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Executive summary
Introduction 

In comparison with other European countries, Starbucks is rather new on the Dutch coffee market. The Starbucks experience seems less exploited among the Dutch consumers. This thesis will demonstrate the effect of music and how music can convey the Starbucks experience in order to “engage” the customers with the brand. The research will verify the way a creative “Music Event” can contribute to reaching this goal by answering the central question: How can music contribute to conveying Starbucks’ experience to the Dutch consumer? 

Starbucks originated in the United States in 1971. The company introduced a new concept that became famous all over the whole world. The experience of drinking a luxury cup of coffee was combined with a comfortable environment. The brand experience of Starbucks is described as a “Second Home” in which a “sense of belonging” is important. The relaxed in-store atmosphere, customized quality coffee, good service, high level of Corporate Social Responsibility (CSR) and a warm flow of music in-store, are all considered important factors in creating this experience. Music has been a specific tool to “translate” the brand experience for years and Starbucks keeps developing this part of the experience by using new technology and networks to recommend their favourite music to the consumer. Customers agree that music can be used to create a suitable atmosphere for a “Second Home” experience. However, customer research demonstrates that this experience is not fully developed in the Netherlands. The most important reasons are: store location and the fact that Starbucks is a recent entry to the Dutch market.

Case studies demonstrate that other brands use music to create an interactive customer experience in order to engage their customers. The best way to put this into practice is by using a combination of virtual and physical settings. Social Media is considered an effective medium to communicate with the consumer in an interactive way. Theory on the “Experience Economy” demonstrates that by adding a “Meaningful Experience”, a brand can distinguish itself from its competitors. A Meaningful Experience should consist of “flow” and aspects of “the four experiential realms”. In addition the experience should be formed through co-creation, where the company and customers collaborate in the creation process. By analysing the findings at this point, sub question 7 was answered: What form should the Starbucks music event take? The music event was called “The Sing Your Own Song Event”, and it is created by customers for customers. Qualitative and quantitative research demonstrates that customers are enthusiastic about the event. In their opinion the event suits the brand.          

Conclusion 

The conclusion answers the central question: How can music contribute to conveying Starbucks’ experience to the Dutch consumer? Customers should be able to get in touch with a brand via a “Meaningful Experience”. Both Starbucks and its customers agree that music is a suitable tool for creating a “Second Home” experience. The Sing Your Own Song Event is a “Meaningful Experience” concept and will contribute in engaging the customers to the brand experience; using music as an important tool. 
Recommendations 

Starbucks has slowly started to penetrate the Dutch market to a greater extent. Now is the right time to start the Sing Your Own Song Event, because the customers are still malleable. All ingredients for a Meaningful Experience were included in the event and participation is stimulated in order to have the desired customer engagement. By further developing a “Second Home” experience in the city centres, a perfect balance will be created between coffee-to-go and coffee-to-stay in Holland.   

Preface 

During my travels in the United States, Australia, Mexico and Europe I became familiar with Starbucks. The brand experience in other countries inspired me. I became a fan of this company, the brand and the in-store atmosphere. I was happy to hear that Starbucks was planning to open shops in the Netherlands in 2007. However, it appeared to me that there was a difference between the Starbucks stores that I visited overseas and the ones that opened in the Netherlands. In my opinion, the “Second Home” atmosphere that seemed to be typical for Starbucks elsewhere was not present in the Dutch coffee shops at train stations. This is the reason why I came up with a creative concept, in order to contribute to conveying this “Second Home” experience in the Netherlands. During preliminary research, I came up with a music experience concept for Starbucks: “Starbucks Music Stores”. A coffee shop and music store in one setting, in which the smell and taste of coffee goes hand in hand with the sensation and sound of music. In this concept Starbucks would take the role of “talent scout”, to give artists exposure to a new, broad audience and to give their customers an opportunity to listen to “fresh music”, the most recent and fashionable sounds. However further research on the connection between Starbucks and music, demonstrated that a similar concept already existed in the United States and it did not have the hoped-for result (Brand-Autopsy, 2005). In this thesis, a new concept was developed for the Dutch market. I would like to thank Jasper Neuteboom, Frances Bain, Miriam van der Starre, Nikki Vader, my parents, Joris Kranenburg, Samira Brinck, Mattijs van Rooden, Jurre Zwinkels, Mijke Smit, Sanne Mulder and Peter Hanssen for their help during my research on this subject.
I hope you enjoy reading my thesis!     
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Chapter 1. Introduction 

What is the new concept to be tested? 

This thesis focuses on Starbucks and music. Research will be undertaken on to what extent music can contribute to conveying Starbucks’ brand experience to the Dutch consumer. Starbucks does not seem to utilize music to its full potential to convey its experience on the Dutch market. A reason for this could be that the Dutch market is a relatively new one for Starbucks, in comparison to other operational European markets that were already penetrated. The fact that Starbucks is new in the market could result in the fact that the brand experience is underdeveloped for Dutch consumers. It seems that a part of the Dutch customers do not “live” the brand experience (yet) to its full extent. This assumption should be examined with qualitative and quantitative customer research on the connection between the Dutch consumer and the brand experience. A new concept could better convey this brand experience and familiarise Dutch consumers with it. In this way the Dutch consumer will be further connected to the brand. This should prevent Starbucks from losing its uniqueness and “soul” (Nagel, 2011). 
A unique, creative concept was invented for the Netherlands to discover if music can contribute to improving the Dutch Starbucks experience. This new concept is: “Starbucks Music Event”, a festival organized by Starbucks, in which customers can taste the beverages freshly made by Starbucks-baristas while listening to live music. A unique way of establishing contact with the Starbucks experience outside the shop, in a suitable setting. The smell and taste of coffee combined with the sense of music. The objective of this concept is to open the eyes of the Starbucks customers in the Netherlands, in order to fully engage them to the brand, using music as a tool to ‘translate’ the Starbucks experience. This thesis will clarify if the new concept could work, if it suits the brand, if it suits the customers, what the ingredients of the experience should be according to the “Experience Economy” theory and how the concept should be carried out.   
Problem Statement: Why a new concept?
In the Netherlands, Starbucks introduced its concept on 25 June 2007, by opening its first shops at Schiphol airport. Before this, Starbucks was only present in the headquarters of Nike in Hilversum. (Vrijdenker, 2009).  After this, the company found a Dutch partner, Servex b.v., that enabled them to open shops at the main railway stations such as Utrecht Centraal (August 2009), Amsterdam Centraal (November 2009) and Leiden Centraal (January 2010). According to AT5, the railway stations were a start for further expansion in the Dutch market. Starbucks announced that they were planning to open stores in the city centre of Amsterdam in the summer of 2008 (AT5, 2011). They opened their first coffee shop in the city centre in Liedsestraat, Amsterdam on April 21 2011. In comparison with other European countries, Starbucks is rather new in the Dutch coffee market. The Starbucks experience seems less exploited among the Dutch consumers.   

According to CEO Howard Schultz, Starbucks is aware of the fact that they should not be complacent despite their head start, even though the unique culture, the intimacy of the brand and the exclusive customer experience encourage people to return (Michelli, 2010). According to Schultz, Starbucks should stay small while growing big (Michelli, 2010). Starbucks should be sure to be faithful to its concept in order to maintain this head start on its competitors. According to CEO Howard Schultz, in its focus on fast growth Starbucks is starting to change from an exclusive brand to a mass product (Nagel, 2011). Customers seem to find Starbucks too ordinary and too expensive (Nagel, 2011). Starbucks should stay true to its brand experience during the development of a new concept. It is obvious that there are many competitors in the coffee market; however, it is impossible for competitors to copy the unique idea and vision behind a brand (Rijkenberg, 2005). According to Jan Rijkenberg, success should not be considered the end point, but as a signal that the company is on the right track. After that, the focus should not decrease. The “concept brand”, a brand with a clear, integrated story, should continue to surprise and maintain its creativity to keep their fans and followers alive (Rijkenberg, 2005). “Especially for young adults it is important that a brand stimulates, entertains and comes up with new innovative concepts. They want to be able to get in touch with a brand. According to them a brand should have a meaning and should show a particular way of life. Especially the changes, new ideas of a brand and being present in surprising ways is respected and rewarded.” (Rijkenberg, 2005) A new music concept as “Starbucks Music Event” could help the consumer get in touch with Starbucks in a surprising way. This thesis will demonstrate the opportunities of music and how it can convey the Starbucks Experience in order to “engage” the customers with the brand.
1.1 Research Objective 

The objective of this research is to develop a new music experience concept for Starbucks in order to contribute to conveying the brand experience. This goal should be reached by:

1. Exploring how music fits and contributes to the Starbucks brand experience 

2. Becoming aware of suitable models in the field of experience marketing which might apply to the music concept

3. Verifying / testing the relevance of the music concept with Starbucks customers  

1.2 Central Question

How can music contribute to conveying Starbucks’ experience to the Dutch consumer? 

