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Court File No. CV-20-00645265-00CP
ONTARIO
SUPERIOR COURT OF JUSTICE
BETWEEN:
TREVOR HOPMAN
Plaintiff
- and STARBUCKS COFFEE CANADA INC.
Defendant
Proceeding Under the Class Proceedings Act, 1992
NOTICE OF MOTION FOR CERTIFICATION
(returnable January 18, 2022)
THE PLAINTIFF will make a motion to the Honourable Justice Belobaba, on
January 18, 2022 at 10:AM at 130 Queen Street (Osgoode Hall), Toronto, ON via video
conference.

PROPOSED METHOD OF HEARING: The motion is to be heard orally.
THE MOTION IS FOR:
(a)

an order certifying this action as a class proceeding, pursuant to the Class Proceedings
Act, S.O. 1992, c. 6, as amended;

(b)

an order defining the class in the manner proposed by the Plaintiff, attached as
Schedule “A”;

(c)

an order defining the common issues to be determined at the common issues trial in
the manner proposed by the Plaintiff, attached as Schedule “B”;

(d)

an order appointing Trevor Hopman (“Hopman”) as the representative plaintiff;

(e)

an order requiring the Defendant to deliver to the Plaintiff an affidavit listing, to the
best of the Defendant’s knowledge, information and belief, the number of class
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members, their names, their last known address and contact information (including
email addresses), and their dates of employment with the Defendant;
(f)

an order approving the litigation plan proposed by the Plaintiff herein;

(g)

an order approving the form and method of disseminating notice of certification to the
class as proposed by the Plaintiff herein;

(h)

an order for costs of the motion on a substantial indemnity basis, fixed and payable
forthwith; and

(i)

such further and other relief that counsel may advise and as this Honourable Court
may permit.
THE GROUNDS FOR THE MOTION ARE:

(a)

This class proceeding concerns the systemic misclassification of the Defendant’s Store
Managers as persons who are not entitled to overtime under the Employment
Standards Act, 2000 (“ESA”) and for failing to pay Store Managers overtime pay in
accordance with the ESA;

(b)

The ESA requires employers to pay overtime to employees for work beyond 44 hours
per week unless the employees fall within a specific exemption. Section 4 of O. Reg.
285.01 provides an exemption for “a person whose work is supervisory or managerial
in character and who may perform non-supervisory or non-managerial tasks on an
irregular or exceptional basis”;

(c)

Contrary to s. 4 of O. Reg. 285.01, the Defendant classified all Store Managers as
excluded from overtime pay regardless of store size, store location or actual duties
performed;

(d)

Pursuant to the Defendant’s common policies, Store Managers are required to work on
the store floor during “coverage hours”. Across the proposed class, duties performed
by Store Managers during “coverage hours” on the store floor include preparing
drinks, serving customers and cleaning. During their “coverage hours” Store Managers
are required by the Defendant to perform the very same duties performed by the
Defendant’s employees who are classified as entitled to overtime, such as Baristas;

2

-3-

(e)

Regardless of store location, size, or individual preference, Store Managers are
scheduled to work “coverage hours” on the store floor for at least 26 hours per week.
Further, pursuant to the Defendant’s October 2014 Store Management Scheduling
Principles, Store Managers are required to work “coverage hours” on the store floor
during busy and peak periods for their store every week;

(f)

Store Managers’ performance of non-exempt duties on the store floor is not unusual,
exceptional, unexpected, unscheduled or sporadic. Store Managers perform these
duties within the ordinary course of their employment on a routine and regular basis
every week, as required by the Defendant, and as contemplated by the Defendant’s
standard policies;

(g)

The pleadings disclose reasonable causes of action against the Defendant in breach of
the ESA, breach of contract, breach of duty of good faith, systemic negligence, and/or
unjust enrichment;

(h)

There is a class of two or more persons;

(i)

The class is objectively defined, membership being rationally bound temporally and
by job classification;

(j)

There is a rational relationship between the class definition and the common issues
and the class is not unnecessarily broad;

(k)

The claims alleged in the Amended Statement of Claim raise common issues, the
determination of which will substantially move the litigation forward;

(l)

A class proceeding in this case would constitute the fairest, most efficient and
manageable means of adjudication of the common issues and is the preferable
procedure for resolving these claims;

(m)

Without a class proceeding, the Class Members would effectively not have recourse
for the wrongs committed against them;

(n)

The proposed representative Plaintiff can fairly and adequately represent the interests
of the class and has no conflict with the other Class Members on the common issues;
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(o)

The Plaintiff has produced a workable litigation plan for advancing the claims on
behalf of the class;

(p)

The Class Proceedings Act, 1992, S.O. 1992, c. 6, as amended;

(q)

The Rules of Civil Procedure, R.R.O. 1990, Reg. 194, as amended;

(r)

The Employment Standards Act, 2000, S.O. 2000, c. 41, as amended;

(s)

Such further and other grounds as counsel may advise and this Honourable Court may
permit.
THE FOLLOWING DOCUMENTARY EVIDENCE will be used at the hearing of

the motion:
(a)

the Amended Statement of Claim;

(b)

the Affidavit of Trevor Hopman, affirmed February 4, 2021;

(c)

the Affidavit of Chris Teel, affirmed January 27, 2021;

(d)

the Affidavit of Thomas Pardo, affirmed January 28, 2021;

(e)

the Affidavit of Louisa Appleton, affirmed February 2, 2021; and,

(f)

the Affidavit of Susan Ogilvie, affirmed February 4, 2021;

(g)

Such further and other materials as counsel may advise and this Honourable Court
may permit.

February 5, 2021

GOLDBLATT PARTNERS LLP
20 Dundas Street West, Suite 1039
Toronto, ON M5G 2C2
Fax: 416.591.7333
Charles Sinclair LS#: 43178A
Tel: 416.979.4234
Email: csinclair@goldblattpartners.com
Christine Davies LS#: 57309F
Tel: 416.979.4055
Email: cdavies@goldblattpartners.com
Joshua Mandryk LS#: 68823D
Tel: 416.979.6970
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SCHEDULE “A”
Proposed Class Definition:

All current and former employees of Starbucks Coffee Canada Inc. who held the position of
Store Manager at Starbucks-operated stores in Ontario from October 1, 2014 to the date of
certification, excluding any period(s) during which such individuals were employed as “dual
managers” (managing more than one store simultaneously”.
(the “Class” or “Class Members”).
Clarity note: the proposed Class excludes those individuals who were employed at licensed
stores.

6

-7-

SCHEDULE “B”
Proposed Common Issues:
Statutory Claim and Breach of Contract
1. Are the Class Members exempt from overtime pay for work beyond 44 hours per
week by operation of s. 4 of O. Reg. 285/01 as “a person whose work is supervisory or
managerial in character and who may perform non-supervisory or non-managerial
tasks on an irregular or exceptional basis”?
2. If the answer to (1) is “no”, do the minimum requirements of the ESA with regard to
overtime pay form express or implied terms of the contracts with the Class Members?
3. If the answer to (1) is “no”, does the Defendant owe contractual duties and/or a duty of
good faith to:
a. Ensure that the Class Members’ hours of work were monitored and accurately
recorded?
b. Properly classify and advise Class Members of their entitlement to overtime
pay for hours worked in excess of 44 hours per week which the employer
required or permitted?
c. Ensure that the Class Members were compensated with overtime pay for their
hours worked in excess of 44 hours per week which the employer required or
permitted?
4. Did the Defendant breach any of its contractual duties and/or a duty of good faith? If
so, how?
5. If the answer to (1) is “no”, did the Defendant fail to pay the Class Members overtime
pay as required by the ESA?
Negligence
6. Alternatively, did the Defendant owe a duty of care to the Class Members to:
a. Ensure that Class Members are properly classified as entitled to overtime;
b. Advise Class Members of their entitlement to overtime pay;
c. Ensure that the Class Members hours of work are monitored and accurately
recorded; and
d. Ensure that Class Members are appropriately compensated with overtime pay.
7. Did the Defendants breach any of the duties of care found to exist above? If so, how?
Unjust Enrichment
8. Were the Defendants unjustly enriched by failing to compensate Class Members with
overtime pay owed to them in accordance with the ESA?
Aggregate Damages
9. If the Defendants breached the ESA, its contracts with Class Members, its duties of
good faith or duties of care owed to the Class Members, or was unjustly enriched,
should damages be assessed on an aggregate basis? If so, in what amount?
Punitive Damages
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10. Are the Class Members entitled to an award of aggravated, exemplary, or punitive
damages based on the Defendants’ conduct? If so, in what amount?
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Court File No.: CV-00645265-00CP
ONTARIO
SUPERIOR COURT OF JUSTICE
BETWEEN:
TREVOR HOPMAN
Plaintiff
- and -

STARBUCKS COFFEE CANADA, INC.
Defendant
PROCEEDING UNDER THE CLASS PROCEEDING ACT, 1992
AFFIDAVIT OF TREVOR HOPMAN
(Affirmed February 4, 2021)
I, Trevor Hopman, of the City of Toronto, Province of Ontario, DO SOLEMNLY
AFFIRM:
1.

I am the proposed representative plaintiff in this action, and I am a former employee

of Starbucks Coffee Canada Inc. (“Starbucks” and/or the “Defendant” and/or “the
company”). As such I have knowledge of the matters to which I hereinafter depose. Where
the information in this affidavit is not based on my direct knowledge but is based upon
information and belief from other sources, I have stated the source of that information and I
believe that information to be true.
My Personal Circumstances
2.

I am 38 years old and I live in in Toronto, Ontario. I was employed at Starbucks from

2010 to 2017 as a Store Manager.
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3.

I am not currently working in the food service or hospitality industries.

Nature of the Claim
4.

The Statement of Claim in this action was issued on August 7, 2020. I am informed by

Class Counsel that an Amended Statement of Claim in this action was issued on February 2,
2021. A copy of the Amended Statement of Claim is marked as Exhibit “A” to my affidavit.
5.

This is a proposed class action on behalf of Starbucks Store Managers regarding their

eligibility for overtime. The proposed definition of the class is as follows:
All current and former employees of Starbucks Coffee Canada Inc. who held the
position of Store Manager at Starbucks-operated stores in Ontario from October 1,
2014 to the date of certification, excluding any period(s) where the current or former
employee was employed as a “dual manager” (managing more than one store
simultaneously).
Nature of Starbucks’ Business
6.

Starbucks is the Canadian subsidiary of Starbucks Corporation, the world’s largest

coffeehouse chain. Starbucks Corporation was founded in 1971 in Seattle, Washington.
Although I cannot be certain of the exact numbers, Starbucks Corporation has reported that it
operates over 15,000 store locations worldwide located in 50 countries serving espresso-based
drinks, coffee, tea, and food items. Starbucks began operating in Canada in 1987 and opened
its first stores in Ontario in 1996. A page from Starbucks’ website entitled “Our Heritage”
describing Starbucks’ operations internationally and in Canada is marked as Exhibit “B” to
this affidavit.
7.

According to Starbucks Corporation’s 2020 Annual Report, Starbucks operated 1,159

stores in Canada as of September 27, 2020. A copy of Starbucks Corporations’ 2020 Annual
Report is marked as Exhibit “C” to this affidavit.
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8.

A copy of Starbucks’ Corporation Profile Report is marked as Exhibit “D”.

My Experience at Starbucks
Beginning of Employment and Training
9.

I was hired at Starbucks as a Store Manager-in-Training in September 2010.

10.

From around September 13, 2010 to November 2, 2010 I worked at the Starbucks

store at Toronto General Hospital. During this time, I was paid hourly and clocked-in and out
on a daily basis.
11.

During this period, I received extensive training on the roles and responsibilities of

various store employee functions including: Baristas, Shift Supervisors, Assistant Store
Managers and Store Managers. I recall that I spent approximately the two to three weeks of
my training doing the same training that Baristas and Shift Supervisors receive. I received the
same training as Baristas and Shift Supervisors because I would also be expected to work on
the store floor as a Store Manager performing the same duties that they perform (i.e. serving
customers). The difference between the training for Baristas and Shift Supervisors is that in
addition to performing the same duties as the Barista, Shift Supervisors perform other tasks
such as handling the opening and closing of the store, and cash handling (i.e. counting the tills
and doing bank deposits). The remainder of my training consisted of learning the duties and
responsibilities of Assistant Store Managers and Store Managers, which have considerable
overlap. The role of the Assistant Store Manager is for the most part the same as what Store
Managers do (i.e. includes the duties of Baristas and Shift Supervisors), except that Assistant
Store Managers generally did not conduct performance reviews for employees or the official
processes for hiring and firing employees. At the beginning of my training I received a large
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binder with instructions, policies and procedures for each job function, as well as worksheets
or learning journals to complete. For each module of training, I completed the corresponding
sections in the binder I received. Due to the passage of time, I no longer have a copy of this
binder, however I did use and refer to it while I was working at Starbucks.
12.

After completing my training in November 2010, I was offered a position as the Store

Manager at Starbucks’ Queen Street West and Bathurst Street location.
13.

While I no longer have a copy of my employment contract, I recall that it appeared to

be in a “standard” format with the Starbucks logo. Under my contract and Starbucks’ policies
I was ineligible for overtime pay because I was a salaried Store Manager.
14.

I was paid a starting base salary of around $50,000 per year, and was eligible for

bonuses and other incentives based on the performance and revenue of my store.
Store Locations, Reporting Structure and Hours of Work
15.

From November 2010 to August 2014, I was the Store Manager at Starbucks’ Queen

Street West and Bathurst Street location. From August 2014 to October 2017, I was the Store
Manager at Starbucks’ Bay Street and Dundas Street West location.
16.

I had several different District Managers over my time at Starbucks. From the

beginning of 2014 to August 2014, I reported to Dwayne Meikle. While I was working at the
Bay and Dundas Street West location, I reported to Peirs Braaten (August 2014 – January
2015), Anne Hollis (February 2015 – July 2015), Sean McCaul (August 2015 – October
2015), and Mican Buynak (December 2015 – October 2017).
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17.

While I was working at the Queen and Bathurst location (before October, 2014), I was

assigned to work at the Queen and Claremont store as well because the store did not have a
store manager. While I was working at the Bay and Dundas location, there was a period
around August 2015 of 1-2 months when I also worked at the Yonge and Dundas store
because that store did not have a store manager. While I did not receive a written contract for
this temporary placement, I believe Starbucks would have records to confirm when I was
working at Yonge and Dundas because I was instructed to always punch in and out at that
store so that my time and labour costs were attributed to that store, and I did so.
18.

I was scheduled to work 8.5 hour days, with a 30 minute unpaid lunch each day, for a

40 hour work week. I regularly worked significantly more than 40 hours per week to complete
the demands associated with the position. As described further below, I estimate that my
average actual hours ranged from 50 to 80 hours per week.
19.

As a Store Manager, I reported to a District Manager who was responsible for a local

group of around 10 stores. All the Store Managers in a district had weekly conference calls
with our District Manager, usually on Mondays. During these calls we would receive
directions from the District Manager regarding store operations and Starbucks’ expectations
as well as weekly updates. A group of District Managers reported to a Regional Director. I am
aware of this reporting structure based on my experiences interacting with District Managers
and Regional Directors.
Coverage and Non-Coverage Hours
20.

The work I performed as a Store Manager was split into “coverage” hours and “non-

coverage” hours.
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21.

During “non-coverage” hours, I created the store’s weekly schedule for all store

employees, monitored and maintained inventory, hired new employees, attended meetings
with my District Manager, reviewed and responded to e-mails, conducted one-on-one
performance reviews with store employees, and processed payroll.
22.

In addition to performing “non-coverage” duties, I spent the majority of my working

hours (including scheduled and non-scheduled time) performing “coverage” duties and
working on the store floor. The “coverage” duties I regularly performed included:
(a)

Preparations for opening and closing the store;

(b)

Preparing drinks and food at the bar;

(c)

Washing dishes;

(d)

Serving customers by taking orders, processing transactions and performing
general customer service and responding to customer inquiries;

(e)

Cleaning all parts of the store from the floors, counters, tables, chairs,
condiment bars, trash cans, patio areas, backroom and front-of-house cleaning
tasks for sinks, coffee and espresso machines, pastry cases, and refrigerators;

(f)

Routine maintenance and cleaning of all machines such as bean grinders and
ice machines;

(g)

Setting up displays in the store;

(h)

Assisting on the floor and answering phones;

(i)

Putting away deliveries of inventory; and,

(j)

Re-stocking cups, lids, syrups, milks, prepared items, ready to drink items, as
well as items in the condiment bars.

These “coverage” duties were the same duties performed by other store employees such as
Baristas and Shift Supervisors.
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23.

