing a list of drinks and sending all to the store either via barcode
scan or even by SMS. It could debit the user's Starbucks card and skip
the register altogether.
Each drink with it's own sticker with name of Orderer, and name of
recipient.
I'd much rather be called by my name, than by my coffee order.

BLRmiscreant
7/19/2012 5:49 AM

liquidgold
8/8/2012 5:49 PM

This would be a wonderful idea if only the SB app worked to begin with.
Please! Don't add any new features to the apps until you've fixed the 
countless bugs in the existing ones!

I've been waiting for this for ages. I hope they do it. I wan't to have all
my favorites as options for quick easy selection. By having a drop down
for all the different options people would also know what they could
choose instead of having to ask.
It should display the price of what you've created and let you use your
free drink instead of having it mailed to you. And if you haven't gone to
SB in a while they could give you a discount right in the app for the next
time you do, or for making large orders etc.
They should also add an NFC component to the app so that your friends
can share their favorites with you, especially in the event you're buying
for your friends/office.

Lbarza
8/8/2012 9:33 PM

jryne
8/15/2012 10:54 PM

That's a great idea! Even better would be able to select your previously
customized drink from the app and submit the order from home (or the
office/car) and when you click "submit" the GPS will open up showing
the stores near you. You select the store, and when you get within 30
feet of the store entrance the barista will get the order (triggered by
your phone GPS being near the store). You walk in the store and the
barista says "Hi John! Your drink is ready"

I just wrote this same idea to corporate on another site. I thought it
weird when I first got the app that it has a place for your favorite drinks
and they are all just standard versions. How many people that
patronize Starbucks just get a coffee.....? If I wanted just a coffee I would
go to Dunkin Donuts or McDonalds for that. Do you know how long it
takes to say SOLO grande nonfat no whip mocha..?? AND then to ask
for a tall soy decaf no foam latte for my wife. And for the barista to
repeat, write it on a cup, and then go to the cash register to type that all
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in...... I must admitt that the local Starbucks baristas know our order,
but the staff seems to continually change..........God forbid if you go to a
grocery store or convention center ( not real starbucks) .....They really
have trouble....... I also agree with the rewards on the app......Great
products, however the cleanliness and frequency of cleaning the tables
could improve......Thanks for listening

HMAC

Said what I was thinking......

8/17/2012 2:03 PM

healtySpirit
8/18/2012 8:50 AM

Flashover68

It's a great idea but we need to realize that there are many stores that do not
have a stickers printer, only drive thru stores have that because of this purpose.
Now it will be easier for the barista to mark the cup from the register since the
drink would appear on the screen. We want a good customer service so
scanning paying and connecting with the person making the drink would a
great combination.

WOW great minds think alike! Love this idea.

8/23/2012 7:45 AM

annedub

I have thought of this so many times! Amen.

8/27/2012 9:16 PM

Grinditout
8/30/2012 7:23 PM

bryanminer
9/18/2012 3:12 PM

sbuxmocha
9/18/2012 5:39 PM

hmaxone
9/20/2012 10:05 PM

ChipChip

I also support this idea. Take it even further; make sure the wifi signal extends
out to the drive thru, order the drink from the car. Regular customers would
automatically log in to the LAN as they approach, press the order from the
favorite drinks menu and pay for it through their card on their phone. Faster
drinks, faster check out, selling more coffee.

personally i think it could be fairly simple all you should have to do is
program your favorite drinks into the app and then just have to scan
once, the bar codes to me look like QR based i am sure they are more
than capable of carrying over the information both for the order and for
the payment

Kudos for the recommendation, but it's just not for me. I prefer to use
the selfcheckout where possible at most stores, except at Starbucks! I
like chatting with the Partner at the register, I like placing my order, and
I'm glad I haven't been in a store in ages that uses those horrible printed
stickers for orders  it's so impersonal. I like the write on the cup
method. Call me old school :) But, for the person who posted it, I see
how some might like this idea and it would be great to be availble for
those who would like it. Sorry for the thumbs down.

I've had this idea too! Have a scanner at the drive thru though as well..!
speed up the line!

9/22/2012 12:08 PM

I want credit for my purchases when I make a purchase and my card is
not loaded!

caitlingrace

I came on here to post this exact idea! Thanks for the super idea!

9/23/2012 5:01 PM
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sdburkes
10/7/2012 5:51 PM

I came to post a very similar idea. I propose that there is a "order" or
"purchase" queue in your Starbucks app. It's a location where you drag
the drink which you want to order. Or in the case of my family, it is SIX
drinks that I want to order. How it works: I search through my favorites,
and pull them into the order location  pick the Starbucks location
(default = on site) and order. When in store, the QR reader is fine. One
could even order while on the way to the drive through....
The main benefit: It takes a while for me to order 6 specialty drinks.
And when I am in the drive through, it can take even longer getting
each order, then relaying it to the barista. By the time I order the line
behind me is 7 people long in the store and in the drive through. I wish I
could make the process go faster.
Names on the sticker is fine. ;)

Mike Sooty

Brilliant idea Mark, I hope this idea is introduced soon.

