The Brief

Starbucks South Africa | Designing the Third Place

Starbucks positions itself as the “Third Place” between home and work, where customers can connect, relax or be productive.

The challenge was to explore how this promise could be delivered consistently across digital and physical touchpoints in South
Africa’s competitive café market.

The brief identified four key tensions: competing customer needs within the same store, disconnection between digital loyalty
and in-store experiences, inconsistent service delivery, and the pressure on baristas to balance personalised hospitality with
operational efficiency.

Over five days, the task was to develop a reimagined service experience concept supported by three prioritised
recommendations, including digital and non-digital improvements. This required direct observation in a Starbucks store,

exploration of the mobile app, an end-to-end customer journey map, a service blueprint connecting frontstage experiences to
backstage operations, and proposed metrics to measure improvement.

The work culminated in two presentations: a 5—7 minute executive concept presentation for senior management and a 20-25
minute presentation explaining the research approach, service design process, findings and recommendations.
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The gap between what the brand promises and what the store
delivers is not a brand problem. It is a design problem.

Starbucks SA has a loyal, aspirational customer base spending deliberately on a brand they have chosen to believe in. The research
shows they notice every gap between what the brand implies and what the store delivers. Three things stand out as the mostim portant

context for what follows.

This has happened before

The first Starbucks SA franchise collapsed after
same-store sales fell 19% once the launch
honeymoon ended. The new operator is better
funded. The structural conditions that caused
that collapse have not changed.

Customers are choosing elsewhere

In organic, unprompted SA consumer
conversation, Starbucks ranks behind Seattle
Coffee, Woolworths, Vida, Wimpy, and McCafé.
Notin a survey, in real conversation about where
people actually want to go due to not just pricing,
but inconsistency.

The intelligence exists. It stops at the
door.

The loyalty platform holds visit frequency, order
history, and spend data for every Gold member.
None of it reaches the counter. Starbucks
knows its most loyal customers better than any
competitor does, and does nothing with that
knowledge at the moment it matters most.
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RECOMMENDATION 1

Give staff the conditions to deliver what the
brand trains them to promise
Gold status acknowledged at the counter.

Baristas are trained in warmth and recognition. The operational model makes both )

. . .. .. . . Name used as a greeting, not a cup label.
impossible at peak. Thisis not atraining problem, itis a design problem. Three AwarnbdiicAE I TR
structural changes make the barista relationship possible rather than just aspirational. acknowledgement for visitors.

FOR THE CUSTOMER

Role separation POS loyalty visibility FOR THE EMPLOYEE
Cashier and barista become distinct Loyalty tier and usual order surface at the ,
. . . . . Clearrole boundaries. Loyalty data
functions. Neither does everything. Both do counter at the moment of interaction. The .
- . . . visible at POS. Space to be human
their jobwell. data already exists. It is not reaching the

during quieter periods rather than being

people whoneed it. permanently in throughput mode.

Recognition protocol Quiet-period protocol OPERATIONALLY

At competing store, customers are asked to Off-peak periods should be explicitly POS integration with loyalty platform. Staffing
provide anidentifier as part of their order designed for relationship-building. Staff model reviewed against SA peak patterns.
and purchase journey (such as a phone have permission and a structure to slow Shift lead owns the recognition layer as a
number) making recognition and the down and connect when throughput named accountability, not an aspiration.
personalised experience easier. pressure is not present.

STARBUCKS




RECOMMENDATION 2

Design the space to actually work as a third
place

Athird place is not just somewhere to buy coffee. It is somewhere people choose to
be. Right now customers arrive with different needs and the store has no designed
response to any of them. The space looks like Starbucks. It does not feel like it.

FOR THE CUSTOMER

Find a seatbefore collecting a drink. A space
that matches how they intend to use it. An
environment that feels like somewhere, not
anywhere.

Order buzzer system

Pager issued at order. Customer finds a
seat. Buzzer calls them when the drink is
ready. Resolves collection chaos and
seating tension in one intervention.

Named floor ownership

One role, one accountability. WiFi
displayed, merch standard kept, collection
area managed, environment checklist
completed at shift start. Not reactive,
owned.

Spatial zoning

Work zone, social zone, flexible zone.
Customers already self-sort. The store
formalises and supports what is already

happening rather than leaving it to chance.

