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Abstract 

This paper studies the reasons that might influence the consumers’ behavior in among 
Starbucks in the market of mainland China and find out the most significant influencing 
factors hem. This analysis will provide Starbucks with information to improve their 
marketing strategies in the current rapidly developing coffee chain industry. Six 
influential factors are selected based on previous scholars and academic papers which 
include: membership benefits, environment and decoration, cost-effectiveness, service 
satisfaction, site selection, and promotion. Among these, membership benefits, 
decoration, service, and site selection are relatively more important reasons attracting 
people to consume in our sample. Since the sample mainly consists of customers 
between 18 years old and 25 years old, this work did a target analysis for these 
customers and discovered that only decoration and site selection are significant factors 
within this age range. 
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1. Introduction 

1.1. Background 

Starbucks Corporation is one of the world’s most illustrious and widespread coffeehouse chains 
founded in the United States in 1971. According to statistics, as of 2020, Starbucks has chain 
stores in over 30,000 locations worldwide in more than 70 countries[1]. It entered the market 
of Mainland China in 1999 and opened its first store at the World Trade Center in Beijing. The 
introduction of Starbucks in China contributed to the popularization of coffee culture. By now, 
Starbucks has opened 4,123 in 168 cities in mainland China. Beijing and Shanghai together 
account for 26% of the size[2]. As of 2019, China already became the second-largest market 
after the US for Starbucks worldwide. 

According to the survey, Starbucks is rapidly expanding their market in mainland China from 
2005 to 2019 and the trend is obviously going to continue. Similarly, China’s coffee market size 
is also in a state of booming and forecast to reach 180.6 billion in the year of 2023. As a result, 
there will be more competitors trying to enter the coffee market due to profit margin. For 
example, Luckin Coffee is one of the most competitive domestic opponents that was founded in 
2017. As a comparison, Luckin had a similar number of stores in the Chinese major cities as 
Starbuck, and even exceeded Starbucks in some first-tier cities such as Shanghai4. Therefore, 
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Starbucks will need to ameliorate itself in order to maintain its market dominance and attract 

customers to consume more in such a competitive coffee market｡ 

1.2. Literature review and problem statement 

Most previous studies related to Starbucks mostly focus on how Starbucks builds the “coffee 
culture” in mainland China. Considering the introduction of a capitalist, Starbucks and coffee 
was introduced as a luxury foreign good to many young Chinese. They view Starbucks coffee 
more as an authentic Western product that is able to imply their higher social class than a kind 
of drink. This kind of advertising made Starbucks very popular at that time, especially, among 
the young Chinese in the urban cities. [3] The unique brand impression has laid a good 
foundation for the future development of Starbucks in China. Significantly, certain Western 
brands are valued by Chinese consumers and Starbucks appears to be one of them. A growing 
number of China’s 500 million urbanites favor Starbucks for its ambience, which is seen as an 
important signal of service quality, and Starbucks’ design concept rests easily with China’s 
consumers, who tend to lounge with friends while sipping coffee. [4]However, in recent years, 
with the rapid development of China's catering industry, more and more beverage shops 
gradually affect the status of Starbucks in China's catering industry.[5] Moreover, the unique 
brand impression of Starbucks is no longer new to many Chinese consumers. Therefore, 
changing the operation plan is one of the best ways for Starbucks to maintain its position in 
China's catering industry. This research pays more attention to the six operating strategies that 
Starbucks used to attract customers, and tries to figure out which one has the most influence 
on consumers in mainland China. This research pays more attention to the six operating 
strategies that Starbucks used to attract customers, and tries to figure out which one has the 
most influence on consumers in mainland China.  

Understanding consumer psychology is important for Starbucks. In a market with many 
commodities, whether a customer buys a certain commodity or not is determined by their 
psychological motivations.[6] It is important to understand consumer psychology and to 
discover market opportunities for production operators and take corresponding measures to 
facilitate transactions. Speaking of coffee, this research is intended to find out, when consumers 
feel thirsty and want to buy a cup of coffee, which operating strategy has the influence on them 
which makes them buy coffee from Starbucks.   

