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WAKE UP AND SMELL THE SUCCESS!You already know the Starbucks story. Since 1992, its

stock has risen a staggering 5,000 percent! The genius of Starbucks success lies in its ability

to create personalized customer experiences, stimulate business growth, generate profits,

energize employees, and secure customer loyalty-all at the same time.The Starbucks

Experience contains a robust blend of home-brewed ingenuity and people-driven philosophies

that have made Starbucks one of the world's "most admired" companies, according to Fortune

magazine. With unique access to Starbucks personnel and resources, Joseph Michelli

discovered that the success of Starbucks is driven by the people who work there-the "partners"-

and the special experience they create for each customer. Michelli reveals how you can follow

the Starbucks way toReach out to entire communitiesListen to individual workers and

consumersSeize growth opportunities in every marketCustom-design a truly satisfying

experience that benefits everyoneinvolvedFilled with real-life insider stories, eye-opening

anecdotes, and solid step-by-step strategies, this fascinating book takes you deep inside one

of the most talked-about companies in the world today.For anyone who wants to learn from the

best-and be the best-The Starbucks Experience is a rich, heady brew of unforgettable user-

friendly ideas.

“Town's investment guide is manna from heaven… engaging and accessible… Town’s ability to

break down that philosophy into a detailed, step-by-step program that can be understood by

any reader with basic math skills is unique… will leave readers feeling empowered and ready

to manage their money themselves.”—Publishers Weekly (starred review)“Extraordinarily

readable…provides investors with surefire tools to outperform costly advisors. Follow Town’s

simple, time-tested precepts, and even unsophisticated investors will leave most mutual fund

managers in the dust.” —Arthur Levitt, author of Take on the Street and former Chairman of the

Securities and Exchange Commission“A really smart, homework-driven read that tells you

precisely how to do it. Rule #1may be the clearest and best book out there to get you on the

path to riches. This one’s special!” —James J. Cramer, host of CNBC’s “Mad Money” and

Markets Commentator, thestreet.com“Rule #1 is an investment Bible for our time. In fun, easy-

to-understand words, Phil Town tells you how to buy quality stocks at a discount.” —Rich

Karlgaard, publisher, Forbes magazine, and author of LIFE 2.0“For the individual investor, Rule

No. 1 should be, ‘Read Rule #1.’ This book debunks a lot of myths in the market and provides

pearls of common-sense wisdom…Indeed, Rule #1 rules.” —Gene Marcial, Senior Writer,

Business Week“Rule #1’s common-sense, pragmatic approach is money in the bank. This

step-by-step guide is methodically researched and terrifically accessible … Can you really beat

the mutual fund mangers and so-called experts at their own game? He...About the AuthorAn

ex-Green Beret and former river guide, Phil Town is a self-made millionaire several times over

and America’s most widely sought-after speaker on investing. Phil Town appears regularly on

the same dais as Rudy Giuliani, Jimmy Carter, and Colin Powell as part of the “Get Motivated”

touring success seminar. He speaks to more than 500,000 people annually about Rule #1.

Town lives in Jackson Hole, Wyoming. --This text refers to an out of print or unavailable edition

of this title.Excerpt. © Reprinted by permission. All rights reserved.Table of
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expert is a person who avoids small error as he sweeps on to the grand fallacy. —Benjamin

Stolberg (1891–1951)The gold standard of low-risk investing is a ten-year United States

Treasury bond, which, at the time of this writing, has a return of about 4 percent. Invest in

nothing but these bonds and you’re guaranteed a 4-percent haul. The only problem with such a

strategy, especially for the millions of soon-to-be-retired baby boomers, is that, at 4 percent, it

takes 18 years to double your money. In addition, after 18 years, even with a low inflation rate

of 2 to 3 percent, most of the gain is absorbed by higher prices, leaving you with only slightly

more buying power than you had 18 years earlier. Despite this reality, investors buy billions of

dollars of these 4-percent bonds.Why in the world would anyone want to own a bond that

barely keeps pace with inflation and realizes almost no real gain in wealth? Because almost

everyone is convinced that a higher rate of return necessarily means a lot more risk. And

they’re more afraid of losing money in an attempt to get a higher return than of their inability to

retire comfortably.The fact is, a higher rate of return is not necessarily contingent on incurring

significantly more risk. Let me explain.HIGH RETURNS DON’T NECESSARILY MEAN MORE

RISKDuring a talk at the America West Arena in Phoenix, Arizona, I asked the audience, “How

many of you drove your cars here today?” Most people raised their hands. “Okay, almost

everybody. And how many of you took a huge risk driving here?” A few hands went back up.

“You guys took a huge risk driving here?” I asked incredulously. “Either you drivers didn’t really

take a risk and are just clowning around, or at last we’ve found the problem with Phoenix traffic

—you people with your hands up don’t know how to drive. Is that it?” Everybody laughed.

“Okay, so it wasn’t so terrifying to drive down here. But now imagine that you’re coming here

but instead of you doing the driving, it’s your eleven-year-old nephew behind the wheel. Are

you taking a lot of risk now?” People laughed and nodded yes. “The trip was the same—going

from Ato B. But when you put someone in the driver’s seat who doesn’t know how to drive, a

relatively safe trip becomes an incredibly risky trip.”Exactly the same thing holds true for your

journey to financial freedom. If you don’t know what you’re doing, your journey is going to be

either very slow or very dangerous. That’s why most people think that going fast (going after a

high rate of return) is dangerous—because they don’t know how to drive the financial car, and

not because going fast is necessarily dangerous. It’s only dangerous if you don’t know what

you’re doing. And the essence of Rule #1 is knowing what you’re doing—investing with

certainty so you don’t lose money!Now, you’re probably wondering, “What about mutual funds?

What about all those techniques we learn to minimize risk and maximize returns?” Well, folks, I

hate to be the bearer of bad news, but here’s the truth: Being a mutual fund investor is a whole

lot riskier than being a Rule #1 investor. Investing in a mutual fund is, in many ways, like

handing your car keys to that 11-year-old nephew.THE MUTUAL FUND SCAMIf you own

mutual funds that are attempting to beat the market, and you’re hoping your fund manager can

give you a nice retirement, you’re highly likely to be the victim of a huge scam. You’re not alone

—100 million investors are right there with you. Fortune magazine reports that since 1985 only

4 percent of all the fund managers beat the S&P 500 index, and the few who did it did so by

only a small margin. In other words, almost no fund managers have done what they’re paid by

you to do—beat the market. That significant fact went unnoticed through the roaring 1980s and



1990s as the stock market surged with double-digit growth, bringing your fund manager along

for the joyride. But now the ride is over, and investors are starting to notice that their fund

managers are pretty much useless. This is not a new observation.Several years ago, Warren

Buffett said this about your fund manager: “Professionals in other fields, like dentists, bring a

lot to the layman, but people get nothing for their money from professional money managers.”

The key word here is nothing. And yet, what do you do? You give your hard-earned money to

one of these guys and hope he can deliver those 15-percent-or-better returns, like the ones

you got in the 1990s. Why? Because you don’t want to invest your own money, and because

you’ve been convinced by the entire financial services industry that you can’t do it

yourself.Come on, get real. From 2000 to 2003, mutual funds lost half their value. You could

have lost 50 percent of your money without the help of a professional. In fact, in 1996 a

monkey was hired to compete with the best fund managers in New York. He beat them two

years in a row. When I told this story one day to an audience in Los Angeles, someone from

the upper deck in the Arrowhead Pond Arena yelled out, “What’s the name of the chimp?” This

is proof that some people will do anything to avoid investing their own money.Peter Lynch, one

of the few fund managers who made above-market returns and then got out before the market

leveled him, wrote in his book One Up on Wall Street that the amateur investor has “numerous

built-in advantages, which, if exploited, should result in outperforming the market and the

experts.” In other words, you should be doing this yourself. But you don’t. The reason you don’t

is that the entire financial services industry perpetuates three myths of investing to keep

people investing with them in spite of the industry’s dismal performance over any long

period.THE THREE MYTHS OF INVESTINGMyth 1. You Have to Be an Expert to Manage

Money.The first myth I want to bust is that it takes a lot of time and expertise to manage your

money. It would if investing were hard to learn or if getting the information to make a decision

took a lot of time. I’ll prove to you that it doesn’t, even though the financial services industry

wants us to believe it does. The industry stands to make billions from commissions and fees if

it can keep you thinking you can’t do it on your own.The Internet has changed everything. Now

the tools that used to cost $50,000 a year are available for less than two bucks a day and take

only minutes a day to use instead of 50 hours a week. And the Internet tools are more

accurate, more timely, and easier to apply than anything your fund manager had just a couple

of years ago. All you need is a little instruction and a brief learning period. But don’t bother to

ask your broker, financial planner/adviser, certified public accountant (CPA), or fund manager if

you should do this on your own. You know what they’re going to say. Something like, “But that’s

what I do for you, so you don’t have to worry about it.” Well, you should worry about it. Alot. It’s

your money and you’re the only one who really cares about what happens to it.Even the pros

like Jim Cramer, a guy who’s in your corner and who wants to see you invest on your own,

doesn’t really know what it’s like to be one of us. Like the rest of the top of the financial

industry, Jim’s Ivy League, incredibly smart, loves playing with stocks all day and night, lives it

and breathes it and has no sense of what it’s like to be you and me out there digging ditches

someplace and hoping we can retire. For these guys it’s a game. Aserious game, but still a

game. Jim’s a trader and loves to speculate. Following his approach, you’ve got to put in five to

ten hours a week minimum and you’re playing a very dangerous game with money you can’t

afford to lose against really rich, really smart, and really motivated guys—guys just like Jim.If

you think you can win at that game, be my guest. And if you do win, my hat goes off to you.