While I was the Store Manager at Starbucks’ Bay Street and Dundas Street West

location, my store was allotted an average of 12 “non-coverage” hours per week. Since I often
did not have an Assistant Store Manager, or a Manager-in-Training at my store, I worked all
of the store’s “non-coverage” hours. This meant I was usually scheduled for 12 “noncoverage” hours and 28 “coverage” hours per week. If I had an Assistant Store Manager in the
store, then we would split the store’s “non-coverage” hours, meaning that more of my
scheduled hours were “coverage” hours.
24.

I performed the “coverage” duties during my scheduled “coverage” hours, and also

during my scheduled “non-coverage” hours based on the needs of the store, for example,
when an additional employee needed to work on the floor because the store was busy or when
a store employee missed a shift. I also regularly performed “coverage” duties when I worked
beyond my 40 scheduled hours performing unscheduled overtime.
25.

Starbucks used the terms of “coverage” and “non-coverage” to refer to the different

kinds of work performed by Store Managers, and these terms were commonly used by all
Starbucks employees I interacted with from my fellow Store Managers in my district, to
Baristas at my store and other stores, to my District Manager.
26.

I have reviewed the affidavits of Chris Teel, Thomas Pardo, Louisa Appleton and

Susan Ogilvie, filed alongside my affidavit and can confirm that their descriptions of
regularly and routinely working “coverage” hours are consistent with my own.
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Unpaid Overtime
27.

Although all other store employees ‘clocked-in’ and ‘clocked-out’ for all hours

worked, as the Store Manager, I was not permitted by Starbucks to do so. While I had
clocked-in and out when I was in training, once I became a Store Manager, I was not
permitted to clock-in or out at my store, in accordance with Starbucks’ practices and policies
for Store Managers. I do not recall the specific document where this policy was laid out, but I
recall that it was always very clearly communicated by Starbucks that Store Managers do not
punch in or out, and that my pay was based on my scheduled hours. Based on my discussions
with other Store Managers in my district, I am aware that they did not clock-in or out either.
28.

As a Store Manager, I regularly worked more than my scheduled 40 hours of work per

week. However, regardless of how many hours I worked, I was not permitted under Starbucks
scheduling program or policies to schedule myself for more than 40 hours per week.
29.

As noted above, I estimate that I regularly worked between 50 to 80 hours per week,

including weekends. The majority of the hours I worked was spent performing “coverage”
duties. I would estimate that of the total hours I worked in a week, at least 75% of those hours
was spent performing “coverage” duties. The overtime hours I worked were also usually spent
performing “coverage” duties. I worked additional hours because of the demands of the Store
Manager position, and because it was not possible for me to complete my necessary tasks
during the 40 scheduled hours of work. For example, I regularly worked through my 30minute unpaid lunch and regularly started working 30 minutes before my scheduled shift
started. I also worked additional hours covering shifts for Baristas and other store employees
when they called in sick, quit while still on the schedule, showed up late, or no-showed for
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their shifts. I recall that I frequently worked 12 to 18-hour shifts where I would work from
before the store opened until after it closed.
30.

While I worked overtime throughout the year, the amount of overtime hours varied

depending on what was going on at my store. I recall that my overtime hours were highest in
the Fall when many of my store employees were going back to school, and therefore either
quitting or reducing their hours. I also had more employees calling in sick in the Fall and
Winter which contributed to the need for me to work additional overtime to cover more shifts
during those months.
31.

In addition to the hours I worked in the store, I was also on-call when I was not on the

store’s schedule to be contacted by store employees for emergencies, or other issues, as
needed. I regularly answered work-related phone calls, text messages, and e-mails on my
personal cellphone at all hours of the day from store employees and my District Manager,
regardless of whether I was scheduled to be working on that day. I felt as though I was on-call
24/7 to deal with staffing or store emergencies. I received calls from store employees on every
day when I wasn’t scheduled to be working about customer complaints, being short-staffed, or
other store issues. When store employees called me, these issues often took a long time to
deal with. If a store employee had called in sick or didn’t show up and the store was shortstaffed, I had to make calls to the roster of store employees to find someone to cover the shift.
If I could not find someone to cover the shift and I determined that the store could not be
short-staffed for the remainder of the shift, I had to go in personally to cover the shift. In
addition to store employees, I also got calls from District Managers when I was off work,
including if employees at my store couldn’t reach me and called the District Manager instead.
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Constantly being on-call was exhausting and meant that I could never actually get time off or
away from dealing with the store.
32.

Based on discussions with other Store Managers in my district, including in meetings

with our District Manager, I know that my experiences of working overtime were not unique.
I understand that Store Managers were generally expected by the company to work beyond
their scheduled hours of work in order to avoid incurring overtime for hourly employees such
as Baristas and Shift Supervisors, to cover for hourly employees when they called in sick or
missed shifts, and to deal with other emergency issues or additional responsibilities which
arose on a seasonal basis, such as the holiday promotions and store decorations from October
to December. For example, Store Managers were expected to set up holiday promotions and
train store employees on new holiday drinks and food items. During weeks when I had to
prepare the holiday roll-out in October, I often worked 60 hours per week to ensure that my
store could meet all of Starbucks’ expectations for the holiday season which included store
decorations, training for staff, and preparations for new drinks and items.
Organizational Structure and Common Policies
33.

In my experience, Starbucks had a consistent organizational structure across the

locations where I worked, and as set out above, more broadly as well. There was common
oversight at all the individual store locations I worked at in Toronto through the District
Manager. The District Manager reported to a Regional Director, who in turn report up to the
Regional Vice-President for Eastern Canada and senior executives of the company. Through
this structure, sales data and reports from individual Store Managers or District Managers
flowed up to the Head Office, and corporate policies and directions flowed down.
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34.

Based on my training and directions I received throughout the course of my

employment from Starbucks, I am also aware that there are common human resources
documents which explain the duties and responsibilities for each Starbucks store employee’s
position (e.g. job descriptions, manuals, etc.). Due to the passage of time, I do not have copies
of these documents but I believe the Defendant would.
35.

During my employment, I received policies and procedures for store operations from

Starbucks. These policies were not specifically directed towards my store and on their face
applied generally to all stores regardless of store size or location. One example of Starbucks’
common policies is the Store Operations Manual is marked as Exhibit “E” to my affidavit.
This document was provided to me by Class Counsel. I am informed that Class Counsel
received the document from another class member. I can confirm that the Store Operations
Manual is generally consistent with the Manual I used and was familiar with when I was a
Store Manager although I cannot confirm that it is the exact version I used as there may have
been minor amendments or revisions at different points.
36.

I have also reviewed a copy of Starbucks’ October 2014 Store Management

Scheduling Principles (“Scheduling Principles”), also provided by another class member and I
can confirm that these reflect my knowledge and recollection of the Scheduling Principles
document I used and was familiar with when I was a Starbucks’ Store Manager. A copy of the
Scheduling Principles is marked as Exhibit “F” to my affidavit.
37.

The Scheduling Principles applied to Store Managers when preparing weekly

schedules for all the store employees, including when scheduling my own shifts as Store
Manager. Starbucks’ Scheduling Principles required that overtime for non-exempt store
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employees (such as Baristas and Shift Supervisors) should only be used in emergency
situations and required prior approval from District Managers who must in turn provide the
rationale for any authorized overtime to Regional Directors. With respect to Overtime, the
Scheduling Principles state:
Overtime – the Canadian standard is that overtime is only used in emergency
situations and needs to be approved by the district manager. Although we want to
create uplifting experiences for our customers, we also need to ensure financial
benefits for our shareholders.
•

Any overtime must have DM approval in advance. DMs need to submit
rationale to RDs.

•

Scheduling for statutory holidays should be reviewed to minimize the total
average wage for that day by:
o A salaried manager working the statutory holiday.
o Matching wage, against skill set and mix of partners needed to
accommodate the sales volume of a statutory holiday. For example if
your store is slow on a statutory holiday use this as an opportunity for
your newer partners to develop.

38.

For the reasons set out in the Scheduling Principles, I would not schedule non-exempt

employees for shifts which would place them over the Overtime Threshold, and instead
performed additional shifts myself where necessary. This often resulted in myself as the Store
Manager working hours beyond my scheduled hours of work, performing “coverage” tasks. In
my discussions with other Store Managers in my district, I understood that they were in a
similar position to me in that they would work additional “coverage” shifts themselves when
necessary in order to avoid scheduling non-overtime exempt employees for additional shifts.
39.

Store Managers are also required pursuant to the Scheduling Principles to work

“coverage” hours on the floor during busy and peak periods each week. Specifically, under
the Scheduling Principles, Store Managers are required to:
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40.

(a)

Work on the 3 busiest days at their store each week and work a minimum of 4
weekend days each month;

(b)

Work during peak hours on the busiest days;

(c)

Work for a minimum of 1 opening shift and 1 closing shift per month with
their remaining shifts covering a range of the other parts of the day while
ensuring that they are working coverage hours on the floor on the busiest days
and the busiest times of day;

(d)

Work opposite shifts to managers-in-training and shift supervisors.

Starbucks’ description of the role of District Managers in ensuring Store Managers

abide by the Scheduling Principles is also set out in the Scheduling Principles as follows:
District Manager Roles & Responsibilities
•

41.

Each district manager is accountable to ensure understanding and adherence to
the scheduling principles through consistent follow up and coaching. Unless
there is a reasonable business case, these principles are expected to be followed
in all stores…

My experience with my District Manager was consistent with the description in the

Scheduling Principles in that the District Manager expected me to abide by the Scheduling
Principles.
42.

I have also reviewed Starbucks’ Management Labour Expectations, a document

provided to me by Class Counsel which I understand was received from another class
member. A copy of Starbucks’ Management Labour Expectations is marked as Exhibit “G”
to my affidavit. While I cannot be certain that I received this exact version of the Starbucks’
Management Labour Expectations, I recall seeing a version of this document when I was
working as a Store Manager and its contents are similar and consistent with the Scheduling
Principles, as well as my experience at the company. The document sets out the requirements
and expectations of labour management with respect to scheduling and training. It states:
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Having a well-deployed, supervisory presence in every store at all times is very
important to developing our future leaders, delivering service that delights our
customers all of the time and growing our business.
Store management is accountable for ensuring compliance with these guidelines.
Unless there is a reasonable business case, the following guidelines are expected to be
followed in all stores.
Ask yourself: “If I owned this business when would I be working, with whom and
why?”
43.

With respect to the scheduling of Store Managers and Assistant Managers, the

Starbucks’ Management Labour Expectations states:
Store Managers and Assistant Managers
1.
Each manager (store and assistant) should expect to work a minimum of 4
weekend days each month. This may be greater if weekends are your busiest days and
adapting to seasonal needs.
The primary question is: “When should I be scheduled to maximize my
expertise to the business/partner/customer needs?”
…
3.
In a store with more than 1 manager, there must be 7 day a week management
coverage with the expectation that on days where both the store manager and assistant
manager are working that their shifts be opposite, although allowing for some strategic
crossover for desired communication and development. If the SM is scheduled off
then the ASM or top performing shift should be scheduled during the busiest day part.
The SM and the ASM should not be scheduled off on the same weekend. The SM
must also complete 1 on 1’s with each member of the shift and ASM team weekly.
The primary question is: “How do I schedule so that as many store hours as
possible have management coverage while allowing for the development and
communication within the management team?”
4.
Store managers and assistant managers need to work a minimum of 4 opens and
4 closes per month with the remaining shifts covering a range of other day parts. In a
store that does the highest volume on weekends the SM should be scheduled to work
the mid shift to allow for the best coverage during the busiest part of the day.
The primary question is: “How do I ensure I am working the busiest day
parts, while at the same time understanding the customer/traffic
opportunities at all times of the day and days of the week?”
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44.

With respect to Overtime, Starbucks’ Management Labour Expectations states:
Overtime
The Canadian standard is that overtime is only used in emergency situations and needs
to be approved by your district manager. Although we want to ensure we are creating
enthusiastically satisfied customers, we also want to do it in the most affordable
manner. Therefore:
Any overtime must have DM approval in advance. DM’s need to submit rationale to
RDs.
Scheduling for holiday overtime (STAT holidays) should be reviewed to minimize the
total average wage for that day by:
o When possible, a salaried manager, working the STAT day.
o Matching wage, against skill set and mix of partners needed to
accommodate the sales volume of a STAT holiday (i.e. if your store is slow on
a STAT holiday using this as an opportunity for your newer partners to
develop).

45.

As set out in both Starbucks’ Scheduling Principles and Management Labour

Expectations, I regularly worked “coverage” hours during the busiest days and shifts for my
store, and also worked overtime hours so as to ensure that I was not causing Shift Supervisors
or Baristas to work overtime.
My Resignation from Starbucks
46.

I resigned from my employment with Starbucks in October 2017 due to stress and

overwork which was negatively impacting my mental health. I felt burnt out as a result of the
years I spent working long hours and knew I needed to leave my position with Starbucks in
order to protect my health and wellbeing. A copy of my September 18, 2017 resignation is
marked as Exhibit “H” to my affidavit.
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My Willingness to be the Representative Plaintiff
47.

I believe I am a member of the class as set out above at paragraph 5. I believe there are

approximately 2000 members of the class. This is a rough estimate based on some
assumptions that I have made including that there are around 500 Starbucks stores in Ontario,
and that the manager for each store turns over approximately every 2 years. I believe that
Starbucks will be able to confirm the exact number of employees in the class.
48.

The proposed common issues are marked as Exhibit “I”.

49.

While I understand that this action may take some time, I am committed to seeing this

action to its end. I intend to protect the interests of the other class members and to move this
action to a resolution as soon as practicably possible.
50.

To that end, the following steps have taken place. I have retained the law firm of

Goldblatt Partners LLP (“GP”) to act on my behalf and on behalf of the class. GP has
experience and expertise in class actions, including other employment and hours of work/
overtime class actions.
51.

I am advised by Class Counsel that the major steps (apart from any appeals) in a class

action are as follows:
Phase One – Certification;
Phase Two – Trial of the common issues;
Phase Three – Determination of individual issues (if necessary)

25

- 17 -

52.

Class Counsel has advised me that within the three phases of this proceeding, the

following has or shall happen:
(a)

this class action was started by the issuance of the claim;

(b)

the Honourable Justice Belobaba has been appointed as the Class Action Case
Management Judge;

(c)

in Phase One of this proceeding, I am asking the Court to certify the action as a
class proceeding. I understand that I am seeking the Court’s approval to
appoint myself as representative plaintiff in order to prosecute this action on
behalf of the other class members;

(d)

the representative plaintiff and other witnesses swear affidavits setting out the
evidence in support of the certification motion. Starbucks may swear
responding affidavit material and reply affidavits may be filed by me or on my
behalf;

(e)

cross-examinations on the affidavits occur. I will be asked questions, under
oath, by counsel for Starbucks about this action and my request to be appointed
as a representative plaintiff. My lawyers will cross-examine Starbucks’s
witnesses on their affidavits and the other issues relevant to the certification
hearing;

(f)

the court will hear the certification motion at which time the lawyers will argue
whether the claim has met the requirements for certification under the Class
Proceedings Act, 1992;

(g)

if the action is certified, the court will have set the common issues to be
subsequently determined at what is called a common issues trial. I understand
that these “common issues” are issues in which each class member has an
interest or that would otherwise have to be resolved in relation to a claim by
each class member. All of the class members who do not opt-out will be bound
by the court’s determination of the common issues;

(h)

if the Court certifies the action as a class proceeding, it is my understanding
that notice of the certification order will be provided to the class and that the
notice must be approved by the court;

(i)

after certification, class members who do not wish to be members of the class
will be given the opportunity to “opt-out” of the action, that is, withdraw from
the class action within a fixed period of time as determined by the court. Any
class member who decides to opt-out will not be entitled to participate in any
settlement or any award of damages made at any trial in this action;
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53.

(j)

following certification, the parties will exchange affidavits of documents,
listing all documents relevant to this action that are within our possession,
power or control;

(k)

examinations for discovery on the common issues will be held, during which
lawyers for Starbucks will ask me questions about this action. My lawyers will
ask questions of Starbucks’ representative;

(l)

case management conferences will be held with the Case Management Judge
from time to time relating to various procedural and scheduling issues;

(m)

if the action is not settled, there will be a trial of the common issues;

(n)

at the trial of the common issues, the Court may decide liability and may
decide whether damages, or any other relief, can be awarded to the class in an
aggregate amount or otherwise in relation to the common issues;

(o)

this action may progress to Phase Three if the Court decides that individual
hearings or assessments are necessary to determine individual issues, which
may include individual awards of damages or other relief for the individual
class members;

(p)

if individual issues are left to be resolved following the trial of the common
issues, the class members will be given notice and the opportunity to
participate appropriately at this stage;

(q)

at any stage, the class action may be settled, but only with court approval;

(r)

GP’s fees will be deducted from any amount awarded to the class; and

(s)

GP’s fees must be approved by the Court.

I understand that there may be appeals or attempts to appeal launched by either side at

various stages of this action.
54.