10/16/2012 12:30 PM

alikelystory

I, too, came here to post this very idea. Please Starbucks! App it up. :)

11/2/2012 10:05 PM

dasbill
11/14/2012 10:47 PM

I just posted something about this on another thread. Awesome Idea
for the Starbucks app, I would use it everytime.
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Tell me when my rewards are expiring!

Share
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To my pleasant surprise, my Starbucks app told me that I have 11 rewards and 1
birthday reward waiting to be redeemed. Great news! However, according to the
Starbucks website, I only have 30 days to redeem my reward. Not so great news,
especially since I don't know the exact date they were all earned.
Starbucks, please modify your app and your website to provide me with information
on when my rewards expire. It's not tough. All you need to do is post the expiration
date next to each reward. If that takes too much room, then simply add one line to the
notification that tells me how many rewards are expiring within the next 7 days. This
way, I know to redeem them, not simply collect them!

Merchandise & Music

15,914 Starbucks Card
2,685 New Technology
10,466 Other Product Ideas
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Mobile Rewards Reminder
Posted at 12/5/2012 2:31 PM by OkieSBUX
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In app reminder
Posted at 12/14/2012 1:51 PM by Kenzielaine

0 Comments

Reward notification
Posted at 12/13/2012 10:27 PM by Linnie999

0 Comments
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BBdance

I am able to go to rewards details and see each star earned and when rewards
were awarded, when they expire and when they have been used. All from both
my app and online.

10/30/2012 4:45 PM

betterbefore

10/30/2012 4:51 PM

DadCooks

You can check when they expire, which I think is a great added (long
time needed) feature. You need to go to your Sbux account online and
get to that "stars earned" calendar page. It's very thorough.

Seeing the expiration date online or in the app is easy and clear. Too bad
you cannot expend a little effort for your rewards.

10/30/2012 6:16 PM

carollk

10/30/2012 7:20 PM

If it was easy and clear, there wouldn't be so many posts about it. Once
you get to the calendar page, you need to click on the drink earned
symbol to see the expiration date. Of course, this assumes that you've
found the calendar page, which is also not a straightforward process.

BBdance
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10/31/2012 4:34 AM

carollk

10/31/2012 4:37 AM

BBdance

It's actually very easy  if it took me a minute that was a long time .... The
website is easy to use and quite user friendly. The app  even easier.

The fact that the Reward History is behind a link in a small font called
See More Details is not in the least user friendly. Just a couple of
changes could eliminate many of these posts.

Kinda getting petty  can you find it yes  easily yes. Just something else to
complain about  yes.

10/31/2012 4:48 PM

carollk

Pointing out valid design issues that present problems for other people,
if not yourself, is not being petty.

10/31/2012 6:31 PM

betterbefore

11/1/2012 6:29 AM

carollk

I will agree that it is not exactly straight fwd. but once you're there and
click on the right things, it is (now...too bad not before this new plan...I
could've called cust. service and told them of specifically dated drinks
(mnths worth) that ended up 'expired', as opposed to 'redeemed'
because I never got them;( very thorough now and detailed. Like most
things online, you (I do, anyway) often have to play around for awhile
and certainly go in with the attitude that it won't necessarily be a simple
or straight fwd process.

But with just a couple of changes, it could be a simple and
straightforward process. It's all part of good customer service.

11/1/2012 3:57 PM

betterbefore

ageeing with @carollk.

11/1/2012 4:07 PM

Dadthedude
11/2/2012 12:13 PM

For the record, when I originally saw this on my app, I did not notice the
"Redeemed / Expired" info in the Details on my app. I'm glad the data is
available to view.
My point has not changed, however. If Starbucks can post when a
reward has been redeemed or has expired, it can do a better job of
notifying me that a reward is about to expire before it's too late. I do not
see why the burden should be on me to study my rewards history when I
can be prompted on my rewards screen.

hnlworker

11/10/2012 5:44 AM

Totally agree with carollk. Making customers hunt for the expiration
date on earned rewards in a calendar page that is buried 3 links down
from the home page is not userfriendly. It should be a simple tweak to
bring this information to the top rewards page so that available rewards
are listed with corresponding expiration dates.
The smartphone app should also call out rewards that are about to
expire as soon as it is accessed instead of making us have to click on
rewards and scroll down through all the activity to find earned rewards
and expiration dates.

betterbefore

11/10/2012 7:05 AM

Another aspect of alll this.....in my experinece......is that about half the
time I go to my rewards, the calendars are totally blank....(when I've
already seen how many 'rewards' I earned for that mnth the day before),

http://mystarbucksidea.force.com/ideaview?id=08750000000IT8AAAW
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and even say you have ZERO rewards, and/or zero stars this mnth. I
realize this must be in the middle of some updateprocess but still, I
think Sbux could do better. should do better.

sbx_bean
12/17/2012 10:39 AM

Thanks for sharing your ideas with us. Since this idea was posted, we've made
some updates to the Rewards notifications. You receive an email when you
earn a reward, you can see your reward details on the Starbucks mobile app,
and we've added a dashboard to Starbucks.com to view your reward status.
http://blogs.starbucks.com/blogs/customer/archive/2012/11/06/a‐quick‐
peek‐at‐your‐rewards.aspx
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16.5 Appendix 5 – Interview Guide
Focus Areas

Research Questions

Interview Questions

- What do you think about social media?
What do customers think of social - Do you use social media?
media, and how do the customers - What are the most positive/negative things
use it?
to you of using social media?
Social Media

Identity/Image

What do customers think about
companies’ use of social media?