Secondly, Starbucks is suffering.[7] Focus on one strategy in China mainland may help 
Starbucks to save the loss. According to Chinese economic website, Jinrongjie, Starbucks’ latest 
shareholder letter indicates that the operating profit may fall by $2.2 billion by the end of June 
because of the Covid-19, sales will continue to fall for the rest of year and the company plans to 
permanently close about 400 operating stores over the next 18 months. However, With the 
improvement of the Chinese epidemic situation, Starbucks' turnover in China has gradually 
increased. In China, the same-store sales of Starbucks fell by 21% in May, which was an 
improvement from the 32% drop in April. Also, approximately 90% of stores in China have 
returned to their previous business hours, and 70% of the stores are fully occupied. It can be 
said that the Chinese market is one of the few surviving active markets in the world for 
Starbucks. Therefore, saving money and energy on promoting one strategy which has a great 
influence on consumers in China mainland is the best choice for Starbucks to reverse this 
situation. 

1.3. Research contents and research significance 

It’s no doubt that there is a relationship between brand equity, customer satisfaction, and brand 
loyalty in coffee shops. This research includes six influencing operating strategies to test 
customer satisfaction on each of them through survey. Developing the one that has the most 
influence on consumers may result in greater brand loyalty for Starbucks. So far, Starbucks is 
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no longer unfamiliar to Chinese consumers, but with the rise of the Chinese beverage industry, 
Starbucks must take active reactions to maintain its leading position in the beverage industry 
in China, especially in terms of sales strategies.  

This work will analyze the influencing factors of Starbucks’ customers behavior in the market 
of China Mainland and come to conclusions on which elements are most influential. Since 
Starbucks already has relatively mature markets in many Chinese cities, our research might 
help its decision-makers to improve their strategies to better suit customer’s demand therefore 
further increase profit and expand the market. To be specific, this work quantifies consumer 
behavior as the consumption of each individual consumer. As mentioned above, the influential 
factors are membership benefits, Environment, cost-effectiveness, service satisfaction, site 
selection, and promotion. This work planning to obtain the above data and information by 
distributing questionnaires  

2. Methodology 

2.1. S-O-R model 

S-O-R model is a model of consumer behavior. It was established by the founder of behavioral 
psychology John B.Watson. In the early twentieth century, under the influence of Ivan Petrovich 
Pavlov's conditioned reflex experiments, John B.Watson proposed the stimulate-response 
model. This model suggested that complex human behavior can be broken down into two parts: 
stimulus and response.[8] The model mainly thinks that the individual will induce individual 
behavior after receiving external or internal stimulation.[9] Human behavior is a response to 
stimuli. Clark L.Hull proposed that organisms have a tendency to react between stimuli and 
responses and he established the S-O-R model.  

The core of this model is an emphasis on studying the stimuli of an organism, explaining 
everything in terms of the stimulation and response. All the stimuli will be accepted by 
organisms, and then go through a series of psychological activities, as a result, the organisms 
would react to the stimulus. Figure 1 below shows the structure of the S-O-R model. 

 

 
Figure 1 Structure of the S-O-R model 

 

According to the analysis of this principle, from the perspective of the marketer, many 
marketing activities of each enterprise can be regarded as incentives to buyers' behaviors, such 
as products, prices, sales locations and places, various promotion methods, etc. All of these, 
which we call marketing incentives, are deliberately arranged by the company to stimulate the 
external environment of the buyer. So through this model, researchers found some stimulation 
from Starbucks, which motivates customers to purchase coffee. 

By reading the paper before, researchers identified six factors, the stimulus, that are likely to 
improve for Starbucks in the Chinese market. They are membership benefits, decoration, cost-
effective, service, site selection and promotion. 

