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Many current and growing companies are affected by cultural influences, which affect consumer 

behavior.  During this day and age, such issues and controversies like materialism, anti-consumerism, luxury 

goods, brand loyalty, family decision-making, and consumption rituals, are having major impacts on these 

corporations and their clientele.  In particular, Starbucks has been of particular interest, where academia and 

others are questioning and focusing on the impacts of such cultural influences.  This research paper will 

explore how Starbucks enables consumption rituals and creates brand loyalty because of the company’s 

focus on the consumer’s experience, product consistency, and Starbucks terminology, and the impacts these 

topics have on a consumer’s behavior. 

Consumption rituals can be described as “the linkage of the episodic event strings in an exact, fixed 

sequence,” where the “ritual tends to be performed in the same way each time it is observed” over a time 

period (Rook, 1985, p. 252) and “has meaning” compared to habits (McNally, 2015).  A consumption ritual 

is and/or can be performed when brushing one’s teeth, getting ready for work, or consuming coffee, and 

75% of people are “disappointed or irritated when something disrupts their ritual or their brand of choice 

isn’t available” (Solomon, 2011, pg. 552).  In the case of acquiring Starbucks, the primary behavior source 

is an individual’s emotions and this event represents a personal ritual type.  Consumption rituals are formed 

within Starbucks because of the consumer’s experience, its product consistency, and its unique terminology. 

Brand loyalty is defined as “[a] customer’s inclination to stay with [a] specific brand [or] a long-

term customer preference for a specific product or service” and this loyalty can be formed by influences like 

a consumer’s fulfillment with “the performance or price of a specific product or service, or through 

identifying with a brand image” (“Brand loyalty,” 2014).  “Brand loyalty and involvement tend to increase 

when consumers perceive a purchased brand as status-enhancing [and] is suggested by three views: emotion 

drives status-seeking behavior, brand loyalty increases with emotional attachment, and brand loyalty is 

positively associated with brand involvement” (Piong, 2013).  Brand loyalty can be motivated through 

advertising and marketing efforts; this phenomenon can also be impacted by the “guts, creativity, and the 

will to keep pushing forward,” all of which Starbucks continues to succeed at (Nagel, 2015). Brand loyalty 



is highly present amongst Starbucks’ customers and this can be seen through the personal customer 

experience, the consistency of its products, and the “Starbucks language” (Cowell, n.d.). 

Starbucks enables consumption rituals and brand loyalty because of its consumer experience it 

provides its customers.  According to Cowell, brands become part of consumers’ everyday lives and rituals 

(n.d.).  “Starbucks believes in creating a complete experience for the customer on every level” (Hamilton, 

2014), and every customer’s experience is different from one another.  The company creates an urge within 

its customers and feeds the need of retrieving their products on a daily basis, particularly because of the 

“Starbucks experience” that comes along with the process of obtaining something from its vast drink and 

food menu.  Starbucks has been successful at developing and upholding this unswerving experience it 

provides its customers in its stores globally (Seiler, 2005, p. 21).  The “high level of personal involvement 

[that is] possible for the customer drives the ritual aspects” by developing a “full-featured” setting that 

captures one’s senses (Raj, 2014).  The plethora of coffee to choose from, the sounds of producing the 

coffee and customers speaking of the variety of products offered, the aromas of the coffee through its entire 

production and consumption, the interaction with baristas and fellow coffee lovers, the atmosphere of 

Starbucks, and the continuous innovation all impact one’s consumption ritual in regards to Starbucks (Raj, 

2014).  Starbucks also allows its consumers to create their own versions of the brews and drinks the 

company offers, making each process and consumable item unique and engaging for the end user.  The 

company also creates a customer experience as soon as the individual walks through its door. 

“From the moment the customer walks into the store, orders [his or her] product and either walks out or sits 

and enjoys the atmosphere, Starbucks pushes to provide the ultimate in coffee shop experiences. While 

providing a comfortable and relaxing experience for the customer to sit and enjoy, Starbucks provides 

opportunities for consumers to linger in their stores, providing wireless internet service in an indirect way to 

keep customers inside the store, lingering over their computers, and then perhaps ordering more products 

while they are there (Isidro, 2004)” (Brizeck, 2014). 

 This attitude, experience, and ambiance of the Starbucks chain adds to the customer’s consumption patterns 

and rituals, and therefore has an impact on their behaviors.  The environment and specific process creates a 



sense of belonging within its customers, and ultimately cultivates strong relationships and brand loyalty to 

the company.  Starbucks also created a “digital ‘Starbucks experience,’” where customers are now able to 

order and pay through their mobile phones (Welch & Buvat, 2013).  This has created consumption rituals 

and brand loyalty because it makes it easier and more convenient for customers, and adds to their entire 

Starbucks experience.  Because of the unique ordering and coffee processes digitally and physically, 

interactions with fellow consumers and employees, distinct smells, the customer’s personal control of his or 

her order, and the relaxed atmosphere with free Internet connection that Starbucks offers, Starbucks 

continues to create loyal customers, forming consumption rituals and brand loyalty among its customers. 