- What do you think about companies which
are using social media?
- Why do you think companies use social
media?
- What do you think companies gain from
using social media?

How are customers’ perceptions
of companies affected by the
companies’ actions and
interactions with users in social
media?

- Can the way a company uses social media
change your view of the company?
- Which acts/contents from a company in
social media could change your view of the
company in a positive/negative way?
- Which things/contents do you think
companies should focus on in social media in
relation to the users who are interested in the
companies?
- How do you think companies should act in
social media to the users who follow/have
interest in the companies?
- What do you think about a company if it
does/does not participate in the online
discussion with its users?
- In social media would you personally prefer
that companies participate in discussions or
leave the discussion between the users?
- What do you think about Starbucks using
many different types of social media?

- Does the way Starbucks write to its users in
social media affect your perception of
Starbucks?
- In which way will your perception of
Starbucks become more positive/negative
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Communication

In which way are customers’
perceptions of Starbucks affected
by the way the company
communicates in social media?

from the way Starbucks writes to its users in
social media?
- What do you think about the content which
Starbucks writes about to its users in social
media? *
- What do you think about the way Starbucks
writes to its users in social media?*
- In social media what do you think if
Starbucks writes to the users in a certain way
to inform them?
- In social media what do you think if
Starbucks writes in a certain way to influence
the users to act/think in a specific way?
- In social media what do you think if
Starbucks writes in a certain way to create
discussion between the users?
- From what we have talked about and the
examples I have shown you about the way
Starbucks writes to its users and the content
that is written about – is your view of
Starbucks unchanged or has it become
better/worse?