1.3 Sub Questions

1) What kind of company is Starbucks? 
· How did the brand develop to become a Multinational? 
· What is the company’s Mission and Vision? 

2) What is the Starbucks experience exactly?

· The Starbucks experience: a “Second Home”
· The specific aspects that convey the experience
3) How do the Dutch customers perceive the current Starbucks experience? 

· Why do they go to Starbucks?

· How do they feel about the atmosphere inside the coffee shops? 

· Are they familiar with the “Second Home” experience? 
4) Is music important for the Starbucks experience, looking at what music already does for this brand?

· Is there already a connection between the brand and music?

· Are there examples of this brand and using music?
5)  How do other brands put their experience concept into practice?

· Examples

· Cases 

· What media is used in the customer communication? 

6) What is an optimal experience looking at the current “Experience Economy”?

· What are the ingredients of an optimal experience? 
· The definition of a meaningful experience

· The 4 realms 
· Co-creation  
7) What form should the concept take? 
· How do you get the customers familiar with the new concept?

· What media should be used? Why?

· What is the optimal form for this concept?

· What are the best “Experience Settings”?
8) What do the Starbucks customers think of the new concept?

· Focus groups + Mood board 

· Questionnaire 

· Does it suit with their perceptions and experience of the brand? 

· What do customers think about the connection between Starbucks and music?

1.4 Justification of Research Methods 

During the research on this thesis Starbucks was contacted in order to obtain specific corporate information and to share opinions about the concept. However, the PR department of Starbucks Europe in Amsterdam informed me that Starbucks does not process any student’s request because of the large volume that they receive. This thesis focused on the information that was available on the Starbucks website as well as third parties that write about Starbucks. In addition, Starbucks does not possess a specific Dutch website. In order to obtain general information about the company and its brand experience, information was used about Starbucks in the United States.     

To answer the central question, primary and secondary research was conducted on this topic. Articles and literature were used, online and offline, in order to gain information about the brand, its experience, and the relationship between Starbucks and music. To find out which “ingredients” an optimal experience should consist of, literature was used on the “Experience Economy”. Furthermore qualitative research was done on practical cases to see how other brands convey a music experience event and what media they used to communicate their experience. Also, in order to find out if the brand experience was felt by the Dutch customers and to test if the plan could work, qualitative research was implemented in the form of a focus group organised with Starbucks customers. Two mini-focus groups of Starbucks customers were selected which consisted of three Starbucks customers each. In order to find out specific information about the current customer experience in Holland and in order to test the new concept, a discussion was started with these groups in two different Starbucks stores (Leiden CS and Schiphol). Headphones with music were handed out and a mood-board was displayed in order to describe the experience. These specific locations where selected in order to stimulate the senses and to create a suitable atmosphere for the discussion of this subject (see appendix 1 & 2). 
Finally, quantitative research was conducted using a customer questionnaire. The objective of the survey was to find out if the concept suits their perception of the Starbucks experience and to measure the interest of a new concept such as the “Starbucks Music Event”. This objective was achieved by asking question on several subjects: 1) What is the current Starbucks experience for the Dutch consumer? 2) A “Second Home”, are the customers familiar with this experience in Holland? 3) Does music fit with Starbucks? 4) Does music fit with the “Second Home” experience? 5) Can the customers be reached through Facebook? 6) What is their opinion about the new experience concept? This survey was conducted in two different settings: a virtual setting (the Starbucks Facebook page) and a physical setting (three Starbucks coffee shops in Holland). These settings were selected because the experience concept will also take place in two settings: a virtual and physical setting. The response in the virtual setting was stimulated by sending out a reminder after 4 days. The eventual response was: 42 Starbucks customers (19 “physical” customers and 23 “virtual” customers).  The survey in the physical setting was conducted in Leiden CS, Amsterdam CS and Amsterdam Leidsestraat. In appendix 4 an overview of the results in both, separate, settings is described in graphs. Appendix 5 gives an overview of the results in numbers. 
Chapter 2. Starbucks: the organisation and its brand experience
In order to answer sub question 1; “what kind of company is Starbucks?”, research should be conducted on the organisation. This chapter gives background information about Starbucks in order to introduce the brand and set out the story that is told to the consumer. According to Jan Rijkenberg Starbucks is a concept brand and should convey a particular way of life. This chapter also explains what kind of company Starbucks is and where it originated. It explains why this company became such a success worldwide and how it developed into a multinational. In addition, the mission and vision will be outlined to understand Starbucks’ strategic planning; how does the company see itself and what is their vision for the future? Furthermore, this chapter will answer sub question 2; “what is the Starbucks experience exactly?”, by explaining the overall notion behind the brand experience. To develop a concept that suits the brand it is important to obtain clear insight in this brand experience in order to stay close to the story that should be told to the consumer. Finally, sub question 3 will be answered with the help of qualitative and quantitative customer research; how do the Dutch customers perceive the current Starbucks experience? The answer to this question demonstrates if the current customer experience is in line with the one that Starbucks means to convey. 
2.1 Starbucks, the organisation in a nutshell

The origin of the name Starbucks is derived from Herman Melville’s book and the story about the white whale, Moby Dick. In this story about navigation, Starbuck was the name of a harpooner on the ship Pequod. The siren, Starbucks’ logo, found its origin in this same book from the 16th century and was an image of a Norwegian wood engraving. This image was exactly what the founders searched for: a mysterious, tempting figure with a link to the navigation which was of great significance for the import and export of coffee (Kist, 2011). 

In 1971 Starbucks opens its first store at Seattle’s Pike Place market in Washington (Kist, 2011). It all started with a shop for coffee, tea and spices. Before this coffee was a casual product that could be bought at coffee shops for 50 cents, served in a polystyrene-cup, sprinkled with powder milk and available for free refills (Michelli, 2010). This stayed this way and people did not know that there was a whole new way to actually enjoy a cup of coffee, until Howard Schultz joined Starbucks in 1982 and convinced the company about the possibilities for a new concept. He changed the way people look at coffee and invented the experience of drinking a luxury cup of coffee in a comfortable environment. Howard Schultz combined the quality coffee-beans of Starbucks with the environment of an Italian coffee house (Michelli, 2010).
In 1984 the first “European coffee shop” is opened in downtown Seattle which turned out to be a hit. In the year 1987 there are already 19 Starbucks establishments and in 1994 Starbucks had 425 shops in the United States. From this year on Starbucks started to spread its concept overseas by opening shops in Asia and the Middle East. In 2002 the first shops opened in Europe, a more difficult and mature market on the field of coffee. Starbucks started off in Switzerland, Austria, Spain and France (Bijsterbosch, 2005). Today Starbucks consists of over 15.000 shops in 50 different countries and is “the premier roaster and retailer of specialty coffee in the world” (Starbucks.com/about-us, 2010).
2.2 Mission & Vision

To find out if “Starbucks Music Event” fits with the brand and how this concept should be developed to suit the brand’s values, insight into how Starbucks sees itself in the environment in which it operates is necessary. To create a concept which shows integrity, it is important to keep the mission and vision of Starbucks in mind while developing it. The mission and vision will give more information about how Starbucks wants to be seen by the audience and how the company sees itself. 
The mission and vision of Starbucks demonstrate that the company sees the world in which it operates as a world in which the employees show passion for their job and for the quality coffee. An important part of the Starbucks vision is “engaging with customers” and “human connection” (Starbucks, 2010). Customers should feel a sense of belonging; the company tries to accomplish this by creating a relaxing environment full of humanity and interaction, where people are stimulated to be themselves. Starbucks wants to do something good in the world and wants to be an inspiration for its customers. These points are important to take in consideration while creating a new concept in order to stay close with what the brand wants to be, how it sees itself, and how it want its customers to see them (Starbucks, 2010). 
2.3 The Starbucks experience 
In this research the term “Starbucks experience” will be used. This term refers to the experience that customers encounter as a “Second Home”, a home away from home, or a “third place” in between home and work. This specific brand experience makes Starbucks what it is. The new concept; Starbucks Music Event, should contribute to conveying this experience. So first of all it should be understood what “The Starbucks Experience” is. This paragraph answers sub question 2: What is the Starbucks experience exactly? 