Sensory design layer

Deliberate sound, smell, and material
choicesinformed by local research. A
Johannesburg study found these drive
satisfaction more than visual cues. The
visual work is done. The sensory work has
not started.

FOR THE EMPLOYEE

Floor staff have a defined role and a
checklist rather than undefined presence.
Buzzer system removes the collection
bottleneck that currently pulls floor staff
to the counter at peak.

OPERATIONALLY

Buzzer system procured and installed.
Zoning mapped per store format. Sensory
design brief commissioned for SA context.
Floor ownership written into the shift model
with named accountability.
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RECOMMENDATION 3

Turn the app into the digital home of the third
place, not a points counter

Athird place is not just somewhere to buy coffee. It is somewhere people choose to
be. Right now customers arrive with different needs and the store has no designed
response to any of them. The space looks like Starbucks. It does not feel like it.

My Starbucks

A home store identity with its
own character, community, and
feed. You belong to the
Gateway Starbucks, not
Starbucks in the abstract. Your
store knows you. You know it.

Community moments

In-store events, seasonal
launches, local collaborations.
Things that make regulars feel
like insiders before they arrive
and give everyone a reason to
open the app between visits.

Bringing Starbucks Home

Curated merchandise, seasonal
drops, SA-specific products
available through the app. Extends
the commercial relationship
beyond the cup and creates brand
engagement off-premise.

Loyalty reimagined

Stars earned through events,
purchases, and community
engagement, not just through
buying a drink. The relationship
becomes multi-dimensional and
earned rather than transactional.

We Know You

Your regular order
surfaced as identity,
not just
convenience. A
small signal that the
brand knows you,
and a bridge
between the digital
warmth the app
already has and the
in-store experience
that should match
it.

FOR THE CUSTOMER

An app worth opening onaTuesday
afternoon. A sense of belonging to a specific
place and community. A loyalty relationship
that reflects genuine engagement rather than
how often their bank gave them a free coffee.

FOR THE EMPLOYEE

Community moments give store staff
something to be proud of and to invite
customers into. Events create a different kind
of interaction, one that is not transactional.
The store becomes a venue, not just a counter.

OPERATIONALLY

The app becomes Starbucks SA's primary
customer intelligence tool. Engagement
data, event attendance, shop purchases,
and loyalty behaviour give the business a
genuine understanding of its SA customer
base for the first time.
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The End-to-end
Service Design Process
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DISCOVERY APPROACH

Research foundation & context

Time was spent inside the stores before any conclusions were drawn. That in-store observation was combined with what real SA customers say
unprompted about the brand, and grounded in academic and industry research that spans the coffee shop industry across seven countries.

gb?ﬂ In-store observation

Two stores visited across different formats and contexts. Timings recorded,
staff behaviour observed, spatial use mapped, environmental failures noted

firsthand.

Q SA social listening

Organic SA consumer conversation analysed, unprompted views
on Starbucks and its local competitors, giving an unfiltered read
on brand perception in this market.

Desktop Research

19 sources covering Starbucks business design, brand equity,
sensory marketing, barista behaviour, third place theory, and
Starbucks market history across 7 countries.

Durban

2 stores

200 + comments

TikT ok Reddit
X Facebook
13 Research Papers o =

2 Case Studies

4 Articles

s L
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DISCOVERY FINDINGS

What the research revealed

The Brand Promises a Relationship the
Operation Can't Deliver

Customised drinks require up to 10 steps and nearly
half of customers customise’, yet baristas handle
every function simultaneously with no role
separation and no customer data. A 12-minute wait
for a single drink at 2:15pm on a weekday is the
result. Warmth gets trained in and operationally
squeezed out.

What You Smell and Hear Matters
More Than What You See

A Johannesburg-specific study found sound,
smell, and taste drive satisfaction most strongly
while sight was not statistically significant®. Coffee
aroma alone scored 4.8/5 on brand perception®.
Starbucks SA has the visual signatures but no
sensory architecture beyond them.

Starbucks SA Is a Status Symbolina
Market That Hasn't Earned the Experience
Yet

Brand image overrides local preference evenin strongly
ethnocentric consumers?, but that premium creates a
trap. When the experience underwhelms, the letdown is
disproportionate. Organic SA sentiment ranks Starbucks
behind Seattle, Woolworths, Vida, and Wimpys.