* The interviewee is shown examples of Starbucks’ way of communicating with users in social media.
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16.6 Appendix 6 – Interview Transcriptions and Summaries
Transcription of Interview 1 - Margit
Social Media
What do you think about social media? 0: I think they are very useful. You need them in many ways.
How do you use social media? 0: Well, I use them for corresponding with friends, family and to follow
websites.
Why do you do that? Is it easier than to visit them? 1: It is easier to be updated about some things and
follow what is going on in sports clubs or the family or with friends.
Are there any negative things about using social media? 1: Not really but as it is so fast, you sometimes
need to think before you press the button for mails for example.
What do you think are the most positive things? 1-2: That is the quick way you can communicate with
through mails or stay updated about website or if you need to search for information.
In connection with companies which use social media, what do you think about that? 2: Well, it is natural
that companies also communicate in this way.
Are there any good things about it to you? That you can get in contact with companies? 2-3: Well, it is
more that you are in front of the computer and can contact a company. You do not have to start the car
and drive there to knock on the door at the company. You can have a direct correspondence.
Identity/Image
Do you think the way a company uses social media can change the way you perceive the actual company
in a positive or negative direction. Is there anything that the company does online which you would
perceive negatively? 3: I do not know.
What about positively? It may be that some of the things they do will make you think more positively
about the company? Can you imagine that? 4: Well, in some way I can imagine that it may give me a
more positive image of a company because they share good things such as about their products.
Could there be other things than products or do you think products are the most important? 4-5: Yes,
because that is mostly what you notice, a company’s products and what they sell. But of course it may
also be an opinion which a company has, which it may express in that way.
Do you think companies should focus on specific things in relation to the things the users are interested in
or should they also try to express their own messages? 5-6: I think it should be a bit of both. Of course
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the company needs to come out with its products, but they can be attentive and have some idea about
what potential customers think, say and have an opinion about.
Do you think it matters to those who use social media that the company is concerned with them? 6: I
think so a bit. Actually I think so.
What do you think about the company if it participates in the discussion that takes place between the
users? Is it a good or a bad thing? 7: Well, that can only be a good thing, I mean, that there is a dialogue
between a customer and a company so you can get to the products which customers want.
Then what do you think about the company if it does not participate in the discussion that is taking place,
but instead remains in the background and leaves the discussion to the users? 8: Well, I think that would
be a bit wrong, it is like they are a bit uninterested in the customer’s opinion. They are too passive. So
it should not only be the users who have a dialogue with each other, but the company should also have
a dialogue with possible customers.
So, personally you prefer that the company is involved in the dialogue? 8: Yes.
Communication
In relation to Starbucks, can the way the company communicates with and writes to its users on affect
your view on Starbucks? 9: Actually I think it can. If you read about Starbucks, that is one thing, but
then when you visit the place you will see how it is, and then you will be able to form an opinion about
how it is.
On Facebook you can see four different things Starbucks has posted. What do you think when you see the
photos and the text? Is it positive or negative? 11: Well I think it looks positive.
In which way? 12: Well it is very conspicuous, and you think that this is something that makes you
happy. I mean, it is not something which is offensive or something, but you think they are nice photos
and you get curious to see what they say. And nice colours in two of them.
What do you think about the content here (Starbucks blog)? There is something about social
responsibility, some new changes to a membership programme, a message from the CEO to the
employees, and something about a new product. What do you think about the content is concerned with
different themes? 13-14: Well, this one [CB1], this is the product they want to show with photos and
text. That is quite common.
Then what do you think, is it positive or negative that they also talk about other things? 13-14: Yes
because they could just focus on a new product and photos of it, but that they also write about social
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responsibility and consider where the raw materials come from and how those who pick the berries
are feeling. If they think about those things, then that is just really positive.
And you think it is fine if they tell about that? 14: Yes, I do, and I think it is good that they tell about it by
themselves. I mean, you can say that some customers might ask about these things, and then it is good
that they have already written about it beforehand.
Do you think it is targeted one specific target group only or could there be others? 15: Well, I do not have
time to read what they write about but I think that it is really good that they write about things, such
as the CEO who addresses the employees, and not only addresses the customers. They inform their
employees too, and I think that is positive.
I would like you to look at these examples from the forum to show you how Starbucks has responded to its
customers or users. Do you think they answer in a positive or negative way or neither? 16: Well this one
[IF3,6] I think is a very short answer. They say we have heard what you say, and then we will wait for
others to comment, and that is pretty much it I think.
How about the way it has been written, is the person being personal or impersonal? 17: That is what I
think, he is being impersonal, and I think it is a short answer. There is not much in it except that they
say they have heard their opinion and that they will await others’ comments. I think something is
missing.
On the next page there is another answer from them [IF3,19]: 18: Well this is better because now they
have accepted the idea and saying that they will work on it and return with news later. Even though it
is a short answer it seems better than the previous one [IF3,6].
What do you think about this comment [IF4,15]? 20: Well I actually think it is a good answer.
In which way? 20: First, they thank for the interest and they also say that they have made some
changes. And then you can also see it in Starbucks’ applications. So, you get the possibility to go there
and see what is going on. So I think it is a good answer actually.
In some of their other forum threads there are no answers from Starbucks. What do you think about that?
21-22: Most people who express their opinions about things probably also expect answers I think.
Maybe there has to be many comments from different people before they answer, and they cannot
answer every time. But it is like you expect that they will collect the answers and respond sometime. I
think I would expect that.
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Based on these different ways they have answered what do you think about Starbucks if they write to the
users in a specific way to inform them about things? It could be about products or charity. Do you think
this is good or bad that they try to inform people about those things? 23: Yes I think it is good that they
want to because I think you expect them to do that. At least it would give me a more positive image or
impression of them if they do more but also answer.
Then, what if they try to write to the users in a specific way to affect them and perhaps change their