You’re a lot smarter than the rest of us. For everybody else, me included, there has to be

another way. Most of us don’t have five hours a week for investing. Let’s face it. We’ve got kids

to raise, lives to live, and jobs that already take more time than we have. We also don’t want to



be chained to watching the stock market or to become frantic day traders. What fun would that

be? We’re just looking for something to invest in that gets really great returns without the risk of

losing money and without spending a lot of time at it.Rule #1 is investing for the rest of us.Myth

2. You Can’t Beat the Market.Okay, it’s true that 96 percent of all mutual fund managers have

not been able to beat the market in the last 20 years. But you’re not a fund manager and you’re

not judged by whether you beat the market. Yourfinancial skill is judged by whether you’re living

comfortably when you’re 75. You shouldn’t care whether you beat the market. If the market

goes down 50 percent but your fund manager loses only 40 percent of your money, he may

have beaten the market, but does that seem good to you? Rule #1 investors expect a minimum

annual compounded rate of return of 15 percent a year or more. If we can get that, we don’t

care what the market did. We’re going to retire rich anyway. Judged by that standard, Rule #1

investors . . . well, rule.The myth that you can’t beat the market was started in the 1970s by,

among others, Professor Burton Malkiel of Princeton University, who did lots of research

purporting to prove that nobody beats the market. (We’ll be going into greater detail regarding

Malkiel’s theories later on in this book, but we must mention him here to debunk this myth.) His

book, A Random Walk Down Wall Street, still sells. He influenced a generation of professors in

business schools who, as a body, subscribed to what has become known as Efficient Market

Theory (EMT). EMT says markets in general (and the stock market in particular) are efficient—

that is, they price things according to their value. In the stock market, the ups and downs of the

market are caused by rational investors responding minute by minute to the events that may

affect their investments. According to EMT, the market is so efficient that everything that can be

known about a company is already, minute by minute, figured into the price of its stock. In other

words, the price of the stock at all times equals the value of the company.If that’s true, say the

professors who believe in EMT, then it’s simply not possible to find a stock that’s undervalued,

and it’s equally impossible to pay too much for a stock. Why? Because price is always equal to

value. So there are no deals in the market, and there are no rip-offs. This situation, EMT

theorists say, accounts for the fact that almost no fund managers ever beat the market. These

fund managers are smart guys, and if none of them beats the market for long periods, then the

market must be perfectly pricing everything.But some people do beat the market for long

periods, and the point of this book is to show you how. You’ll soon realize how false EMT really

is.[ In 1984, Warren Buffett gave a lecture at Columbia Business School in which he showed

that at least 20 investors, who he’d predicted would have high rates of return, all beat the target

of 15 percent handsomely for periods longer than 20 years. All of these investors hailed from

the same school of investing, which he called “Graham-and-Doddsville” because all had either

learned from professors Graham and Dodd, from Buffett, or from someone who was copying

Buffett—the same way I learned from my teacher and the way you’re learning from me.

(Benjamin Graham was Buffett’s teacher at Columbia; David Dodd was another professor at

the school.) The compounded annual rate of return for these investors over eight decades

ranged from 18 percent to 33 percent per year. The point Buffett was making to the Columbia

students was that the people he knows who make over 15 percent a year for long periods all

do it similarly. They all start with Rule #1.]After the 2000 to 2003 stock market debacle, when

some very good businesses saw their stock values drop by 90 percent, Professor Malkiel was

interviewed, and as we’ll see in Chapter 8, he came as close to a retraction of his theory as an

academician ever could when he admitted that “the market is generally efficient . . . but do[es]

go crazy from time to time.” Oh. It’s efficient but sometimes it’s not. Funny, but I thought that

was what Buffett and Graham had been saying for 80 years. Buffett quips that he hopes the

business schools will continue to turn out fund managers who believe in EMT so that he’ll



continue to have lots of misinformed fund managers to buy businesses from when they price

them too cheap, and to sell businesses to when they’re willing to pay too much.The chart on

page 18 shows how Rule #1 investors have fared over the last several decades, as compared

with the performance of the S&P 500 and the Dow Jones Industrial Average.(Chart shows How

Rule #1 investors have fared in comparison with the market’s most popular indexes. This chart

may appear erroneous or exaggerated, but it’s not. Rule #1 investors outperform the S&P 500

and the Dow Jones Industrial Average by a long shot—routinely. The magic of compound

growth is what explains the massive difference between compounding at 8 or 9 percent per

year versus compounding a little over 23 percent per year. Such a huge difference isn’t so

obvious at first glance. Because 23 percent is just three times bigger than 8 percent, one would

automatically think the dollars should just be three times bigger. But compounding growth is

not linear, it’s what is called geometric. Compounding grows a rate of return not only on the

original dollar invested, but also on the accumulating dollar returns (“interest on interest”).

Because 23 percent produces a higher dollar return every year, which, in turn, has a 23

percent return on it, the accelerating dollar amount explodes after several years and rockets far

from the lower 8-percent compounded return.Cool, huh?)Myth 3. The Best Way to Minimize

Risk Is to Diversify and Hold (for the Long Term).Diversify and hold. Everybody knows that’s

the safest way to invest in the stock market, right? But then again, at one time everybody knew

the earth was flat. The fact is, a long-term diversified portfolio would have had a zero rate of

return for 37 years from 1905 to 1942, for 18 years from 1965 to 1983, and from 2000 to 2005.

Sixty years out of 100. If you know how to invest—meaning you understand Rule #1 and know

how to find a wonderful company at an attractive price—then you do not diversify your money

into 50 stocks or an index mutual fund. You focus on a few businesses that you understand.

You buy when the big guys—the fund managers who control the market—are fearful, and you

sell when they’re greedy. Shocking, no? (And if you don’t know what I mean by this, you will by

the end of this book. Promise.)Today more than 80 percent of the money in the market is

invested by fund managers (pension funds, banking funds, insurance funds, and mutual funds).

As I indicated in the Introduction, this is what is known as “institutional money.” Out of $17

trillion, the big guys manage more than $14 trillion of it. In other words, the fund managers are

the market; when they move billions of dollars into a stock, the price of that stock goes up.

When they take their money out, the price of that stock goes down. Their effect on the market

is so huge that if they decide to sell suddenly, they can generate a massive crash.

Understanding this fact is central to Rule #1: The fund managers control the price of almost all

the stocks in the market, but they can’t easily get out when they want to. You and I, however,

can be in or out of the market within seconds. In Chapter 11 we’ll explore in detail what this

means for us.So what happens in the long run if the baby-boom money that drove the market

up starts to come out as the baby boomers retire? Or what if some other event draws money

out of the market? As mutual funds drop in value, investors react by withdrawing money faster

from the funds, which ultimately puts the market into free fall. The irony is that while, in theory,

investing for the long run in a diversified mutual fund lowers risk, such an investment strategy

in this market actually raises risk. In this market there’s no such thing as a “balanced portfolio”

that reduces your exposure to market risk, no matter how loudly the financial services industry

salesmen shout it. If this market crashes, fund managers who play these games may find

themselves rearranging deck chairs on the Titanic.If you don’t think a total stock market

meltdown can happen in a modern economy, think again. It just happened over the last ten

years in Japan, whose stock market lost 85 percent of its value from 1992 to 2002. It hasn’t

recovered yet. And Japan’s boomers are about ten years older than America’s (political and



economic factors prompted a baby boom in Japan prior to the start of World War II). If

America’s market tanks 85 percent, the Dow will be at 1500. It happened during the 1930s. It

can happen again.Diversification spreads you out too thin and guarantees a market rate of

return—meaning whatever happens to the whole market happens to you. Obviously there are

hundreds of great businesses available to buy, but if you have a job and a family and don’t want

to be married to your computer, you don’t have time to keep up with more than a few. If you buy

businesses you don’t keep up with, you’ll inevitably violate Rule #1 with respect to some,

causing your overall return to drop.As Rule #1 business buyers, we pick a few choice

businesses in different sectors of the market. So even though we aren’t “diversifying” like

mutual fund managers by buying dozens—if not hundreds—of different companies at once,

we’ll be setting up a portfolio that reflects different categories of businesses. But exactly how

many companies you can buy into will depend on how much money you have to invest, and I’ll

tell you what the right proportional relationship is.Diversification is for people who have 30

years to go, have no desire whatsoever to learn how to invest, and are going to be happy with

an 8-percent yearly return and a minimum standard of living in retirement. Our goal is to find

wonderful companies, buy them at really attractive prices, and then let the market do its thing—

which means eventually the market will price these businesses correctly at their value; in a few

weeks, months, or years we’re a lot richer than we are right now. That’s what we want to do.