Personalisation Is the Highest-Yield
Investment Starbucks Isn't Making

Personalised service produces 90% repeat visit intent
versus 60% for standard service®, and highly satisfied
customers visit 7.2 times per month versus 3.9 for
unsatisfied ones’. The gap between what the loyalty
programme implies and what the store deliversis
where loyal customers become lapsed ones.

The Third Place Has Rules, and
Starbucks SA Breaks Most of Them

Third place criteria now include digital connectivity
and flexible space for mixed use®. Starbucks SA fails
on most: price limits accessibility, WiFi arrives on a
scrap of paper, the space doesn't support mixed
use, and regulars go entirely unrecognised.

Starbucks SA Failed Once Already,
and the Root Cause Hasn't Changed

The Taste Holdings collapse was about assuming
the global brand would carry revenue without local
contextualisation. Same-store sales fell 19% once
the launch honeymoon ended’. The new operator
is better funded but faces the same tension: high
operating costs, locally beloved competitors, and
a price point that demands a consistently
excellent experience to justify it.

Sources: ' Moon & Quelch, Starbucks: Delivering Customer Service, HBS 2003 % Areiza-Padilla et al., Ethnocentrism atthe Coffee Shop Industry, 2020 ® r/southafrica Reddit thread, 150+ organic comments *

Oldenburg, The Café as a Third Place, 2013; Lukito & Xenia, 2018 ° Anvar, Multi-Sensory Branding at Coffee Shops in SA, Wits 2016 ® Hidayat et al., Experiential Marketing in the Local Coffee Industry, 2025 7

Browdie, Starbucks Has Failed in South Africa, Quartz 2019
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DISCOVERY FINDINGS

What this means for Starbucks

Conflicting needs require a
designhed response, not a
passive one. Tables
occupied by lingerers mean
standing customers with
nowhere to go. The store has
no mechanism to manage
dwell time, signal availability,
or differentiate the space by
use case.

The digital opportunity sits
within what already exists.
There is no mobile ordering
in SA. The digital gap isreal,
but the solution has to work
within what exists. The
recommendationis notto
build new infrastructure. It
is to surface the loyalty data
Starbucks already has at the
point of service.

The barista relationship
needs structural conditions
to succeed. Baristas cannot
deliver hospitality and
throughput simultaneously
without support. Training
changes nothing if the
conditions that prevent
warmth are leftintact. Role
separation and POS loyalty
visibility are prerequisites,
not nice-to-haves.

Consistencyrequires a
locally-owned standard. The
mall store had organised
merchandise. The standalone
had a messy basket and WiFi
on scrap paper. These are not
individual failures. They
indicate no one is accountable
for the physical environment
during trading hours, and no
SA-specific service standard
exists to enforce consistency.

STARBUCKS



High Spend

per visit
A
TREAT
SEEKER
COMMITTED
DISCOVERY FINDINGS RESREAR
Customer Archetypes ey
OCCASION
Starbucks SA draws a specific kind of customer,
one who has made a deliberate choice to be LowBrand _ FUNCTIONAL High Brand
here and has real emotional and financial Loyalty REFUGEE ~  Loyalty
investment in that choice. Understanding who
they are behaviourally, what they spend, how
loyal they genuinely are, and where the
experience loses them is the foundation for any
service intervention that actually sticks. THE
LINGERER
VOUCHER
REDEEMER
v
Low Spend
per visit
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DISCOVERY FINDINGS

Customer Archetypes

COMMITTED
REGULAR

VISit Low ﬁ H|gh
frequency
Average F dRRD .
+
spend (Foo rink)
Primary ® In-;tore @® Takeaway
Touchpoi ® Delivery ® App
ouchpoint Website 3 Party
Brand loyalty Earned: app user, Gold
. or Green status,
typ deliberate brand choice
What they Good quality coffee, being
value recognised, order being
right, not waiting long
Key Failure Spe_ndir_1g R100+and
Mode feeling invisible; loyalty
unreturned

SOCIAL
OCCASIONERS
Low h High

RRR+
(Food + Drink)

® In-store  Takeaway
Delivery  App
Website 3" Party

Weak: Starbucks isthe
agreed-uponvenue, not
a personal commitment

Space feels welcoming,
drinks come within a
reasonable time, ambience
works

No available seating; long
wait with nowhere to stand
thatfeels comfortable

e

TREAT SEEKER

Low + High

RRR
(Drink)