actions or their perceptions of Starbucks. Is that positive or negative? 23-24: Both, because often I think
you can see through that now they are trying to change my view on something. I do not find that
negative if they do that because you can kind of see through it. And you are probably influenced 100%.
So I cannot say it is either positive or negative.
Do you think there is anything good or bad about them trying to affect the users? 25: Well, to try and
affect them to buy a product/new product is something everyone does so that is not new or wrong.
People need to think for themselves and not be affected. So I do not see anything wrong in that.
Then, what do you think about Starbucks trying to create discussion between the users in the way they
write. Is that a good idea? 25-26: I think that is okay because people can just decide not to participate
in the discussion, but when they do it is because they want to start a discussion and that creates
attention. So that is of course why they do it but also to change products at some point. But I think it is
okay.
Would this contribute to both the users and the company? 26: Yes I think that would benefit everyone,
that they are open in that way, and also, when you as a user of their products is able to express your
opinion if you need to. Then I think it is okay.
Based on the things we have talked about and the examples you have seen about how Starbucks writes to
the users and the content which is written about – is your view on Starbucks unchanged or has it become
better or worse? 27: I think it is kind of unchanged; at least it has not become worse. Well, I find it
positive that they have a dialogue in different media with the customers. So I think it is a positive
impression.
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Summary of Interview not Used in Analysis
In the interview Margit also says that she does not believe there is anything bad about companies’ use
of social media. She thinks it is positive that Starbucks uses many different types of social media, and
she finds it natural and necessary for anyone who wants to reach as many people as possible in order
to express their opinions and messages. She does not think there are any disadvantages of using many
different types of social media but perceive it as an advantage.
Personally, she does not like that employees express their own opinions, at least not in a too obvious
way. She thinks that some of the comments by Starbucks in the blog examples primarily stop the
discussion as the company informs the users that their opinions have been heard and the ideas will be
considered regarding implementation.
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Transcription of Interview 2 - Martin
Social Media
What do you think about social media? 0: Well, I think it is okay, you can reach everyone in that way. It
is good also for companies, which can use social media to reach people.
In which way do you use social media? 0: I pretty much only use Facebook.
Is it to get into contact with or read about other people? 1: Well it is possible to like things on Facebook.
Personally, I am interested in football and then I participate in some debate sites, and in that way it is
possible to get in touch with others and discuss things.
What do you think about companies which use social media, is it a good or bad thing? 2-3: Well, I guess it
is fine. It is a good way for them to reach people. For example Facebook, probably 8 out of 10 have
that. It is possible to reach all kinds of people through that and with advertisements in the side.
Whether it is good or bad, I am not really sure about.
Why do you think companies use social media? 3: That is to reach those they want to reach. I think it has
something to with narrowing down the people they want to reach and search on them to know what
they like and who likes the company.
So you think it makes it easier for the companies to get in contact with their customers? 4: Yeah in that
way they can close in on them. They can find those who find it interesting.
Identity/Image
Do you think the way a company uses social media can change your view on the specific company? 5: No I
do not think so.
It does not necessarily have to be negative but could also be positive. 6: No I do not really think it can
change my view that much. Of course I would be able to see that there is something they want to sell or
launch which I think is really good and maybe want to buy. That appeals to me and in that way I guess
it is positive.
How do you think companies should act towards the users who follow them in social media? 6:
Informative.
Should the companies stay in the background and let the users discuss or should they be a part of the
discussion? 7: Both things. They should allow people to express themselves but should also participate
and argue for their opinions and products. They can do that. I do not find that a problem at all.
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What do you think about the companies which participate in the discussion? Do you think that is positive?
7: Yes to some degree. Primarily, they should listen to what the customers want, but I also think it is
good that they ask questions and interfere a bit but not too much. It should be a balance they need to
find themselves.
What if the company decides not to participate in the discussion, but that the users are responsible for
discussing? What do you think about that, and what does it tell you about the company? 8: Well, they
may seem less interested, but I think it is okay that they remain in the background and listen to what
the customer want. I also think it is fine if they answer any questions.
So it could be a help to the users? 8: Yes. But overall they should not be saying that we do not want this
or that and express their own personal opinions.
Why not? 8: They should never doubt the customer. The customer is always right.
You mention it yourself, but what if the person at the company is personal? 9: That is not right at all and
would seem wrong. I believe they should focus on any questions or facts.
Communication
The way Starbucks writes to its customers in social media, can this affect your view on Starbucks? 10:
Well, again this has to do with Starbucks which have to remain neutral and not share their own
opinions.
If they wrote positive things to you on the Facebook page or in a negative way, how would that affect
you? 11: I would feel that they listened to me for example if I had a suggestion and of course I would be
happy for that but if it is negative it is not so good.
On Facebook, what do you think about the photos and the text? Is it positive or negative? 12-13: That is
positive. There are photos for those who like coffee. Then people are able to respond to that. They fool
around and I think that is positive. It is possible to chat with others who like coffee.
In the blog, what do you think about the things they write about? 13-14: Well, I think it is good if they
write in the blog about the new product. I think it is good that people can read it and comment on it.
Also about new changes to a membership programme as I can see. It is good and it is people who are
interested in Starbucks and how they do business and how they write to their employees. It is good to
see that the CEO is present and communicates to the employees, and also something about how they
treat the employees.
So you think it is good they write about different things? 14: Yes that is fine.
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What do you think if Starbucks writes in order to inform the customers, and the way they write to inform
them? Is that okay if they write to inform them? 15: Yes I think it is okay. I think people should be able
to know about the things they buy, how it is made, and how the employees are treated, but they should
also be able to listen to what people say about them to get an idea about how the customers feel about
them and their products so they can make changes. So I think that is okay.
What do you think if Starbucks writes in a way to affect those who are reading and this could both be
positive and negative? What do you think about this? This could be to affect your perception of the
company of affect you to buy products. 16: Well that happens everywhere and you cannot really avoid