To date, I have taken, among other things, the following steps to advance this action:
(a)

retained and instructed GP to launch this class proceeding;

(b)

provided information and instructions to GP;

(c)

reviewed and/or assisted in the preparation of the Statement of Claim;

(d)

spoken to class members who have contacted me directly since the claim was
issued;
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55.

(e)

been advised of the status of the action and my input and instructions have
been sought; and

(f)

provided this affidavit.

A general plan prepared by my lawyers for advancing the class action is marked as

Exhibit “J” to my affidavit.
56.

I believe that the only alternative to a class action in these circumstances would be for

each class member to launch their own individual proceeding. Launching thousands of
individual proceedings would be unrealistic, unnecessarily costly and complicated. If this
action is certified as a class action, all of the common issues will be determined at one time.
57.

Another benefit of the class action procedure is that all of the claims advanced on

behalf of the class could be determined. A class action can deal with all of the allegations in
the Statement of Claim at once.
58.

I am also aware that not all class members are willing to take on their employer

individually, whether through an employment standards complaint or an individual lawsuit. A
major benefit of a class action is that all of the claims of the class members will be addressed
without the need for individual employees to take the risk of bringing their own individual
proceedings against their employer.
59.

I believe that the Defendant’s size and financial resources give it several advantages

over individual litigants such as me in this kind of dispute. Based on my personal
relationships with colleagues over the years, I believe that most class members would not
have the financial resources, time, and/or access to lawyers with the experience and financial
resources able to act on this kind of litigation.
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60.

My lawyers have advised me that the estimated cost for a trial in this action could be

as much as $250,000 or more. My lawyers’ rough estimate includes the cost of:

61.

(a)

drafting the claim;

(b)

documentary production;

(c)

completion of examinations for discovery;

(d)

pre-trial motions;

(e)

a pre-trial;

(f)

potential mediation;

(g)

experts;

(h)

trial preparation;

(i)

a three week trial; and

(j)

any appeals.

Given the size of my individual claim, it would not be cost-effective for me to incur

the expense of a trial to resolve my individual claim. I believe that the other members of the
class would share the same impediment to bringing an individual claim. In addition, I do not
believe that I or any other class member could find a qualified lawyer willing to take on the
expense of an individual case on a contingency basis if the estimated level of each
individual’s damages is in the range of a few thousand dollars.
62.

Further, many class members may not be willing to get involved in individual

proceedings against these defendants, particularly if they intend to continue working in the
hospitality or retail fields. While I am not fearful of taking on Starbucks, I believe that other
employees, both current and former, would understandably worry that suing their employer
could taint their employment record and limit their job prospects.
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63.

I believe that I have no conflict of interest with the other members of the class.

Class Action Registrations
64.

I understand that Class Counsel, GP, maintains a website for this class action located

at <https://starbuckscanadaclassaction.com/> where putative class members are encouraged to
submit their contact information to Class Counsel, as well as details about their employment
history with the Defendant.
65.

I am advised that Class Counsel compiles information from class members into a

centralized registrant database, and regularly reviews the database. I am informed that as of
the swearing of this affidavit, the registrant database currently includes 51 unique registrants,
44 of which are from individuals who state they were Store Managers in Ontario during the
class period. The difference between total registrants and those who purport they were Store
Managers is that some registrants were not Store Managers, did not work in Ontario, or did
not include information about their job title.
66.

I am advised that the registrants purport to have worked at 49 unique Starbucks

locations. I have not included the names of the locations so as to protect the anonymity of the
registrants.
News Articles
67.

Attached as Exhibit “K” is a Toronto Star article entitled “Starbucks Canada store

managers fight for overtime pay with $50-million class action” dated August 12, 2020 written
by Sara Mojtehedzadeh.
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68.

Attached as Exhibit “L” is a copy of a Global News article entitled “Former

Starbucks Canada employee in Toronto sues for unpaid OT on behalf of store managers”,
dated August 12, 2020.
69.

Attached as Exhibit “M” is a copy of a Top Class Actions article entitled “Starbucks

Class Action Lawsuit Claims Systemic Misclassification of Store Managers” dated August
13, 2020 written by Anne Bucher.
70.

Attached as Exhibit “N” is a Food Service and Hospitality article entitled “Starbucks

Canada Facing $50-Million Class Action” dated August 12, 2020.
71.

Attached as Exhibit “O” is a Canadian HR Reporter article entitled “Starbucks could

face $50-million class action” dated August 12, 2020.
72.

Attached as Exhibit “P” is a CBC News article entitled “Former Starbucks manager

leads Canadian class action suit seeking compensation for unpaid overtime” dated August 12,
2020.
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73.

I swear this affidavit in support of a motion for certification of this action as a class

proceeding and for no other or improper purpose.

AFFIRMED BEFORE ME remotely by Trevor
Hopman, stated as being located in the City of
Toronto, Province of Ontario to the City of
Toronto, Province of Ontario, this 4 day of
February, 2021, in accordance with O. Reg.
431/20 Administering Oath or Declaration
Remotely.

A Commissioner for taking Affidavits (or as may be)

Geetha Philipupillai LS#: 74741S

Trevor Hopman
signed in Toronto, ON
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This is Exhibit “A” referred to in the Affidavit
of Trevor Hopman, affirmed this 4th day
of February, 2021, in accordance with O.
Reg 431/20,
Administering
Oath
or
Declaration Remotely.

______________________________________
A Commissioner for taking Affidavits etc. (or
as may be) (pursuant to O. Reg 431/20)
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This is Exhibit “B” referred to in the Affidavit
of Trevor Hopman, affirmed this 4th day
of February, 2021, in accordance with O.
Reg 431/20,
Administering
Oath
or
Declaration Remotely.

______________________________________
A Commissioner for taking Affidavits etc. (or
as may be) (pursuant to O. Reg 431/20)
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Our Heritage

Every day, we go to work hoping to do two things: share great coffee with our
friends and help make the world a little better. It was true when the rst
Starbucks opened in 1971, and it’s just as true today.
Back then, the company was a single store in Seattle’s historic Pike Place Market. From just a narrow
storefront, Starbucks offered some of the world’s nest fresh-roasted whole bean coffees. The name,
inspired by Moby Dick, evoked the romance of the high seas and the seafaring tradition of the early
coffee traders.
In 1981, Howard Schultz (Starbucks chairman, president and chief executive of cer) had rst walked
into a Starbucks store. From his rst cup of Sumatra, Howard was drawn into Starbucks and joined a
year later.
A year later, in 1983, Howard traveled to Italy and became captivated with Italian coffee bars and the
romance of the coffee experience. He had a vision to bring the Italian coffeehouse tradition back to the
United States. A place for conversation and a sense of community. A third place between work and
home. He left Starbucks for a short period of time to start his own Il Giornale coffeehouses and
returned in August 1987 to purchase Starbucks with the help of local investors.
From the beginning, Starbucks set out to be a different kind of company. One that not only celebrated
coffee and the rich tradition, but that also brought a feeling of connection.
https://www.starbucks.ca/about-us/our-heritage
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Our mission to inspire and nurture the human spirit – one person, one cup, and one neighborhood at a
time.
Today, with more than 15,000 stores in 50 countries, Starbucks is the premier roaster and retailer of
specialty coffee in the world. And with every cup, we strive we bring both our heritage and an
exceptional experience to life.

The Story of Starbucks Coffee Canada
The rst Starbucks to open in Canada was at the Seabus Skytrain Station in Vancouver on March 1,
1987. This humble store was Starbucks Coffee’s rst international location, and since then Canadians
have been embracing the Starbucks Experience in more than 2,000 company-operated and licensed
locations across Canada.
In 1996, Starbucks opened for business in Toronto, Ontario, with ve stores opening their doors on
the same day. Today, you can nd our stores from Victoria, British Columbia to Toronto, Ontario; from
Halifax, Nova Scotia to its most northerly coffeehouse in Whitehorse, Yukon.
To support the growing business, Starbucks invested in the region’s infrastructure by establishing a
regional support centre in Toronto and now there are of ces also located in Vancouver, Calgary, and
Montreal.

ABOUT STARBUCKS . Our Heritage

https://www.starbucks.ca/about-us/our-heritage
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This is Exhibit “C” referred to in the Affidavit
of Trevor Hopman, affirmed this 4th day
of February, 2021, in accordance with O.
Reg 431/20,
Administering
Oath
or
Declaration Remotely.

______________________________________
A Commissioner for taking Affidavits etc. (or
as may be) (pursuant to O. Reg 431/20)
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Starbucks Shanghai Container Store
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CAUTIONARY NOTE REGARDING FORWARD-LOOKING STATEMENTS
This Annual Report on Form 10-K includes “forward-looking” statements within the meaning of the Private Securities Litigation Reform Act of 1995. Forwardlooking statements can be identified by the fact that they do not relate strictly to historical or current facts. They often include words such as “believes,” “expects,”
“anticipates,” “estimates,” “intends,” “plans,” “seeks” or words of similar meaning, or future or conditional verbs, such as “will,” “should,” “could,” “may,”
“aims,” “intends,” or “projects.” A forward-looking statement is neither a prediction nor a guarantee of future events or circumstances, and those future events or
circumstances may not occur. You should not place undue reliance on forward-looking statements, which speak only as of the date of this Annual Report on Form
10-K. These forward-looking statements are all based on currently available operating, financial and competitive information and are subject to various risks and
uncertainties. Our actual future results and trends may differ materially depending on a variety of factors, including, but not limited to, the risks and uncertainties
discussed under “Risk Factors” and “Management’s Discussion and Analysis of Financial Condition and Results of Operations.” Given these risks and
uncertainties, you should not rely on forward-looking statements as a prediction of actual results. Any or all of the forward-looking statements contained in this
Annual Report on Form 10-K and any other public statement made by us, including by our management, may turn out to be incorrect. We are including this
cautionary note to make applicable and take advantage of the safe harbor provisions of the Private Securities Litigation Reform Act of 1995 for forward-looking
statements. We expressly disclaim any obligation to update or revise any forward-looking statements, whether as a result of new information, future events or
otherwise.
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PART I
Item 1. Business
General
Starbucks is the premier roaster, marketer and retailer of specialty coffee in the world, operating in 83 markets. Formed in 1985, Starbucks Corporation’s common
stock trades on the NASDAQ Global Select Market (“NASDAQ”) under the symbol “SBUX.” We purchase and roast high-quality coffees that we sell, along with
handcrafted coffee, tea and other beverages and a variety of high-quality food items through company-operated stores. We also sell a variety of coffee and tea
products and license our trademarks through other channels such as licensed stores, as well as grocery and foodservice through our Global Coffee Alliance with
Nestlé S. A. (“Nestlé”). In addition to our flagship Starbucks Coffee brand, we sell goods and services under the following brands: Teavana, Seattle’s Best Coffee,
Evolution Fresh, Ethos, Starbucks Reserve and Princi.
Our objective is to maintain Starbucks standing as one of the most recognized and respected brands in the world. To achieve this, we are continuing the disciplined
expansion of our global store base, adding stores in both existing, developed markets such as the U.S. and in newer, higher growth markets such as China, as well
as optimizing the mix of company-operated and licensed stores around the world. In addition, by leveraging the experience gained through our traditional store
model, we continue to offer consumers new coffee and other products in a variety of forms, across new categories, diverse channels and alternative store formats.
We also believe our Starbucks Global Social Impact strategy, commitments related to ethically sourcing high-quality coffee, contributing positively to the
communities we do business in and being an employer of choice are contributors to our objective.
In this Annual Report on Form 10-K (“10-K” or “Report”) for the fiscal year ended September 27, 2020 (“fiscal 2020”), Starbucks Corporation (together with its
subsidiaries) is referred to as “Starbucks,” the “Company,” “we,” “us” or “our.”
Segment Financial Information
We have three reportable operating segments: 1) Americas, which is inclusive of the U.S., Canada and Latin America; 2) International, which is inclusive of China,
Japan, Asia Pacific, Europe, Middle East and Africa; and 3) Channel Development. Non-reportable operating segments such as Evolution Fresh and unallocated
corporate expenses are reported within Corporate and Other. Revenues from our reportable operating segments as a percentage of total net revenues for fiscal 2020
were as follows: Americas (70%), International (22%) and Channel Development (8%).
Our Americas and International segments include both company-operated and licensed stores. Our Americas segment is our most mature business and has achieved
significant scale. Certain markets within our International operations are in various stages of development and may require more extensive support, relative to their
current levels of revenue and operating income, than our Americas operations.
Our Channel Development segment includes roasted whole bean and ground coffees, Seattle's Best Coffee®, Starbucks- and Teavana-branded single-serve
products, a variety of ready-to-drink beverages, such as Frappuccino®, Starbucks Doubleshot®, Starbucks Refreshers® beverages and TeavanaTM/MC iced tea, and
other branded products sold worldwide outside of our company-operated and licensed stores. A large portion of our Channel Development business operates under
a licensed model of the Global Coffee Alliance with Nestlé, while our global ready-to-drink businesses operate under collaborative relationships with PepsiCo,
Inc., Anheuser-Busch Companies, LLC, Tingyi-Ashi Beverages Holding Co., Ltd., Arla Foods amba and others.
Revenue Components
We generate the majority of our revenues through company-operated stores and licensed stores.
Company-operated and Licensed Store Summary as of September 27, 2020

Company-operated stores
Licensed stores
Total

Americas

10,109
8,245
18,354

As a% of
Total
Americas Stores

55 %
45 %
100 %

International

6,528
7,778
14,306

As a% of
Total
International Stores

46
54
100

%
%
%

Total

16,637
16,023
32,660

As a% of
Total
Stores

51 %
49 %
100 %

The mix of company-operated versus licensed stores in a given market will vary based on several factors, including our ability to access desirable local retail space,
the complexity, profitability and expected ultimate size of the market for Starbucks and our ability to leverage the support infrastructure within a geographic
region.
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Company-operated Stores
Revenue from company-operated stores accounted for 81% of total net revenues during fiscal 2020. Our retail objective is to be the leading retailer and brand of
coffee and tea in each of our target markets by selling the finest quality coffee, tea and related products, as well as complementary food offerings, and by providing
each customer with a unique Starbucks Experience. The Starbucks Experience is built upon superior customer service, convenience and a seamless digital
experience as well as safe, clean and well-maintained stores that reflect the personalities of the communities in which they operate, thereby building a high degree
of customer loyalty.
Our strategy for expanding our global retail business is to increase our category share in a disciplined manner, by selectively opening additional stores in new and
existing markets, as well as increasing sales in existing stores, to support our long-term strategic objective to maintain Starbucks standing as one of the most
recognized and respected brands in the world. Store growth in specific existing markets will vary due to many factors, including expected financial returns, the
maturity of the market, economic conditions, consumer behavior and local business practices.
Company-operated store data for the year-ended September 27, 2020:

Americas:
U.S.
Canada
Siren Retail
Total Americas
International:
China
Japan
U.K.
All Other
Siren Retail
Total International
Total company-operated

Stores Open
as of
Sep 29, 2019

Opened

Closed

Transfers

Stores Open
as of
Sep 27, 2020

Net

8,791
1,175
8
9,974

332
58
2
392

(182)
(74)
(1)
(257)

—
—
—
—

150
(16)
1
135

8,941
1,159
9
10,109

4,123
1,379
288
65
5
5,860
15,834

613
104
6
2
—
725
1,117

(32)
(19)
(2)
—
—
(53)
(310)

—
—
(4)
—
—
(4)
(4)

581
85
—
2
—
668
803

4,704
1,464
288
67
5
6,528
16,637

Starbucks® company-operated stores are typically located in high-traffic, high-visibility locations. Our ability to vary the size and format of our stores allows us to
locate them in or near a variety of settings, including downtown and suburban retail centers, office buildings, university campuses and rural and off-highway
locations. We are continuing the expansion of our stores, particularly drive-thru formats that provide a higher degree of access and convenience, and alternative
store formats, which are designed to provide a more streamlined customer experience in dense metropolitan areas.
Prior to the novel coronavirus outbreak, known as the global pandemic COVID-19, approximately 80% of Starbucks transactions in U.S. company-operated stores
were “on-the-go” occasions. This has prompted us to reexamine our U.S. store footprint and evolve our retail presence over time through targeted store
renovations, relocations and new stores. We have since introduced a new store format, Starbucks® Pickup, to enhance the “on-the-go” customer experience and
improve operating efficiency across Starbucks® stores in certain major metropolitan areas in the Americas. New store formats, such as Starbucks Pickup, are
suitable for customers who prefer to order ahead and pay through the Starbucks® Mobile App for pick-up. In our major international markets, we continue to invest
in technology and establish partnerships with third parties with relevant expertise to increase digital adoption to provide convenience and elevate the customer
experience. In China, the introduction of Starbucks NowTM stores enables a seamless integration of physical and digital customer touchpoints. Orders may be
placed in advance through the Starbucks Mobile App or Starbucks DeliversTM and can be conveniently picked up by customers and delivery riders in these express
retail format locations. These strategies align closely with rapidly evolving customer preferences, including higher levels of mobile ordering, more contactless
pick-up experiences and reduced in-store congestion, all of which naturally allow for greater physical distancing. We believe our continued efforts to transform our
store portfolio and elevate technology will enhance the customer experience and position Starbucks for long-term growth.
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Retail sales mix by product type for company-operated stores:
Fiscal Year Ended

Beverages
Food
Packaged and single-serve coffees and teas
Other(1)
Total
(1)

Sep 27,
2020

75 %
20 %
1%
4%
100 %

Sep 29,
2019

74 %
20 %
1%
5%
100 %

Sep 30,
2018

74 %
20 %
2%
4%
100 %

“Other” primarily consists of sales of serveware and ready-to-drink beverages, among other items.