® In-store  Takeaway
@ Delivery  App
Website 3 Party

Emotional butinfrequent:
visitis a deliberate
reward, not a habit

The experience matches
what they imagined it
would be

Long wait, wrong order, or
impersonal service
deflates the treat entirely*

FUNCTIONAL
REFUGEE

Low + H|gh

RR
(Drink + minimal food)

® In-store  Takeaway
Delivery  App
Website 3 Party

Conditional: loyal to the
space and infrastructure,
notthe brand

WiFiworks, power is
available, notbeing
disturbed, seat isthere

WiFi down, no outlets, no
seats, orload shedding
takes the store offline

THE LINGERER

Low h High

R
(Drink)

@® In-store  Takeaway
Delivery  App
Website 3" Party

Aspirational but financially
constrained- Starbucks is
a stretch spend

Space works, they can
stay without being moved
on, WiFiis reliable

WiFi fails; no outlets; a R90
spend doesn't feel justified
when the basics don'twork

K

VOUCHER
REDEEMER

Low _ H|gh

R
(Drink)

® In-store @ Takeaway

Delivery  App*
Website ® 39 Party

Incentivised: loyalty is to
the bank programme, not
the brand

Getting the drink without
friction

Redemption friction; any
delay orcomplication at
the payment step

STARBUCKS'



DISCOVERY FINDINGS

Frontline Staff Roles*

OWNS

Primary
Touchpoint

Peak Time
Behaviour

GAPS

CASHIER

Greeting customers
Taking orders
Payment processing
Name on cup

First impression
Sets tone for whole visit

Warmth disappears
Pure queue
management

No loyalty visibility at
POS

Queue pressure kills
warmth

e

BARISTA

* Drink preparation
* Drink quality
* Calling drink names

Drink handoff moment
Highest personalisation
potential

¢ Head down, no interaction
e Often absorbs cashier role

* No loyalty visibility at

POS

* Queue pressure kills

warmth

Rl

) D

FOOD HANDLER FLOOR STAFF *

Warming food items
Pastry counter
Food readiness

Indirect- food quality
Low customer visibility

Bottleneck on food
orders
Fully counter-bound

Detached from
customer flow
No floor presence

SHIFT LEAD

STARBUCKS'



AS-IS EXPERIENCE

Customer Journey

A@ Meet Claire,

o
~

A 31-year-old marketing
consultantin Durban. She
visits 3 to 4 times a week, holds

PRE-VISIT

SERVICE

STARBUCKS’

EXIT AND FOLLOW-UP

“Oh whats this new

about”

Starbucks promotion

*A change of scenery toget
some work done would be
nice”

*That took longer than |
expected, and it seems
the posis having issues.”

——

“Letme stand here
solcan see my drink
when it comes out”

I

A
a
Yust need the WiFi
anda power outlet.”

"Atleast the app keeps
track of me."

Gold loyalty status, and uses =
Starbucks as her professional %) - 3 iy ol
space on her work from home R e et
days. She chose this brand % walk in and feel at
deliberately. She believes it s
knows & represents her. Tk ol oaded,
“Oh great! Its a bir busy "This is taking a while.." Space to think.”
today” Not sure where the
binis
STEPS Trigger Consideration Arrival Order and pay Collect drink Settlein Dwell Exit Post-visit
ACTIONS Gets a notification from the Chooses Starbucks over Walks in. Scans theroomfora  Waitsin line until she reaches  Moves to the collection area. Finds a table. Opens her Works for 60 to 90 minutes. Packs up her bag. Walks Opens the app. Stars from
Starbucks app on a new other options without seat before joining the queue  the counter. Gives her name. Waits 12 minutes. Hovers laptop. Asks a staff member Takes two calls. Orders toward the exit. Nothing is the visit have updated. One
drink. Checks her app and much deliberation. Packs that doesn't seem too long. Pays. Her loyalty card is near the counter. Watches for the WiFi password. nothing more. The space is there to acknowledge her visit closer to her free drink.
star balance. Notes she is her laptop. The decision is While standing in line she scanned at the terminal. The  drinks placed and taken by Receivesit writtenonascrap functional evenifitis not departure. The brand noticed. The
two visits from a reward. The habitual but deliberate. browses the merchandise. cashier looks at the screen, others. Guesses which one is of paper. warm. store did not.
brand appears to know notat her. hers.
exactly where she stands.
TIME ' '
5-10 minutes per person avg. 10-15 minutes
TOUCH POlNTS % App @ Store Environment @ Store Displays 9 POS System Product @ Store Environment @ Store Environment @ Store Environment App
@ Staff ”-—?\ Internet connectivity
KEY DRIVERS Progress Belonging Belonging Recognition Fairness Control Comfort Acknowledgement Validation
Validation Comfort Comfort Efficiency Efficiency Efficiency Focus Recognition Closure

EMOTION MAP

HIGH

Low

PAINPOINTS

Loyalty not a core part of the
journey- customer isnt asked
about it.