that companies try to affect customers to buy their things. But to influence my perception of Starbucks
I do not think is possible.
What do you think if Starbucks tries to create discussions between the users, is that good or bad? 17: Well
that depends on what it is about but now it is primarily coffee. So that is taste and variants and what
they can do to improve the Starbucks shops. I guess that is what is being discussed about. But I think
that is good as it helps for improvement. But if they start to write negatively it is not good.
They are writing about things such as social responsibility. Is it okay that they write about that too? 17:
Yes I think it is good that they can see things are done correctly and where the employees work. I think
that is fine.
Based on the things we have talked about and what I have shown you about Starbucks, did that change
your view on Starbucks in a positive or negative way or maybe not at all? 18: I do not think it has
changed much really. I find it positive that they have divided their social media. On Facebook it is more
about fun and funny photos, and people can talk together. The blog is more informative and you are
told how things work.
Another thing was the forum, how do you think about the way Starbucks respond the users? 19: It seems
neutral and constructive in their feedback. If someone has an idea, they write that it sounds good and
let us see what the others will say about it and know if they think it is a good idea. I think that is fine.
They do not say any of them are bad ideas.
Do you think they try to start a discussion? 19: Yes.
A Starbucks employee shares his/her own opinion, what do you think about that? 20: I guess it is okay.
There should be room for everyone’s opinions, and if an employee expresses an opinion I guess that is
fine.
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Summary of Interview not Used in Analysis
In the interview Martin also says that he uses social media but primarily only Facebook. He thinks that
social media is good as it makes it easier to get in contact with others especially for people who maybe
have problems with being social in real life. Thereby, it is easier for them to create friendships and find
the things they are looking for through social media.
In connection with companies’ use of social media to reach new customers, he refers to one of his
friends who use Facebook to identify possible customers for his own company. Martin also says that
Starbucks’ use of many different types of social media is okay but he does not know if there are any
advantages or disadvantages to it.
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Transcription of Interview 3 - Frank
Social Media
What do you think about social media? 0: Well, I think social media is a really good thing, and definitely
something that will stay around us. It is more or less the way everything is going through.
In connection with companies which use social media what do you think about that? 1: Well I think it is
okay and it is advertising for everything. Instead of the advertisement in a newspaper, it is more
online, and this is definitely the way things will go with communication.
Why do you think companies use social media? 2-3: Because that is very things take place and where
network communication is. It is the place where people are, and almost no one do not have a mobile
phone and know about the internet. So of course they are also there with advertisements and focus.
What do you think companies gain from using social media? 3: They gain a lot from it because if they are
not there then they will fall behind their competitors.
In which way? 3: You will not be seen. If you are not in social media I will not discover people.
Identity/Image
Can the way a company uses social media, such as the way it writes to users, can it affect your view on the
company positively or negatively? 3-4: Well, I am sure that is possible. Perhaps if something was
written which I found too arrogant, then maybe I would not choose it. And on the contrary, if it is
something that I did not find interesting before but would now then I would be curious. So it is both
ways I think.
How do you think companies should act towards the users in social media? Should they be
accommodating and participate in discussions or should they remain in the background and let the users
discuss? 4: Both I would say. I mean of course they should put things out and make people curious, but
it should not be them who are in control. I definitely think that the users should be allowed to discuss
with each other but also suggest good ideas
What do you think about a company if it participates in the online discussion? 5: I think that depends on
the subject, but again it should be a balance. They should participate but only if it is relevant and not
only to get a bigger audience. To some degree it is okay that they participate but they should not take
control.
If the company does not participate, then what would you think about the company if it just decided to
remain in the background? 6: Well, if the forum and chat are active then there is probably no reason for
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them to participate, but if something is inactive and they do not encourage activity and input then I
would probably leave it if they did not appear interesting.
In social media, would you personally prefer that companies actively participate in the discussions or
should they remain in the background? 6-7: I think I would say that they should remain in the
background. If the users are active then they should primarily be responsible. Then, sometimes they
can add some input.
What do you think about Starbucks being present in many different types of social media? Is it good or
bad? 7-8: Offhand, I think it is fine, but it does not mean much to me. It is okay that they out there and
are curious and try to find out which of the social media are best. It is difficult to say without testing.
Communication
Can the way Starbucks writes to its users in social media affect your view on Starbucks? 8: It can if their
way of marketing themselves is not interesting to me then I can leave it, but if they advertise in a way I
find interesting then I am ready.
Personally, are there any things you would think Starbucks should write about which could make your
perception better? 9: Well, Starbucks is about coffee and I like coffee so it would be some kind of story
about how the coffee was made or especially if there are new products. Then they would make me
interested.
Could other things than the product be interesting? 9: Yes definitely. For example, if they develop
themselves outside the coffee world, such as new initiatives or ways of doing things, that would be
interesting to me.
What do you think about the content you see here from the blog? 10: I think there is much text.
What about the things they write about? There is something about a new product, social responsibility,
the CEO has a message to the employees, and something about a new membership programme. 10-11:
Posting about a new product is good so people can see it and read about it, but I think it is fine to use
the blog in that way so people can comment on it and gain something in that way. Regarding social
responsibility, then of course there is an opinion about that. Social responsibility is necessary I think,
and it is fine that they use the blog to get some feedback.
If we look at the Facebook examples, then what do you think about the content, the photos and the text?
12-13: I think the first one [FB1] is a fine way to communicate it on. Post it and get some response on it
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regardless if it is comments or likes. It is useful to them, and I think it is perfectly okay. A simple
question and a nice photo make good sense to me.
Then, I would like to show you examples from Starbucks’ idea forum, and I would like to know what you
think about the way they write to the users? Is it a good way to write or a bad way? 14-15: Well, actually
I think it is a fine way they communicate on. They are not interfering much in the discussion but allow
the users to express their opinions. Sometimes they say we are looking into an idea and we will return
later with a response. So I think it is communicated well.