“It’s not unusual to see people coming to Starbucks to chat, meet up or even work. We’re a neighborhood gathering place, a part of the daily routine.” (Starbucks, 2010) The Starbucks experience not only depends on the quality of its products but is carried out through the whole atmosphere in which the purchase of coffee exists. The Starbucks experience is carried out using a mixture of behavioural principles (Michelli, 2010). The experience is not only about quality products and the well thought out furnishing of the shops; it is most of all about the connection with people (Starbucks.com/about-us, 2010). According to Howard Schultz, CEO of Starbucks: “We are not in the coffee business serving people; we are in the people business serving coffee” (Michelli, 2010). This “people business” is referring to the customers as well as the employees. 

“It happens millions of times each week – a customer receives a drink from a Starbucks barista – but each interaction is unique” (Starbucks.com/about-us, 2010). An important part of the Starbucks experience is the employees. Starbucks puts a lot of effort in building a strong relationship with them; the company even calls them “partners”. The key word is: connection. The managers work hard to teach their employees about the importance of this personal contact and how it can influence the way that a customer perceives their brand (Michelli, 2010). As Starbucks continues growing, it will become increasingly difficult to achieve this personal Starbucks experience. According to Howard Schultz, “Starbucks needs to stay small while growing big” (Michelli, 2010). The future of Starbucks lies in the hands of its partners with their daily customer interaction (Michelli, 2010). The partners are a key part of creating the “Starbucks experience”. 
Furthermore, Starbucks is known for fulfilling the individual customer’s wish and its customized coffee. It has to be possible for a customer to order a fully customized coffee, with the manual help of a barista. A customized coffee is referring to the fact that each specific demand or wish of a customer for its coffee should be fulfilled.  
  
Another important part of the Starbucks experience is the physical environment in the shops which are a scenery of the “Second Home” experience. According to Joseph A. Michelli, Starbucks is seen as “the living room of the community”; this allows employees to maintain the valuable personal contact with their consumers (Michelli, 2010). Specialists put a lot of effort to the design of the shops in a way that customers feel like they enter a relaxing environment. The colours, furnishing and wall-art are different in every shop, but must comply with the established Starbucks objectives in each shop in the world (Bijsterbosch, 2005). It is important for customers to “feel welcome”, “to feel important” and to “feel at home” (Michelli, 2010). According to the company’s vision statement, this sense of belonging among the customers is valuable. In this way the coffee shops become a safe haven for customers to put aside their worries, to chat, relax and feel at home. (Starbucks.com/about-us, 2010) Music has been a key part of the Starbucks experience since the opening of the first shops. It is used as a tool to create a warm flow to enrich the experience of the customer (Michelli, 2010). The particular kind of music that is used to create the in-store atmosphere is recognisable for the brand and is present in each shop. Chapter 3 will go further into this part of the brand experience.
Finally the quality and the sustainability of the coffee are considered an important part of the Starbucks experience. Not only the taste of the coffee is important and thoroughly tested. All aspects of the coffee have to measure up to standards that Starbucks established (Michelli, 2010). Starbucks standards for social responsible coffee trading is named CAFE Practices which stands for Coffee And Farmer Equity. In CAFE Practices 26 separate criteria are included regarding the environment, the health of coffee farmers, housing conditions and coffee quality (ScientificCertificationSystems, 2011). It seems that the social responsible coffee trading increases the feel good value of the customers. The more a partner knows about a product, about the origin, the quality and the characteristics, the more a partner can do for a customer. (Michelli, 2010). Cultural Social Responsibility (CSR) plays an important part in the development of the emotional connection with the customers (Stanton, 2005). 
One can notice a clear brand story. Starbucks started as a small store for coffee, tea and spices until an entirely new concept saw the light of day. This new vision of coffee and enjoying its quality in a luxury environment became a worldwide hit. Despite the fast growing organisation, Starbucks’ concept intents to stay close to “its heritage”, the authenticity of the coffee beans and the history of navigation which are all considered important for the brand’s image. The brand’s mission & vision demonstrate that “the connection of people” and “customer engagement” is very important. The Starbucks partners play a key role in this connection and in conveying the brand’s vision to the audience. The furnishing of the shops creates a relaxing environment in which customers feel welcome and at home. One can conclude that the relaxing environment, the personal service, the quality coffee and the CSR value all help to create the optimal customer experience. The brand creates an atmosphere in which people can be themselves and feel welcome. This should result in the fact that many people can identify themselves with the brand and stay loyal to Starbucks. During the development of the “Starbucks Music Event” it is important to stay close to the corporate identity of Starbucks and its brand concept. The mission, vision and brand experience should all be taken in consideration during the creation of this concept to make sure that the concept suits with the brand and stays close to what Starbucks wants to be.
2.4 The Dutch consumer and the Starbucks experience

This paragraph answers sub question 3: How do the Dutch customers perceive the current Starbucks experience? In order to find out to what extent the Starbucks experience “lives” among the Dutch consumer, qualitative and quantitative customer research has been conducted. Two mini focus groups were selected to find out how the customers perceive the current Starbucks experience in Holland (qualitative research). These focus groups took place in two Starbucks coffee shops, Leiden CS and Schiphol airport, in order to create the appropriate atmosphere and to stimulate the inspiration of the participants. The focus group results and the discussion guide are defined in appendix 2. Also, quantitative customer research has been conducted in the form of a questionnaire. These questionnaires have been conducted among online customers (Starbucks Facebook) and in-store customers (Starbucks coffee shops). The questionnaire results are listed in appendix 4.  

The reason to visit 

Looking at the results of the survey, it can be concluded that most of the participants visit Starbucks for the quality coffee. 83% of the online customers visit Starbucks for this reason while 95% of the in-store participants choose Starbucks for its quality coffee. Both focus groups describe the look and feel in the coffee shop, as well as the products as “good quality”.
It is remarkable that of the participating Starbucks customers, many people seem to visit Starbucks for a “coffee-to-go”. On the Statement “Why do you visit Starbuck”, 52% of the in-store participants agrees or strongly agrees that they visit Starbucks for a “coffee-to-go”. For the online participants this number is even higher. 11 of the 23 participants demonstrate that they “totally agree” with visiting Starbucks for a coffee-to-go while 9 of the 23 customers “agrees” with this statement. This means that, for the online participants, 78% agrees, or strongly agrees on this subject. The difference between these two groups is probably linked to the location. Most people who were participating in-store were sitting at a table and, at that time, “coffee-to-stay” customers. 
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The atmosphere
Most participants of the survey experience the environment at Starbucks as hip and trendy instead of homelike. They describe the atmosphere in the Starbucks coffee shops as “lively”, “busy” and “dynamic” rather than “relaxing”, “comforting” and “cosy”. A remarkable connection can be found between the participants of the survey and the participants of the focus group, where these two groups share a rather obvious opinion about the atmosphere. Both focus groups describe Starbucks as a “hip organisation” with a “trendy appearance”. According to the members of the second focus group the authenticity that the company tries to convey is too artificial. “The brand “feels” more like trendy and innovative than authentic” (appendix 2). The over-all atmosphere is described as: “Trendy, quality, fast and fashionable”. 
The “Second Home” Experience