Because of Starbucks’ product consistency, many form consumption rituals and brand loyalty with 

the company.  Repeat business is the foundation on which successful businesses are built.  Customers return 

to businesses and consume services and products that are consistent with its practices, whether through 

product consistency, offering free shipping, or impeccable customer service (Uzunian, 2013).  “Consistency 

is an important factor in building brand loyalty.  When customers can rely on the same quality of service or 

product, a sense of loyalty develops” (Westwood, 2015), and this is how Starbucks cultivates and maintains 

its consumption rituals and brand loyalty with its consumers.  In 2010, Starbucks decided to make the coffee 

process more individualistic and consistent by grinding the coffee beans “fresh for each batch” rather than in 

batches in the early morning and by focusing on only two drink orders at a time rather than many (McArdle, 

2010).  By having this consistent, high-quality process to make drinks, customers are more likely to engage 

in consumption rituals at Starbucks because these individuals are aware that the products will taste nearly 

the same and are made specifically to their liking, and they will look forward to consuming these items on a 

basis that suits their needs.  In relation to Starbucks’ product consistency, baristas work at a fast past to 

“keep long lines moving” (Hennessey, 2012) and to satisfy the consumer on receiving his or her drink in a 

fashionable time.  This fast-paced, yet relaxed environment and quality consistency amongst its products 

create brand loyalty because consumers can and know what to expect when receiving each item ordered, and 

the product consistency also breeds consumption rituals because customers become accustomed to the 

specific ordering, process, and consistency of Starbucks’ offerings.   



Starbucks’ unique terminology and language creates consumption rituals and brand loyalty amongst 

its consumers.  Although Starbucks’ language resides well with the company’s consumers making them feel 

apart of another community and adding to their Starbucks’ experience, some people refuse to do the same.  

While an English professor was visiting a Starbucks in New York, the academic ordered a plain multigrain, 

but the barista would not serve her until the professor stated “without butter and cheese,” which she did not, 

and was escorted out of the store by police (Kelly, 2010).  The professor claims that, "It is every company's 

dream to get their language out there and being used - it's linguistic product placement” (Kelly, 2010), but 

for those who do not follow it nor know the proper terminology should not be harmed for ordering the only 

way they know how.  Starbucks relies on its specific terminology in order for the baristas to perform at their 

quickest and most efficient speeds. “There is no right way to order at Starbucks,” but the barista will repeat 

the customer’s order back to the individual in the correct terminology in order to assure the delivery of the 

client’s order was what the barista interpreted (Manning, 2012, p. 43).  The only time this unique language 

should be an issue is when the barista denies the consumer what he or she wants.  According to brand 

consultant Jonathan Gabay, “The idea is that it's about more than just buying a cup of coffee - you're part of 

the club, using this supposedly sophisticated language, doing something a bit different,” but when the staff 

imply “‘Computer says no,’” that is when the issue occurs (Kelly, 2010).  Through the company’s creation 

of the unique consumer experience and the specific jargon and language that customers and staff members 

use communicate to with one another, it can be argued that “Starbucks [does not] just sell coffee; it 

transformed America’s thinking” (Forbes and Prevas, 2009, p. 183).  Because of the terminology used at 

Starbucks, consumers are more inclined to become brand loyal and create consumption rituals at this 

company’s stores because of the feeling of belonging and community the language creates. 

Although Starbucks’ terminology and particular language is celebrated for its linguistic product 

placement, it also causes controversy because of lost business and annoyance for others.  However, the 

terminology is already ingrained in the brains of millions (“About us,” n.d.) and has created brand loyalty 

and consumption rituals that this topic does not pose an issue for Starbucks.  Furthermore, this “liking” 

towards the company's language will only continue to increase because people enjoy the sense of belonging 



and differentiating themselves from one another.  Even though the language of Starbucks has started slight 

controversy for the brand, the company’s consumer experience and product consistency has ultimately 

generated and cultivated lasting brand loyalty and consumption rituals with its consumers, and this has 

proved to be a few of the reasons for Starbucks’ national and global success.  These latter topics do not harm 

or impose any type of threat to the company, but rather acknowledge the quality and character of Starbucks, 

and create enduring business through the formation of consumption rituals and brand loyalty amongst the 

company’s customers.  
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