2.2. Questionnaire and quantitative analysis 

Questionnaire is a widely used method in social investigation. A questionnaire is a form of 
presentation of questions used for statistics and surveys. Questionnaire method is a method for 
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researchers to measure the research problem with controlled measurement, so as to collect 
reliable data. Questionn 

aire design has seven principles: concreteness, oneness, popularity, accuracy, conciseness, 
objectivity and non-negation. According to these principles, the researchers designed open 
questions, closed questions and mixed questions in the questionnaire. For some of these 
problems, the researchers use a five-point Likert-type scale (ranging from 1=strongly disagree 
to 5=strongly agree) to measure. 

After collecting the questionnaires, the researchers analyzed the data collected. First, 
descriptive statistical analysis. Descriptive statistical analysis is to sort, classify and summarize 
the collected data, and conduct an overall analysis to grasp the characteristics of samples and 
the overall characteristics represented by samples. Descriptive statistical analysis helps 
researchers dig deeper into relevant information. Second, the chi-square test. Chi-square test is 
a method of hypothesis testing. It belongs to the category of non-parametric test, which is 
mainly to compare the deviation degree between the actual observed value and theoretical 
inferred value of statistical samples. In this research, the researchers hypothesized that each of 
the six factors had a significant positive impact on how much consumers spent at Starbucks. 
Third, regression analysis. Regression analysis refers to the mathematical processing of a large 
number of statistical data and the determination of the correlation between dependent 
variables and some independent variables by using the statistical principle of data. 

3. Questionnaire results and analysis 

3.1. Questionnaire results 

In order to understand the influence of various factors on consumers' consumption in 
Starbucks, a questionnaire was designed for consumers to understand the factors they 
considered when choosing Starbucks and their average consumption amount in Starbucks 
through qualitative and quantitative methods. The questionnaire mainly includes two aspects, 
the first is the basic information of the respondents, including age, gender and so on. The second 
aspect is the factors that influence their choice of Starbucks. After about 3 days of launching, 
303 questionnaires have been received. Among them, 262 people have had consumption 
behavior in Starbucks. The later analysis will be based on these 262 people. 

Through frequency analysis, it can be seen that among 262 respondents who have consumption 
behavior in Starbucks, women account for 66.8% of the total sample. In terms of age, more than 
half of the respondents aged 18-25. Correspondingly, in terms of occupation, the number of 
students was nearly half of the total sample size. 

3.2. Analysis of amount of consumption 

Through chi square test and cross analysis, the relationship between the variables has been 
verified. The following will be a detailed analysis of the results. Firstly, this work verifies the 
relationship between the factors consumers consider when choosing Starbucks and their 
consumption amount in Starbucks. 

Among the seven factors (including "other"), member benefits, store decoration, service, site 
selection and other reasons are significantly related to the respondents' consumption in 
Starbucks (P value is less than 0.05). Among them, people with an average weekly consumption 
of more than $7 pay more attention to the location and environment of the store, while those 
with an average weekly consumption of 3-7 value the price, service and quality of goods. 
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Table 1 Cross Table:membership benefits and consumption amount 

 

What is your reason for 
choosing Starbucks? 

(Membership benefits) Total 

Not chosen Chosen 

What is your 
average 
weekly 

consumption 
at Starbucks? 

0 

Count 16 0 16 

What is your reason for choosing Starbucks? 
(Membership benefits) % 

7.6% 0.0% 6.1% 

$1-$3 

Count 32 8 40 

What is your reason for choosing Starbucks? 
(Membership benefits) % 

15.2% 15.7% 15.3% 

$3-$7 

Count 56 25 81 

What is your reason for choosing Starbucks? 
(Membership benefits) % 

26.5% 49.0% 30.9% 

More 
than $7 

Count 107 18 125 

What is your reason for choosing Starbucks? 
(Membership benefits) % 

50.7% 35.3% 47.7% 

Total 

Count 211 51 262 

What is your reason for choosing Starbucks? 
(Membership benefits) % 

100.0% 100.0% 100.0% 

 

Table 2 Chi-Square Tests: membership benefits and consumption amount 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 12.634a 3 .005 

Likelihood Ratio 15.093 3 .002 

N of Valid Cases 262   

a. 1 cell(12.5%)have expected count less than 5. The minimum expected count is 3.11. 