Stored Value Cards and Loyalty Program
The Starbucks Card, our branded stored value card program, is designed to provide customers with a convenient payment method, support gifting and increase the
frequency of store visits by cardholders, in part through the related Starbucks® Rewards loyalty program where available, as discussed below. Stored value cards
are issued to customers when they initially load them with an account balance. They can be obtained in our company-operated and most licensed stores in North
America, China, Japan and many of our markets in our International segment. Stored value cards can also be obtained online, via the Starbucks® Mobile App and
through other U.S. and international retailers. Customers may access their card balances by utilizing their stored value card or the Starbucks® Mobile App in
participating stores. Using the Mobile Order and Pay functionality of the Starbucks® Mobile App, customers can also place orders in advance for pick-up at certain
participating locations in several markets. In nearly all markets, including the U.S. and Canada, customers who register their Starbucks Cards are automatically
enrolled in the Starbucks Rewards program. Registered members can receive various benefits depending on factors such as the number of reward points (“Stars”)
earned. Beginning in the fourth quarter of fiscal 2020, in addition to using their Starbucks Cards, Starbucks® Rewards members can earn Stars by paying with cash,
credit or debit cards, or selected mobile wallets at company-operated stores in the U.S. and Canada. Refer to Note 1, Summary of Significant Accounting Policies,
included in Item 8 of Part II of this 10-K, for further discussion of our stored value cards and loyalty program.
Licensed Stores
Revenues from our licensed stores accounted for 10% of total net revenues in fiscal 2020. Licensed stores generally have a lower gross margin and a higher
operating margin than company-operated stores. Under the licensed model, Starbucks receives a margin on branded products and supplies sold to the licensed store
operator along with a royalty on retail sales. Licensees are responsible for operating costs and capital investments which more than offset the lower revenues we
receive under the licensed store model.
In our licensed store operations, we leverage the expertise of our local partners and share our operating and store development experience. Licensees provide
improved, and at times the only, access to desirable retail space. Most licensees are prominent retailers with in-depth market knowledge and access. As part of
these arrangements, we sell coffee, tea, food and related products to licensees for resale to customers and receive royalties and license fees from the licensees. We
also sell certain equipment, such as coffee brewers and espresso machines, to our licensees for use in their operations. Employees working in licensed retail
locations are required to follow our detailed store operating procedures and attend training classes similar to those given to employees in company-operated stores.
In a limited number of international markets, we also use traditional franchising and include these stores in the results of operations from our other licensed stores.
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Licensed store data for the year-ended September 27, 2020:

Americas:
U.S.
Mexico
Latin America
Canada
Total Americas
International:
Korea
U.K.
Turkey
Taiwan
Indonesia
Philippines
Thailand
All Other
Total International
Total licensed

Stores Open
as of
Sep 29, 2019

Opened

Closed

Transfers

Stores Open
as of
Sep 27, 2020

Net

6,250
748
663
432
8,093

210
15
32
24
281

(73)
(11)
(33)
(12)
(129)

—
—
—
—

137
4
(1)
12
152

6,387
752
662
444
8,245

1,334
707
494
480
421
397
392
3,104
7,329
15,422

159
55
42
32
37
10
20
265
620
901

(25)
(29)
(6)
(11)
—
(11)
(7)
(86)
(175)
(304)

—
4
—
—
—
—
—
—
4
4

134
30
36
21
37
(1)
13
179
449
601

1,468
737
530
501
458
396
405
3,283
7,778
16,023

Other Revenues
Other revenues primarily are recorded in our Channel Development segment and include sales of packaged coffee, tea and ready-to-drink beverages to customers
outside of our company-operated and licensed stores, as well as royalties received from Nestlé under the Global Coffee Alliance and other collaborative
partnerships.
Product Supply
Starbucks is committed to selling the finest whole bean coffees and coffee beverages. To ensure compliance with our rigorous coffee standards, we control
substantially all coffee purchasing, roasting and packaging and the global distribution of coffee used in our operations. We purchase green coffee beans from
multiple coffee-producing regions around the world and custom roast them to our exacting standards for our many blends and single origin coffees.
The price of coffee is subject to significant volatility. Although most coffee trades in the commodity market, high-altitude arabica coffee of the quality sought by
Starbucks tends to trade on a negotiated basis at a premium above the “C” coffee commodity price. Both the premium and the commodity price depend upon the
supply and demand at the time of purchase. Supply and price can be affected by multiple factors in the producing countries, including weather, natural disasters,
crop disease, general increase in farm inputs and costs of production, inventory levels and political and economic conditions. Price is also impacted by trading
activities in the arabica coffee futures market, including hedge funds and commodity index funds. In addition, green coffee prices have been affected in the past,
and may be affected in the future, by the actions of certain organizations and associations that have historically attempted to influence prices of green coffee
through agreements establishing export quotas or by restricting coffee supplies.
We buy coffee using fixed-price and price-to-be-fixed purchase commitments, depending on market conditions, to secure an adequate supply of quality green
coffee. We also utilize forward contracts, futures contracts and collars to hedge "C" price exposure under our price-to-be-fixed green coffee contracts and our longterm forecasted coffee demand where underlying fixed price and price-to-be-fixed contracts are not yet available. Total purchase commitments, together with
existing inventory, are expected to provide an adequate supply of green coffee through fiscal 2022.
We depend upon our relationships with coffee producers, outside trading companies and exporters for our supply of green coffee. We believe, based on
relationships established with our suppliers, the risk of non-delivery on such purchase commitments is remote.
To help ensure the future supply of high-quality green coffee and to reinforce our leadership role in the coffee industry, Starbucks operates nine farmer support
centers, including our China Farmer Support Center located in the Yunnan Province of
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this high-growth market. All farmer support centers are staffed with agronomists and sustainability experts who work with coffee farming communities to promote
best practices in coffee production designed to improve both coffee quality and yields and agronomy support to address climate and other impacts.
In addition to coffee, we also purchase significant amounts of dairy products, particularly fluid milk, to support the needs of our company-operated stores. We
believe, based on relationships established with our dairy suppliers, that the risk of non-delivery of sufficient fluid milk to support our stores is remote.
Products other than whole bean coffees and coffee beverages sold in Starbucks® stores include tea and a number of ready-to-drink beverages that are purchased
from several specialty suppliers, usually under long-term supply contracts. Food products, such as pastries, breakfast sandwiches and lunch items, are purchased
from national, regional and local sources. We also purchase a broad range of paper and plastic products, such as cups and cutlery, from several companies to
support the needs of our retail stores as well as our manufacturing and distribution operations. We believe, based on relationships established with these suppliers
and manufacturers, that the risk of non-delivery of sufficient amounts of these items is remote.
Competition
Our primary competitors for coffee beverage sales are specialty coffee shops. We believe that our customers choose among specialty coffee retailers primarily on
the basis of product quality, service and convenience, as well as price. We continue to experience direct competition from large competitors in the quick-service
restaurant sector and the ready-to-drink coffee beverage market, in addition to both well-established and start-up companies in many international markets. We also
compete with restaurants and other specialty retailers for prime retail locations and qualified personnel to operate both new and existing stores.
Our coffee and tea products sold through our Channel Development segment compete directly against specialty coffees and teas sold through grocery stores,
warehouse clubs, specialty retailers, convenience stores and foodservice accounts and compete indirectly against all other coffees and teas on the market.
Trademarks, Copyrights, Patents and Domain Names
Starbucks owns and has applied to register numerous trademarks and service marks in the U.S. and in other countries throughout the world. Some of our
trademarks, including Starbucks, the Starbucks logo, Starbucks Reserve, Seattle’s Best Coffee, Teavana and Frappuccino are of material importance. The duration
of trademark registrations varies from country to country. However, trademarks are generally valid and may be renewed indefinitely as long as they are in use
and/or their registrations are properly maintained.
We own numerous copyrights for items such as product packaging, promotional materials, in-store graphics and training materials. We also hold patents on certain
products, systems and designs. In addition, Starbucks has registered and maintains numerous Internet domain names, including “Starbucks.com,” “Starbucks.net,”
“Starbucksreserve.com,” “Seattlesbest.com” and “Teavana.com.”
Seasonality and Quarterly Results
Our business is subject to moderate seasonal fluctuations, of which our fiscal second quarter typically experiences lower revenues and operating income. However,
the COVID-19 outbreak may have an impact on consumer behaviors and customer traffic that may result in temporary changes in the seasonal fluctuations of our
business. Additionally, as Starbucks Cards are issued to and loaded by customers during the holiday season, we tend to have higher cash flows from operations
during the first quarter of the fiscal year. However, since revenues from Starbucks Cards are recognized upon redemption and not when cash is loaded onto the
Card, the impact of seasonal fluctuations on the consolidated statements of earnings is much less pronounced. As a result of moderate seasonal fluctuations, results
for any quarter are not necessarily indicative of the results that may be achieved for the full fiscal year.
Government Regulation
As a company with global operations, we are subject to the laws of the United States and multiple foreign jurisdictions in which we operate and the rules and
regulations of various governing bodies, which may differ among jurisdictions. Compliance with these laws, rules and regulation has not had, and is not expected
to have, a material effect on our capital expenditures, results of operations and competitive position as compared to prior periods.
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Human Capital Management
As a company, Starbucks mission is not only to deliver outstanding financial results by offering exceptional and unique products and services, but to also create a
strong connection with the communities where we operate. We believe the strength of our workforce is one of the significant contributors to our success as a global
brand that leads with purpose. This is largely attributed to our partners (employees) who strive every day to create a welcoming and inclusive environment for our
customers. Therefore, one of our core strategies is to invest in and support our partners to differentiate our brand, products and services in the competitive specialty
coffee market, including the following areas of focus:
Oversight and Management
We recognize the diversity of customers, partners and communities, and believe in creating an inclusive and equitable environment that represents a broad
spectrum of backgrounds and cultures. Working under these principles, our Partner Resources Organization is tasked with managing employment-related matters,
including recruiting and hiring, onboarding and training, compensation planning, performance management and professional development. Our Board of Directors
and Board committees provide oversight on certain human capital matters, including our Inclusion and Diversity programs and initiatives. As noted in its charter,
our Compensation and Management Development Committee is responsible for periodically reviewing Starbucks partner resource programs and initiatives,
including healthcare and other benefits, as well as our management development and succession planning practices and strategies. Our Audit and Compliance
Committee works closely with the Risk Management Committee, led by Starbucks cfo and general counsel, to monitor current and emerging labor and human
capital management risks and to mitigate exposure to those risks. Furthermore, our Nominating and Corporate Governance Committee annually evaluates the
effectiveness of our social responsibility policies, goals and programs, which also include partner-related issues. These reports and recommendations to the Board
and its committees are part of the broader framework that guides how Starbucks should attract, retain and develop a workforce that aligns with our values and
strategies.
We regularly conduct anonymous surveys to seek feedback from our retail and non-retail partners on a variety of topics, including but not limited to, confidence in
company leadership, competitiveness of our compensation and benefits package, career growth opportunities and improvements on how we could make our
company an employer of choice. The results are shared with our partners and reviewed by senior leadership, who analyze areas of progress or deterioration and
prioritize actions and activities in response to this feedback to drive meaningful improvements in partner engagement. Our management and cross-functional teams
also work closely to evaluate human capital management issues such as partner retention, workplace safety, harassment and bullying, as well as to implement
measures to mitigate these risks.
Total Rewards
We have demonstrated a history of investing in our workforce by offering competitive salaries and wages. To foster a stronger sense of ownership and align the
interests of partners with shareholders, restricted stock units are provided to eligible non-executive partners under our broad-based stock incentive programs.
Furthermore, we offer comprehensive, locally relevant and innovative benefits to all eligible partners. In the U.S, our largest and most mature market, these
include, among other benefits:
• Comprehensive health insurance coverage is offered to partners working an average of 20 hours or more each week.
• 100% tuition coverage is provided to partners who earn a bachelor's degree online at Arizona State University through the Starbucks College
Achievement Program.
• Parental leaves are provided to all new parents for birth, adoption or foster placement.
• A Partner and Family Sick Time program is provided and allows partners to accrue paid sick time based on hours worked and use that time for themselves
or family members in need of care.
• Care@Work benefit provides partners with subsidized child, adult or senior care planning services. This benefit includes up to 20 days of subsidized
backup care services through the end of fiscal 2021, in light of the COVID-19 pandemic.
• We view mental health as a fundamental part of our humanity and implemented a comprehensive suite of related programs and benefits in fiscal 2020.
These include Headspace, an online application that enables guided mediation, Lyra, which provides mental health coaching, and Starbucks Mental
Health Fundamental Training, created in partnership with National Council for Behavioral Health, which offers ongoing training to help partners
recognize and respond to signs of mental health and substance use issues.
Outside of the U.S., we have provided other innovative benefits to help address market-specific needs, such as providing interest-free loans to our U.K. partners to
help cover rental deposits, mental health services in Canada, and in China, a monthly housing subsidy for full-time Starbucks baristas and shift supervisors, as well
as comprehensive health insurance coverage for parents of partners.
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Role-based Support
To help our partners succeed in their roles, we emphasize continuous training and development opportunities. These include, but are not limited to, safety and
security protocols, updates on new products and service offerings and deployment of technologies. Training provided through our Pour Over sessions include a
wide variety of topics such as achievable goal setting, giving and receiving constructive feedback and effective engagement with customers and communities. To
help further promote an inclusive culture and to better serve our customers, we encourage U.S.-based partners to enroll in the To Be Welcoming courses we created
in partnership with Arizona State University to address different forms of bias and discrimination.
Pay Equity
To be an employer of choice and maintain the strength of our workforce, we consistently assess the current business environment and labor market to refine our
compensation and benefits programs and other resources available to our partners.
We previously achieved and currently maintain 100 percent pay equity in the U.S. for women and men and people of all races for partners performing similar
work. We have also achieved gender pay equity in China and Canada, two of our largest markets outside of the U.S., and we made a commitment to achieve
gender pay equity in all company-operated markets.
As of September 27, 2020, Starbucks employed approximately 349,000 people worldwide. In the U.S., Starbucks employed approximately 228,000 people, with
approximately 220,000 in company-operated stores and the remainder in corporate support, store development, roasting, manufacturing, warehousing and
distribution operations. Approximately 121,000 employees were employed outside of the U.S., with approximately 118,000 in company-operated stores and the
remainder in regional support operations. The number of Starbucks partners represented by unions is not significant. We believe our efforts in managing our
workforce have been effective, evidenced by a strong Starbucks culture and a good relationship between the company and our partners.
Information about our Executive Officers
Name

Kevin R. Johnson
Rosalind G. Brewer
John Culver
Rachel A. Gonzalez
Patrick J. Grismer
Angela Lis

Age

60
58
60
51
58
53

Position

president and chief executive officer
group president, Americas and chief operating officer
group president, International, Channel Development and Global Coffee & Tea
executive vice president, general counsel and secretary
executive vice president, chief financial officer
executive vice president, chief partner officer