The customer survey provides a short description of the “Second Home” experience (appendix 3). Judging by the customers’ experience, 33% do not agree and 36% agree with this brand experience. 42% of the customers visit Starbucks to drink a quality coffee in a comfortable environment, while 50% of the customers state that they only visit Starbucks for a coffee-to-go (appendix 4). Although a major part agrees with the second home experience, a significant part of customers visit Starbucks only to purchase a coffee-to-go. It seems that the Second Home experience is not fully developed among customers. However, it is worth mentioning that 74% of the customers agree that music would help create a “Second Home” experience.    
According to the first focus group, the Dutch market is harder to penetrate because in this market a clear “coffee culture” can already be recognised. Most people in Holland would still go to the one-man businesses, a typically a Dutch bar with a terrace (appendix 2). Sanne Mulder compares the Dutch Starbucks shops with the American shops. In here opinion the American shops that she visited were cosier. She says that the old neglected couches and the “feeling of disorder” gave her the experience of feeling comfortable and at home. “In the Netherlands there is too much order, too many tables and chairs and too few old couches” (appendix 2). Mijke Smit agrees, in addition she thinks that the environment in train stations creates the feeling of hastiness. The other members of the focus groups agree with this. According to both focus groups, train stations and Airports are environments that are too dynamic and crowded to just relax and take your time. Therefore the majority of the participants purchase a coffee-to-go to drink in the train on their way to school or work. The overall opinion of the two focus groups about the Second Home experience is that it should be further developed in the Netherlands. According to the participants, in order to create a place where people want to stay and relax in a comforting environment for a while, and to create a balance between coffee-to-go and coffee-to-stay, another location should be utilized. Dutch customers seem to be unfamiliar with the Second Home experience yet. 
2.5 Conclusion

Customer research demonstrates that the Dutch customers are not living the Second Home experience to the fullest yet. It seems that the Dutch experience is not in line with the Starbucks experience as a “Second Home”. Most Dutch customers visit Starbucks to purchase a coffee-to-go. In addition the customers describe the brand as “lively”, “busy” and “dynamic” instead of “relaxing”, “comforting” and “cosy”. A reason for the gap between these two experiences could be the location. According to the focus groups the location in train stations creates an atmosphere of hastiness and stimulates the purchase of coffee-to-go. Starbucks is still quite new on the Dutch market and slowly starts to expand. It seems that the Starbucks experience in Holland is still developing.   
Chapter 3. Starbucks & Music 
In order to discover if music is important for the Starbucks experience and if “Starbucks Music Event” suits the brand, research should be conducted on what Starbucks already does on the field of music. Can there be spoken of a connection between Starbucks and music? Are there examples of Starbucks using music in the past? This chapter gives information about the relationship between Starbucks and music. It answers sub question 4; “Is music important for the Starbucks experience, looking at what music already does for this brand?”, by outlining the development that the brand encountered in the field of music. 
3.1   Is there already a connection between the brand and music?

Starbucks started off by playing music in their shops just to create a pleasant atmosphere for the customers. According to Ken Lombard, head of Starbucks Entertainment, many times customers came to the counter to ask about a song that was playing in the shop (Michelli, 2010). Therefore, Starbucks did research on how the Starbucks experience and music could be fused. Special playlists were introduced to create a unique, warm, flow of music to enrich the in-store experience of the customer. By taking the role as opinion leader on the field of a particular kind of music Starbucks seems to create an extra reason for customers to visit the shops. Music can be considered as a tool to make the customer’s visit more pleasant and to create a recognizable, and relaxed in-store atmosphere. According to Timothy Jones, manager of Starbucks Hear Music Department, music turned out to be an important part of the Starbucks experience (Michelli, 2010).
3.2 The development of music in the Brand’s experience

Starbucks’ Music Labels 
In 1995 Starbucks and Blue Note Records developed a partnership. Blue Note is a music label that grew to be one of the most important pioneers of Jazz since 1925. According to Jonathan Schneider, Blue Note was slowly losing a big part of its infrastructure to reach its target group (Schneider, 2001). Blue Note songs played in Starbucks shops before and there were many enthusiastic customer reactions to this specific type of music. This particular kind of jazz seemed to fit with the desired in-store atmosphere of Starbucks (Schneider, 2001). Blue note Records saw the connection between their music and the atmosphere in Starbucks too. They also saw Starbucks as an opportunity for a new platform to offer their music to a broad target market (Schneider, 2001). A partnership was born. This partnership leaded to the production of a special Blue Note compilation disc that was exclusively available in Starbucks shops. 
In March 2007 Starbucks introduced a new Music label in cooperation with the Concord Music Group. This joint venture offers music through Starbucks stores as well as conventional music channels (Cavarocchi, 2007). The earlier partnership with Blue Notes already showed that Starbucks offers a suitable platform for the distribution of music. Glen Barros, president of Concord Music Group, agrees and thinks the partnership with Starbucks a good opportunity to “help artists connect with the audiences through all music channels” (Cavarocchi, 2007). According to Glen Barros: “This is a pretty powerful new platform, when you can reach 44 million customers per week through Starbucks stores” (BBC-News, 2007). The Hear Music label will focus on the discovery of emerging artists with a unique talent in order to offer them an exclusive platform to promote their music (Cavarocchi, 2007). 
The Blue Note Label and Hear Music Label both demonstrate that Starbucks appears to be a suitable setting for selling goods other than coffee: music. Starbucks takes the role of “talent scout” by making unknown artists generally known among their customers. Customers seem to find the relationship between Starbucks and a particular kind of music a rather natural one. Looking at the earlier success of these two labels it seems that the customers take the Starbucks suggestions seriously. Starbucks offers its customers the opportunity to discover music that they are not familiar with. 
Starbucks Hear Music Stores
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Starbucks Hear Music is a company that focuses on different levels of music to further develop the Starbucks experience (Holmes, 2004). Starbucks Hear Music started off by launching a radio station in the U.S. which played the type of Jazz and Blues that became typical for the Starbucks atmosphere in the coffee shops (Holmes, 2004). Under the same name, this company created the Hear Music Label but also the “Hear Music Media Bars” (Holmes, 2004).   
In 2004 Starbucks introduced its first “Hear Music Media Bar” in Austin, Texas. From this day on customers could listen to Starbucks music suggestions and recommendations, in store, with headphones on, from their lazy chair while enjoying a cup of coffee. By scanning the barcode, an album can be listened to for free. Ken Lombart, president of Starbucks Entertainment calls it “a whole new and innovative experience”. “The Hear Music Media Bar will create unique opportunities for Starbucks customers to discover and acquire a wide array of great music in a fun and customized way.” (BusinessWire, 2004) The Hear Music Media Bars consist of a regular Starbucks coffee counter in the middle of the shop with on one side a “library” of CD’s and on the other side a “living room” equipped with several comfortable chairs, couches and touch-screens from which music can easily be collected (Harris, 2006). By using these touch screens, customers can create their own customized compilation albums by picking different songs from a library.
Starbucks Digital Entertainment
In 2008 Starbucks announced that the company will undergo a transformation and reorganization of its entertainment strategy. The coffee company will now focus on digitally providing music to its customers to reduce costs and concentrate on its core business. From now on the management of the Hear Music Record Label will switch to the Concord Music Group (O'Neil, 2008).   
This reorganization resulted in the creation of an online shop on the Starbucks website: “www.starbucksstore.com/entertainment” which sells CDs recommended by Starbucks. In 2007 Starbucks started a partnership with Apple®. In October 2010, “Starbucks Digital Network” was established in order to contribute to the digital in-store experience and to further develop their desire to recommend music (Strentz, 2010). Each week new songs are suggested on this network that can be downloaded for free on ITunes. The Starbucks experience as a “third place” became an internet connected coffeehouse that “bridges” the home and the office (Wailgum 1, 2010). According to Starbucks’ Chief Information Officer (CIO) Stephen Gillett, the customers undergo a social development which Starbucks tries to utilize. The Starbucks experience is partly reorganized and fits with the times. "When you look at our customers and what's happening in our stores," Gillett says, "you see wireless devices, iPhones, converged networks laptops. You see a generation of customers who are entering our stores and engaging with us in new ways." (Wailgum 2, 2009)  
3.3 Conclusion; Does music suit Starbucks as a brand? 