 

Since 49% of the people with the average consumption amount between $3 and $7 choose 
Starbucks because of the membership benefits, and the P value in the Chi-square test is less 
than 0.05, it can be known that there is a significant relationship between the membership 
benefits and the consumption amount. See Table 1 and Table 2. 

 

Table 3 Cross Table:store decoration and consumption amount 

 
What is your reason for choosing 

Starbucks? (Store decoration) Total 
Not Chosen Chosen 

What is your 
average 
weekly 

consumption 
at Starbucks? 

0 
Count 12 4 16 

What is your reason for choosing 
Starbucks? (Store decoration) % 

15.0% 2.2% 6.1% 

$1-$3 
Count 18 22 40 

What is your reason for choosing 
Starbucks? (Store decoration) % 

22.5% 12.1% 15.3% 

$3-$7 
Count 35 46 81 

What is your reason for choosing 
Starbucks? (Store decoration) % 

43.8% 25.3% 30.9% 

More 
than 

$7 

Count 15 110 125 
What is your reason for choosing 
Starbucks? (Store decoration) % 

18.8% 60.4% 47.7% 

Total 
Count 80 182 262 

What is your reason for choosing 
Starbucks? (Store decoration) % 

100.0% 100.0% 100.0% 



Volume 1 Issue 12, 2020 

DOI: 10.6981/FEM.202012_1(12).0049 

315 

Frontiers in Economics and Management 

ISSN: 2692-7608 

Table 4 Chi-Square Tests: store decoration and consumption amount 
 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 45.241a 3 .000 
Likelihood Ratio 46.861 3 .000 
N of Valid Cases 262   

a. 1 cell(12.5%)have expected count less than 5. The minimum expected count is 4.89. 

 

60.4% of the people with the average consumption amount more than $7 choose Starbucks 
because of the store decoration, and the P value in the Chi-square test is less than 0.05, it can 
be known that there is a significant relationship between the store decoration and the 
consumption amount. See Table 3 and Table 4. 

 

Table 5 Cross Table:price and consumption amount 

 
What is your reason for 

choosing Starbucks? (Price) Total 
Not chosen Chosen 

What is your 
average 
weekly 

consumption 
at Starbucks? 

0 
Count 13 3 16 

What is your reason for choosing 
Starbucks? (Price) % 

5.5% 11.5% 6.1% 

$1-$3 
Count 37 3 40 

What is your reason for choosing 
Starbucks? (Price) % 

15.7% 11.5% 15.3% 

$3-$7 
Count 70 11 81 

What is your reason for choosing 
Starbucks? (Price) % 

29.7% 42.3% 30.9% 

More than 
$7 

Count 116 9 125 
What is your reason for choosing 

Starbucks? (Price) % 
49.2% 34.6% 47.7% 

Total 
Count 236 26 262 

What is your reason for choosing 
Starbucks? (Price) % 

100.0% 100.0% 100.0% 

 

Table 6 Chi-Square Tests: price and consumption amount 
 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 3.906a 3 .272 
Likelihood Ratio 3.656 3 .301 
N of Valid Cases 262   

a. 2 cells(25.0%)have expected count less than 5. The minimum expected count is 1.59. 

 

42.3% of the people with the average consumption amount between $3-$7 choose Starbucks 
because of price of the goods, but the P value in the Chi-square test is more than 0.05. So there 
is no significant relationship between price and the consumption amount. See Table 5 and Table 
6. 

Table 7 Cross Table:service and consumption amount 

 
What is your reason for choosing 

Starbucks? (Service) Total 
Not chosen Chosen 

What is your 
average 
weekly 

consumption 
at Starbucks? 