What do you think about Starbucks in social media if they write to the users in a way to inform them
about different things? 17: Information is good to some degree but too much information is not so
good. I think it depends on the specific situation. Information about new products and initiatives is
fine.
What could be bad about only focusing on informing people? 17: That would be if it was too timeconsuming and there was too much information about very specific things. It is okay to keep it general.
What if Starbucks decided to focus more on affecting the readers, how would you feel about that such as if
they affected them to do specific things or have specific opinions? This could both be positive and
negative? 18: It is a balance. Obviously, Starbucks have this because they want to sell some products
and have a lot of users and focus on their products/advertising. Of course they should be aggressive,
but also allow people to express their own opinions.
What if Starbucks focuses more on creating discussions between the users? Is that a good thing or a bad
thing? 19: That is a bit tricky. It is okay to some degree, and that they initiate some discussion between
the users. As long as it is positive and keep the products as the focus and leave out personal issues. The
focus should be on the product and development. So I think it is fine.
Based on the things we have talked about and the examples you have seen about how they write to their
users has this changed your view on Starbucks positively or negatively or is it unchanged? 20: Well, I
would say it is unchanged, perhaps a bit more positive. The way the forum is used and the way things
are posted is positive to me. The Facebook part has some positive things with simple questions which
users can comment on or show that they like is fine to me as they get some feedback. However,
personal comments are unnecessary.
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Summary of Interview not Used in Analysis
In the interview Frank also says that he uses social media but primarily Facebook as it helps him to be
online in order to know what other people are doing and to search for information such as through
Google. He only thinks there is one disadvantage about social media which is that it is very timeconsuming. He does not find it negative that Starbucks is using different types of social media.
In connection with the blog, Frank finds it positive that Starbucks writes about various topics but that
it is uninteresting to him. Reading about the CEO’s message to the employees is not interesting to him,
but he would be more likely to read about the product and the story of social responsibility.
In the forum, he comments on the employee who expresses his/her personal opinion and says that any
employee should always support the company’s opinion. It is okay to have a personal opinion but it is
probably not a good idea to express it in a forum like this as the focus should be on the company. He
also mentions that he thinks some of the comments by Starbucks employees end the discussion in the
forum threads by saying the ideas are being considered by Starbucks. However, the personal opinion
by one employee is perhaps more likely to make the discussion continue.
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Transcription of Interview 4 - Camilla
Social Media
What do you think about social media? 0: Hmm, social media. I guess it is fine. It is not something I have
thought much about. But I do use Facebook a lot.
What is good about using social media? 0: For myself it is mainly to stay updated I guess and
communicate with others.
What do you think about companies using social media? 1: Well, it depends on what it is about. In
relation to Starbucks it is very good for them and for one like me who can follow the company or just
comment on things.
Why do you think companies use social media? 1-2: Because they are so popular and they can reach
many people with their messages.
What do you think the companies gain from using social media? 2: Well, that is the possibility of
communicating their messages and information or advertising, and that is done in the best way by
using things that many other people also use and follow and comment on, etc. Then they can optimise
their products in the best way.
Identity/Image
Are there any ways a company uses social media which can change your perception of the company? It
could be both in a positive or negative way? 2: Hmm, I do not know really. There are not things that
directly have offended me.
What could be positive about a company’s use of social media? 3: To me, it is that I can follow what is
going on a bit. It could be funny photos or comments. Starbucks is also a very good memory for me and
a friend who was travelling and went to Starbucks every day.
Is there anything that a company could do in social media which could change your view on the company
in a good or bad way? 4: Hmm, no not really I guess. But maybe if campaigns or advertisements are
poor and could be improved and do not really reach as many people as possible such as their target
group. But I am not really sure.
How do you think companies should act in social media? Should they be very active and participate or
remain in the background? 6: Well, I think it is fine if they are active and are concerned with the
interests of the users. They show that they use these means to reach people but also receive the
criticism they get and use it for something.
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What do you think that shows about the company if it participates actively? 6: That they are interested
in their customers and target group and want to hear their opinions, and know what is good and bad
so they can improve themselves. And I only think that happens if they are active.
And if they do not participate in the discussion what image does it show of the company? 7-8: I think it
shows that they are not interested. Of course they are interested in knowing what the customers want
but they do not consider it as well. Like they just want some advertising and show we are here. I think
it is much better to the customers and shows credibility that they take advantage of the media and
listen to people.
What do you think about Starbucks being on many different types of social media? Is it good or bad? 9:
Well, Starbucks is huge so I guess they have enough people to handle it, and then I think it is fine. I
guess it works if they do it. As long as it works it is fine with me. You can see people are interested and
look at it. It would be different if there were no visitors in social media then it would be a bit useless.
As long as they are active and people are interested I find it positive.
Communication
How about the way Starbucks writes to its customers, can that affect your view on Starbucks? In general,
would it have any influence? 10-11: Well, I do not know really. Because I really like Starbucks I guess
there is not so much negative but I have not looked at their advertising. As long as I know their
products and like them then I do not think anything will offend me.
I would like to show you some examples of Starbucks’ social media, from Facebook and the blog. What do
you think about the content they write about? Facebook first, what do you think about the things they
have posted? Is it positive or negative? 11-12: Well, this one [FB2], I do not really understand it and
makes me think what can I use it for. When I look at this one [FB1] it makes me think of Central Park
where I was sitting and makes me think back and think of memories, and actually also this one [FB3].
It is very funny with ‘one more round’ because I could take another round with this, and it reminds me
of London Eye. The last one [FB4], after I read it, I agree with. So every day should be a coffee day, at
Starbucks.
Overall, then what do you think about the things they have written, are they positive to you or negative?
14: Well, it is not negative but I do not know if I find it very positive. But it is very short and expressive
for example ‘one more round’ and a Ferris wheel. I find that very funny.
If we look at the blog, then there are different topics they are talking about. Something with products,
social responsibility, a message from the CEO to the employees, and some changes to a membership