Kevin R. Johnson has served as president and chief executive officer since April 2017, and has been a Starbucks director since March 2009. Mr. Johnson served as
president and chief operating officer from March 2015 to April 2017. Mr. Johnson served as Chief Executive Officer of Juniper Networks, Inc., a leading provider
of high-performance networking products and services, from September 2008 to December 2013. He also served on the Board of Directors of Juniper Networks
from September 2008 through February 2014. Prior to joining Juniper Networks, Mr. Johnson served as President, Platforms and Services Division for Microsoft
Corporation, a worldwide provider of software, services and solutions. Mr. Johnson was a member of Microsoft’s Senior Leadership Team and held several senior
executive positions over the course of his 16 years at Microsoft. Prior to joining Microsoft in 1992, Mr. Johnson worked in International Business Machine Corp.’s
systems integration and consulting business.
Rosalind G. Brewer has served as group president, Americas and chief operating officer since October 2017, and has been a director of Starbucks since March
2017. Ms. Brewer served as President and Chief Executive Officer of Sam's Club, a membership-only retail warehouse club and a division of Walmart Inc., a
multinational retail corporation, from February 2012 to February 2017. Previously, Ms. Brewer was Executive Vice President and President of Walmart's East
Business Unit from February 2011 to January 2012; Executive Vice President and President of Walmart South from February 2010 to February 2011; Senior Vice
President and Division President of the Southeast Operating Division from March 2007 to January 2010; and Regional General Manager, Georgia Operations, from
2006 to February 2007. Prior to joining Walmart, Ms. Brewer was President of Global Nonwovens Division for Kimberly-Clark Corporation, a global health and
hygiene products company, from 2004 to 2006 and held various management positions at Kimberly-Clark Corporation from 1984 to 2006. She currently serves as
the Chair of the Board of Trustees for Spelman College and as a director on the Board of Directors of Amazon.com, Inc. She formerly served on the Board of
Directors for Lockheed Martin Corporation and Molson Coors Brewing Company.
John Culver joined Starbucks in August 2002 and has served as group president, International, Channel Development and Global Coffee & Tea, since July 2018.
From October 2017 to July 2018, Mr. Culver served as group president, International and Channels. From September 2016 to October 2017, he served as group
president, Starbucks Global Retail. From May 2013
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to September 2016, he served as group president, China, Asia Pacific, Channel Development and Emerging Brands. Mr. Culver served as president, Starbucks
Coffee China and Asia Pacific from October 2011 to May 2013. From December 2009 to October 2011, he served as president, Starbucks Coffee International. Mr.
Culver served as executive vice president; president, Global Consumer Products, Foodservice and Seattle’s Best Coffee from February 2009 to September 2009,
and then as president, Global Consumer Products and Foodservice from October 2009 to November 2009. He previously served as senior vice president; president,
Starbucks Coffee Asia Pacific from January 2007 to February 2009, and vice president; general manager, Foodservice from August 2002 to January 2007. Mr.
Culver serves on the Board of Directors of Kimberly-Clark Corporation.
Rachel A. Gonzalez joined Starbucks and has served as executive vice president, general counsel and secretary since joining Starbucks in April 2018. Prior to
joining Starbucks, Ms. Gonzalez served as executive vice president and chief administrative officer of Sabre Corporation, a technology provider to the travel
industry, from May 2017 to April 2018 and as Sabre’s executive vice president and general counsel from September 2014 to May 2017. From March 2013 to
September 2014, Ms. Gonzalez served as executive vice president, general counsel and corporate secretary of Dean Foods Company, a food and beverage
company, and as its executive vice president, general counsel designate from November 2012 to March 2013. She served as chief counsel, corporate and securities
of Dean Foods from 2008 to November 2012. From 2006 to 2008, Ms. Gonzalez served as senior vice president and group counsel for Affiliated Computer
Services, Inc., an information technology service provider. Prior to that, Ms. Gonzalez was a partner with the law firm of Morgan, Lewis & Bockius LLP, where
she focused on corporate finance, mergers and acquisitions, SEC compliance and corporate governance. Ms. Gonzalez serves on the Board of Directors of Dana
Incorporated.
Patrick J. Grismer joined Starbucks in November 2018 as executive vice president, chief financial officer. From March 2016 to November 2018, Mr. Grismer
served as Executive Vice President, Chief Financial Officer of Hyatt Hotels Corporation, a global hospitality company. From May 2012 to February 2016, Mr.
Grismer served as Chief Financial Officer at Yum! Brands, Inc., a global restaurant company. He previously held a number of roles at Yum!, including Chief
Planning and Control Officer and Chief Financial Officer for Yum! Restaurants International. Prior to that, Mr. Grismer served in various roles at The Walt Disney
Company including Vice President, Business Planning and Development for The Disneyland Resort and Chief Financial Officer for the Disney Vacation Club. Mr.
Grismer began his career with Price Waterhouse.
Angela Lis joined Starbucks in 1992 as a part-time barista and has served as executive vice president, chief partner officer since November 2, 2020. From
September 2016 to October 2020, Ms. Lis served as senior vice president, global business partners. In this role she was responsible for talent and partner strategies
that drive our global retail operations business. Prior to this role, she served as a vice president of partner resources for corporate business functions and global
supply chain. During her tenure at Starbucks, Ms. Lis has led partner resources business partners across the globe. She has supported both retail and all non-retail
business units and was instrumental in the startup of our Channel Development business.
Global Social Impact
We are committed to being a deeply responsible company in the communities where we do business. Our focus is on ethically sourcing high-quality coffee and tea,
reducing our environmental impacts and contributing positively to communities around the world. Starbucks Global Social Impact strategy and commitments are
integral to our overall business strategy. As a result, we believe we deliver benefits to our stakeholders, including employees, business partners, customers,
suppliers, shareholders, community members and others. For an overview of Starbucks Global Social Impact strategy and commitments, please visit
www.starbucks.com/responsibility.
Available Information
Starbucks 10-K reports, along with all other reports and amendments filed with or furnished to the Securities and Exchange Commission (“SEC”), are publicly
available free of charge on the Investor Relations section of our website at investor.starbucks.com or at www.sec.gov as soon as reasonably practicable after these
materials are filed with or furnished to the SEC. Our corporate governance policies, code of ethics and Board committee charters and policies are also posted on the
Investor Relations section of Starbucks website. The information on our website is not part of this or any other report Starbucks files with, or furnishes to, the SEC.
Item 1A. Risk Factors
You should carefully consider the risks described below in addition to the other information set forth in this Annual Report on Form 10-K, including the
Management’s Discussion and Analysis of Financial Conditions and Results of Operations section and the consolidated financial statements and related notes. If
any of the risks and uncertainties described in the cautionary factors described below actually occur or continue to occur, our business, financial condition and
results of operations and the trading price of our common stock could be materially and adversely affected. Moreover, the risks below are not the only risks we
face and additional risks not currently known to us or that we presently deem immaterial may emerge or become material at
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any time and may negatively impact our business, reputation, financial condition, results of operations or the trading price of our common stock.
Risks Related to Macroeconomic Conditions
• Our financial condition and results of operations have been and are expected to continue to be adversely affected by the COVID-19 pandemic.
In December 2019, a novel strain of coronavirus, known as COVID-19, was first reported and was subsequently declared a pandemic by the World Health
Organization in March 2020. To date, this outbreak has surfaced in nearly all regions around the world, and as the pandemic continues to spread, particularly in the
United States, businesses as well as federal, state and local governments have implemented significant actions to attempt to mitigate this public health crisis. Our
operations have been and will continue to be disrupted to varying degrees in many markets (from limited operations including only drive-thru and delivery to full
store closures in some markets). While we cannot predict the duration or scope of the COVID-19 pandemic, it has negatively impacted our business and such
impact has been and is expected to continue to be material to our financial results, condition and outlook.
The further spread of COVID-19, and the requirements to take action to mitigate the spread of the pandemic, will impact our ability to carry out our business as
usual and may materially adversely impact our business, results of operations, cash flows and financial condition. Even in regions where we have reopened stores,
our stores may be subject to modified hours and operations and/or reduced customer traffic. Moreover, certain of those regions, including parts of China and the
United States, have suffered a COVID-19 relapse after reopening. If those regions fail to fully contain COVID-19, or if additional regions suffer multiple COVID19 relapses, any of those markets may not recover quickly or at all, which could have a material adverse effect on our business and results of operations. As a
result, we may incur additional impairment charges to our inventory, store and corporate assets— and our ability to realize the benefits from deferred tax assets
may become limited— any of which may have a significant or material impact on our financial results. On March 27, 2020, the U.S. government enacted the
Coronavirus Aid, Relief and Economic Security Act (“CARES Act”), which among other things, provides employer payroll tax credits for wages paid to
employees who are unable to work during the COVID-19 outbreak and options to defer payroll tax payments for a limited period. Based on our evaluation of the
CARES Act, we qualify for certain employer payroll tax credits as well as the deferral of payroll tax payments in the future. Additionally, the Canadian
government enacted the Canada Emergency Wage Subsidy (“CEWS”) to help employers offset a portion of their employee wages for a limited period. We elected
to treat qualified government subsidies from the U.S., Canada and other governments as offsets to the related operating expenses. There is no guarantee that we
will continue to meet the eligibility requirements to participate in any current or future government relief programs or that the benefits will meaningfully offset the
lost revenues and incremental costs incurred. Increased volatility or significant disruption of global financial markets due in part to the COVID-19 pandemic could
have a negative impact on our ability to access capital markets and other funding sources, on acceptable terms or at all and impede our ability to comply with debt
covenants.
The extent to which COVID-19 impacts our business, results of operations, cash flows and financial condition will depend on future developments, which are
highly uncertain and cannot be predicted, including new information which may emerge concerning the severity of COVID-19 and the efficacy, scope and duration
of actions to limit the spread of COVID-19 or treat its impact, among others. While such actions have been relaxed or rolled back in certain markets, the actions
have been reinstated in certain regions that have suffered relapse, and may be reinstated in additional regions as the pandemic continues to evolve. The scope and
timing of any such reinstatements are difficult to predict and may materially affect our future operations.
• Our financial condition and results of operations are subject to, and may be adversely affected by, a number of other factors, many of which are also largely
outside our control.
In addition to the COVID-19 pandemic, our operating results have been in the past and will continue to be subject to a number of other factors, many of which are
largely outside our control. Any one or more of the factors listed below or described elsewhere in this risk factors section could have a material adverse impact our
business, financial condition and/or results of operations:
• increases in real estate costs in certain domestic and international markets;
• adverse outcomes of litigation;
• severe weather or other natural or man-made disasters affecting a large market or several closely located markets that may temporarily but significantly
affect our retail business in such markets; and
• especially in our large markets, labor discord or disruption, geopolitical events (including escalating U.S.-China tensions), war, terrorism (including
incidents targeting us), political instability, acts of public violence, boycotts, increasing anti-American sentiment in certain markets, hostilities and social
unrest and other health pandemics that lead to avoidance of public places or restrictions on public gatherings such as in our stores.
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• Economic conditions in the U.S. and international markets could adversely affect our business and financial results.
As a retailer that is dependent upon consumer discretionary spending, our results of operations are sensitive to changes in or uncertainty about macro-economic
conditions. Our customers may have or in the future have less money for discretionary purchases and may stop or reduce their purchases of our products or switch
to Starbucks or competitors' lower-priced products as a result of various factors, including job losses, inflation, higher taxes, reduced access to credit, changes in
federal economic policy and recent international trade disputes. Due to the COVID-19 pandemic, we may experience a reduction and/or increased volatility in
demand for our products, which may be caused by, among other things: store closures or modified operating hours and business model, reduced customer traffic
due to illness, quarantine or government or self-imposed restrictions placed on our stores' operations and changes in consumer spending behaviors (e.g. continued
practice of social distancing, decrease in consumer confidence in general macroeconomic conditions and a decrease in consumer discretionary spending).
Decreases in customer traffic and/or average value per transaction without a corresponding decrease in costs would put downward pressure on margins and would
negatively impact our financial results. There is also a risk that if negative economic conditions or uncertainty, as a result of the COVID-19 pandemic or otherwise,
persist for a long period of time or worsen, consumers may make long-lasting changes to their discretionary purchasing behavior, including less frequent
discretionary purchases on a more permanent basis or there may be a general downturn in the restaurant industry.
• Failure to meet market expectations for our financial performance and fluctuations in the stock market as a whole will likely adversely affect the market
price and volatility of our stock.
Failure to meet market expectations going forward, particularly with respect to net revenues, operating margins, earnings per share, comparable store sales growth,
operating cash flows and shareholder returns, will likely result in a decline and/or increased volatility in the market price of our stock. In addition, price and
volume fluctuations in the stock market as a whole may affect the market price of our stock in ways that may be unrelated to our financial performance.
Risks Related to Brand Relevance and Brand Execution
• Our success depends substantially on the value of our brands and failure to preserve their value could have a negative impact on our financial results.
We believe we have built an excellent reputation globally for the quality of our products, for delivery of a consistently positive consumer experience and for our
global social impact programs. The Starbucks brand is recognized throughout the world, and we have received high ratings in global brand value studies. To be
successful in the future, particularly outside of the U.S. where the Starbucks brand and our other brands are less well-known, we believe we must preserve, grow
and leverage the value of our brands across all sales channels. Brand value is based in part on consumer perceptions on a variety of subjective qualities.
Business incidents, whether isolated or recurring and whether originating from us or our business partners, that erode consumer trust can significantly reduce brand
value, potentially trigger boycotts of our stores or result in civil or criminal liability and can have a negative impact on our financial results. Such incidents include
actual or perceived breaches of privacy or violations of domestic or international privacy laws, contaminated food, product recalls, store employees or other food
handlers infected with communicable diseases, such as COVID-19, or other potential incidents discussed in this risk factors section. The impact of such incidents
may be exacerbated if they receive considerable publicity, including rapidly through social or digital media (including for malicious reasons) or result in litigation.
Consumer demand for our products and our brand equity could diminish significantly if we, our employees, licensees or other business partners fail to preserve the
quality of our products, act or are perceived to act in an unethical, illegal, racially-biased, unequal or socially irresponsible manner, including with respect to the
sourcing, content or sale of our products, service and treatment of customers at Starbucks stores, or the use of customer data for general or direct marketing or other
purposes. Additionally, if we fail to comply with laws and regulations, publicly take controversial positions or actions or fail to deliver a consistently positive
consumer experience in each of our markets, including by failing to invest in the right balance of wages and benefits to attract and retain employees that represent
the brand well or foster an inclusive and diverse environment, our brand value may be diminished.
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• If our business partners and third-party providers do not satisfactorily fulfill their responsibilities and commitments, it could damage our brand and our
financial results could suffer.
Our global business strategy, including our plans for new stores, branded products and other initiatives, relies significantly on a variety of business partners,
including licensee and joint venture relationships, third-party manufacturers, distributors and retailers, particularly for our entire global Channel Development
business. Licensees, retailers and foodservice operators are often authorized to use our logos and provide branded food, beverage and other products directly to
customers. We believe our customers expect the same quality of service regardless of whether they visit a licensed or company-operated store, so we provide
training and support to, and monitor the operations of, certain of these licensees and other business partners. However, the product quality and service they deliver
may still be diminished by any number of factors beyond our control. We do not have direct control over our business partners, including in their adherence to
additional sanitation protocols and guidelines as a result of the COVID-19 pandemic, and may not have visibility into their practices.
We also source our food, beverage and other products from a wide variety of domestic and international business partners and in certain cases such products are
produced or sourced by our licensees directly. And although foodservice operators are authorized to use our logos and provide branded products as part of their
foodservice business, we do not monitor the quality of non-Starbucks products served in those locations. Additionally, inconsistent uses of our brand and other of
our intellectual property assets, as well as failure to protect our intellectual property, can erode consumer trust and our brand value and have a material negative
impact on our financial results.
• Incidents involving food or beverage-borne illnesses, tampering, adulteration, contamination or mislabeling, whether or not accurate, as well as adverse
public or medical opinions about the health effects of consuming our products, could harm our business.
Instances or reports, whether true or not, of unclean water supply or food-safety issues, such as food or beverage-borne illnesses, tampering, adulteration,
contamination or mislabeling, either during growing, manufacturing, packaging, storing or preparation, have in the past severely injured the reputations of
companies in the food and beverage processing, grocery and quick-service restaurant sectors. Any report linking us to such instances could severely hurt our sales
and could possibly lead to product liability claims, litigation (including class actions) and/or temporary store closures. Clean water is critical to the preparation of
coffee, tea and other beverages, as well as ice for our cold beverages, and our ability to ensure a clean water and ice supply to our stores can be limited, particularly
in some international locations. We are also continuing to incorporate more products in our food and beverage lineup that require freezing or refrigeration, which
increases the risk of food safety related incidents if correct temperatures are not maintained due to mechanical malfunction or human error.
We also face risk by relying on third-party food suppliers to provide and transport ingredients and finished products to our stores. We monitor the operations of
certain of these business partners, but the product quality and service they deliver may be diminished by any number of factors beyond our control and it may be
difficult to detect contamination or other defect in these products. Furthermore, due to the COVID-19 pandemic, there are stricter health regulations and guidelines
and increased public concern over food safety standards and controls. Potential food safety incidents, whether at our stores or involving our business partners,
could lead to wide public exposure, which could materially harm our business.
Additionally, we are evolving our product lineup to include more local or smaller suppliers for some of our products who may not have as rigorous quality and
safety systems and protocols as larger or more national suppliers, especially in light of the heightened safety protocols as a result of the COVID-19 pandemic. In
addition, instances of food or beverage-safety issues, even those involving solely the restaurants or stores of competitors or of suppliers or distributors (regardless
of whether we use or have used those suppliers or distributors), could, by resulting in negative publicity about us or the foodservice industry in general, adversely
affect our sales on a regional or global basis. A decrease in customer traffic as a result of food-safety concerns or negative publicity, or as a result of a temporary
closure of any of our stores, product recalls, viral-contaminated food or beverage claims or other food or beverage-safety claims or litigation, could materially
harm our business and results of operations.
• We may not be successful in implementing important strategic initiatives or effectively managing growth, which may have an adverse impact on our business
and financial results.
There is no assurance that we will be able to implement important strategic initiatives in accordance with our expectations or that they will generate expected
returns, which may result in an adverse impact on our business and financial results. These strategic initiatives are designed to create growth, improve our results of
operations and drive long-term shareholder value, and include:
• being an employer of choice and investing in employees to deliver a superior customer experience;
• building our leadership position around coffee;
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• driving convenience, brand engagement and digital relationships through our mobile, loyalty, delivery and digital capabilities both domestically and
internationally;
• simplifying store administrative tasks to allow store partners to better engage with customers;
• increasing the scale of the Starbucks store footprint with disciplined global expansion and introducing flexible and unique store formats, including the
accelerated development of alternative store formats (such as Starbucks® Pickup stores, Starbucks Now stores and curbside pickup) in light of the
COVID-19 pandemic;
• adjusting rapidly to changing customer preferences and behaviors in light of the COVID-19 pandemic;
• moving to a more licensed store model in some markets and a more company-owned model in other markets;
• creating new occasions in stores across all dayparts with new product offerings, including our growing lunch food and beverage product lineup;
• continuing the global growth of our Channel Development business through our supply, distribution and licensing agreements with Nestlé and other
Channel Development business partners;
• delivering continued growth in our cold beverage business, including our tea business through the Teavana brand in our Starbucks® retail stores and other
channels and internationally; and
• reducing our operating costs, particularly general and administrative expenses.
In addition to other factors listed in this risk factors section, factors that may adversely affect the successful implementation of these initiatives, which could have a
material adverse impact on our business and financial results, include the following:
• imposition of additional taxes by jurisdictions, such as on certain types of beverages or based on number of employees;
• construction cost increases associated with new store openings and remodeling of existing stores; delays in store openings for reasons beyond our control
or a lack of desirable real estate locations available for lease at reasonable rates, either of which could keep us from meeting annual store opening targets
in the U.S. and internationally;
• governmental regulations or other health guidelines concerning operations of stores due to the COVID-19 pandemic;
• not successfully scaling our supply chain infrastructure as our product offerings increase and as we continue to expand, including our emphasis on a broad
range of high-quality food offerings; and
• the deterioration in our credit ratings, which could limit the availability of additional financing and increase the cost of obtaining financing to fund our
initiatives.
Effectively managing growth can be challenging, particularly as we expand into new markets internationally where we must balance the need for flexibility and a
degree of autonomy for local management against the need for consistency with our goals, philosophy and standards. If we are not successful in implementing our
strategic initiatives, such as large acquisitions and integrations, we may be required to evaluate whether certain assets, including goodwill and other intangibles,
have become impaired. In the event we record an impairment charge, it could have a material impact on our financial results.
• Evolving consumer preferences and tastes may adversely affect our business.
Our continued success depends on our ability to retain and convert customers. Our financial results could be adversely affected by a shift in consumer spending
away from outside-the-home food and beverages (such as the disruption caused by online commerce that results in reduced foot traffic to “brick & mortar” retail
stores); lack of customer acceptance of new products (including due to price increases necessary to cover the costs of new products or higher input costs), brands
(such as the global expansion of the Starbucks brand) and platforms (such as features of our mobile technology, changes in our loyalty rewards programs and our
delivery services initiatives); or customers reducing their demand for our current offerings as new products are introduced. In addition, some of our products
contain caffeine, dairy products, sugar and other compounds and allergens, the health effects of which are the subject of public and regulatory scrutiny, including
the suggestion of linkages to a variety of adverse health effects. Particularly in the U.S., there is increasing consumer awareness of health risks, including obesity,
as well as increased consumer litigation based on alleged adverse health impacts of consumption of various food and beverage products. While we have a variety
of beverage and food items, including items that are coffee-free and have reduced calories, an unfavorable report on the health effects of caffeine or other
compounds present in our products, whether accurate or not, imposition of additional taxes on certain types of food and beverage components, or negative publicity
or litigation arising from certain health risks could significantly reduce the demand for our beverages and food products and could materially harm our business
and results of operations. Furthermore, our financial results have been and could continue to be adversely affected by the impact of the COVID-19 pandemic,
which has resulted in a disruption of customer routines, changes to employer “work-
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from-home” policies, reduced business and recreational travel and changes in consumer behavior and the ability or willingness to spend discretionary income on
our products.
Risks Related to Cybersecurity and Data Privacy
• The unauthorized access, use, theft or destruction of customer or employee personal, financial or other data or of Starbucks proprietary or confidential
information that is stored in our information systems or by third parties on our behalf could impact our reputation and brand and expose us to potential
liability and loss of revenues.
Many of our information technology systems (and those of our licensees and other third-party business partners, whether cloud-based or hosted in proprietary
servers), including those used for our point-of-sale, web and mobile platforms, online and mobile payment systems, delivery services and rewards programs and