0 
Count 15 1 16 

What is your reason for choosing 
Starbucks? (Service) % 

7.4% 1.7% 6.1% 

$1-$3 
Count 27 13 40 

What is your reason for choosing 
Starbucks? (Service) % 

13.3% 22.0% 15.3% 

$3-$7 Count 56 25 81 
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What is your reason for choosing 
Starbucks? (Service) % 

27.6% 42.4% 30.9% 

More 
than $7 

Count 105 20 125 
What is your reason for choosing 

Starbucks? (Service) % 
51.7% 33.9% 47.7% 

Total 
Count 203 59 262 

What is your reason for choosing 
Starbucks? (Service) % 

100.0% 100.0% 100.0% 

 
Table 8 Chi-Square Tests: service and consumption amount 
 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 10.989a 3 .012 
Likelihood Ratio 11.539 3 .009 
N of Valid Cases 262   

a. 1 cell(12.5%)have expected count less than 5. The minimum expected count is 3.60. 

 

42.4% of the people with the average consumption amount between $3-$7 choose Starbucks 
because of their service, and the P value in the Chi-square test is less than 0.05, it can be known 
that there is a significant relationship between the service and the consumption amount. See 
Table 7 and Table 8. 

 

Table 9 Cross Table:site selection and consumption amount 

 

What is your reason for choosing 
Starbucks? (Site selection) Total 

Not chosen Chosen 

What is your 
average 
weekly 

consumption 
at Starbucks? 

0 

Count 11 5 16 

What is your reason for choosing 
Starbucks? (Site selection) % 

10.3% 3.2% 6.1% 

$1-$3 

Count 24 16 40 

What is your reason for choosing 
Starbucks? (Site selection) % 

22.4% 10.3% 15.3% 

$3-$7 

Count 50 31 81 

What is your reason for choosing 
Starbucks? (Site selection) % 

46.7% 20.0% 30.9% 

More 
than 

$7 

Count 22 103 125 

What is your reason for choosing 
Starbucks? (Site selection) % 

20.6% 66.5% 47.7% 

Total 

Count 107 155 262 

What is your reason for choosing 
Starbucks? (Site selection) % 

100.0% 100.0% 100.0% 

 

Table 10 Chi-Square Tests: site selection and consumption amount 
 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 53.807a 3 .000 

Likelihood Ratio 56.540 3 .000 

N of Valid Cases 262   

a. 0 cell(0.0%)have expected count less than 5. The minimum expected count is 6.53. 

 

66.5% of the people with the average consumption amount more than $7 choose Starbucks 
because of the site selection(location), and the P value in the Chi-square test is less than 0.05, it 



Volume 1 Issue 12, 2020 

DOI: 10.6981/FEM.202012_1(12).0049 

317 

Frontiers in Economics and Management 

ISSN: 2692-7608 

can be known that there is a significant relationship between the site selection(location) and 
the consumption amount. See Table 9 and Table 10. 

 

Table 11 Cross Table:promotion and consumption amount 

 

What is your reason for 
choosing Starbucks? 

(Promotion) 
Total 

Not chosen Chosen 

What is your 
average 
weekly 

consumption 
at 

Starbucks? 

0 
Count 14 2 16 

What is your reason for choosing 
Starbucks? (Promotion) % 

6.3% 5.0% 6.1% 

$1-$3 
Count 35 5 40 

What is your reason for choosing 
Starbucks? (Promotion) % 

15.8% 12.5% 15.3% 

$3-$7 
Count 65 16 81 

What is your reason for choosing 
Starbucks? (Promotion) % 

29.3% 40.0% 30.9% 

More 
than $7 

Count 108 17 125 
What is your reason for choosing 

Starbucks? (Promotion) % 
48.6% 42.5% 47.7% 

Total 
Count 222 40 262 

What is your reason for choosing 
Starbucks? (Promotion) % 

100.0% 100.0% 100.0% 

 

Table 12 Chi-Square Tests: promotion and consumption amount 
 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 1.860a 3 .602 
Likelihood Ratio 1.799 3 .615 
N of Valid Cases 262   

a. 1 cell(12.5%)have expected count less than 5. The minimum expected count is 2.44. 