141

Anders Secher | Customers’ Perceptions of Starbucks and Its Social Media Communication

programme. What is your opinion that they write about different topics? 15: I think that is fine, actually I
think it is very good. Especially as everyone can go there and look and if you are interested you can
follow them and read about what is going on in the company. I think it is very good that they keep the
customers updated about what is going on.
So it is good that they focus on not only the product? 15-16: Yes I think it is good that everyone can see
what is going on but also this one with the message from the CEO to the employees. Maybe they should
send it privately or actually it is a fine idea, and shows how things are working. I think it is very good
that they show it is a serious but also good company which is concerned with customers and
employees. I think it is good, and actually other companies could do the same instead of only focusing
on the products.
The next thing is from Starbucks’ forum in which the employees have commented on different things.
What do you think about the way they write to the users? Is there anything positive or negative? 16-18:
Well these two [IF2 + IF4] seem very formal but it is fine that they comment on them and tell the users
that they will consider them. It is formal because it more to the point and like an auto-response
compared to this one [IF3]. But I think it seems like they are interested in what the customers say and
the ideas. But that they will inform the users about the ideas and that they comment on the users’
ideas work well.
What do you think about the employee who expresses his/her own personal opinion? 18: Well, if the
person shares his own opinion then maybe it will make others comment. But I do not think it has the
most influence.
So, overall it works for you? 20: Well yes to me it is not a problem that they write in that way, and
actually it works well I think though I have not seen all of them. I do not know if they always write in a
positive way but if they did not then maybe I would think they should change their attitude a bit.
For example in the blog, there are not many answers from Starbucks. What do you think about that? 2022: Well, that is a pity that they do not have anyone to do that. But it is like this is where they have
expressed some story or update and they have said what they wanted to and then people can comment
if they want to. But I think it is a pity if they do not comment on anything but I do not think they should
be as active as here (Facebook and forum) because they have already expressed what they wanted to.
Here (Facebook and forum) it is the purpose to use it to allow people to express themselves in
connection with products. The blog is more like an information page while the forum and Facebook
lets people comment and more works as two-way communication. But yes, they could be more active
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but not to the same extent. It is okay if they add something but only if the users need something
because they cannot respond to everyone.
What do you think about Starbucks in social media if they write in a way to inform the users? Is that good
or bad? 22-23: Yes I think that is good such as with the blog, that they write about different things and
that people are able to follow them if they are interested. I only find it positive that people are able to
do that.
How about if Starbucks writes in a way to affect the users both positively and negatively to affect their
actions or perceptions of Starbucks? 23-24: I think it is okay to affect their actions regarding selling
more because that it was you expect. However, if they want some response to something then they
should not affect them in some direction but more let them share advantages/disadvantages and
express the central things. But regarding selling then I think it is okay because that is what they live
from. You cannot really do much about it.
How about if they write in a way to create discussion between the users? 24: Well I think that it is a good
thing for Starbucks because they can start a debate about their products and initiatives which can help
them to develop. This is definitely good for the company to know these things.
Based on the things we have talked about and the examples you have seen about how they write to the
users and the things they write about, how have this affected your view on Starbucks? Is it positive or
negative or unchanged? 26-28: Well I do not think that much can affect me to think Starbucks is a bad
company. But I have become positively surprised to know about the blog and I think it is great that
they tell about what is going on in the company. And I also find it positive that when they have made
an idea forum, then they also follow up occasionally rather than remain passive. They say they will
consider the things and encourage the users to continue voting and commenting. So, I think they show
me that they do something continuously to optimise the company. In that way I think it has changed it
to become even more positive.
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Summary of Interview not Used in Analysis
In the interview, Camilla says that the most negative thing about social media is the time it consumes.
All types of social media are also not good such as regarding companies which want to hire people and
use social media, such as Facebook, to find information about people, and on Facebook they would
probably not get a good first-hand impression.
Personally, she prefers that companies are active in discussions as it shows interest in the users rather
than only focusing on sales. She also thinks that Starbucks’ use of communication to create discussions
is good as long as the forum are not used on discussing things that are not important and thus draws
the focus away from more important and constructive issues.
In general, she prefers Starbucks to other coffee companies. Some reasons for this are that it is more
hyped, have better menus, and she also mentions the price level as important when she was travelling
abroad.
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16.7 Appendix 7 – Interview Audio Files
The four audio files from the interviews can be found on the cd which is enclosed with the thesis.
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