Payment system seemed to
have issues but backup was
on hand. No clarity given on
the next step.

12-minute wait. No order-
ready signal. Collection area
chaotic with no system for
communicating readiness.

WiFi credential written on
scrap paper. Noone is
accountable for the physical
environment during trading
hours.

Dustbin not easy to locate
as it was outside and with
no table clearing service
customer has to leave
goods unattended to throw
things away or sit with the
mess.

Zero exit acknowledgement.
A Gold member who spent
R110 leaves completely
unseen.

App continues warmly as if
in-store was fine. The gap
between digital and physical
is felt and slowly normalised.



AS-IS EXPERIENCE

Service Blueprint STARBUCKS’

't STARBUCKS

Service

RE-VISIT

SERVICE

EXIT AND FOLLOW-UP

i

]

Blueprint . @
N .
~a=»
STEPS Trigger Consideration Arrival Order and pay Collect drink Settlein Dwell Exit Post-visit
CUSTOMER .,  Decides tovisit. Habit-driven,
ACTIONS D™ cliberets brand cholon. Opens app, checks star Standard order. Expects name Works for 1104 hours focused A e T
balance, sees reward recognition. Loyalty card scanned. on completing their tasks. Hrdn Opens app. Stars updated. Brand
) Laptop out, asks for WiFi, out. Zero staff acknowledgemen i
progress. All archetypes: enters store, . noticed digitally. Store did not.
2 Ti d by it, < scans for seating, joins queue. All s st ypees vets nar looks for power outiet. atany visit observed.
e e R Orders the cheapest item. callection counter. Watches for They may linger for a few
[ dislru%ted s 9 T 6T Scans for outlets and WiFi Conscious of spend. their order. No system signals minutes taking pictures, etz whot they nesdedand the
e intarsction before visibility before choosing a readiness. Conversation-focused. Needs calls or passing time. Invisibility is cumulative. Felt benefit has been consumed. Low
isiti spot. . atable, not connectivity. more sharply each time. i vati
visiting Customised arder. High : intrinsic motivation to return.
Longest emotional exposure, 2103 hours on one drink.
Deliberate treat decision, Opens their bank/rewards Arrives asa pair or group. expectations. Wants the full expectations were highest Economically precarious visit.
g_ mentally building up the app to locate voucher Immediately needs a table for i going in May take away. If staying, wants Letdown disproportinate, May share on social mediaif
wisit. befare leaving home. two. Atternpts to redeern benefit at the experience 1o feel special 45to 75 minutes of expectations were highest. experience exceeded
! conversation. Ambient expectations.
[} fBankm?'f Store =P pushes POS. Potential friction. ol s
ree coffee notification.
Customer Archetypes Hheat
mmitted regular
gy NEED STATES To feel like this is a good To feel ike the brand is To feel at ease and know To be treated like a known To know my order exists To feel settied and able to To feel comfortable enough To feel like the visit was To feel like the relationship
Functional refuge decision. keeping track of me. where to go. customer, not a transaction and is on its way. focus without friction. to stay and work. worth what | paid, continues beyond the door
Social occasioner
Stutent ingerer TOUCHPOINTS @ internal trigger @ Starbucks app @ Store exterior S Cmbler @ Barista D & roola and ambientepace @ Starbucks app
e stk Werd of mouth / habit FNB banki BR) St t Callect e ! u Social media (TS
AND CHANNELS @ Word of mou \abi [ ] anking app (BR) @ Store entrance @ Usyuity card wcan @ Caollection counter @ WiFi network @ Floor staff (passive) @ Social media (TS)
Treat seeker
Voucher redeemer FRONTSTAGE No formal greeting at door. Cashier greets, takes order Barista calls name when drink is Floor staff provides WiFi Floor staff dont clears tables
EMPLOYEE Customers sef-direct to queue. verbally, processes payment. ready. Places drink on counter, No password on request. Reactive, reactively. Minimal interaction
ACTIONS Writes name on cup. Scans eye contact or handoff moment. not proactive. with seated customers unless its
loyalty card. reactive.
Channel Type LINE OF VISIBILITY
“ Digital BACKSTAGE ) 7
Opening crew preps store. Merch No backstage action relevant Shift lead reviews staffing for Barista receives handwritten or Barista manages preparation Mo backstage action. Wii Shiftlead menitors counter Shiftlead closes out customer No backstage action. App stars
® Physical EMPLOYEE display set. No standard for to this step. the period. No structured role verbal order from cashier. Begins queue solo. No support role for credential not refreshed or queue. Floor staff pulled to interactions. No protacol for updated automatically by system.
ACTIONS physical environment quality. assignment for peak. preparation queue sequentially. collection area. Drinks placed displayed systematically. counter support at peak. acknowledging departing regulars.
~ Human Ne role separation. without notification system.
SUPPORT
PROCESSES AND Starbucks Website Sltﬂlffzuﬂ‘s 2pp/ loyalty POS terminal Store WiFi network Loyalty platform auto-
platform. dates
SYSTEMS P
Starbucks Loyalty App Loyalty card scanner
Bank/ Store reward APl
PAINPOINTS Loyalty status invisible at POS. 12-minute average wait. No order- WiFi on scrap paper. No Zero exit acknowledgement across App warmth continues regardless of
Cashier has no prompt to readly signal. Collection area accountability for physical all visits observed. in-store experience quality. Digital-
acknowledge Gold members unmanaged. Customer self- environment standard. Minor physical gap normalised over time.
Name used for cup only. directs throughout. but cumulative signal of neglect.
OPPORTUNITIES