Music has been a part of the Starbucks experience for a long time, it is a tool to create the right, relaxing atmosphere in the company’s stores which is an important part of the “second home experience”. Since the day that Starbucks started to play music in its stores, it focused on a particular kind of music, mostly Jazz and Blues, which seemed to create the right in-store atmosphere. Starbucks’ experience with music developed in the role as a recommender and talent scout for new and old artists. Also, one can see a clear development in music offering, in which Starbucks moves with the times. The “third place” became a cyber coffeehouse with free WI-FI, which connected home and office. There is a constant visible line in which the company tries to engage its customers by utilizing the latest trends on music and technology. In order to create an event that suits with the brand experience, new technologies, and the online networks in which the customers can be found, should be taken into account.       

Chapter 4. Examples: Brands & Music Experience Concepts  
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The following chapter answers sub question 5: “how do other brands put their music experience concept into practice?”. Three examples are given of brands that use music to create an experience concept. All three cases have similarities with Starbucks; they are drink companies that try to engage their customers with their brand using music as a tool. This chapter demonstrates how customers can get in touch with a brand through a music experience and what media are used for the communication of this experience. These cases can be used as an example for the “Starbucks Music Event”, to find out how a music concept can be put into practice.        
4.1 Red Bull Music Academy




As well as organising events in the field of extreme sports, the energy-drink Red Bull® uses music in order to give their customers the opportunity to get in touch with their brand. The purpose of the Red Bull Music Academy is to offer participants a whole new music experience and a wide music network that reaches every corner of the world. It is a platform that provides the opportunity for participants to exchange skills and learn from each other. Club owners, producers, local DJs and designers are all working together to get the most out of this experience. The academy focuses on dance music and each year two groups of 30 participants are selected from a large group of entrants to attend several workshops. The experience is unique and intimate and the atmosphere of the academy is very personal (RedBullMusicAcademy, 2011). Workshops take place in one of the ten customized Red Bull studios (Boswijk, Thijssen, & Peelen, 2007). During these workshop participants can learn about the business aspects behind being a DJ, about the DJ history and about the new developments on the field of technology. Each participant of this event has something in common: their love for music (Bowijk, Thijssen, & Peelen, 2007). 

The ultimate goal of Red Bull is to ‘make friends for life, and thus ambassadors for life’ (Boswijk, Thijssen, & Peelen, 2007). The Red Bull Music Academy gives an opportunity for musicians to make their dream come true. This seems to result in the creation of valuable “followers” of the brand (Rijkenberg, 2005). The communication of the event focuses on word of mouth, in which the participants should spread the message. Ultimately this should result in selling more cans of the energy-drink and increasing the turnover. The participants get in contact with the brand through customized Red Bull studios in which a “relaxed” and “personal” atmosphere are created (Boswijk, Thijssen, & Peelen, 2007). According to Red Bull, participants should not pay to attend to the event because this will take away part of the credibility of the experience and change the expectations of the participants (RedBullMusicAcademy, 2011).          

4.2 Beck’s: “Shape Your Music Experience”
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The German beer brand Beck’s®, also creates an interactive music experience. It combines music and art in a creative project named: “Beck’s Music Inspired Art”. In this project Beck’s mixes music with huge, creative street art paintings. The brand is cooperating with artists who paint large billboards, associated with music, on the streets of Birmingham and London (Popsop.com, 2010 ) Also, the beer company gives away 25 million free songs, which visitors can download on “Play.com”, to promote a concept named: “Beck’s Shape Your Music Experience” (Popsop.com, 2010 ). Beck’s introduced limited edition Art labels on its beer bottles. Behind this label customers can find a unique code with which free songs can be downloaded from the music website Play.com. Customers can also design their own customized label on the Beck’s website and the Beck’s Facebook site: www.facebook.com/becksvier (Popsop.com, 2010 ). Parallel to the free downloads on Play.com, beck’s commissioned four artists to use their free downloadable track as inspiration to create four different artworks. On the Beck’s Facebook page videos are uploaded of these artists while making the artwork. Customers who guess which song the painting is inspired by, get a chance to win one of these customized paintings (Becks.com, 2010). 

In order to create customer contact with the brand, Beck’s fused between music and art. The street-art billboards were a good way to advertise, create “buzz”, and inspire people to discover new music. People who came to see the artist at work were offered a cold beck’s beer to complete the brand’s experience in this physical “street setting”. In addition, free songs were available in cooperation with Play.com. Becks combined a virtual and physical experience. Social media played an important role in creating awareness for the “Beck’s Shape Your Music Experience”. In addition, Facebook and MySpace were important tools in obtaining customer interaction and participation. Facebook seems to be an interactive media that can be used to engage customers to a brand.      
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4.3 Coca-Cola Music: “The 24 Hour Session”




An “unforgettable experience”, created by Coca-Cola in cooperation with the band Maroon 5 took place, for the first time, in London on March 22 2011 (PopSop, 2011). Maroon 5 fans from all over the world were welcome to attend this event virtually, in which they could influence the song that would be made in the following 24 hours. Fans who visited the website www.coca-cola.com/music could interact, make their suggestions and inspire the band by sending their creative vision on how the song should eventually be recorded. Images, lyrics, rhythms and melodies could all be uploaded at this interactive platform in order to personally contribute to the song that would be ready to listen to in 24 hours (PopSop, 2011). Suggestions could be made using the “@Coca-Cola” Twitter-account. Furthermore this digital platform gave fans the opportunity to follow their favourite band “real time” during this creative process. Live cameras filmed the band while rehearsing, writing the lyrics, and playing parts of the new song. Fans could ask questions to the members of the band, suggest the instruments that should be used and interact with other fans from all over the world (Pikaar, 2011).

Coca-Cola found a new way to promote their soft-drink using music as an important tool to create customer interaction. The slogan of the experience concept says it all: “Inspired by you”. Coca-Cola mainly uses social media to promote this event and to interact with the target-group before and after the event takes place. The event was pushed to the public using their large Facebook-Network of over 23 million members. Fans could follow the developments of the creation and interact with Maroon 5 on the Coca-Cola twitter account. On the 1st of April, some days after the event, the fans returned to the website to download the MP3 of the new song. Coca-Cola will donate the profits of the first 100,000 songs to the provision of clean water in Africa (Coca-Cola, 2011). It seems that the donation to a good cause creates further engagement to the event. Coca-Cola creates a solely virtual customer music experience.       

4.4 Conclusion 

Looking at the cases of Red Bull, Beck’s and Coca-Cola it seems that music is a useful tool to create an interactive customer experience. Red Bull uses music to create an experience of multicultural unity, to educate and to make dreams come true while Beck’s and Coca-Cola focus on the creativity and inspiration of the brand- and customer experience. As all three cases demonstrate, customer participation seems to be important in the creating process of a customer experience. This interaction seems to be important in order to engage the customers with the event. While The Red Bull Academy focuses on the physical environment, Coca-Cola created a virtual experience setting and Beck’s used a combination of these two settings. According to Boswijk Thijssen and Peelen, authors of the book: “The Experience Economy; a new perspective”, the combination of a virtual and physical experience setting is most meaningful. There should be a strong connection between these two settings in which a “flow” from one to other should be created. The virtual setting should serve as a communication platform in order to guide the participants to the physical setting where the “climax” of the experience takes place (Boswijk, Thijssen, & Peelen, 2007). Social Media seems to be a suitable medium to obtain this customer interaction online. Web 2.0 became a useful development for companies to come into contact with their target group.    
Chapter 5. The Experience Economy: which ingredients are needed?  

Some speak of ‘Imagineering’ (Nijs & Peters, 2006), ‘Affection Economy’ (Roberts, 2005 ), ‘Economy of Sense’ (Lindstrom, 2008), ‘Entertainment Economy’ (Wolf, 2003), ‘Emotion Market’ (Piët, 2006), ‘Dream Society’ (Jensen, 1999) or “Experience Economy” (Pine & Gilmore, 1999). Of all these authors a common vision can be recognized. A switch in the economy, from material customer needs, to the needs of affection, involvement and engagement with brands. According to their vision, brands become commoditized and in order to stay ahead of the competitors and avoid a price war, an experience can be added to a brand. In this thesis the term; ‘Experience Economy’ will be used (Pine & Gilmore, 1999). To become aware of the suitable models and the right approach for the creation of an optimal experience concept, this chapter answers sub question 6: “What is an optimal experience looking at the current “Experience Economy”?” The answer to this question is needed to see what ingredients the “Starbucks Music Event” should consist of in order to create a so called “Meaningful Experience”. Paragraph 5.1 gives a definition of a “Meaningful Experience”. Chapter 5.2 defines what the ingredients of a “Meaningful Experience” should be. Finally, chapter 5.3 explains the up-coming trend of 
“co-creation”.  