But to do that, we have to stop being ignorant investors being taken advantage of by the entire

financial services industry and start being knowledgeable Rule #1 investors who, instead of

being the prey, outfox the predators.[ In the mid-1960s my dad suggested I put money in a

diversified mutual fund. I invested $600 and forgot about it. Eighteen years later my investment

was worth $400. Imagine if I were 45 years old in the mid-1960s and I invested $60,000

instead of $600. How depressing would it have felt 18 years later at age 63 to discover my

$60,000 had become $40,000 instead of the $240,000 I was planning on for my retirement? A

goal of this book is to spare you from ever having to look into that financial abyss.]DOLLAR

COST AVERAGING WILL NOT PROTECT YOUAlthough dollar cost averaging (DCA) is

technically not a myth, I get a lot of questions about it and constantly have to prove to people

that DCAis not the investor’s lifesaver it’s purported to be. A favorite sales tool for fund

managers and brokers, DCA is the strategy of buying stocks or mutual funds every month with

the same amount of money, regardless of the price of the stock or fund. For example, you buy

$100 worth of shares in Microsoft every month, no matter what the price per share is. So if the

price is down, your money buys more shares. If it’s up, your money buys fewer shares. The

objective of dollar cost averaging is to minimize your investment risk by making the average

cost per share of stock smaller.This method of protecting yourself has two huge flaws: (1) In a

long sideways or down market, DCA is pretty much the same as buy-andhold; and (2) for DCA

to work, you have to put in the same amount every month, no matter what. So between 1929

and 1930, when $100,000 of stocks became worth $10,000, you’d still have needed to be

willing to buy in. Between 2000 and 2002, when the tech stock index lost 85 percent of its

value, you’d have needed to be willing to keep buying all the way down to the bottom. First, that

assumes you have a job and the spare cash to spend on stocks during a recession or

depression, and, second, it assumes you’d still be willing to throw in good money after taking

that kind of a loss. Instead of trusting DCA, Rule #1 investors know the value of a wonderful

business and buy it when it’s undervalued. In other words, as I’ll shortly show, we buy one

dollar of value for fifty cents and repeat. We do not buy one dollar for ten dollars and hope our

profligacy will be counterbalanced by an opportunity to sometimes—maybe—buy the same

stock for an inexpensive price.[With DCA from 1905 to 1942, your rate of return in a Dow index



fund would have been 1 percent as opposed to zero percent with buy-and-hold. From 1965 to

1983, your rate of return would have been 2 percent instead of zero percent. From 2000 to

2005, your rate of return would have been 3 percent instead of 0 percent. In other words, over

the majority of the last 100 years of stock investing, it would’ve been better to just buy a

government bond and forget about it than to DCA in a Dow index fund.]Because Rule #1

investors require a 15-percent return, we have to throw out strategies that fail to achieve that

minimum in all kinds of markets. And because DCA failed to achieve even treasury bond rates

of return in several sideways markets in the last 100 years, it cannot be a useful Rule #1

strategy.The truth is, the financial services industry cares about your money only because it

takes commissions and fees whether it makes you any money or not. It perpetuates the Three

Myths of Investing and extols the virtues of dollar cost averaging so you and I will give

managers our money. The last thing they want is for you to invest successfully on your own.

They want you to believe you’ll lose your money if you do this yourself. They’re hoping your fear

of loss will compel you to keep giving them your money in spite of the likelihood they’ll be less

effective than you are in reaping a high return.The Three Myths vs. Rule #1Myth: It’s hard and

it takes too long.Rule #1: It’s simple, taking at most only 15 minutes a week.Myth: You can’t

beat the market.Rule #1: You can take advantage of regular mispricing to reap a 15-percent

return or more.Myth: Diversify, buy, and holdRule #1: Buy a dollar for 50 cents, and sell it later

for a dollar. Repeat until very rich.RULE #1 VS. REAL ESTATEOkay, so let’s say you don’t buy

into the myths of investing, but you do buy into the myth about real estate being a better

investment than businesses. You know I’m going to shoot you down on this argument. If you

think that because real estate lets you leverage your investment, the rate of return is much

higher than a business/stock investment and is, therefore, a better place for beginning

investors to put their money, think again.This is a commonly held idea that’s completely

mistaken. I’ve owned a lot of real estate, everything from subdivisions to huge farms,

apartments, commercial property, and single-family homes. I’ve bought into hot real estate

markets like Del Mar, California, and Jackson Hole, Wyoming, and slow ones like Fairfield,

Iowa. If we’re going to do a real estate versus business/stock ownership returns comparison,

we could pit the hottest real estate markets against the hottest Rule #1 investors. But it seems

better to use the average real estate market and the average Rule #1 investor.A reasonably

good growth rate in a real estate market over a 30-year period is about 4 percent. A reasonably

good rate of return for a Rule #1 investor is about 15 percent. True, Jackson Hole and Del Mar

real estate appreciated at 10 percent per year for 30 years (in big bursts). And it’s equally true

that experienced Rule #1 investors nail 25 percent per year return on investments (ROIs) for 30

years. But these are exceptional cases.[A return on investment (ROI) is simply the return you

get from an investment—the dollars you put in and the dollars you get out within a certain time

period—which can reflect either a profit or loss. It’s usually expressed as an annual percentage

return. For example, if you invest $100 into a business and it returns to you $150 after the first

year, your ROI is 50 percent. Technically, ROI is calculated by dividing your total amount

invested into your profit. (Extra tidbit: This is slightly different from ROIC—return on investment

capital—which is a more complicated calculation that’s very specific about what constitutes

dollars in and dollars out. You’ll come to understand ROIC very soon, as it’s an excellent

indicator of the health of a business.)]So let’s look at the difference between investing $50,000

right now in real estate versus $50,000 right now in a business with Rule #1. This is an

especially interesting contrast considering real estate and the stock market might not go up at

all for the next 15 years! (If that happens, the real estate example below will seem wildly

optimistic!)Here are the numbers: We buy a $250,000 house for $50,000 down with a 6-



percent, 30-year fixed mortgage. Our payments are $1,200 a month, but we rent it for $1,200

and cover our mortgage payments. We are, however, in the hole for insurance, maintenance,

advertising, and taxes.On the other hand, let’s assume we never miss a month’s rent and can

increase the rent by 4 percent a year. By our ninth year, we’ve been able to increase rents

enough to cover everything. From there on to the thirtieth year, it’s all cash flow. Then we sell

the place. At that point the house is worth $811,000 and is totally paid for. Also, we’ve pocketed

rental income we’ve reinvested wisely and made the same return on that as on our house

overall—about 10 percent per year for an additional $230,000. Total return equals $1,041,000.

Our compounded ROI for 30 years is 10.6 percent. Quite respectable, although I didn’t deduct

for management and maintenance, which I expect we’ll do ourselves. This isn’t an insignificant

headache, and gathering up the investment dollars from such an endeavor isn’t easy. We had

to do a lot of work (and hoping) to get that 11-percent return. Nonetheless, let’s compare that

to our 15-percent minimum Rule #1 return.First, as Rule #1 investors, we incur almost no

management responsibility—a significant advantage. We have to spend about 15 minutes a

week, and that’s it. We’re required to know how to do Rule #1 investing, of course, but it’s

easier to learn than real estate investing once you see the advantages. We buy a wonderful

business (actually a part of a business via shares of stock) at an attractive price with our

$50,000. We then sell it when it gets unattractive and buy another. We do that for 30 years,

averaging 15 percent. (And as with the real estate example above, we’re not being taxed on

our gains—in this case, we’re buying and selling in a tax-protected IRA, which you’ll learn

about later.) After 30 years, my investment is worth $3.3 million. My 30-year compounded ROI

is 15 percent, only 4 percentage points higher than the real estate transaction, but I have $2

million more in my bank account.It gets better. Now let’s compare the two investments when

you’re 60 and retired. If you invested in real estate, what you do at this point is take the $1.2

million and put it into a nice 5-percent bond that pays you $5,000 per month. After taxes, you

keep $4,000 a month. That’s a whopping $1,650 in today’s money. Better hope Social Security

is still working. Or you keep working your real estate, dealing with renters and fixing toilets, and

the rent money is your income: about $3,800 a month. Your only other choice is to re-leverage

your investment and buy more real estate—which is a whole lot different from being retired,

isn’t it?But if you’re a Rule #1 investor, it’s no big deal to spend 15 minutes a week on your

investments, so you’ll continue to invest the $3.3 million at 15 percent andthen live on the 15-

percent increase each year. Translation: You’re receiving about $40,000 a month. That’s not a

typo. Of course, you do have to pay taxes on that, so you’ll end up with about $30,000 a month,

which is only $12,000 in today’s dollars. Do you think you can squeak by on $12,000 a month

when you’re retired versus $1,650 in today’s dollars?So there’s how I look at it. You can stay

ignorant of The Rule, opt exclusively for real estate, and try to live on the result the rest of your

life—or you can become a Rule #1 investor.WHY BOTHER LEARNING RULE #1?I can’t

reiterate this enough: The first reason you should bother to learn The Rule is that you can

make 15 percent a year or more with very little risk, and that’ll change the way you and your

family live forever. You can’t do that in real estate, in a mutual fund, or by randomly picking

stocks out of a hat. The second reason is that when you invest by The Rule, it almost doesn’t

matter what amount of money you start with; in 20 years you can retire comfortably. Take a look

at this chart:Amount to start: $1,000Monthly savings (additions to account): $300Amount in 20

years: $470,000Annual income in 20 years: $70,000Amount to start: $10,000Monthly savings

(additions to account): $300Amount in 20 years: $650,000Annual income in 20 years:

$97,000Amount to start: $50,000Monthly savings (additions to account): $300Amount in 20

years: $1,450,000Annual income in 20 years: $215,000Similar to what we just went through in



comparing Rule #1 returns to real estate returns, if you could retire with a permanent income

of $70,000 a year 20 years from now, starting today with just $1,000, would you want to learn

to do that? It’s possible, as we’ve seen, if you accumulate money for 20 years and from then on

consume only the gains, leaving the principle untouched. So if you start with $1,000 your

principle is almost $500,000 in 20 years, and if you continue to make 15 percent a year, you

have $70,000 a year to live on—without ever touching that half a million. If you start today with

$50,000, your principle in 20 years will be $1.45 million, allowing you to live off a $215,000 (15

percent) gain each year. Think you can handle that kind of retirement? The key is to bank 15

percent or more returns a year from all that you’ve amassed over those initial 20 years (and

beyond), which will beget ever higher returns. And if you don’t think you have 20 working years

left before your targeted retirement date, you can still generate a decent amount of money

following The Rule, and make that money continue to work for you in retirement.MEET DOUG