administrative functions, contain personal, financial or other information that is entrusted to us by our customers and employees. Many of our information
technology systems also contain Starbucks proprietary and other confidential information related to our business, such as business plans, product development
initiatives and designs. Similar to many other retail companies and because of the prominence of our brand, we are consistently subject to attempts to compromise
our information technology systems. Similar to other companies, the number and frequency of these attempts varies from year to year but could be exacerbated to
some extent by an increase in our digital operations in our efforts to comply with state and local mandates in response to COVID-19. To the extent we or a third
party were to experience a material breach of our or such third parties' information technology systems that result in the unauthorized access, theft, use, destruction
or other compromises of customers' or employees' data or confidential information of the Company stored in such systems, including through cyber-attacks or
other external or internal methods, it could result in a material loss of revenues from the potential adverse impact to our reputation and brand, our ability to retain
or attract new customers and the potential disruption to our business and plans. Such security breaches also could result in a violation of applicable U.S. and
international privacy and other laws, and subject us to private consumer, business partner, or securities litigation and governmental investigations and proceedings,
any of which could result in our exposure to material civil or criminal liability. For example, the European Union adopted a new regulation that became effective in
May 2018, called the General Data Protection Regulation (“GDPR”), which requires companies to meet new requirements regarding the handling of personal data,
including its use, protection and transfer and the ability of persons whose data is stored to correct or delete such data about themselves. Failure to meet the GDPR
requirements could result in penalties of up to 4% of annual worldwide revenue. The GDPR also confers a private right of action on certain individuals and
associations. Additionally, the California Privacy Act of 2018 (“CCPA”), which was enacted in June 2018 and came into effect on January 1, 2020, provides a new
private right of action for data breaches and requires companies that process information on California residents to make new disclosures to consumers about their
data collection, use and sharing practices and allow consumers to opt out of certain data sharing with third parties. Our reputation and brand and our ability to
attract new customers could also be adversely impacted if we fail, or are perceived to have failed, to properly respond to security breaches of our or third party’s
information technology systems. Such failure to properly respond could also result in similar exposure to liability.
Compliance with the GDPR, the CCPA and other current and future applicable international and U.S. privacy, cybersecurity and related laws can be costly and
time-consuming. Significant capital investments and other expenditures could also be required to remedy cybersecurity problems and prevent future breaches,
including costs associated with additional security technologies, personnel, experts and credit monitoring services for those whose data has been breached. These
costs, which could be material, could adversely impact our results of operations in the period in which they are incurred and may not meaningfully limit the success
of future attempts to breach our information technology systems.
Media or other reports of existing or perceived security vulnerabilities in our systems or those of our third-party business partners or service providers can also
adversely impact our brand and reputation and materially impact our business. Additionally, the techniques and sophistication used to conduct cyber-attacks and
breach information technology systems, as well as the sources and targets of these attacks, change frequently and are often not recognized until such attacks are
launched or have been in place for a period of time. We continue to make significant investments in technology, third-party services and personnel to develop and
implement systems and processes that are designed to anticipate cyber-attacks and to prevent or minimize breaches of our information technology systems or data
loss, but these security measures cannot provide assurance that we will be successful in preventing such breaches or data loss.
• We rely heavily on information technology in our operations and growth initiatives, and any material failure, inadequacy, interruption or security failure of
that technology could harm our ability to effectively operate and grow our business and could adversely affect our financial results.
We rely heavily on information technology systems across our operations for numerous purposes including for administrative functions, point-of-sale processing
and payment in our stores and online, management of our supply chain, Starbucks Cards, online business, delivery services, mobile technology, including mobile
payments and ordering apps, reloads and loyalty functionality and various other processes and transactions, and many of these systems are interdependent on one
another for their functionality. Additionally, the success of several of our initiatives to drive growth, including our ability to increase digital
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relationships with our customers to drive incremental traffic and spend, is highly dependent on our technology systems. Furthermore, due to social distancing
measures put in place as a result of the COVID-19 pandemic, we have accelerated the transformation of our store portfolio by expanding convenience-led formats,
which depend heavily on our mobile ordering capabilities. We also rely on third-party providers and platforms for some of these information technology systems
and support. Additionally, our systems hardware, software and services provided by third-party service providers are not fully redundant within a market or across
our markets. Although we have operational safeguards in place, they may not be effective in preventing the failure of these systems or platforms to operate
effectively and be available. Such failures may be caused by various factors, including power outages, catastrophic events, physical theft, computer and network
failures, inadequate or ineffective redundancy, problems with transitioning to upgraded or replacement systems or platforms, flaws in third-party software or
services, errors or improper use by our employees or third party service providers, or a breach in the security of these systems or platforms, including through
cyber-attacks such as those that result in the blockage of our or our third-party business partners’ or service providers’ systems and platforms and those discussed
in more detail in this risk factors section. If our incident response, disaster recovery and business continuity plans do not resolve these issues in an effective manner
they could result in an interruption in our operations and could cause material negative impacts to our product availability and sales, the efficiency of our
operations and our financial results. In addition, remediation of any problems with our systems could result in significant, unplanned expenses.
Risks Related to Labor and Supply Chain
• Our reliance on key business partners may adversely affect our business and operations.
The growth of our business relies on the ability of our licensee partners to implement our growth platforms and product innovations as well as on the degree to
which we are able to enter into, maintain, develop and negotiate appropriate terms and conditions of, and enforce, commercial and other agreements and the
performance of our business partners under such agreements. Our international joint venture partners or licensees may face capital constraints or other factors that
may limit the speed at which they are able to expand and develop in a certain market. Our Channel Development business is heavily reliant on Nestlé, which
acquired the right to sell and distribute our packaged goods and foodservice products to retailers and operators, with few exceptions. If Nestlé fails to perform its
distribution and marketing commitments under our agreements and/or fails to support, protect and grow our brand in Channel Development, our Channel
Development business could be adversely impacted for a period of time, present long-term challenges to our brand, limit our ability to grow our Channel
Development business and have a material adverse impact on our business and financial results. Additionally, the growth of our Channel Development business is
in part dependent on the level of discretionary support provided by our retail and licensed store businesses.
There are generally a relatively small number of licensee partners operating in specific markets. If they are not able to access sufficient funds or financing, or are
otherwise unable or unwilling to successfully operate and grow their businesses it could have a material adverse effect on our results in the markets. Our business
partners may be materially adversely impacted by the COVID-19 pandemic and may not have sufficient financial support and capital to remain financially solvent
and may not have the ability to meet their development goals and targets.
Due to the COVID-19 pandemic, our financial results have been and could continue to be adversely affected by the disruption to the operations of our business
partners, including licensee and joint venture relationships, third-party manufacturers, distributors and retailers, through the effects of business and facilities
closures, reductions in operating hours, social, economic, political or labor instability in affected areas, transportation delays, travel restrictions and changes in
operating procedures, including for additional cleaning and safety protocols.
• Increases in the cost of high-quality arabica coffee beans or other commodities or decreases in the availability of high-quality arabica coffee beans or other
commodities could have an adverse impact on our business and financial results.
The availability and prices of coffee beans and other commodities are subject to significant volatility. We purchase, roast and sell high-quality whole bean arabica
coffee beans and related coffee products. The high-quality arabica coffee of the quality we seek tends to trade on a negotiated basis at a premium above the “C”
price. This premium depends upon the supply and demand at the time of purchase and the amount of the premium can vary significantly. Increases in the “C”
coffee commodity price increase the price of high-quality arabica coffee and also impact our ability to enter into fixed-price purchase commitments. We frequently
enter into supply contracts whereby the quality, quantity, delivery period and other negotiated terms are agreed upon, but the date, and therefore price, at which the
base “C” coffee commodity price component will be fixed has not yet been established.
The supply and price of coffee we purchase can also be affected by multiple factors in the producing countries, such as weather (including the potential effects of
climate change), natural disasters, crop disease, general increase in farm inputs and costs of production, inventory levels, political and economic conditions and the
actions of certain organizations and associations that have historically attempted to influence prices of green coffee through agreements establishing export quotas
or by restricting coffee supplies. Speculative trading in coffee commodities can also influence coffee prices. Because of the significance of
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coffee beans to our operations, combined with our ability to only partially mitigate future price risk through purchasing practices and hedging activities, increases
in the cost of high-quality arabica coffee beans could have a material adverse impact on our profitability. In addition, if we are not able to purchase sufficient
quantities of green coffee due to any of the above factors or to a worldwide or regional shortage, we may not be able to fulfill the demand for our coffee, which
could have a material adverse impact on our profitability.
We also purchase significant amounts of dairy products, particularly fluid milk, to support the needs of our company-operated retail stores. Additionally, and
although less significant to our operations than coffee or dairy, other commodities, including but not limited to tea and those related to food and beverage inputs,
such as cocoa, produce, baking ingredients, meats, eggs and energy, as well as the processing of these inputs, are important to our operations. Increases in the cost
of dairy products and other commodities, or lack of availability, whether due to supply shortages, delays or interruptions in processing, or otherwise, especially in
international markets, could have a material adverse impact on our profitability.
• Interruption of our supply chain could affect our ability to produce or deliver our products and could negatively impact our business and profitability.
Any material interruption in our supply chain, such as material interruption of roasted coffee supply due to the casualty loss of any of our roasting plants,
interruptions in service by our third-party logistic service providers or common carriers that ship goods within our distribution channels, trade restrictions, such as
increased tariffs or quotas, embargoes or customs restrictions, pandemics, social or labor unrest, natural disasters or political disputes and military conflicts that
cause a material disruption in our supply chain could have a negative material impact on our business and our profitability. Additionally, our food, beverage and
other products are sourced from a wide variety of domestic and international business partners in our supply chain operations, and in certain cases are produced or
sourced by our licensees directly. We rely on these suppliers to provide high quality products and to comply with applicable laws. Our ability to find qualified
suppliers who meet our standards and supply products in a timely and efficient manner is a significant challenge as we increase our fresh and prepared food
offerings, especially with respect to goods sourced from outside the U.S. and from countries or regions with diminished infrastructure, developing or failing
economies or which are experiencing political instability or social unrest. For certain products, we may rely on one or very few suppliers. A supplier's failure to
meet our standards, provide products in a timely and efficient manner, or comply with applicable laws is beyond our control. These issues could have a material
negative impact on our business and profitability.
• Changes in the availability of and the cost of labor could adversely affect our business.
Our business could be adversely impacted by increases in labor costs, including wages and benefits, which, in a retail business such as ours, are two of our most
significant costs, both domestically and internationally, including those increases triggered by regulatory actions regarding wages, scheduling and benefits;
increased health care and workers’ compensation insurance costs; increased wages and costs of other benefits necessary to attract and retain high quality employees
with the right skill sets and increased wages, benefits and costs related to the COVID-19 pandemic. The growth of our business can make it increasingly difficult to
locate and hire sufficient numbers of key employees, to maintain an effective system of internal controls for a globally dispersed enterprise and to train employees
worldwide to deliver a consistently high-quality product and customer experience, which could materially harm our business and results of operations.
Furthermore, due to the COVID-19 pandemic, we could experience a shortage of labor for store positions as concern over exposure to COVID-19 and other factors
could decrease the pool of available qualified talent for key functions. In addition, our wages and benefits programs, combined with the challenging conditions due
to the COVID-19 pandemic, may be insufficient to attract and retain the best talent.
• The loss of key personnel or difficulties recruiting and retaining qualified personnel could adversely impact our business and financial results.
Much of our future success depends on the continued availability and service of senior management personnel. The loss of any of our executive officers or other
key senior management personnel could harm our business. Our success also depends substantially on the contributions and abilities of our retail store employees
on whom we rely to give customers a superior in-store experience and elevate our brand. Accordingly, our performance depends on our ability to recruit and retain
high quality management personnel and other employees to work in and manage our stores, both domestically and internationally. Our ability to attract and retain
both corporate and retail personnel is also acutely impacted in certain international and domestic markets where the competition for a relatively small number of
qualified employees is intense or in markets where large high-tech companies are able to offer more competitive salaries and benefits. Additionally, there is intense
competition for qualified technology systems developers necessary to develop and implement new technologies for our growth initiatives, including increasing our
digital relationships with customers. If we are unable to recruit, retain and motivate employees sufficiently to maintain our current business and support our
projected growth, our business and financial performance may be adversely affected.
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Risks Related to Competition
• We face intense competition in each of our channels and markets, which could lead to reduced profitability.
The specialty coffee market is intensely competitive, including with respect to product quality, innovation, service, convenience, such as delivery service and
mobile ordering, and price, and we face significant and increasing competition in all these areas in each of our channels and markets. Accordingly, we do not have
leadership positions in all channels and markets. In the U.S., the ongoing focus by large competitors in the quick-service restaurant sector on selling high-quality
specialty coffee beverages could lead to decreases in customer traffic to Starbucks® stores and/or average value per transaction adversely affecting our sales and
results of operations. Similarly, continued competition from well-established competitors, or competition from large new entrants or well-funded smaller
companies in our domestic and international markets could hinder growth and adversely affect our sales and results of operations in those markets. Many small
competitors also continue to open coffee specialty stores in many of our markets across the world, which in the aggregate may also lead to significant decreases of
customer traffic to our stores in those markets. Increased competition globally in packaged coffee and tea and single-serve and ready-to-drink coffee beverage
markets, including from new and large entrants to this market, could adversely affect the profitability of the Channel Development segment. Furthermore, declines
in general consumer demand for specialty coffee products for any reason, including due to consumer preference for other products, flattening demand for our
products, changed customer daily routines or traffic to stores as a result of the COVID-19 pandemic, or changed customer spending behaviors due to challenging
economic conditions, could have a negative effect on our business.
Risks Related to Operating a Global Business
• We are highly dependent on the financial performance of our Americas operating segment.
Our financial performance is highly dependent on our Americas operating segment, as it comprised approximately 70% of consolidated total net revenues in fiscal
2020. If the Americas operating segment revenue trends slow or decline, or does not successfully recover in the post COVID-19 environment, especially in our
U.S. market, our other segments may be unable to make up any significant shortfall and our business and financial results could be adversely affected. And because
the Americas segment is relatively mature and produces the large majority of our operating cash flows, such a slowdown or decline could result in reduced cash
flows for funding the expansion of our international businesses and other initiatives and for returning cash to shareholders.
• We are increasingly dependent on the success of certain international markets in order to achieve our growth targets.
Our future growth increasingly depends on the growth and sustained profitability of certain international markets. Some or all of our international market business
units (“MBUs”), which we generally define by the countries in which they operate, may not be successful in their operations or in achieving expected growth,
which ultimately requires achieving consistent, stable net revenues and earnings. The performance of these international operations may be adversely affected by
economic downturns in one or more of the countries in which our large MBUs operate. A decline in performance of one or more of our significant international
MBUs could have a material adverse impact on our consolidated results.
The International segment is a significant profit center driving our global returns, along with our Americas segment. In particular, our China MBU contributes
meaningfully to both consolidated and International net revenues and operating income. China is currently our fastest growing market, our second largest market
overall and 100% company-owned. Due to the significance of our China market for our profit and growth, we are exposed to risks in China, including the risks
mentioned elsewhere and the following:
• the effects of current U.S.-China relations, including rounds of tariff increases and retaliations and increasing restrictive regulations, potential boycotts
and increasing anti-Americanism;
• escalating U.S.-China tension and increasing political sensitivities in China;
• the effects of the COVID-19 pandemic and related governmental regulations and restrictions on our operations in China;
• entry of new competitors to the specialty coffee market in China;
• changes in economic conditions in China and potential negative effects to the growth of its middle class, wages, labor, inflation discretionary spending
and real estate and supply chain costs;
• ongoing government regulatory reform, including relating to public health, food safety, tariffs and tax, sustainability, bringing uncertainty and
inconsistent interpretations, which may be contrary to ours, as well as potential significant increases in compliance costs; and
• food-safety related matters, including compliance with food-safety regulations and ability to ensure product quality and safety.
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Additionally, some factors that will be critical to the success of our international operations overall are different than those affecting our U.S. stores and licensees.
Tastes naturally vary by region, and consumers in some MBUs may not embrace our products to the same extent as consumers in the U.S. or other international
markets. Occupancy costs and store operating expenses can be higher internationally than in the U.S. due to higher rents for prime store locations or costs of
compliance with country-specific regulatory requirements. Because many of our international operations are in an early phase of development, operating expenses
as a percentage of related revenues are often higher compared to more developed operations.
• We face risks as a global business that could adversely affect our financial performance.
We operate in over 80 markets globally. Our international operations are also subject to additional inherent risks of conducting business abroad, such as:
• foreign currency exchange rate fluctuations, or requirements to transact in specific currencies;
• changes or uncertainties in economic, legal, regulatory, social and political conditions in our markets, as well as negative effects on U.S. businesses due to
increasing anti-American sentiment in certain markets;
• interpretation and application of laws and regulations, including tax, tariffs, labor, merchandise, anti-bribery and privacy laws and regulations;
• uncertainties and effects of the implementation of the United Kingdom's referendum to withdraw membership from the European Union (referred to as
“Brexit”), including financial, legal, tax and trade implications;
• restrictive actions of foreign or U.S. governmental authorities affecting trade and foreign investment, especially during periods of heightened tension
between the U.S. and such foreign governmental authorities, including protective measures such as export and customs duties and tariffs, government
intervention favoring local competitors and restrictions on the level of foreign ownership;
• import or other business licensing requirements;
• the enforceability of intellectual property and contract rights;
• limitations on the repatriation of funds and foreign currency exchange restrictions due to current or new U.S. and international regulations;
• in developing economies, the growth rate in the portion of the population achieving sufficient levels of disposable income may not be as fast as we
forecast;
• difficulty in staffing, developing and managing foreign operations and supply chain logistics, including ensuring the consistency of product quality and
service, due to governmental actions affecting supply chain logistics, distance, language and cultural differences, as well as challenges in recruiting and
retaining high quality employees in local markets;
• local laws that make it more expensive and complex to negotiate with, retain or terminate employees;
• local regulations, health guidelines and safety protocols related to the COVID-19 pandemic affecting our store operations; and
• delays in store openings for reasons beyond our control, competition with locally relevant competitors or a lack of desirable real estate locations available
for lease at reasonable rates, any of which could keep us from meeting annual store opening targets and, in turn, negatively impact net revenues, operating
income and earnings per share.
Moreover, many of the foregoing risks are particularly acute in developing countries, which are important to our long-term growth prospects.
Risks Related to Governmental and Regulatory Changes
• Failure to comply with applicable laws and changing legal and regulatory requirements could harm our business and financial results.
Our policies and procedures are designed to comply with all applicable laws, accounting and reporting requirements, tax rules and other regulations and
requirements, including those imposed by the SEC, Nasdaq and foreign countries, as well as applicable trade, labor, healthcare, food and beverage, sanitation,
safety, environmental, labeling, anti-bribery and corruption and merchandise laws. Changes in applicable environmental regulations, including increased or
additional regulations to limit carbon dioxide and other greenhouse gas emissions, to discourage the use of plastic or to limit or impose additional costs on
commercial water use, may result in increased compliance costs, capital expenditures, incremental investments and other financial obligations for us and our
business partners, which could affect our profitability. Furthermore, due to the COVID-19
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pandemic, we are subject to additional domestic and foreign governmental regulations and health guidelines, as well as any other voluntary safety protocols.
In addition, our business is subject to complex and rapidly evolving U.S. and international laws and regulations regarding data privacy and data protection, and
companies are under increased regulatory scrutiny relating to these matters. The Federal Trade Commission and many state attorneys general are also interpreting
federal and state consumer protection laws to impose standards for the online collection, use, dissemination and security of data. The interpretation and application
of existing laws and regulations regarding data privacy and data protection are in flux and authorities around the world are considering a number of additional
legislative and regulatory proposals in this area. Current and future data privacy and data protection laws and regulations (including the GDPR and the CCPA,
discussed in more detail in this risk factors section, and other applicable international and U.S. privacy laws), or new interpretations of existing laws and
regulations, may limit our ability to collect and use data, require us to otherwise modify our data processing practices and policies or result in the possibility of
fines, litigation or orders, which may have an adverse effect on our business and results of operations. The burdens imposed by these and other laws and
regulations that may be enacted, or new interpretations of existing and future laws and regulations, may also require us to incur substantial costs in reaching
compliance in a manner adverse to our business.
In addition, the European Commission in July 2016 and the Swiss Government in January 2017 approved the EU-U.S. and the Swiss-U.S. Privacy Shield
frameworks, respectively, which are designed to allow U.S. companies that self-certify to the U.S. Department of Commerce and publicly commit to comply with
the Privacy Shield requirements to freely import personal data from the EU and Switzerland. However, these frameworks face a number of legal challenges and
their validity remains subject to legal, regulatory and political developments in both Europe and the U.S. The EU-U.S. Privacy Shield framework approved by the
European Commission, which is relied upon for transfers of personal data outside the European Economic Area could be invalidated by the Court of Justice of the
European Union. The potential invalidation of this mechanism could have a significant adverse impact on our ability to process and transfer personal data outside
of the European Economic Area.
The complexity of the regulatory environment in which we operate and the related cost of compliance are both increasing due to additional or changing legal and
regulatory requirements, our ongoing expansion into new markets and new channels and the fact that foreign laws occasionally conflict with domestic laws. In
addition to potential damage to our reputation and brand, failure by us or our business partners to comply with the various applicable laws and regulations, as well
as changes in laws and regulations or the manner in which they are interpreted or applied, may result in litigation, civil and criminal liability, damages, fines and
penalties, increased cost of regulatory compliance and restatements of our financial statements and have an adverse impact on our business and financial results.
Item 1B.