App could house more features
that encourage customers to
come to the store using behaviour
based nudges and targeted
promotions, not just for products
but community initiatives.

POS loyalty scan is the highest-
value data moment in the store.
Surfacing tier and usual order here
would enable recognition at zero
infrastructure cost.

Order-ready buzzer system at
point of purchase would resolve
collection chaos and seating
tension simultaneously.

A printed or displayed WiFi
card costs nothing. Owned by a
named role.

Post-visit triggered message for
lapsed regulars, data already exists in
the loyalty platform.



MEASUREMENT FRAMEWORK

How we know the experience is improving

Not every stage needs a metric. The stages worth measuring are the ones where structural failures were
observed or where the recommendations make specific claims aboutimprovement. Each metric is tiedto a
customer goal and a business goal, otherwise it is monitoring, not measurement.

METRIC

CUSTOMER
GOAL

BUSINESS
GOAL

BASELINE

Order and pay

% of
members/customers
identified and at the
counter per shift

To feelrecognised after
repeated visits

Increase Gold member
retention and visit
frequency

0%- loyalty tieris
invisible to staff at POS

Collect drink

Average order wait time
from payment to
collection. % of orders
collected within 5
minutes.

To get what they paid for
without anxiety or
confusion

Reduce complaints.
Improve throughput and
table turnover.

12 minutes observed at
2:15pm weekday.
Collectable via POS
timestamps.

In-store dwell

Average dwell time by
archetype segment.
Spend per dwell hour
for work-focused
customers.

A space that works for
how they intendto use it

Improve revenue per
seat. Understand
whether zoningis
shifting spend
behaviour.

Collectable via WiFi
session duration paired
with POS spend data.

Post-visit and app

App open rate between visits.
Gold member visit frequency
month on month. Lapsed
regular reactivation rate post
recommendation 3.

A brand relationship that
exists between visits, not just
at the point of purchase

Increase visit frequency.
Reduce lapsed Gold
members. Build app as a
commercial channel.

Existing app analytics.
Loyalty platform visit
frequency data available
now.

30 days

Confirm the intervention landed. Are
recognition rates above zero? Has
wait time reduced? Are floor
ownership standards being kept?

90 days

Has behaviour changed? Are Gold
members visiting more frequently? Is
app engagement increasing between
visits? Are lapsed regulars returning?

6 months

Is it converting to revenue? Higher
spend per Gold member, lower
churn, increased same-store sales.
This iswhere the commercial case is
proven or revised.

STARBUCKS'
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