AND SUSAN CONNELLYLet’s look at an overall picture of Rule #1 investing in the real

world.It’s 2003. Doug and Susan Connelly are a couple in their late forties with two kids in high

school. They live on a combined income of about $60,000 a year. Doug works as a salesman

for a small business and Susan is a teacher in a private school. They listened to me speak at a

motivational seminar and decided to learn The Rule.What’s driving them to invest on their own

is the simple fact that they must if they want to have a decent retirement. At this point they have

only $20,000 in an IRA, although their $200,000 home will be paid for by the time they’re ready

to retire. They think they can add about $5,000 a year pre-tax to their IRA. Here’s the problem:

They know that if they put the $20,000 plus $5,000 a year into a bond at 4 percent, they’ll have

only $190,000 to live on if they retire in 20 years. The $190,000 in their IRA at 4 percent will

provide them with about $650 a month pre-tax. Add in Social Security and a paid-for house and

they think they can squeeze by, but it isn’t the life they want. They want to travel, eat in

restaurants when they desire, and drive a car that won’t break down. Doug likes to play golf,

and it isn’t getting any cheaper. Susan would love to go to New York and see a Broadway show

once in a while, but at $100 a seat, dinner at $100 per person, and a hotel at $250 a night, she

knows that kind of outing is too pricey on their probable income.And even more important to

Doug and Susan is being able to cover their medical bills. They know health care is getting

more and more expensive and insurance doesn’t cover it all. They read an article in Newsweek

that featured interviews with retirees who were paying $600 a month out of pocket for medicine

not covered by either their health insurance or Medicare. The Connellys don’t want to burden

their kids, and they don’t want to lose everything they have or be forced to finish their lives in

some government nursing home because of an unexpected health problem. They know they

need more money.They got excited about Rule #1 investing because of the math: If The Rule

can get them a 15-percent-a-year return in their IRA where they don’t pay tax, they’ll have

more than $840,000 in their IRA for retirement in 20 years instead of $190,000. Second, they

can continue investing while retired, compounding the $840,000 at 15 percent. That’ll give

them more than $10,500 a month to live on pre-tax, plus Social Security, without touching the

$840,000. That’s significantly better than the $650 they can expect from a bond. They’ve

decided it’s well worth learning The Rule to secure that better life.Retirement Strategy

Chart:Retirment Strategy: Playing it "safe"Year 2005 retirement capital: $20,000 plus $5,000/

yearYear 2025 retirement capital: $190,000Year 2025 income to supplement Social Security:

$7,700 annuallyRetirement Strategy: Rule #1Year 2005 retirement capital: $20,000 plus $5,000/

yearYear 2025 retirement capital: $840,000Year 2025 income to supplement Social Security:

$126,000 annuallyTHE POWER OF MONEY MAKING MONEYDoug and Susan can retire

much sooner and/or far better than they thought they could because of the power of compound



growth, which dictates that not only money earns a return on investment (ROI), but the ROI

earns an ROI. (Recall the difference in compounding at 8 or 9 percent a year versus 23

percent.) This is how money can make even more money over time. Example: You invest

$1,000 and it gets an ROI of 10 percent each year. After the first year your investment is worth

$1,100. In the second year you get an ROI of 10 percent on that $100 profit as well as your

original $1,000. This brings your total to $1,210, and so on. If you leave your investment to

compound at 10 percent per year, 50 years later that $1,000 becomes $117,391 . . . and you

are dead. So we need to speed this up a bit. To do that, we have to get a better ROI.The

reason we make Rule #1 the foundation of our investment philosophy is that we understand

that the power of compounding money at 15 percent a year or more depends on not losing it—

ever. A 50- percent drop in price requires a 100-percent rise in price just to break even. If the

price of a stock drops 80 percent, it has to go up 400 percent to break even. Oracle was at $40

a share in 2000 and dropped to $10. That’s an 80-percent drop. It has to double once from $10

to $20 and then double again from $20 to $40 just to break even. Four hundred percent! Think

about that. For the market to go up 400 percent, the Dow, for example, would have to go from

10,000 to 40,000. And that could take at least three decades! Meanwhile, your portfolio is a

permanent disaster and a 15-percent minimum yearly return is out of reach.Let’s return for a

moment to Doug and Susan Connelly, but this time assume only Susan came to learn about

Rule #1 and each has a separate portfolio (a stubborn couple, they both practice their own

methods of investing and don’t want to mix accounts). Let’s also assume each has $20,000 to

invest now, plus an additional $5,000 a year, as in the example above. After 10 years of

investing and reaping 15 percent a year, Doug loses half his money in a market crash. Susan,

a Rule #1 investor, does not. She then teaches Doug about Rule #1, and from the end of the

tenth year onward, they both manage to make 15 percent a year. Twenty years from now, Doug

has $420,000; Susan has $840,000. This means Doug has $63,000 a year to live on while

Susan is living comfortably on $126,000 a year. The permanent $63,000-peryear difference in

annual income 20 years later is Doug’s one-time violation of Rule #1.And this isn’t even close

to what’s actually happened to thousands of students of mine who’ve related their investing

horror stories. For example, I met Robert at a presentation I did in Texas. He had all his

retirement invested in Enron stock at the urging of his trusted bosses. He was so angry about it

that when I showed the class proof that Enron insiders were getting out even while they told

their employees to stay in, he had to go out into the hall and cool off before breaking

something. Such anger is very real, the outward manifestation of serious emotional problems

that ferment when we work hard to build wealth and then see it taken away because of

ignorance. There wasn’t a person in that room who didn’t see a piece of themselves in Robert’s

anger and pain.Another guy whom I’ll call Chris told me he started with about $50,000 in 1990

and built it up to more than $1 million by 2000. Then he lost it all simply because he couldn’t

believe it wouldn’t go back up and his broker kept telling him to “double down”—put more and

more into the stocks that were going down so he’d make his fortune when they went back up.

But they didn’t ever go up, and it wiped him out. He was starting over with $1,000 and the

realization that even if the market does go up in the long run, the long run is longer than he

has.These are people to admire. They got knocked down hard and still got up. But although we

salute their guts and perseverance, the truth is we don’t want to have their experience if we can

avoid it. My feeling is, learn Rule #1 and avoid making the mistake in the first place.Get

knocked down seven times. Get up eight times. —Japanese proverb[If you’ve never bought a

stock before, don’t know how to open a brokerage account, or don’t know what an IRA is, don’t

worry. I’ll be guiding you through the process in Chapter 15. First I want you to become very



familiar with the Rule #1 methodology, and then we’ll tackle those smaller issues and get you

started on the right foot.]The impact of compounding rates of return can work for you or against

you. Which way it works depends on whether you’re able to invest with certainty in companies

that won’t lose your money. Only then will your compounded rate of return be certain to be

positive and high enough to make a difference in your life. Almost any sort of positive

compounded rate of return will eventually make you rich. The question is when. Obviously, the

larger the positive compounded rate of return, the faster you get rich—as long as you don’t

violate Rule #1.Think of it like a board game in which if you land on the wrong square you get

sent back to the beginning and have to start over. That’s exactly what kills most institutional

(mutual fund) portfolios. At some point the big guys—your mutual fund managers—all land on

that square. Your job as a little investor is to learn how to avoid landing on that square. If you

don’t get sent back to the beginning, you’re going to be very comfortable financially.Ask

yourself this question: If you thought you could retire in 10 to 20 years by working on it just 15

minutes a week with less risk than you’re taking right now in your mutual funds, would you want

to learn how? I’m guessing the answer is an enthusiastic “yes,” so listen up as we turn now to a

discussion of Rule #1’s specific working method. --This text refers to an out of print or

unavailable edition of this title.From Publishers WeeklyStarred Review. For amateur investors

who admire the incredible returns produced by Benjamin Graham–Warren Buffett–style value

investing but can't figure out how to replicate these billionaires' methods at home, Town's

investment guide is manna from heaven. A former river-rafting guide, Town learned how to

calculate such crucial numbers as Return on Investment Capital and Equity Growth Rate from

"Wolf," a wealthy rafter whom Town saved from a rapid in 1980. Under Wolf's tutelage, Town

learned how to turn $1,000 into $1 million in five years, but the selection of lucrative stocks

took weeks of library research. In this engaging and accessible book, Town shows readers how

to replicate that sort of exhaustive market research on the Internet—and shorten the research

time to just a few hours per stock. Fans of The Intelligent Investor will recognize that Town's

Rule #1 formula—"1) Find a wonderful business, 2) Know what it's worth as a business, 3) Buy

it at 50 percent off, 4) Repeat until very rich"—is a variation of Benjamin Graham's investment

philosophy. (Graham and Buffett are cited heavily throughout the book.) But Town's ability to

break down that philosophy into a detailed, step-by-step program that can be understood by

any reader with basic math skills is unique. His chummy, reassuring tone ("If you're finding

yourself already a bit overwhelmed, take a deep breath") will leave readers feeling empowered

and ready to manage their money themselves. (Mar. 21)Copyright © Reed Business

Information, a division of Reed Elsevier Inc. All rights reserved. --This text refers to an out of

print or unavailable edition of this title.From AudioFileWith bulletproof arguments and statistics

to back up his advice, Phil Town says you can make money choosing individual stocks that you

research, understand, and love instead of letting a money manager squander your money in an

under-performing fund. Though his narration is flat, there is excitement in the author's personal

story and in this well-crafted lesson. With motivating clarity Town explains how to analyze every

conceivable aspect of a publicly traded company--product viability, brand strength, competitive

advantages and weaknesses, management, financial soundness, etc. Though his approach is

decidedly fundamentalist, Town says it also will help traders--if they do their homework. An

energizing lesson to wake up your inner stock-picking genius. T.W. © AudioFile 2006, Portland,