Unresolved Staff Comments

None.
Item 2. Properties
The material properties used by Starbucks in connection with its roasting, manufacturing, warehousing, distribution and corporate administrative operations,
serving all segments, are as follows:
Location
York, PA
Seattle, WA
Minden, NV (Carson Valley)
Lebanon, TN
Kent, WA
Auburn, WA
Shanghai, China

Approximate Size in Square Feet

1,957,000
1,288,000
1,080,000
680,000
510,000
491,000
169,000

Purpose

Roasting, warehousing and distribution
Corporate administrative
Roasting, warehousing and distribution
Warehousing and distribution
Roasting and distribution
Warehousing and distribution
Corporate administrative

We own most of our roasting facilities and lease the majority of our warehousing and distribution locations. As of September 27, 2020, Starbucks had 16,637
company-operated stores, almost all of which are leased. We also lease space in various locations worldwide for regional, district and other administrative offices,
training facilities and storage. In addition to the locations listed above, we hold inventory at various locations managed by third-party warehouses.
Item 3. Legal Proceedings
See Note 16, Commitments and Contingencies, to the consolidated financial statements included in Item 8 of Part II of this 10-K for information regarding certain
legal proceedings in which we are involved.
Item 4. Mine Safety Disclosures
Not applicable.
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PART II
Item 5. Market for the Registrant’s Common Equity, Related Shareholder Matters and Issuer Purchases of Equity Securities
SHAREHOLDER INFORMATION
MARKET INFORMATION AND DIVIDEND POLICY
Starbucks common stock is traded on NASDAQ, under the symbol “SBUX.”
As of November 6, 2020, we had approximately 18,000 shareholders of record. This does not include persons whose stock is in nominee or “street name” accounts
through brokers.
Future decisions to pay cash dividends continue to be at the discretion of the Board of Directors and will be dependent on our operating performance, financial
condition, capital expenditure requirements and other factors that the Board of Directors considers relevant.
ISSUER PURCHASES OF EQUITY SECURITIES
Shares under our ongoing share repurchase program may be repurchased in open market transactions, including pursuant to a trading plan adopted in accordance
with Rule 10b5-1 of the Securities Exchange Act of 1934, or through privately negotiated transactions. The timing, manner, price and amount of repurchases will
be determined at our discretion, and the share repurchase program may be suspended, terminated or modified at any time for any reason. On April 8, 2020, we
announced a temporary suspension of our share repurchase program. Repurchases pursuant to this program were last made in March 2020. During the fourth fiscal
quarter ended September 27, 2020, there was no share repurchase activity.

Starbucks Corporation

2020 Form 10-K

20

87

Performance Comparison Graph
The following graph depicts the total return to shareholders from September 27, 2015 through September 27, 2020, relative to the performance of the Standard &
Poor’s 500 Index, the NASDAQ Composite Index and the Standard & Poor’s 500 Consumer Discretionary Sector, a peer group that includes Starbucks. All indices
shown in the graph have been reset to a base of 100 as of September 27, 2015, and assume an investment of $100 on that date and the reinvestment of dividends
paid since that date. The stock price performance shown in the graph is not necessarily indicative of future price performance.
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Item 6. Selected Financial Data
The following selected financial data is derived from the consolidated financial statements. The data below should be read in conjunction with “Management’s
Discussion and Analysis of Financial Condition and Results of Operations,” “Risk Factors,” and the consolidated financial statements and notes.
Financial Information (in millions, except per share data):
As of and for the Fiscal Year

Sept 27,
2020
(52 Wks)

Ended(1)

Results of Operations
Net revenues:
Company-operated stores
Licensed stores
Other

Total net revenues
Operating income
Net earnings including noncontrolling interests(2)
Net earnings/(loss) attributable to noncontrolling interests
Net earnings attributable to Starbucks(2)
EPS — diluted(2)
Cash dividends declared per share(3)
Net cash provided by operating activities(4)
Capital expenditures (additions to property, plant and equipment)
Balance Sheet
Total assets
Long-term debt (including current portion)
Shareholders’ equity/(deficit)

$

$

19,164.6
2,327.1
2,026.3
23,518.0

Sept 29,
2019
(52 Wks)

$

$

21,544.4
2,875.0
2,089.2
26,508.6

Sept 30,
2018
(52 Wks)

$

$

$

1,561.7 $
924.7
(3.6)
928.3
0.79
1.23
1,597.8
1,483.6

4,077.9 $
3,594.6
(4.6)
3,599.2
2.92
1.49
5,047.0
1,806.6

$

29,374.5 $
15,909.5
(7,805.1)

19,219.6 $
11,167.0
(6,232.2)

19,690.3
2,652.2
2,377.0
24,719.5

Oct 1,
2017
(52 Wks)

$

17,650.7
2,355.0
2,381.1
22,386.8

3,883.3 $
4,518.0
(0.3)
4,518.3
3.24
1.32
11,937.8
1,976.4

4,134.7
2,884.9
0.2
2,884.7
1.97
1.05
4,251.8
1,519.4

$

4,171.9
2,818.9
1.2
2,817.7
1.90
0.85
4,697.9
1,440.3

14,365.6
3,932.6
5,450.1

$

14,312.5
3,585.2
5,884.0

24,156.4
9,440.1
1,169.5

$

Oct 2,
2016
(53 Wks)

$

$

$

16,844.1
2,154.2
2,317.6
21,315.9

(1)

Our fiscal year ends on the Sunday closest to September 30. The fiscal year ending on October 2, 2016 included 53 weeks, with the 53rd week falling in our
fourth fiscal quarter.

(2)

Fiscal 2018 results include a gain not subject to income tax of $1.4 billion resulting from the acquisition of our East China joint venture. The impact of the
gain to our diluted EPS was $0.99.

(3)

Subsequent to our year-end, on September 30, 2020, we declared a cash dividend of $0.45 per share payable on November 27, 2020 to shareholders of record
on November 12, 2020.

(4)

Net cash provided by operating activities for fiscal 2016 and fiscal 2017 has been adjusted for the adoption of new accounting guidance related to excess tax
benefits as discussed in Note 1, Summary of Significant Accounting Policies.
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Comparable Store Sales:
Fiscal Year Ended

Percentage change in comparable store sales(1)
Americas
Sales growth
Change in transactions
Change in ticket
International(2)
Sales growth
Change in transactions
Change in ticket
Consolidated
Sales growth
Change in transactions
Change in ticket

Sep 27,
2020

Sep 29,
2019

Sep 30,
2018

Oct 1,
2017

Oct 2,
2016

(12)%
(21)%
11 %

5%
2%
3%

2%
(1)%
3%

3%
—%
4%

6%
1%
5%

(19)%
(23)%
5%

3%
1%
2%

1%
(1)%
2%

2%
1%
1%

2%
1%
1%

(14)%
(22)%
10 %

5%
1%
3%

2%
(1)%
3%

3%
—%
3%

5%
1%
4%

(1)

Includes only Starbucks® company-operated stores open 13 months or longer. Comparable store sales exclude the effect of fluctuations in foreign currency
exchange rates and the results of our global Siren Retail operations. For fiscal year 2016, comparable store sales percentages were calculated excluding the
53rd week. For fiscal year 2020, stores that were temporarily closed or operating at reduced hours due to the COVID-19 outbreak remained in comparable
store sales while stores identified for permanent closure were removed.

