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Abstract

This thesis aims to explore the relationship between the Starbucks brand and its users.
For most heavy coffee drinkers in China, Starbucks is not just about coffee in the
traditional sense; it is about tasting coffee in a whole new way, which is embodied in
an experience of a cup of coffee. People go to Starbucks not just for a drinking, but
for a kind of feeling, which brings by Starbucks branch stores. Therefore, through a
modified-life story interview and participant observation, the present research mainly
attempts to explore how Starbucks connects their consumers with the brand name and
how consumers maintain the relationship in brand community and online brand
community. Interviews were conducted as a form of life story interview, then, their
life stories were collected to illustrate the various connecting ways between Starbucks
and its heavy coffee users. Online Starbucks China is the object for observation in
order to analyze how the virtual communities’ members attach to the Starbucks.
Ultimately, this research identified that emotional branding is not controlled by the
brand owner, but co-controlled by the brand users. For online Starbucks brand
community members, their mainly aims are information value, maintaining
interpersonal connectivity, self-enhancement and entertainment motive. Social

identification was employed to identify the Starbucks brand community members.

Keywords: Chinese society, Starbucks, emotional branding, consumer-brand

relationship, community, social identification



Table of Content

Chapter 1 INtrodUCHION .....ceueiiieeiieiece e ettt 7
Chapter 2 Literature REVIEW .........cccueviriiiiiriiieiiiieseeeseeee e 10
Branding & Emotional Branding...............ccccoueeeeeeeieceiesiesieeeseeeseesieesseeseenseeenes 10
Community & Brand COMMUNILY.........c...cceuveeeiveesereeesreesireessereessreesseesssnesssssesssnes 16
Online Brand COMMUNILY.............cccccuoouiriiiiiiiieieitee ettt 25
Consumer-brand Relationship.........c...coueeeeeeeeceiecriesieeiieieeesieeeee e eve s 28
Social Identification” p. % M. comermmmmmmmi Bl 0 T 30
Chapter 3 Research QUESHIONS ......eeiiriiieeieieiie ittt ettt ee e seee e 34
Chapter 4 Research Method........c.oooviiiiiiieiiiiiie et 35
Chapter 5 Research RESUILS ......ccviiiiueeiiiiiiiieccieesieeeec et 41
Chapter 6 Original Data form INtErVIEWS .......ccceeeeiiiiiiieeiieiieie e 44
Chapter 7 Conclusions........ it Nl 1700 Sl S e 58
Emotional-related Perspective........ivoivuiioeieesieeeieceeesieeeieeseeeseenieessseseesseennes 58
Consumer-brand relationship PersSpective...........cococvvueeevueerceeesireeiieeesreesereesenes 60
The brand as relationsShip PATINET. .............ccooeeeiviieiiiieieseeee et 61
Relationships providing meanings in psycho-socio-cultural context ................... 62
Analysis of Social identifiCALiON. ..........cc.oocevveiveieiiiiieecee e eceeeee e sraeesree e 64
Suggestions for FUuture ReSEAVCH.........c...cceeeceeceeeieeieeeeeeee et 65
LIPTEATIONS ..ottt ettt ettt e et e e ate e s abeeesntee e 66
BIDIIOZIAPNY ..ottt e e et e b e eaeeseaeenreenns 69
APPENdix [ ... 75
APPEndixX L. ... e 77



Tables of Content

Table 1
Brand community makers’ reflection in Starbucks brand community................... 48
Table 2
Five motives with Starbucks online users................c.cooooiiiiiiiiiiiiii . 55
Table 3
Clues stimulate customers’ €MOtIONS. ........ouieiiet et aaaeeeene, 59
Table 4
The win-win relationship of consumer and Starbucks....................cooa 60
Table 5
Consumer-Starbucks relationship in different contexts....................ooooiiiiiain. 62