Maine-- Copyright © AudioFile, Portland, Maine --This text refers to an out of print or

unavailable edition of this title.Read more
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Praise for The Starbucks Experience“Yes! Starbucks has changed the way the world

experiences coffee, but it has also done so much more—Starbucks has blown the doors off

business, marketing, and even popular culture as usual. Dr. Michelli offers keen insights on the

transformational power of Starbucks. Better yet, The Starbucks Experience makes that power

accessible to all of us in business and life!”—Dr. Jackie Freiberg,coauthor of Guts! Companies

That Blow the Doors Off Business as Usual and NUTS! Southwest Airlines’ Crazy Recipe for

Business and Personal Success“This book gives you a series of practical, proven ideas and

strategies that you can apply immediately to build a more successful business.”—Brian

Tracy,author of Million Dollar Habits“One of the only things I like better than Starbucks coffee is

a great book. In The Starbucks Experience, Joseph Michelli has brewed up a stimulating read

about Starbucks and how it became a world-class brand. Not only will you get outstanding

insights into what makes Starbucks great, but you’ll learn how you can use these principles to

create a rich experience for your customers as well.”—Mark Sanborn,author of The Fred

Factor“The principles Dr. Michelli reveals have been of immediate value to our fourteen

companies. This book is a power-house combination of business information and insight that

will make a difference for you and your organization.”—Scott McKain,author of What

Customers Really Want, vice chairman, Obsidian Enterprises, Inc., and cofounder, The Value

Added Institute“Starbucks has been a terrific business partner for Johnson Development

Corporation. Dr. Michelli offers keen insights into how Starbucks partners, from the store level

to corporate leadership, create unique and powerful experiences for staff, customers, and

communities. Get this book—make a difference.”—Earvin “Magic” Johnson,NBA All-Star,

chairman and CEO of Johnson Development Corporation“The enormous ongoing and on-

growing success of Starbucks will make this book of interest to just about everyone. The

principles it espouses are dear to my heart, and I recommend it without qualification.”—Ken

Blanchard,coauthor of The One Minute Manager® and The Secret“I know Starbucks! Their first

store is just about a block from my business, the World Famous Pike Place Fish Market—you

may know us as the guys who throw and catch fish. Dr. Michelli has not only helped me write

the story of my business, but in The Starbucks Experience he captures the essence of what

Starbucks has done to generate unmatched success. Read this book, live the principles, and

enjoy profits untold.”—John Yokoyama,coauthor of When Fish Fly and owner of the World

Famous Pike Place Fish Market“Michelli gives you a practical solution to achieving and

sustaining success by creating your unique customer experience.”—Harry Paul,coauthor of

FISH! A Remarkable Way to Boost Morale and Improve Results and REVVED! An Incredible

Way to Rev Up Your Workplace and Achieve Amazing ResultsTHE STARBUCKS

EXPERIENCE5 PRINCIPLES FOR TURNING ORDINARY INTO EXTRAORDINARYJOSEPH

A. MICHELLICopyright © 2007 by Joseph A. Michelli. All rights reserved. Except as permitted

under the United States Copyright Act of 1976, no part of this publication may be reproduced

or distributed in any form or by any means, or stored in a database or retrieval system, without

the prior written permission of the publisher.eBook conversion by codeMantraVersion 2.0All

trademarks are trademarks of their respective owners. Rather than put a trademark symbol

after every occurrence of a trademarked name, we use names in an editorial fashion only, and

to the benefit of the trademark owner, with no intention of infringement of the trademark. Where

such designations appear in this book, they have been printed with initial caps.McGraw-Hill

eBooks are available at special quantity discounts to use as premiums and sales promotions,

or for use in corporate training programs. To contact a representative please e-mail us at
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BusinessAcknowledgmentsIntroductionPRINCIPLE 1: Make It Your OwnPRINCIPLE 2:

Everything MattersPRINCIPLE 3: Surprise and DelightPRINCIPLE 4: Embrace

ResistancePRINCIPLE 5: Leave Your MarkA Final WordBibliographyReader’s

GuideIndexforewordWe are litter-picker-uppers. We are green-apron-clad seekers of the book

that you might have left on one of the tables in our coffeehouse. We are the folks who smile

across the counter at you every morning as you ask for your double-tall-nonfat-mocha-with-a-

little-vanilla-at-the-bottom-you-know-my-regular-drink. We’re Starbucks partners (commonly

known to the world as employees).I often start stories about our company and culture with a

description of us as the litter-picker-upper type of people. We just naturally stoop down to pick

up that gum wrapper or soda can on the sidewalk as we’re talking with you about how the kids

are doing and what crazy weather we’re having. It’s not a magic formula for hiring or business

success; it’s just who we are.Well, maybe it is magic. Because there is something a little

magical about founding a business that aspires to enrich the human spirit. That’s actually part

of the Starbucks core purpose. And we live every day by our Mission Statement and Guiding

Principles, which include embracing diversity and creating a great work environment. Sure, one

of our principles is to recognize that profitability is essential to our future success. But it’s not

the first item on the list; it’s the last one. And when you live and work according to those kinds

of principles, good things seem to come your way.One of the ways in which we express the

nature of what it means to be a Starbucks partner is through the Green Apron Book. It’s a

pocket-sized book that puts into words some of the core “ways of being” that you need in order

to be successful at Starbucks. They are be welcoming, be genuine, be knowledgeable, be

considerate, and be involved. They are simple words, and they distill everything you need to



know about Starbucks and the people who work here.We each get to be part of a group that

gets to make a huge difference in people’s lives in a million small ways—just little moments like

smiling as we hand you a drink, hand-crafting your beverage just the way you like it, and

providing a comfy chair and a place to get away from it all without going very far.In my role, I

get to travel to hundreds of stores every year to help smooth the road for our store managers

and other store partners to provide those experiences for you. I’m all about taking away

obstacles and providing tools so that our partners can do what they do best—take care of one

another, our customers, and the community. I’m a lucky guy.And I am also a storyteller. I like to

meet and collect stories from our partners and customers, and I find that they are the best way

to share the message of our current and future success.I thought that I had a pretty good

collection of stories about Starbucks partners (check out the “pay it forward” story on pages

97-98), but Dr. Michelli uncovered far more than I thought possible! His connection with

partners and customers has resulted in a wonderful collection of stories that do more than just

help you understand Starbucks; they help you understand the roots of our success and our

hopes for the future.I congratulate Dr. Michelli on hitting on just the right combination of

conventional business acumen and storytelling. And the stories you’ll find here reveal

something that is extremely simple but awe-inspiringly powerful—that people want to do the

right thing, they want to create and offer quality things, they want to do good in the world, and if

you give them the opportunity and the resources to do so, they will shine. Here’s to all the

stories that are yet to be told.JIM ALLINGPRESIDENT, STARBUCKS U.S.

BUSINESSacknowledgmentsIt seems fitting that I would be writing these acknowledgments in

“my Starbucks” on Garden of the Gods Road in Colorado Springs, Colorado, where store

manager Mitch Disselkoen and his team consistently create the Starbucks Experience for me.

Just as my venti nonfat latte is the result of the efforts of many whose names I will never know

(including coffee pickers and farmers a world away), so too is this book the product of gifted

and passionate people whose names do not appear on its cover.The Starbucks Experience is

the culmination of nearly two years of collaborative effort that started when I called the

customer service number on the back of my Starbucks card. After a little effort and persistence,

that number led me to the embodiment of all that is good and right about Starbucks, Chris

Gorley of Global Brand Communications. Chris has taken on this project with fervent intensity.

She has created opportunities for me at every level of Starbucks, from the president and CEO,

Jim Donald, to the baristas behind the counter at the store where I am sitting. Chris’s heartfelt

respect for her company is matched only by her kindness, competence, and

patience.Throughout this process, Chris teamed up with other amazing Starbucks partners

such as Kevin Carothers in Public Affairs and Kelly Sheppard in Public Relations to bring their

talents and insights to this work. From the outset, Chris worked closely with Lara Wyss in

Media Relations. Lara, along with Dub Hay, senior vice president of Coffee and Global

Procurement, and the entire team at the Starbucks Farmers Support Center in Costa Rica,

served as guide to my Starbucks Experience on the mountainous coffee farms near San José.

Lara’s energy, warmth, and sense of humor have been a consistent part of the researching and

writing process. From my perspective, if you want to know how Starbucks became the

international company it is today, you need only meet Chris and Lara.The bibliography of this

book includes a comprehensive list of the senior leaders at Starbucks who generously took the

time to meet with me. I thank each of them for sharing their phenomenal insights on business

success. A number of Starbucks managers were particularly helpful in securing contacts and

stories for this book. While their own accounts may not be included, their influence was

significant. This group includes Tesh Burke, Annette King, and Annette’s contacts at the CUP



(Caring Unites Partners) fund. The bibliography does not include the names of literally

hundreds of customers and partners who have shared information. While space considerations

allowed only a subset of the stories I heard to be included in the book, many powerful

experiences remain to be written about on another day.Additionally, I’d like to thank all the

CEOs and business leaders who have allowed me to either coach them or provide significant

consulting services or programs for their organizations, not the least of which are Dwight

Gaudet, Paul Prouty, Rob Graf, and David Hood. And I want to express my deep appreciation

to Dr. Terry Paulson for his incredible mentorship and support.On the personal side, I have so

many people to thank that I will invariably miss some names, but I will never forget each of their

contributions. I am in debt to a number of people who got this project off on the right foot. They

include Dr. Pat Bernstein, with whom I discussed early ideas for the book, my former personal

assistant, Mimi Conwell, and my initial researcher, Mary Pierce. Martha Jewett, my literary

agent, not only nurtured this book through its sale to McGraw-Hill, but has also been my

confidant, cheerleader, honest critic, and friend. Martha is a voice of inspiration in troubled

times. Martha also partnered with my amazing publishing attorney, Lloyd Rich, to ensure that

all the legal t’s were crossed and the i’s were dotted. Donya Dickerson and the great Jeffrey

Krames at McGraw-Hill masterfully did what few editors can: they shaped this work and

directed it squarely to the market I most wanted to reach. Their timely and insightful comments

took this manuscript to the next level.Countless others have read this book in its various

iterations, adding a part to the final product, not the least of which have been Nora Michelli,

Heidi Newman, Judy Sten-ftenagel, Judy Dreis, Alice Manning, and Ruth Mannino. Artistically,

the genius of Anthony Landi, Terry Moore, and Heather Sams cannot go unnoticed. Jack

Heffron’s work on the Reader’s Guide reflects his rare talent for turning ideas into learning

opportunities. For that, I am thankful.In truth, this book should reflect the names of two authors.