5.1 The definition of a meaningful experience 

A Meaningful Experience makes that customers get in contact with a brand and a personal relationship can come into existence. According to Mihály Csíkszentmihályi, author of “Optimal Experience”, a Meaningful Experience should consist of “flow” (Boswijk, Thijssen, & Peelen, 2007). Flow is defined as: “The holistic sensation that people feel when they act with total involvement” (Nijs & Peters, 2006). Flow is a state of mind that is very difficult to develop, and achieved sporadically, but should be pursued in order to create the most worthy experience possible (Boswijk, Thijssen, & Peelen, 2007). 
A sequence of aspects are typical for a meaningful experience. To create one, all senses should be included. Martin Lindström, writer of the book “Buy.ology”, agrees on this subject. Research of Lindstrom proved that “smell” and “noise” became considerably more effective in catching the customer’s attention (Lindstrom, 2008). Lindstrom calls using all the senses to grab the attention of a consumer “sensory branding” (Lindstrom, 2008). In addition, the process of creating a Meaningful Experience should have a personal value for the visitor and should be unique. A high level of concentration should be pursued amongst the participants and they should lose the sense of time (Boswijk, Thijssen, & Peelen, 2007). Finally, the participant should be in contact with their environment by undergoing and doing things (Boswijk, Thijssen, & Peelen, 2007). According to Boswijk, Thijssen and Peelen, a meaningful experience is not encountered alone but through interacting with the social and physical environment (Boswijk, Thijssen, & Peelen, 2007). A meaningful experience is not tangible, concrete or touchable; it is a set of emotions that one undergoes in a specific environment in interaction with others who are in that same setting (Boswijk, Thijssen, & Peelen, 2007). 
5.2 The ingredients for staging a meaningful experience 

In the vision of Michael Wolf, author of ‘The Entertainment Economy”, entertainment will be the ‘key-differentiator’ in the changing economy and products without entertainment will not last (Wolf, 2003). Pine & Gilmore, do not share this opinion. In order to create a Meaningful Experience the consumer should be “engaged” to a brand experience. This vision is comparable to the one of Jan Rijkenberg, author of the book; Concepting, in which he describes that ‘fans’ or ‘followers’ of a brand are most worthy because these customers stay loyal to a specific brand (Rijkenberg, 2005). Several factors are needed to reach this goal, among which entertainment is only one. The figure in appendix 6a explains to what extent a customer will be engaged by a company or brand in a meaningful and lasting way (Pine & Gilmore, 1999).
Passive- and Active Participation

The horizontal axis describes the degree of the visitor’s participation in the experience. On the left side of the axis lies passive participation. In this case a visitor does not have any impact on the experience; he or she cannot affect the event. On the right side of the axis lies active participation. In this case visitors are active participants during the experience and can directly influence the event (Pine & Gilmore, 1999). Boswijk, Thijssen and Peelen give the following example: “There is a difference in watching a football match on TV and seeing it in the stadium. But just imagine if you were playing in the match yourself.” (Bowijk, Thijssen, & Peelen, 2007). 
Absorption and Immersion 

The vertical axis in the figure indicates the level of absorption or immersion that visitors experience. Are they connected to the environment in which the experience takes place? On the upper side of the axis lies absorption which takes the attention of the visitor, his mind is drawn to the experience and he or she is concentrating on the event. On the other side of the axis lies immersion in which a visitor becomes a physical or virtual part of the experience. The visitor is fully immersed into the event. “A student inside a lab during a physics experiment is immersed on a higher level than when he just listens to a lecture (absorption)” (Pine & Gilmore, 1999).  
These four dimensions form an “umbrella” for the four “realms” of an experience: Entertainment, Educational, Esthetic and Escapist. The most memorable experiences consist of elements of all four realms and when all realms are present in the same setting, a meaningful experience is created. Therefore, the “Starbucks Music Event” should focus on each aspect of the diagram.
Entertainment experience 

Entertainment is a form of experience that is passively absorbed through the senses. According to the Longman dictionary, entertainment means: “Things such as films, television, performances etc that are intended to amuse or interest people” (Longman, 2005). Entertainment is one of the oldest, most developed and common forms of experience. This is the form which companies are most familiar with and thus, it is most used.   
Educational experience 

Just like entertainment experiences, with the education experiences the visitor absorbs the occurrences that happen in front of him. However, unlike entertainment, the visitor is actively participating in an education experience. To effectively teach a visitor about a subject and to expand his knowledge, the visitor must engage his mind intensively to what he is told. 
The Escapist Experience 

Unlike entertainment and educational experiences, a high level of immersion is involved in the third realm; escapist experiences. As the figure in appendix 6a demonstrates, this form of experience is the exact opposite of entertainment experiences. In an escapist experience one should be actively participating and will be entirely immersed in an event. One plays a key part in the experience and instead of just watching, the visitor is partaking and able to influence the performance himself. 
The Esthetic Experience 
The final “experiential realm” is the esthetic. In an esthetic experience, visitors are fully immersed in the setting or event but they have little influence on what is happening and stay rather passive regarding the environment. In this case it is the impressing physical environment that is active and affects the visitor (Pine & Gilmore, 1999). “While participants of an educational experience may want to learn, those of an escapist experience want to do, those of an entertainment experience want to sense, those partaking in an esthetic experience just want to be there.” (Pine & Gilmore, 1999)  
Co-creation: a changing society 

The current communication environment in 2011 made a huge development over time in which the communication changed from business to consumer to communication in which “self-directing” plays a key role (Boswijk, Thijssen, & Peelen, 2007). Nowadays, a so called “Network Revolution” occurs in which consumers and organisations are actively taking part in building networks with each other to exchange information (Boswijk, Thijssen, & Peelen, 2007). The changing society results in the fact that meaningful experiences of the past, in which companies stage an experience and push it to the consumer, are slowly losing their values. A dialogue should occur between the consumer and the company in order to form a “two-way-experience” which is credible and which the consumer takes serious. Customers stand closer to the organisation and these two groups should work together in creating an experience: co-creation (Boswijk, Thijssen, & Peelen, 2007).  

5.3 Conclusion 

To create a Meaningful Experience, the “Starbucks Music Event”, should consist of all levels of “flow”. Paragraph 5.1 demonstrates that each individual aspect should become part of the event in order to create a Meaningful Experience. In addition different levels of absorption and immersion should be added to an event. Customers should be able to passively as well as actively participate in an event. The Entertainment, Education, Escapist and Esthetic experiences should all be taken into consideration during the creation of the “Starbucks Music Event”. One can see a clear development in the customer’s need of engaging with brands. A “network revolution” occurred in which the communication between customers and organisations increases. The “staging” role of companies should make place for “co-creation” in which the company’s actions are transparent and in which customers can influence their own experience. Starbucks should work together with the consumer in order to develop an event that is credible and meaningful. 
Chapter 6.  Sing Your Own Song Event: created by customers for customers
This chapter describes the “Starbucks Music Event” which will from now on be called: “The Sing Your Own Song Event”. Paragraph 6.1 describes the framework that was used during the development of this event. Paragraph 6.2 answers sub question 7: “what form should the Starbucks music event take?” Paragraph 6.3 determines the customer’s opinion of this event by answering sub question 8: “what do the Starbucks customers think of the new concept?” 

