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Starbucks Continues Food Push
With Overhauled Menu ltems

Coffee Chain's Largest Rollout to Date kb Backed by
Hewspaper Campaign

By Emily Bryson York
Fubdished! June 29, 2009

B GOS0

MEW YORE {(Adage.com) — Starbucks 15 unveling a raft of new
products tomorrow that represents the largest food launch in
the company's hustory, The chain s staying with its tactic of
long-form newspaper ads in The Mew York Times, The W all
Street Journal and USA Today to support this push.,

r_  "There are few things good enough
rnEn: mwm to go wth Starbucks coffee,” says
GODD ENOUGH TO ACCOMPANY the ad, from BBDO, Mew York.
STARBUCES COFFEE.  'Luckily we now have them all in
LUCKILY, WE NOW HAVE THEM our bakery case Starbucks has
ALLINOUR BAKERY CASE.

readily acknowledged that its food
AT offerings failed to stand up to its
premium beverages, and CEO
Howard Schultz has made
upgrading the chain's eats a top
priority,
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Starbucks has made sweeping
changes to its food offerings in the
past year, however, wath items
such as oatmeal, naturally
sweetened baked goods, and
smoathies with protein and fiber,
Some of those efforts pad speedy
“tarbucks ad dividends, Starbucks' oatmeal,
""""""""""""""""" released last spring, became the
chain's top-seling food item within a few weeks, But the
company vowed that health ful food offerings would proliferate.
As of tomorrow, Starbuck s will have overhauled 20% of 1ts
bakery case.

"“We heard time and time again from baristas and customers that
they weren't getting a consistent expenence," said Starbucks
spokeswoman LisaPasse. She added that this food launch, the
company's biggest, I1s the result of a three-vear project to
remove artificial flavors, dyes and trans fats, Starbucks has also
removed high-fructose corn syrup from its baked goods, a
conoern consumers have made loud and dear on the chain's
virtual suggestion box, MyStarbucksIdea. com.

Starbucks 15, of course, in the midst of a long and complicated
turnaround. Last quarter the chain's same-store sales fell 8%
and earnings dropped 7%, Since then, rival McDonald's has
launched its massive MoCafe push, which 15 expected to hurt
Starbucks in the short term. However, Starbucks' chief
marketing officer, Terry Davenport, argued that the exposure will
bring new consumers into the coffee category, and Starbucdks
should be able to snare them when they have maore cash to
spare.

As part of tomorrow's revamp, Starbucks is also introdudng two
lower-calone salads, two egg-white breakfast sandwiches and a
strawberry-banana flavor for its Vivanno smoothie platform., But
there are also new iterms for splurges, such as the Indulgent
Chocolate Cookie. Ms. Passe said theidea 15 to have tasty items
on the menu but make sure every bite is worth the caloric
plunge.

Some bakerv-case items are getting pure-and-simple overhauls,
For instance, the chain's reduced-fat blueberry coffee cake will be
pulled and replaced with a reduced-fat "very berry" version, with
blueberries, blackberries and raspberries. Starbucks is also
keeping banana bread on the menu, but the item in the case wil
now be about 30% fruit. 4s part of the changes, Starbucdks 1S
alsa bringing n Kind's whole fruit and nut bars, a substantial
break for the upstart brand.

Starbucks has alzo rolled out new pastry bags to support the

new food, which say, "Real food. Simply delicous." The bag also
prodaims, "Your food not only tastes better, it is better.”

5 Comments

By Rodney33 | FRISCO, TX June 29, 2009 11:02: 25 pm;!

Good operational mowves and message by Starbucdks, They stil
have a large footprint. If they deliver on the execution of the
food and position it as awvalue, they have shot.

But I have to ask, "what coffee pipe are they smoking?" The
chain 15 staying with its tactic of long-form newspaper ads In
the New York Times, Wall Street Journal and US4 Today to
support this push?

The majority of their customers read those news sources
aon-line, not in print. Sure those publications still have a
croulation and Starbudks will get exposure from them. But
I=n't Starbudks interested in mantaning some semblance of
relevance with their core customer?

Do they not see all the people in Starbucks comfy chairs
sucking up the free wi-fi and flipping through theirr smart
phones?

Perhaps this report was missing details to the planned
campaign. If the roll out just consists of long form print ads
In newspapers, al anyone can say 15, "WAKE UP AND SMELL
THE COFFEE!"

In the same way that it would have been much better to have
gotten food right a few years ago when people were knodking
down ther doors for ther coffes, so too would 1t have been
better to fix ther approach to selecting approprate media,

Success breeds complacency. The "we'll get to it when we
need to," always bites you in the ass. Starbucks 15 plaving
catch up, but they're still iving in the past

McDionald's 1= roling out more premium coffee, Dunkin' is
pushing out beyond therr core markets, Starbudks 15 left with
no choice, this has to work for them,

The previous comment by Starbucks' Chief Marketing Officer,
Terry Davenport, arguing that, "the exposure Mchonald's is
bringing to the category will bring new consumers and
Starbucks should be able to snare them when they have more
cash to spare,”" can only ring true if Starbudks is relevant
enough ta warrant the premium when they have the extra
maoney,

McDonald's has significantly more location s, especially with
Starbucks closing stores, and a better price. \What McDonald's
doesn't have is the ambiance and the relevancy with the core
Starbucks customer,

Fodney Mason, ChMO
Moosylvania

The Great State Of Design
WL M D05y vania, co

wonewd, bwit ter .com/rodmoose

wewey Dt ter comdmoo sylvanis
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By jkantorl | St. Petersburg, FL June 30, 2009 08:238:43 !