The energy and lifeblood is that of Lynn Stenftenagel. Lynn, my assistant and office manager,

has interviewed, researched, edited, rewritten, compiled, cried over, and loved this book.

Without her, it would have been a pamphlet, and a meager one at best. I am honored that she

let me write it with her.As always, this book could not have been written without the love and

support of my friends and family. I may have written a lot of words in the text, but I can never

find the ones to express my gratitude for a God that has given me so much. Nora, we have

been through a lot! Thank you for your continued efforts on behalf of the family. You have my

deepest and most sincere gratitude for all that you have shared with me during our time

together. Fiona and Andrew, I am shutting my computer off now and coming home, but before I

do, I lift this cup to everyone who has played a part in The Starbucks Experience, and I offer

this simple toast of gratitude.introductionTaking You and Your Business to the

ExtraordinaryFrom its humble origins to a name that is synonymous with coffee, Starbucks is

one of the great growth companies of our time. While parts of Starbucks early history have

been told in various publications, far too little has been written on precisely how Starbucks

revolutionized the coffee industry—and in so doing, rewrote many of the conventional rules of

management.The Starbucks Experience examines the inner workings of a company that has

taken an ordinary, even mundane, product and transformed it into extraordinary business

success. This inside look at Starbucks has led to the identification of five key principles that are

the foundation of Starbucks greatness. These are presented in the chapters that follow—

precepts that can truly enhance and expand your business. When applied consistently and with

passion, these concepts enable people and companies to seize on the types of opportunities

that catapulted Starbucks to its international prominence. But before we get to the “how” of

Starbucks, let’s consider what Starbucks really has accomplished.From Seattle to Portland and



BeyondIn 1971, the Starbucks Coffee, Tea, and Spice store started business in Seattle,

Washington. Before that first Starbucks opened its doors, people stopped by the corner coffee

shop for a 50-cent cup that came with the promise of free refills. For some of us, the morning

was not complete without a visit to the convenience store, where we poured our own black,

murky brew into a white foam cup. To kill the taste, we doused the mixture with gobs of

powdered cream and sugar, and stirred it with a thin red plastic stick (which was supposed to

double as a straw). We would hand our change to an apathetic cashier who performed the job

just well enough to earn the minimum wage. It was an unvarying and uninspired customer ritual

and transaction.Despite the monotonous nature and poor quality of this transaction, most of us

didn’t know that there was any other way to “enjoy” coffee. While we were slogging through our

days with freeze-dried, burnt, or lackluster home-brew, Howard Schultz, Starbucks former CEO

and current chairman, asked an intriguing question: “What would happen if you took the quality

coffee bean tradition of Starbucks and merged it with the charm and romance of the European

coffeehouse?” His answer: Starbucks could transform the traditional American coffee

experience from the ordinary to the extraordinary. Of course, it is not clear that even Howard

Schultz recognized the huge potential of his vision. Howard disclosed at a Starbucks

shareholders’ meeting that up to 1980, “Our big dream was to open a store in Portland,

Oregon.” With over 11,000 stores worldwide, the company has certainly come a long way from

its original goal.By all accounts, Howard’s concept was an ambitious idea. How do you change

people’s view of coffee? After all, coffee has been with us for centuries, and there seemed to

be little impetus for a major shift in customers’ preferences.How do you inspire a coffee drinker

to give up her regular routine while also getting her to pay six or eight times more for rich,

exotic coffee blends when “ordinary” all she’s ever known? Besides, who would make time for a

European-style coffeehouse experience when one could grab a cup while buying milk,

gasoline, and a newspaper?Early critics of Schultz’s vision maintained that he had happened

upon a short-lived gimmick that would quickly fizzle. Others could not grasp what all the fuss

was about. As Cora Daniels noted in a Fortune magazine article, “The Starbucks story

epitomizes ’imagine that’ in every sense. When the company went public . . . it had just 165

stores clustered around Seattle and in neighboring states. . . . Skeptics ridiculed the idea of $3

coffee as a West Coast yuppie fad.”Could Howard Schultz’s wild “yuppie fad” really work?

Clearly he must have been on the right track, for much of the world has embraced his concept

of serving gourmet coffee in a relaxed and comfortable environment. In fact, today Starbucks

has stores in over 37 countries, averages more than 35 million customer visits each week, and

has loyal patrons who typically return 18 times a month. Contrary to the bearish predictions of

so-called industry analysts, Starbucks has done fairly well for itself.What is the true scale of

Starbucks success? If you had invested $10,000 in the Starbucks IPO on the Nasdaq in 1992,

your investment would be worth approximately $650,000 today. Starbucks has grown

substantially faster than the average S&P stock. To get a sense of its profitability, one need

only appreciate that since 1992, the value of the S&P rose 200 percent, the Dow 230 percent,

the Nasdaq 280 percent, but Starbucks?—5,000 percent! Throughout this period, Starbucks

maintained its quality while continuing its aggressive expansion. Today, Starbucks opens five

new stores a day, 365 days a year.Starbucks is more than just a Wall Street Cinderella story. Its

culture, brand, and product excellence continue to win glowing accolades. It has been

consistently recognized by Fortune as one of America’s “most admired” companies and best

employers. BusinessWeek acknowledges Starbucks as one of the best worldwide brands.

Business Ethics places it on its list of most socially responsible companies each year.From its

original single store, the Starbucks brand has emerged as an unparalleled name that is



virtually interchangeable with the word coffee. Starbucks has introduced terms like barista,

chai, venti, and Frappuccino® blended beverage into our everyday vocabulary. However, the

most significant sign that Starbucks has changed not only coffee but our lives is how the stores

have affected our neighborhoods and communities. Given the sheer number of retail outlets, it

is likely that there is a store within five miles of your home or office, and even more likely that

you refer to that store as “my Starbucks.” As one loyal customer, Tiffany Tolmen, puts it, “I

actually know where all the Starbucks are in my town, and I literally give directions to my

friends using Starbucks as my landmark.” Not only has Starbucks changed business, but it has

also changed American culture and affected culture worldwide.Why This Book?Clearly,

Starbucks has grown from humble beginnings and is a “grande” success story based on

Howard Schultz’s original vision. But doesn’t that describe the vast majority of successful

businesses? A vision and a plan executed to perfection are what characterize great

businesses. However, we are not talking about most businesses. Starbucks is one of the truly

exceptional American success stories, a company that so dominates its market that there isn’t

even a close second. What fuels its incredible growth engine?Like many in the business

community, I’ve long been mesmerized by Starbucks. Time and again, I have found myself

asking: How does the company do that? What do its managers know that managers in other

industries could learn? How can Starbucks have two successful stores literally across the

street from each other?In contrast to McDonald’s—another great American success story—

Starbucks is not a franchise business. So how can it continue to open so many stores from

Seattle to Singapore and not cannibalize its own sales? How does Starbucks continue to grow

and innovate, while maintaining the consistency and warmth of its first store in Seattle’s Pike

Place Market? And, most important, what are the lessons to be gleaned from Starbucks that

can be applied to other businesses and industries? What are the key success principles that

will help any manager take his or her business to the next level?I decided to approach

Starbucks senior management personnel to secure their cooperation on a book project and

was surprised when the managers agreed to let me look closely into their organization. While

at first I was amazed by the grace, openness, and free rein they gave me, I later came to learn

how much their willingness to grant me access was at the core of their success model.As Jim

Alling, president of Starbucks U.S. Business, notes in the foreword to this book, the

accomplishments of Starbucks leadership are not the result of magic. Instead, they are driven

by a powerful passion for product, people, experience, and community. Every day this passion

comes to life in nearly every corner of the world, in an amazing mix of principled behavior that

those in the company refer to as the Starbucks Experience.The Starbucks Experience can be

found on two very distinct levels in the company:1. In its unique corporate culture. Leaders

within the business create a unique culture for employees in which empowerment,

entrepreneurship, quality, and service define the values of the firm.2. In its passing down of

these values to its partners. The partners, in turn, help create a unique and personal

experience for customers. Understanding these principles and getting to know how Starbucks

leadership and partners (the term Starbucks uses for all its employees) have grown the

company offers a powerful blueprint for transforming your ordinary into your

extraordinary.Share the Wealth: Start with the Experience You Create for Your PeopleStarbucks

has achieved its award-winning corporate culture in large part through the moves and

decisions made by Howard Schultz and his leadership team. For any organization, it’s difficult,

albeit not impossible, to soar with the eagles if you are led by a flock of turkeys. And at

Starbucks, the leadership has focused on creating a culture in which employees can soar.In an

article for Workforce Management, writer Samuel Greengard pointed out,Starbucks



Corporation went public in June 1992. On the first day of trading, the stock closed at $21.50—

up from an opening price of $17. Not only did the CEO’s net worth zoom; the coffee retailer had

finally reached the big leagues. But instead of hoarding his beans, Schultz decided that he

would give some of them back to employees in the form of stock options. . . . [While] other firms

offered options only to key senior executives, Schultz made them available to everyone working