6.1 The framework for Starbucks’ “Sing Your Own Song Event” 
To develop a suitable event, a framework was composed of the findings so far. Chapter 2 demonstrates that an important part of the “Second Home” experience is “the connection with people” and “customer engagement”. However, customer research demonstrates that the experience should be further developed among the Dutch consumer and that they are not yet fully engaged to this experience. A reason for the gap between the “Second Home” experience and the Dutch experience of coffee-to-go seems to be related with the location of the shops, the stimulation of coffee-to-go purchases, and the fact that Starbucks is a new brand in the Dutch market. In what way should the “Second Home” experience be communicated to the consumer? Chapter 3 demonstrates that music is an important part in creating the “Second Home” experience for Starbucks. In addition the brand is considered a talent scout for new, upcoming artists. In the United States the brand moves with the times on the field of music and technology. The new consumer in the U.S. is engaging with the brand in new ways: through online networks. In the Dutch market the only medium that the brand intensively uses to communicate with their consumers is Facebook, an interactive platform. Chapter 4 concludes that customer participation and interaction with the brand are important in order to engage the participants to an experience. Social Media is considered an effective tool to reach this goal in practice. In addition, the combination of a virtual and physical experience setting is considered the most suitable during the development of an experience event (Boswijk, Thijssen, & Peelen, 2007). Finally, from the theory in chapter 5 it can be concluded that in order to create a Meaningful Experience, “The Sing Your Own Song Event” should consist of several “ingredients”. First of all, “flow” should be pursued. In addition, all four “experiential realms” must be included. And finally, the event should be developed using “co-creation” in which interaction and participation with the brand are, again, considered crucial. 

6.2 The “Sing Your Own Song Event” concept 
The Starbucks Sing Your Own Song Event will be a music event “created by customers, for customers”. The ultimate goal of this event is to “connect” and “engage” the Starbucks customers to the brand experience. This goal should be reached by translating the “Second Home” experience in a music event that the customers can control. The cases in chapter 4 demonstrate that customers should actively participate in the event in order to be fully engaged. In addition a “flow” from virtual setting to physical setting is considered most worthy to create a Meaningful Experience. Looking at the trend of music competitions, the phenomenon of interactive music competitions is “hot”. “The Voice of Holland” is a good example of this. The online setting should stimulate co-creation. The atmosphere of the “Second Home” is a key aspect in the physical setting.  

The virtual setting 

During the first phase of the Starbucks “Sing Your Own Song Event”, an online music competition will be created in which a high level of customer participation will be required. The Starbucks Facebook page has a dense customer network with a lot of mutual interaction (Facebook/Starbucks, 2011). The first phase of the event will take place in this interactive, Social Network. Every customer can upload a video trough YouTube, with a performance of their own song. Other customers in this network can vote on these performers, through giving their opinion on this page. The winner of the competition will perform at the physical event. 

The physical setting       

The physical “Sing Your Own Song Event” will be a whole new experience in which the “Second Home” atmosphere will be key. The “Sing Your Own Song Event”, will take place outside, in a park somewhere in the urban agglomeration. It is a festival organized by Starbucks and its customers, in which customers can taste the beverages freshly made by Starbucks-baristas while listening to live-music. A whole new way of getting in contact with the Starbucks experience outside the shop, in a suitable setting. The smell and taste of coffee combined with the sense of music. This setting should include and convey each aspect of the “Second Home” experience. 

6.3 “Sing Your Own Song Event”: a test among the customers.  
This paragraph answers sub question 7: what do the Starbucks customers think of the new concept? In order to find out if the concept could work, qualitative and quantitative customer research has been conducted on the customer’s opinion about the Starbucks Sing Your Own Song Event. Also, their opinion was asked about the connection between Starbucks and music to find out if the Sing Your Own Song Event would have the hoped for effect. During the discussion with the focus groups, a mood-board, in combination with music, was presented to the participants to communicate this event (appendix 2). 
According to the personal experience of the Starbucks customers there are four types of music that suit the brand most: jazz, blues, lounge and singer songwriter. The results of the questionnaire demonstrate that these music types are obviously comparable with the music that customers desire to hear at Starbucks (appendix 2). Comparing the results of the survey with the results of the focus groups a similarity can be found. Both focus groups associated Starbucks with jazz and blues. 

According to both focus groups music creates a relaxed atmosphere and Starbucks should do more with music to create a suitable “coffee-to-stay” environment. They mention that live music in-store, headphones or specific in-store “music-areas” could contribute to the “Second Home” experience. None of the participants of the focus groups were aware of the activities that this company already experienced in the United States as described in chapter 3. Although the participants agree that music can create a comforting and relaxed environment, at first, they did not see such a clear link between music and Starbucks. However, all participants of the focus groups agree that music can contribute to create a “Second Home” experience.        
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The customer survey provides a short description of the “Starbucks Sing Your Own Song Event”. The graph on the right side, demonstrates that 67% of the customers thinks that this experience suits with the brand. The focus groups shared this opinion while looking at the mood-board. According to both focus groups Starbucks and music is something that could work in an event. In their opinion, it suits the brand and its desired “Second Home” experience, to keep the event small and intimate. They imagine this experience as a sheltered side event of a bigger event, to relax and to escape the crowds.  
The results of the survey demonstrate that 62% of the customers would attend to such an event.  48% of the Starbucks customers declare that they would, actively or passively, participate in the Starbucks “Sing Your Own Song Event”. The participants of the focus group all state that they would vote on an artist online if they could have an influence on the artists playing at the event. 
Social Media 

The results of the survey demonstrate that 95% of the customers have a Facebook account. The graph on page 26 demonstrates that it is the most frequently used form of Social Media. This appears to be the current Social Network that most Starbucks customers are familiar with. The Starbucks Facebook page is an interactive communication tool between the organisation and a select group of the “followers” (currently 16,694) (Facebook/Starbucks, 2011). Starbucks uses this Web 2.0 application to inform the customers on the latest developments of this organisation. In addition, the Facebook page demonstrates a high level of customer interaction.  61% of the online-contestants are a member of the Starbucks Facebook page. On the other hand, only 21% of the in-store participants are a member of the company’s Facebook page.   
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6.4 Conclusion 

The Sing Your Own Song Event will be created by customers, for customers in order to increase the level of their involvement with the event. The ultimate goal is to engage the Starbucks customers by conveying the “Second Home” experience in a music event that they can control. This goal should be reached by a combination of a virtual and physical setting. The virtual setting is an interactive place in which the event is communicated to the consumer. Furthermore, this setting is the place where customers can influence the event. The physical place is where the “Second Home” experience is translated in the form of a unique and intimate “living-room concert”. Customer research demonstrates that the expected music, as well as the desired music at Starbucks, is in line with the music that Starbucks uses in their shops to convey their experience. Qualitative and quantitative research demonstrates that a large number of customers think that music suits Starbucks. In addition, 67% of the customers think that a music event suits the brand. Also, the survey results demonstrate that a large group of customers is keen to attend and participate to such an event. It seems that only a specific group of customers can be reached through the Starbucks Facebook page. Nevertheless, Facebook seems to prove itself as a suitable platform to create the level of interaction that is needed for this event. 
Chapter 7. Conclusions 
The Starbucks brand experience

The Starbucks experience is described as a “Second Home”. A “sense of belonging” and “the connection of people” are stimulated in order to make the customers feel at home. The relaxed physical environment, customized quality coffee, good service, CSR value and the warm flow of music are all considered key parts to convey this brand experience. However, the Dutch consumer is not living this experience to the full extent. Reasons for this are: the busy locations, the coffee-to-go environment and the fact that the brand is new in the Dutch market. Nevertheless, Starbucks, as well as the Dutch customers, are of opinion that music is considered an effective tool to create a “Second Home” atmosphere. 
The ingredients for an experience event 

Starbucks moves with the times on the field of recommending music to their customers. The company tries to engage its customers by utilizing the latest trends on music and technology. Nowadays, the Starbucks customer experience seems to change. The current generation of customers is engaging with Starbucks through online networks and platforms (Wailgum 2, 2009). Other brands use music as a tool to create an experience in combination with a high level of customer participation in order to engage the customers to their experience. In order to create an optimal experience, a combination should be used between a virtual and physical setting. The virtual setting serves as a communication platform and leads to a climax in the physical setting (Boswijk, Thijssen, & Peelen, 2007). In order to convey the Starbucks experience, a “Meaningful Experience” event should be developed using co-creation. The cooperation between Starbucks and its customers in creating the event results in a higher level of customer involvement. Facebook turns out to be the most suitable virtual setting because it provides co-creation opportunities and turns out to be the Social Media which is most used by Starbucks customers. In addition, Facebook is the only communication tool which is intensively used by Starbucks to interactively communicate with their customers. The “Sing Your Own Song Event”, which is created by customers for customers, seems to be an event that includes all ingredients for a “Meaningful Experience”. The Starbucks customers agree on this subject. In their opinion, such an event suits Starbucks and they are enthusiastic about attending.
The answer to the central question 
How can music contribute to conveying Starbucks’ experience to the Dutch consumer? 