 

42.5% of the people with the average consumption amount more than $7 choose Starbucks 
because of price of promotion, but the P value in the Chi-square test is more than 0.05. So there 
is no significant relationship between promotion and the consumption amount. See Table 11 
and Table 12. 

Table 13 Cross Table:other and consumption amount 

 
What is your reason for 

choosing Starbucks? (Other) Total 
Not chosen Chosen 

What is your 
average 
weekly 

consumption 
at 

Starbucks? 

0 
Count 10 6 16 

What is your reason for choosing 
Starbucks? (Other) % 

4.5% 14.6% 6.1% 

$1-$3 
Count 28 12 40 

What is your reason for choosing 
Starbucks? (Other) % 

12.7% 29.3% 15.3% 

$3-$7 
Count 63 18 81 

What is your reason for choosing 
Starbucks? (Other) % 

28.5% 43.9% 30.9% 

More 
than $7 

Count 120 5 125 
What is your reason for choosing 

Starbucks? (Other) % 
54.3% 12.2% 47.7% 

Total 
Count 221 41 262 

What is your reason for choosing 
Starbucks? (Other) % 

100.0% 100.0% 100.0% 
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Table 14 Chi-Square Tests: other and consumption amount 
 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 27.530a 3 .000 
Likelihood Ratio 29.474 3 .000 
N of Valid Cases 262   
a. 1 cell(12.5%)have expected count less than 5. The minimum expected count is 2.50. 

 

43.9% of the people with the average consumption amount between$3-$7 choose Starbucks 
because of other reasons, and the P value in the Chi-square test is less than 0.05, it can be known 
that there is a significant relationship between other reasons and the consumption amount. See 
Table 13 and Table 14.  

3.3. Other Analysis 

In addition to the amount of consumption, the relationship between other variables and 
consumption factors is also verified . The conclusion is as follows. 

 

 
Figure 2 The relationship between gender and consumption 

 

In terms of gender, there is no significant difference between men and women in the reason of 
choosing Starbucks. The only difference is that women pay more attention to the quality of 
coffee than men. This is because close to 90 percent of those who chose "other" were women, 
who gave the reason that they chose Starbucks mainly because the coffee tasted good. As shown 
in Figure 2.  

 

 
Figure 3 The relationship between age and consumption 
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In terms of age, people aged 18-25 care more about store decoration and location than other 
age groups, and there is no significant difference in other aspects. As shown in Figure 3. 

 

 
Figure 4 The relationship between occupation and consumption 

 

In terms of occupation, it is consistent with age. Employees who work for the company pay 
more attention to store decoration and location than other groups. As shown in Figure 4. 

4. Conclusion 

Overall, it can be seen from the questionnaire results that, according to our hypothesis, not 
every factor listed before for choosing Starbucks has a significant relationship with the 
consumption amount of consumers. However, for people with different consumption levels, 
they will mainly consider the store decoration, location, membership benefits and services 
when choosing Starbucks. 

In addition, through this questionnaire, a relatively clear consumer portrait can be got, which 
is aged 18 to 25 groups, their careers are mainly students and company employees, with a 
relatively low level of monthly income. Compared with other age groups, and professional 
groups, they showed obvious concern for the store decoration and site selection of Starbucks, 
which inspired that Starbucks should pay more attention to site selection in its future expansion 
and operation. At the same time, Starbucks should be as close to the business district or 
commuting area where young people are concentrated as possible, and create a good 
consumption environment through store decoration. 

In this questionnaire, there are also many shortcomings in operation. For example, this work 
did not fully consider all possible influencing factors when designing independent variables, 
which may reduce the accuracy of the results. In addition, most of the people who fill in the 
questionnaire are students, which results in a relatively simple sample. For further study, 
researchers should collect more data from all age groups, and also find more independent 
variables such as experience that provided a welcome new platform for pursuing new value- 
creating activity.[10] 
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