20 hours a week or more, including those standing behind the counter at a local Starbucks

store.So why did Howard Schultz and Starbucks leadership take this unconventional

approach? According to Geoff Kirbyson in a brandchannel article, Howard noted, “The way we

have built our company by including the success of the company with everyone in it and not

leaving our people behind is a great example of building a business the right way.” From

Starbucks perspective, that “right way” to conduct business means truly turning employees into

partners—shareholders with a stake in the outcome of the company.Starbucks leadership

offers a refreshing philosophy in a time when many CEOs pocket millions while leaving their

employees’ pension funds insolvent. Starbucks executives continue to respectfully and willingly

share profits with their people. Through this sharing, partners appreciate the direct link

between their effort and the success of the business enterprise.The importance of this shared

gain is reflected in conversations with individuals like Omollo Gaya, a Starbucks partner who

immigrated to the United States from Kenya. While standing in a coffee-tasting room at the

Starbucks Support Center in Seattle, Omollo shared, “I cashed in my Starbucks stock options

after six years, and took the $25,000 profit to build a new four-bedroom house for my mother,

who is a widow. This is my company. I am an owner, and I am responsible for creating

greatness here, just as my treatment has been great.” Starbucks profitability has been good for

Omollo, and reciprocally Omollo’s passion and sense of responsibility benefit the

business.Many managers and business leaders don’t talk to their employees about the

importance of profit. It is as if “profitability” were a dirty word or a concern that is outside the

interests of workers. By contrast, Starbucks leadership has done an exceptional job of both

linking a partner’s financial gain to Starbucks profit and helping partners understand that profit

is the lifeblood of business. Even the Starbucks mission statement acknowledges that partners

need to commit to “profitability [which] is essential to our future success.” Profits increase not

only the breadth of Starbucks market, but also the scope of its positive social influence and its

capacity to provide quality benefits for partners. These benefits include health insurance for 20-

hours-per-week employees, something that Starbucks partners received long before such a

thing was even considered, let alone adopted, by other corporations.But the treatment that

partners receive at Starbucks goes well beyond stock options and health insurance. For

example, partners are given extensive training in product knowledge, guiding principles for

success, personal empowerment, and the importance of creating warm customer experiences.

In stunning contrast to most Fortune 500 companies, Starbucks consistently spends more on

training than it does on advertising.That training pays huge dividends for Starbucks in retaining

employees, maintaining connections with current customers, and bringing new customers into

its stores. Starbucks staff retention is unprecedented in the quick-service restaurant sector. The

employee turnover rate at Starbucks, according to some reports, is 120 percent less than the

industry average. Maryann Hammers states in Workforce Management, “Starbucks employees

have an 82% job-satisfaction rate, according to a Hewitt Associates Starbucks Partner View

Survey. This compares to a 50% satisfaction rate for all employers and 74% for Hewitt’s ’Best

Place to Work’ employers.”While not every leadership team can reward employees with stock

options or health-care benefits for part-time employees, every business leader can treat those

individuals with enough daily care and concern to inspire passion and creativity in their work.In



its mission statement, Starbucks leadership has committed to “provide a great work

environment and treat each other with respect and dignity.” As with all aspects of its mission,

Starbucks management has established internal checks to make sure that leaders are actually

living the company’s espoused values. This process encourages all partners to bring their

concerns to a Mission Review Committee when they feel that policies, procedures, or

leadership behaviors are straying from Starbucks commitments.One such concern involved the

lack of paid leave for adoptive parents. Within three weeks of this issue making its way to the

Mission Review Committee, Starbucks leadership provided this parent group a two-week

benefit. If leaders expect staff to meet and exceed the expectations of their customers, those

same leaders must respond to concerns and exceed expectations on behalf of their staff.As

Starbucks International president Martin Coles suggests, “There needs to be cultural alignment

between the partners and Starbucks itself. I think it’s important within the company that, as

leaders, we’re the first ones who have to live the principles and the values of the company,

because it’s impossible to ask our people to behave the same way if we’re not willing to go

down that track ourselves. The mission statement, the principles, and the behaviors laid out as

ways of being are not programmatic. They are just the way you live your life. That is very

difficult to fake. Ultimately the organization will self-select, in a way, toward a group of partners

who are like-minded.”Martin goes on to indicate that creating this “like-minded” vision of a

positive, team-oriented workforce does not occur by accident. “We’ve spent a lot of time with

our partners, both in the selection process and in helping them understand what we stand for

as individuals, and what the company stands for as a whole, and the difference we intend to

make.” It is by design, not default, that Starbucks leadership creates a powerful experience for

its partners. It is expected that partners will pass on the dignity and respect that they are

afforded into interactions with their customers.Starbucks partner Joy Wilson suggests that this

approach is working. “One of the reasons that Starbucks employees are often so pleasant and

helpful is that Starbucks is a great company to work for. It takes care of employees and treats

us with respect. That mind-set trickles down from the executives to the thousands of baristas

worldwide. I have worked in horrible places, and it’s hard to do a good job when you hate the

company. We’re encouraged to have a good time while we’re at work, and that makes a huge

difference in the atmosphere we create for the customers.”Paul Williams of Idea Sandbox, a

former Starbucks partner and currently a consultant who works with Starbucks, puts it this way:

“Starbucks is a human company. That’s the difference there. The mission statement and the

intentions—they’re not just on paper. They truly are meant to be the way things get done. The

biggest story at Starbucks is that it’s as much about people as it is about coffee.”The respect

that leadership offers the employees is also often reflected in the way in which employees

respect and create an experience for one another. John Moore, the founder of Brand Autopsy

Marketing Practice and a former partner with Starbucks, notes, “What I truly found special

about the store experience was that it was basically a family. What leadership offered to us, we

offered to one another.” Leaders who treat their staff with respect encourage their employees to

do the same for their coworkers.Creating the Starbucks Experience for CustomersStarbucks

management takes pride in the company being “the leading retailer, roaster and brand of

specialty coffee in the world,” but also recognizes that people flock to the company’s stores for

the total Starbucks Experience. In essence, people come into a comfortable setting where they

are valued on a personal level, and where a meaningful connection is made. Everything the

company does is intended to give the customer a positive, perhaps uplifting, experience while

purchasing a quality beverage or food item.To achieve this, the ambience of the store must be

inviting; the store must be a place where a person will feel comfortable hanging out alone or



with friends. This setting, often referred to by Starbucks partners as the “third place,” must

capture a unique warmth that sets it apart from the first two places in most people’s lives: work

and home.Customers must be able to customize their beverage order, with the handcrafted

assistance of their barista (the Italian word for bartender and the term used at Starbucks for a

coffee preparer). Customization means satisfying each customer’s unique expectations, and

often involves special temperatures, soy milk, and various pumps of flavor. It is not uncommon

to hear customized orders for drinks as complicated as “quad, two-pump vanilla, one and one-

quarter pumps sugar-free hazelnut, ristretto latte, with one-quarter soy, one-half nonfat, one-

quarter organic milk, extra hot, with three ice cubes and whip.” Such an order is but one part of

the richness of the personalized Starbucks Experience.While seemingly endless details go into

producing the emotional bond that loyal Starbucks customers feel, often the most important

aspect of this bond is the personal investment of Starbucks partners. As Howard Schultz noted

on brand channel.com,The success of Starbucks demonstrates . . . that we have built an

emotional connection with our customers. . . . We have a competitive advantage over classic

brands in that every day we touch and interact with our customers directly. Our product is not

sitting on a supermarket shelf like a can of soda. Our people have done a wonderful job of

knowing your drink, your name, [and] your kids’ name,Starbucks executives and managers

alike understand the importance of this personal connection. Leadership spends a great deal

of time helping partners seize opportunities to positively affect the lives of those they serve,

and in so doing build the brand.When staff members understand how their efforts spark the

business and uplift and change lives, they are more likely to exert the creative and passionate

energy that gets noticed by customers. Seth Godin, the author of Purple Cow: Transform Your

Business by Being Remarkable, describes the difference he observed between Starbucks staff

and the staff from a similar retail establishment. As Seth was heading toward a Starbucks

store, he overheard two young people from a nearby fast-food restaurant complaining in detail

about their jobs. By contrast, upon entering Starbucks, Seth “noticed, tucked deep in the

corner, apparently not for customer inspection, a bulletin board. It was jammed with pictures of

the staff. The staff on a picnic, at an amusement park, kidding around . . . if it’s possible to

make an herbal tea with enthusiasm, they were doing it. If it’s possible to make a $4 transaction

feel joyful, they accomplished it.”Seth relates how soundly and authentically the partners in that

Starbucks had “made the store their own.” As he puts it, the staff chose to find enjoyment in

their jobs. “It was helping not just Starbucks, but them, too. All I had to do was glance out the

window to see the difference. I think there’s a huge lesson here. Not just for marketers who sell

interactions . . . but for employees, as well.” That huge lesson is the Starbucks Experience—a

commitment to the shared good of all employees and customers. It happens by creating

systems to hold leadership and staff accountable for that commitment, sharing the reward of

hard work, and encouraging profitability. By projecting a vision of the optimal customer

experience and helping partners consistently realize that vision, Starbucks leaders watch their

people grow the business, and watch their profits grow as well.Staying VigilantDespite the

company’s success, Starbucks leaders understand their current and future vulnerabilities. For

example, the larger Starbucks grows, the harder it will be to foster the unique Starbucks

Experience. To put it simply, in the words of Howard Schultz, Starbucks has to work to “stay

small while growing big.” To that end, the future of Starbucks lies in its partners owning millions

of positive daily interactions throughout the company.Anne Ewing, director of Development,