Music is a key part in creating the atmosphere of a “Second Home”, the brand experience of Starbucks. The customer’s eyes should be opened for this experience. How can this goal be reached? Starbucks has used music since the opening of their first shop in order to convey their experience. The brand developed an expertise in this field and can be considered an opinion leader and talent scout of upcoming artists. Therefore, a music event for new talent seems to suit with Starbucks. In addition, brands should continually be presented in a surprising way in order to maintain their followers (Rijkenberg, 2005). Customers should be able to get in touch with a brand through a Meaningful Experience. The “Sing Your Own Song Event” is a Meaningful Experience concept that can engage the Starbucks customers and convey the brand experience of a “Second Home”, using music as a tool. 
Chapter 8. Recommendations 

The “Second Home” experience is not yet fully developed among costumers. This thesis demonstrates that the current locations stimulate the purchase of a “coffee-to-go”. However, Starbucks is slowly undergoing further expansion in the Dutch market and has already opened its first shop in the city centre of Amsterdam. In addition, the company is planning on opening 10 more, “fully owned”, shops in the city centres of the Netherlands (Nagel, 2011) (appendix 8). Starbucks commences its market penetration and the fact that the company is still rather new in the Dutch market can be considered an advantage. The customers are still malleable for the “Second Home” experience. Therefore, now is the right time for Starbucks to further convey this experience by organising the “Sing Your Own Song Event”. This event contributes to creating the right balance between coffee-to-go and coffee-to-stay in Holland. 
The ultimate objective  

To create a “Meaningful Experience” is valuable for Starbucks because it makes the brand stronger in comparison with its competitors. In the city centres of Holland several competitors have already penetrated the market. However, if the brand stays faithful to its brand experience, it will have a strong position in relation to its competitors (Rijkenberg, 2005). Starbucks should support their uniqueness and soul (Nagel, 2011). In addition, it is important that Starbucks surprises and stimulates its customers to maintain the position of their followers’ favourite brand (Rijkenberg, 2005). According to Jan Rijkenberg, in order to keep these followers alive, the brand should entertain by creating unique and creative events. In addition, the customers should be able to get in touch with the brand (Rijkenberg, 2005) “The Sing Your Own Song Event” is an event that includes all these factors. Looking at the “Second Home” experience, the event should consist of “personal contact” and “customer connection”. During the event the participants should feel “welcome”, “important” and “at home” (Michelli, 2010). According to research among the focus groups the physical event should be “small” and “intimate” to achieve this right atmosphere. The “Sing Your Own Song Event” is a festival organised by Starbucks customers for Starbucks customers in order to bring them closer to the experience and engage them to the brand. The ultimate objective of the event is to “create ambassadors for life” by engaging the participants to the brand experience (Boswijk, Thijssen, & Peelen, 2007). 
The “Sing Your Own Song Event” worked out 

In order to fully describe the levels of experience that the “Sing Your Own Song Event” consist of, Pine & Gilmore’s Experiential Realm diagram is used for describing the event.







Live Music: The “Entertainment Experience”
During the event, music is the most important tool to create the atmosphere of a “Second Home”. It is used to create a warm flow that enriches the feeling of relaxation. Visitors can relax on leather couches, listen to live music that is played while enjoying a cup of Starbucks coffee. All customers are able to vote on their favourite artist online. Starbucks Holland does not possess its own website. However, they possess a Dutch Facebook page. This page has a dense customer network with a lot of mutual interaction (Facebook/Starbucks, 2011). The first phase of the event will take place in this interactive, Social Network. Each customer can upload a video trough YouTube, with a performance of their own song. Other customers in this network can vote on these performers, by giving their opinion on this page. Because the customers had the opportunity to influence the artists playing on stage, a feeling of mutual involvement will be created. This will stimulate the “sense of belonging” and the sense of “being part of something”, which have been proved important for the brand experience. No entrance fee will be asked for the event because this will change the expectations of the visitors (RedBullMusicAcademy, 2011). The number of visitors should be restricted in order to keep the atmosphere intimate and personal. The first 75 online registrations for the event will receive a ticket for the event. This will increase the exclusiveness of the Meaningful Experience.  

The Physical Environment: The “Esthetic Experience” 
The physical environment must comply with the “Second Home” atmosphere of Starbucks. The smell and taste of coffee will be combined with the sense of live music. The physical environment should be unique in order to create a “distinctive place” that stimulates the sense of sight (Lindstrom, 2008). The event takes place outside, in a fenced urban-park that is only accessible by participants. The recognisable warm colours and furnishing are important in order to make people feel “at home”. A cosy living-room atmosphere should be created with lazy chairs and leather couches. The “open-air living room” makes the physical environment unique and “distinctive” (Pine & Gilmore). The event will be a “neighbourhood gathering place” in which the visitors can meet with friends, interact with other customers, while enjoying live music (Starbucks, 2010). 

The Coffee Tastings and Workshops: The “Educational experience”  
The Starbucks partners play an important part in creating “customer connection” (Starbucks, 2010). This can be pursued trough the coffee stands in which the Starbucks partners should play a key role. Besides the original Starbucks coffee bars, workshops and coffee tastings will be offered to the participants. During the preparation of “customized coffee”, coffee tastings, and workshops, personal contact is very important. Customers should be able to create their own customized coffee, which is an important part of the brand experience. Besides the interaction, coffee tastings and coffee workshops are an important part of creating awareness of the quality products. The quality of the coffee is a key part in the brand experience. Starbucks partners receive much training in order to deliver the best customer service possible. During the event the partners will share some of their knowledge with the participants. They will teach them about the origin, different tastes and preparation methods of their coffee. In this way the customer involvement will increase. The CSR value of Starbucks is also considered important for the brand experience. This should be visualised during this part of the event. Images of, for instance, coffee farmers from all over the world can be displayed at the coffee bars. The result of the customer research demonstrates that Dutch customers are not fully aware of the CSR activities that Starbucks undertakes. Brochures with more information on this topic should be handed out during this part of the experience.      

The Live Performance on Stage: “The Escapist experience”
There will be a select group of participants that entirely encounter the Escapist experience. The customers that vote on their favourite artist and see him/her on stage will encounter this experience to a certain extent. The artists who participate in the online competition by uploading their video will feel a higher level of involvement. The artists who participate on stage will fully encounter this experience. They play a key part in the whole experience and the level of immersion among them will most likely increase by the largest amount. Four artists will be selected from the online competition. The visitors of the event can vote on their favourite artist during the event. The winner will see his/her own recorded album available for sale in all Dutch Starbucks shops. This is also a reminder of the experience that took place. The artist will receive 50% of the profit; the other 50% will be donated to a good cause. Customer research demonstrates that this will increase the customer involvement with the event (appendix 4). The atmosphere of the “Sing Your Own Song” setting is visualised in appendix 1.

The publicity 

The “Sing Your Own Song Event” focuses on the current Starbucks customers. However, publicity through word of mouth of “the ambassadors” could create more Starbucks fans. In the physical environment of the event, the brand should be clearly visualised. A Starbucks-logo on stage will remind the customers of the brand consciously and subconsciously. In addition, if videos and photos of the performance will be made by participants and sent to friends or uploaded to Social Networks this will result in free publicity. After the physical event took place an evaluation should take place on Facebook. Pictures and videos can be uploaded on this webpage in order to remind the visitors (and non visitors) of the unique event that took place. In the future Starbucks should continue to use Facebook to stimulate interactivity between the customers and Starbucks.  

Ultimately, the recognisable Second Home experience that is created during the “Sing Your Own Song Event”, should be carried out inside the “urban coffee shops” in the Netherlands as well. The “Sing Your Own Song Event” is a tool to open the customer’s eyes for the brand experience. Eventually, the “Second Home” experience will exist strongly in the Netherlands. The locations in the city centres, fully owned by Starbucks, should stimulate the purchase of coffee-to-stay, in which customers will meet with friends, relax, work and enjoy life. All aspects of a “Second Home” experience should be present in these places. In this way a perfect balance between coffee-to-stay (the city centres) and coffee-to-go (the train stations and airport) will see the light of day.     
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