They have become 3 reactionary company. They aren't setting

trends any more - they are following them.,
Permalinlk

That's odd,

1. By all accounts, Starbudd's major flaw 15 that they do not
deliver on the coffee-house ex perience. They are really not
fizing that at all.

2. Customer service certainly fell ike a stone in the past
wvears. I haven't seen that they fixed that.

3. The new frugality certainly put £3.50 or more per coffee In
a dangerous position, They are not fixing that,

4, Oatmeal was therr one shining product. They are not
expanding that.

5. Food was at the bottom of thar "to fix" list. They are fixing
that,

Feally odd.

Permalink

By Craig | Wichita, KS June 20, 2009 10:26:43 3m !

very interesting. And, llke the coffee, very robust comments,
Hereis how I seeit, Don't panic, Stabucks. .. 1= still setting the
trends...or MickyD'=s and Dunkin's wouldn't still be reacting to
them. This is a blip in the marketing universe. Big Picutre,
Bigger bucks coming for the 'star'.

Mow, can Starbucks finesse and improve the in-store
experience? Sure, Can they (will they) imit themselves to big
print venues for adwvertising ¥ Doubtful. It gives me some
confidence that print 1sn't dead, Banners, search engines, et
al, are areas they could keep a few hillon of ad 'bucks', to
subtly finesse and give the warm cozy to the core, Don't
dispare, Chill. Grder another latte,.... boot up the mac. Enjoy,
—CD-visionMark eting

£ Permalink

By dbrakhage | INDIAN SPRIMGS, AL June 30, 2009 10:33:46
arm

& national company using its imited cash to advertise in
national newsp apers makes perfect sense. The CPM of
newspaper advertisisng 1s low, and readership 15 high among
consumers with upper-tier household income and education.

Like to see the source for the comment abowe that, "The
majority of ther customers read those news sources an-ling,
not in print." If that is true, then Starbucks should be taking
advantage of the online adwvertising aptions offered by all
three of those national newspapers. That 15 probably the
case, It would be informative ta learn the complete details for
this Starbudks media campaign,

o Parmalink

By seanjjordan | St. Louis, MO June 30, 2009 10:40:59 3m:

A5 wsual, I agree with Fodney Mason. His comment about
Starbucks' poor choices in communication strategy i= dead
ar.

The real question that needs to be asked 15, "Is Starbucks
perceived as a bubble trend ?" and, if so, "How can Starbucks
escape that stigmat”

The problem i= in thinking of coffee and food as being the
product, They're not — they're what you'd call the "physical
evidence." Retal 1z a service business, Despite what
customers may think, they're not wandering into Starbucks
for coffee; thev're going in for the experience, the
conwvenience, and the (supposed) expertise of the baristas,

McDonald's has this figured out. They've realized that they
sell value, As a McDonald's franchise owner once sad to me,
"People come to McDonald's because they want decent food
that's cheap and quick." McCafe beverages taste terrible. The
mochas taste like burnt chocolate milk with a lot of sugar
added in, But they're cheaper than the ones you get at
Starbucks, and you can get them in 90 seconds or less,
That's value,

Ciunkin' Donuts has figured out that they sell breakfast.
People go in to Dunkin' Donuts because they want quick,
competent breakfast food, The prices are decent, and the
service 15 Ok, but the real draw s that you can walk into
Ciunkin' Donuts and feel ke you're getting break fast-type
food, Ironically enough, Knspy Kreme has not figured this
out, and its "Kool Kreme" ine has not been doing wvery well
because 1t 15 not a logical brand extension where customers
are concerned,

So, what can Starbucks do? It's hard to say. The "coffee
shop experence” 1s not such a draw for people in a tight
economy, and Starbucks 1s never going to match Mchonalds'
volume because it 1sn't focused aon speed. Mavbe what
Starbucks needs to do s focus on educating people about
coffee so that there is a perception of superior quality in their
brand. I'm sure they've got rooms full of research about why
people consume coffee; 1It's probably time to focus on putting
that to use,

I'd also suggest that they define therr target market more
broadly. Right now, they seem to be shooting for the upper
middle dass. That's great, but it's a dwindling group that isn't
spending as much rnight now, One company that does seem to
be doing well is Panera Bread, which 15 largely focused on
marketing towards women, Most of the women I know [ove
the Starbucks brand, but don't love the experience. They
really should look into that

But honestly, I don't expect good things here. Howard
Scnultz constantly wants to shoot from the hip, but you can't
run a large organization that way, It's time for careful
research and strategic planning, not rapid reactions to
competitors. Ultimately, Starbucks has to win back its
customers by appealing to them, not just offering what
Schultz caonsiders a superior product,

-Sean J. Jordan
The Research 2 Planning Group

slordani@resesrchplan, com
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By resl ebDesign | New York, NY June 30, 2009 11:55:35 am!

I totally agree with Rodney, They should be finding ways of
serving their core customers better, I thought the Starbucks
Gold card was a good move until I learned that you can get
free WIF If wvou get a starbucks gift card and just keep
reloading it once a month, So if vou're a Starbucks junkie
already why would wou bother getting the gold card.

Having healthy and organic foods would be a step in the right
direction because the people that go to Starbucks believe
they are better than McDon ald's customer. Personally T like

5 Tnhu g LY

Peter Marino

NYC Search Marketing and WebDesign Firm

Follow me an Twitter
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By reeldebDesign | Mew York, MY June 30, 2009 11:57:06 am:

Cops I didn't know html wasn't supported.
Peter Marno

ww . Feelieb Design.com
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