Midwest, declares: “Coffee is this amazing agricultural product that is our vehicle to start the

conversation with the customer. It happens to be our bridge. Coffee has a life of its own and a

rich history, and we get to deliver it. But at the end of the day, our success is linked to the



nuances in the store that add up to something special. We must be vigilant about so many

things: our design, how our partners feel when they put on their green aprons, and creating a

special place for our people to work and our customers to visit.”For Starbucks management,

the creation of “special” customer interactions is an extraordinary challenge. Starbucks

workforce has grown exponentially, from 100 in 1987 to more than 100,000 in 2006. Given

Starbucks rapid and aggressive growth, its leadership faces the challenge of attracting quality

people and training them in the Starbucks way, all the while sustaining a culture in which

employees excel at connecting with patrons. It is almost like a giant juggling act in the midst of

a bustling midway, and every so often, one of the company’s balls drops to the ground. But

that’s the cost of admission for a huge growth engine like Starbucks. Senior management,

while never falling into the trap of complacency, is secure in the knowledge that the company

has an edge. Its unique culture, the intimacy of its brand, and the uniqueness of the customer

experience will keep people coming back.Dave Olson, senior vice president of Culture and

Leadership Development, put it well when he said, “It doesn’t matter how many millions or

billions of cups of coffee Starbucks serves, if the one you get doesn’t suit you. Starbucks has to

be able to perform at that level of consistency for the individual automatically, and that’s really

the promise. We will deliver a drink that suits you every time—and create an experience in the

process! The experience must fit the customer.”While in some companies the sincerity of such

a statement might be questioned, at Starbucks, concrete examples of understanding the

customer can be identified at all levels. Partners consistently seek new ways to fill customers’

needs.Barista Francine Brodeur from Ontario, Canada, shares how “we are empowered to

make each customer’s visit count. Every now and then, a customer will return within a few

minutes of ordering, and order again. Following a quick, hopefully well-placed comment, it

comes out that the customer has spilled his drink before fully enjoying it. Sometimes he is

obviously ’marked’ by the experience, and we offer assistance. That is when I let the customer

reorder the same drink; then I tell him that it’s on us, since we don’t expect payment for the one

that got away. The customer is always surprised and tries to pay anyway, to no avail. What

makes me proud to work for this company is that I can take liberties to make things right.”

Francine’s comments reflect the satisfaction of customers and Starbucks partners. They help

us understand the benefits that emerge when a company gives the human connection a

priority commensurate with that of product and service quality.The Experience That Is

StarbucksAs an outsider with no personal stake in Starbucks future, I am not here to sell you

on the company. It has done an excellent job of promotion worldwide, without help from

business authors. I also am not here to convince you that Starbucks is one of the best global

business enterprises. Many others, who are more knowledgeable than I, have drawn that

conclusion. Instead, the key to this book is to offer insights into the unique Starbucks

Experience. It is an experience that has an impact on the coffee industry, the broader business

world, the environment, partners, customers, and communities from Seattle, Washington, to

Darjeeling, India.From my 18-month exploration into the world of Starbucks, listening to what

Starbucks leaders say and watching what they do, I have derived five key business principles

that drive its phenomenal success. These principles are offered in the hope that you will apply

them to your own situation to enrich your leadership influence in business and beyond. The

Starbucks Experience reflects tenets that are simple, yet not simplistic. They are results-

oriented and can be deceptively powerful when applied:1. Make it your own2. Everything

matters3. Surprise and delight4. Embrace resistance5. Leave your markThe impact of these

principles transcends the Starbucks story and offers all business leaders an opportunity to

greatly enrich their workplace. They demonstrate how an entrepreneurial spirit and



extraordinary leadership skills can elevate a product or service and even change the way in

which that product or service is delivered. These guidelines allow each of us to improve our

workplace, whether by developing appealing new products, opening new markets, or just

paying attention to the aspects of our business that we can readily enhance.In the spirit of

Starbucks, these principles encourage us to listen and respond with a greater awareness of

opportunity. They remind all of us—you, me, the janitor, and the CEO—that we are responsible

for unleashing a passion that ripples outward from behind the scenes, through the customer

experience, and ultimately out into our communities. Let’s take a closer look at each of these

principles with an eye to how they work inside Starbucks and how we can tap into their

transformational power.PRINCIPLE 1make it your own“This is the true joy of life, the being

used up for a purpose recognized by yourself as a mighty one; being a force of nature instead

of a feverish, selfish little clot of ailments and grievances, complaining that the world will not

devote itself to making you happy.”—GEORGE BERNARD SHAW
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Danny, “Good insight onto how you can improve your business, worklife, and even life.

Although I won't be owning a business anytime soon, this books gives solid insight into the

many principles that make Starbucks so successful. Meanwhile, I've found that I could use the

principles in this book for my everyday life.- As the president of a student organization, I've

http://www.neutronbyte.com/api/Wa18oYTP/e/Eamo/OPMw/YoXRb/The-Starbucks-Experience-5-Principles-for-Turning-Ordinary-Into-Extraordinary


found that principles like "be your own" very helpful. I want to make the experience in my club

to be a pleasant one, and Starbucks has mastered that. There's no reason to copy another

organization completely. It's important to create your own unique environment.- Structure of the

book is organized very well. A little introduction and explanation, some examples and stories,

and then a final checklist of things to remember. Thoughtful, brief, and understandable. The

checklist is worth of making a copy to post on your desk.Whether you're a business CEO,

leader, student, or just a regular employee, this book will help you realize that you can make a

difference sooner rather than later.”

Sandra Trolinger, “Retail is detail. This book is a MUST read for baristas and other Starbucks

employees as it reaffirms WHY Starbucks is the number one coffee shop in the world. The

employees meet expectations of their customers as the third place and it goes beyond getting

a hot cup of coffee or icy frappuccino. It means making contact with the customer by smiling

and asking about their day and the ritual of writing their name on their cup and remembering

their order if they are a regular. It means surprising them by connecting with them on a deeper

level with humor and compassion whenever possible. It means offering a fair trade product and

be involved in the community that Starbucks thrives in and making it a better place for those

businesses around them. It means offering health insurance to part time employees and

understanding the Starbucks experience means extraordinary commitment to excellence above

and beyond their product.”

Philip R. Heath, “Succinct Guide To Starbucks' Leadership Principles. The Starbucks

Experience: 5 Principles for Turning Ordinary into Extraordinary by Joseph A. Michelli is an

excellent book about the underlying leadership principles that guide the day to day execution of

one of the most successful businesses in any industry. Michelli is not a Starbucks employee

(former or current) so this is not a mere propaganda device. No, this is the result of Michelli's

personal observations as a customer along with interviews of Starbucks partners. Leaders

from even the best companies can find value in the 181 pages that make up The Starbucks

Experience.The books centers on the five following principles:* Make It Your Own* Everything

Matters* Surprise and Delight* Embrace Resistance* Leave Your MarkIn addition, the

overarching theme of "third place" is the foundation of these principles. In trying to create a

third place, Starbucks creates and environment that fosters a customer experience which

people consider next in line after home and work as their primary places to spend time. Also,

Starbucks extends the term customer to include both external (what most people think of as

customers) and internal (the partners, i.e. employees of Starbucks). This is a very simple idea

that few companies put into practice. The basic premise is that happy employees do a better

job of pleasing customers. However, how many of you work for a company that does this?

Michelli does a great job of presenting his thoughts in an engaging way. It requires a delicate

balance to weave in external voices (e.g. the employees he interviewed) while maintaining a

cohesive flow of ideas. He also inserts what I call thought breaks at different points in each

chapter. These are a simple list of questions for the reader to evaluate their own company in

light of what they have read about Starbucks. This is the real reason to read leadership books

about other companies, but Michelli goes the extra mile in facilitating the process for the

reader. He also has a higher level set of questions at the end of each chapter on the five

principles that cull out the key points. For a deeper dive in application, the Reader's Guide at

the end of the book is 20 questions spanning five pages to reinforce the ideas from the whole

of the text.While the book is targeted at leadership, the examples throughout have plenty to



offer to frontline employees. You will find stories great and small of Starbucks partners going

above and beyond the call of duty. In one example, a regular customer shows up early in the

morning only to find that it isn't yet time for the store to open. However one of the partners

opening the store notices him, and he lets him in to get his beverage anyway. Others tell of

who a barista's efforts to provide coffee to U.S. troops in Afghanistan. It would be hard to read

this from cover to cover and not find at least one story that resonates with you.So if you are

looking for ideas for improvement in the workplace (from ways to perform better as an

individual to strategies for improving company operations), The Starbucks Experience is a

great place to start. While I've known from my own experience that Starbucks is a great

company, I now have a better understanding of why. If I can implement even one idea in my

own workplace that I've gained from reading this book, it will be time well spent.”

Ebook Tops Reader, “Everything. For business”

Michelle Harris, “Not an ordinary book!. Excellent value for money. A really good book, written

about a highly successful company that seems to really care about its customers and

employee's. Anyone could learn some valuable lessons on how to treat people with courtesy

and respect, whilst keeping an eye on making the money. A worthwhile book, that anyone in

business or management should take time to look at!”

chicop, “This book really helped me to get a good idea about Howard Schultz and what impact

his leadership .... I had to write an essay about principals and leadership as part of my Ba

(hons) degree. This book really helped me to get a good idea about Howard Schultz and what

impact his leadership style has on Starbucks. But even if you are not writing a degree work, it is

an inspiring book. It is good to know, that there are still people out there that are an good

example, keep a high moral standard and work ethically.”

Rev RickyJBrooks, “Recommend this to any small business or start-up. Very well written book.

Excellent review of Starbucks principles and staff stories..... Im not sure my local starbucks is

following these principles but this is an excellent insight into making a huge success of a pretty

normal product: pioneering and yet not reinventing the wheel.”

Nantchev, “Five Stars. good”

The book by Joseph A. Michelli has a rating of 5 out of 4.5. 283 people have provided

feedback.
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