(2)

Beginning in February of fiscal 2019, comparable store sales include the results of the transfer of 1,477 licensed stores in East China to company-operated
retail stores as a result of the purchase of our East China joint venture in the first quarter of fiscal 2018. Beginning in December of fiscal 2016, comparable
store sales include the results of the 1,009 company-operated stores acquired as part of the acquisition of Starbucks Japan in the first quarter of fiscal 2015.

23

Starbucks Corporation

2020 Form 10-K

90

Store Count Data:
As of and for the Fiscal Year Ended

Net stores opened/(closed) and transferred during the year:
Americas(1)
Company-operated stores
Licensed stores
International(2)
Company-operated stores
Licensed stores
Corporate and Other(3)
Company-operated stores
Licensed stores
Total
Stores open at year end:
Americas(1)
Company-operated stores
Licensed stores
International(2)
Company-operated stores
Licensed stores
Corporate and Other (3)
Company-operated stores
Licensed stores
Total

Sept 27,
2020
(52 Wks)

Sept 29,
2019
(52 Wks)

Sept 30,
2018
(52 Wks)

Oct 1,
2017
(52 Wks)

Oct 2,
2016
(53 Wks)

135
152

284
323

275
624

395
558

348
456

668
449

209
1,128

2,079
(680)

238
1,130

145
1,116

—
—
1,404

—
(12)
1,932

(288)
(25)
1,985

(69)
2
2,254

(17)
(6)
2,042

10,109
8,245

9,974
8,093

9,690
7,770

9,415
7,146

9,020
6,588

6,528
7,778

5,860
7,329

5,651
6,201

3,572
6,881

3,334
5,751

—
—
32,660

—
—
31,256

—
12
29,324

288
37
27,339

357
35
25,085

(1)

Americas store data includes the transfer of 112 company-operated retail stores in Brazil to licensed stores as a result of the sale of our Brazil retail
operations in the second quarter of fiscal 2018.

(2)

International store data includes in fiscal 2019 the transfer of 82 company-operated stores in France and the Netherlands to licensed stores as a result of the
sales of operations in the second quarter and the transfer of 377 company-operated stores in Thailand to licensed stores as a result of the sale of operations
late in the third quarter. Additionally, store data includes the transfer of 1,477 licensed stores in East China to company-operated retail stores as a result of
the purchase of our East China joint venture in the first quarter of fiscal 2018, the transfer of 133 Singapore stores from company-operated stores to licensed
stores in fiscal 2017 and the transfer of 144 Germany company-operated stores to licensed stores in fiscal 2016.

(3)

Corporate and Other store data includes the closure of 313 Teavana retail stores in fiscal 2018 and 12 Teavana retail stores in the first quarter of fiscal 2019.
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Item 7. Management’s Discussion and Analysis of Financial Condition and Results of Operations
General
Our fiscal year ends on the Sunday closest to September 30. All references to store counts, including data for new store openings, are reported net of related store
closures, unless otherwise noted.
Overview
Starbucks results for fiscal 2020 reflect the challenges our business faced with the COVID-19 pandemic, which severely impacted our results, particularly during
the second and third fiscal quarters. Consolidated revenues declined 11% to $23.5 billion in fiscal 2020 compared to $26.5 billion in fiscal 2019 driven by
temporary closures of a significant number of our company-operated and licensed stores, as well as modified business operations and reduced customer traffic. We
gradually reopened our stores and, since then, have seen sequential improvements in comparable store sales in both our Americas and International segments as
transaction volumes continue to climb, reflecting the resilience of our business model and the strength of our brand.
Comparable store sales for the Americas segment declined by 12% for fiscal 2020, primarily due to the temporary store closures, reduced customer traffic and
shortened store hours. The most negative impacts occurred during the third quarter of fiscal 2020. Most company-operated and licensed stores were re-opened as of
early May, and over 60% of company-operated stores in the U.S. provided limited seating by the end of the fiscal year. To help protect the health and welfare of
our partners, we incurred incremental labor costs, including paying the wages and benefits to partners who were either unable or uncomfortable working from midMarch through May, a temporary wage increase for partners who continued working during this period and additional benefits to furloughed or separated partners
resulting from reduced store hours. The incremental wages incurred were partially offset by qualified tax credits provided by the Coronavirus Aid, Relief and
Economic Security Act (“CARES Act”) and the Canada Emergency Wage Subsidy (“CEWS”). In June 2020, we announced a plan to optimize our North America
store portfolio, primarily in dense, metropolitan markets, by blending store formats to better cater to changing customer tastes and preferences. During the fourth
quarter of fiscal 2020, we closed approximately 100 stores in the U.S. and Canada, and we expect to close an additional 700 stores in those markets over the next
18 months. This reflects an additional 200 store closures than the initial announcement estimate of 600 stores. Costs incurred related to the restructuring efforts are
recorded as restructuring and impairments on our consolidated statement of earnings and will continue to be recorded in accordance with the anticipated timeline of
store closures.
For the International segment, comparable store sales declined by 19% for fiscal 2020, mostly due to the 31% and 37% reduction in comparable store sales during
the second and third fiscal quarters of 2020, respectively. Company-operated stores in the China market began re-opening in the fiscal second quarter, and nearly
all company-operated stores were open by the end of the fiscal third quarter. To support our international licensees in their recovery efforts, we extended more
flexible development and financial terms, including waiving royalty payments during the fiscal third quarter.
Revenue for our Channel Development segment declined $68 million, or 3%, when compared with fiscal 2019. This is largely due to the lapping of Global Coffee
Alliance transition-related activities, including higher inventory sales in the prior year as Nestlé prepared to fulfill customer orders. These are partially offset by the
continued growth of the Global Coffee Alliance during fiscal 2020.
Throughout the second half of fiscal 2020, we experienced initial business recovery as our stores gradually reopened under modified operations to meet public
health guidelines and evolving customer behaviors and expectations. As of September 27, 2020, nearly all of our company-operated and licensed stores were reopened. Those that have remained closed are located in travel or transportation hubs as well as central business districts. Our global business is recovering steadily,
with China approaching comparable store sales recovery and the U.S. demonstrating continued upward momentum in sales and profitability. Our Channel
Development segment continues to grow category share as customers adjust to their at-home routines. In fiscal 2021, we expect lower revenues for the segment as
we transitioned our single-serve coffee business to a more royalty-based model. We do not expect the change to have a material impact on our earnings. However,
the change is anticipated to have an accretive impact on operating margin for the segment.
We continue to invest in technologies and innovations to elevate the customer and partner experience and to drive long-term growth. By reimagining our store
formats, we are moving swiftly to adapt to new customer behaviors. Absent significant COVID-19 relapses or global economic disruptions, and based on the
current trend of our retail business recovery and our focused efforts to expand contactless customer experiences, digital capabilities and beverage innovation, we
believe we are well positioned to regain the positive business momentum we had demonstrated prior to the pandemic.
Financial Highlights
•

Total net revenues decreased 11% to $23.5 billion in fiscal 2020 compared to $26.5 billion in fiscal 2019.
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•

Consolidated operating income decreased to $1.6 billion in fiscal 2020 compared to operating income of $4.1 billion in fiscal 2019. Fiscal 2020 operating
margin was 6.6% compared to 15.4% in fiscal 2019. Operating margin contraction was primarily driven by sales deleverage and additional costs incurred
attributable to COVID-19, including catastrophe pay and enhanced pay programs for retail store partners, net of benefits provided by government
subsidies. Higher restructuring activities related to our Americas store portfolio optimization and investments to support key business partners also
contributed. These decreases were partially offset by sales leverage realized in the first quarter of fiscal 2020 prior to the onset of COVID-19 impacts and
supply chain efficiencies.

•

Earnings per share (“EPS”) for fiscal 2020 decreased to $0.79, compared to EPS of $2.92 in fiscal 2019. The decrease was primarily driven by the adverse
impacts of COVID-19, including lower revenues due to temporary store closures, reduced customer traffic and modified operations, as well as incremental
labor expenses and restructuring costs.

•

Capital expenditures were $1.5 billion in fiscal 2020 compared to $1.8 billion in fiscal 2019 primarily due to a pause in new store openings due to COVID19.

•

We returned $3.6 billion to our shareholders in fiscal 2020 through share repurchases and dividends compared to $12.0 billion in fiscal 2019. We
temporarily suspended our share repurchase program in March 2020.

Acquisitions and Divestitures
See Note 2, Acquisitions, Divestitures and Strategic Alliance, to the consolidated financial statements included in Item 8 of Part II of this 10-K for information
regarding acquisitions and divestitures.
RESULTS OF OPERATIONS — FISCAL 2020 COMPARED TO FISCAL 2019
Consolidated results of operations (in millions):
Revenues
Sep 27,
2020

Fiscal Year Ended

Net revenues:
Company-operated stores
Licensed stores
Other
Total net revenues

$

$

Sep 29,
2019

19,164.6
2,327.1
2,026.3
23,518.0

$

$

%
Change

21,544.4
2,875.0
2,089.2
26,508.6

(11.0) %
(19.1)
(3.0)
(11.3)%

Total net revenues decreased $3.0 billion, or 11%, over fiscal 2019, primarily due to lower revenues from company-operated stores ($2.4 billion). The decline in
company-operated store revenue was due to a 14% decrease in comparable store sales ($2.9 billion), attributable to a 22% decrease in comparable transactions,
partially offset by a 10% increase in average ticket. Also contributing to the decrease were the conversions of our retail businesses in Thailand, France and the
Netherlands to fully licensed markets during fiscal 2019 ($204 million). Partially offsetting these decreases were the incremental revenues from 806 net new
Starbucks® company-operated store openings, or a 5% increase, over the past 12 months ($718 million).
Licensed stores revenue declined by $548 million, driven by lower product and equipment sales to and royalty revenues from our licensees.
Other revenues decreased $63 million, primarily due to the lapping of a higher volume of transition activities related to the Global Coffee Alliance and the Tazo
brand sale, partially offset by higher sales from the growth of the Global Coffee Alliance.
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Operating Expenses
Sep 27,
2020

Fiscal Year Ended

Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Income from equity investees
Operating income
Store operating expenses as a % of related revenues

$

$

7,694.9
10,764.0
430.3
1,431.3
1,679.6
278.7
22,278.8
322.5
1,561.7

Sep 29,
2019

$

$

8,526.9
10,493.6
371.0
1,377.3
1,824.1
135.8
22,728.7
298.0
4,077.9

Sep 27,
2020

Sep 29,
2019
As a % of Total
Net Revenues

32.7 %
45.8
1.8
6.1
7.1
1.2
94.7
1.4
6.6 %
56.2 %

32.2 %
39.6
1.4
5.2
6.9
0.5
85.7
1.1
15.4 %
48.7 %

Product and distribution costs as a percentage of total net revenues increased 50 basis points, primarily due to sales deleverage attributable to COVID-19 impacts,
which included inventory write-offs and product waste (approximately 10 basis points), partially offset by supply chain efficiencies (approximately 60 basis
points).
Store operating expenses as a percentage of total net revenues increased 620 basis points. Store operating expenses as a percentage of company-operated store
revenues increased 750 basis points, primarily due to sales deleverage attributable to COVID-19 impacts, which included catastrophe pay and enhanced pay
programs for retail partners, net of benefits provided by temporary subsidies from the U.S. and certain foreign governments (approximately 150 basis points).
Other operating expenses increased $59 million, primarily due to incremental costs to develop and grow the Global Coffee Alliance.
Depreciation and amortization expenses as a percentage of total net revenues increased 90 basis points, primarily due to sales deleverage.
General and administrative expenses decreased $145 million, primarily driven by lower performance-based compensation ($63 million), lapping of the 2018 U.S
stock award granted in fiscal 2018, which was funded by savings from the Tax Cuts and Jobs Act enacted in December 2017 (“Tax Act”) and vested in fiscal 2019
($61 million), and lapping of the 2019 Starbucks Leadership Experience in Chicago ($52 million), partially offset by incremental strategic investments in
technology.
Restructuring and impairment expenses increased $143 million, primarily due to higher asset impairment related to our North America store portfolio optimization
($136 million), higher lease-related costs associated with the closure of certain company-operated stores ($28 million) and intangible asset impairment related to
changes in our branding and marketing strategies ($22 million). Partially offsetting theses increases were lower severance costs ($38 million) and lapping the
impairment related to our Switzerland retail market ($10 million).
Income from equity investees increased $25 million, primarily due to higher income from our North American Coffee Partnership joint venture and growth in our
South Korea joint venture.
The combination of these changes resulted in an overall decrease in operating margin of 880 basis points in fiscal 2020 when compared to fiscal 2019.
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Other Income and Expenses
Fiscal Year Ended

Operating income
$
Net gain resulting from divestiture of certain operations
Interest income and other, net
Interest expense
Earnings before income taxes
Income tax expense
Net earnings including noncontrolling interests
Net loss attributable to noncontrolling interests
Net earnings attributable to Starbucks
$
Effective tax rate including noncontrolling interests

Sep 27,
2020

Sep 29,
2019

1,561.7 $
—
39.7
(437.0)
1,164.4
239.7
924.7
(3.6)
928.3 $

Sep 27,
2020

4,077.9
622.8
96.5
(331.0)
4,466.2
871.6
3,594.6
(4.6)
3,599.2

Sep 29,
2019
As a % of Total
Net Revenues

6.6 %
—
0.2
(1.9)
5.0
1.0
3.9
—
3.9 %

15.4 %
2.3
0.4
(1.2)
16.8
3.3
13.6
—
13.6 %

20.6 %

19.5 %

Net gain resulting from divestiture of certain operations decreased $623 million due to lapping the sale of retail operations in Thailand, France and the Netherlands
in fiscal 2019.
Interest income and other, net decreased $57 million, primarily due to lower interest rates and lapping the gain on the sale of a non-operating asset.
Interest expense increased $106 million primarily due to additional interest incurred on long-term debt issued in March 2020 and May 2020.
The effective tax rate for fiscal 2020 was 20.6% compared to 19.5% for fiscal 2019. The increase was primarily due to the valuation allowances recorded against
deferred tax assets of certain international jurisdictions (approximately 980 basis points). This unfavorable impact was partially offset by lower pre-tax earnings
including the foreign rate differential on our jurisdictional mix of earnings (approximately 340 basis points), stock-based compensation excess tax benefits in
relation to pre-tax earnings (approximately 250 basis points), remeasurement of deferred tax assets due to enacted corporate rate change (approximately 220 basis
points) and the impact of changes in indefinite reinvestment assertions for certain foreign subsidiaries in the first quarter of fiscal 2019 (approximately 170 basis
points). See Note 14, Income Taxes, for further discussion.
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Segment Information
Results of operations by segment (in millions):
Americas
Sep 27,
2020

Fiscal Year Ended

Net revenues:
Company-operated stores
Licensed stores
Other
Total net revenues
Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Operating income

Sep 29,
2019

Sep 27,
2020

Sep 29,
2019
As a % of Americas
Total Net Revenues

$

14,778.8
1,592.9
7.5
16,379.2
4,611.5
8,488.0
166.8
762.0
268.0

$

257.6

$

14,553.9
1,825.3

$

16,288.2
1,958.0
12.8
18,259.0
5,174.7
8,064.8
159.8
696.1
323.9
56.9
14,476.2
3,782.8

90.2 %
9.7
—
100.0
28.2
51.8
1.0
4.7
1.6
1.6
88.9
11.1 %

89.2 %
10.7
0.1
100.0
28.3
44.2
0.9
3.8
1.8
0.3
79.3
20.7 %

Revenues
Americas total net revenues for fiscal 2020 decreased $1.9 billion, or 10%, primarily due to a 12% decrease in comparable store sales ($1.9 billion) driven by a
21% decrease in transactions, partially offset by an 11% increase in average ticket. Also contributing were lower product and equipment sales to and royalty
revenues from our licensees ($354 million). These decreases were partially offset by 134 net new Starbucks® company-operated stores, or a 1% increase, over the
past 12 months ($436 million).
Operating Margin
Americas operating income for fiscal 2020 decreased 52% to $1.8 billion, compared to $3.8 billion in fiscal 2019. Operating margin decreased 960 basis points to
11.1%, primarily due to sales deleverage attributed to reduced labor productivity and additional costs incurred as a result of COVID-19, mainly catastrophe pay
and enhanced pay programs for retail store partners incurred primarily during the fiscal third quarter, net of benefits provided by the CARES Act and CEWS
(approximately 180 basis points). Higher restructuring expenses relating to our North America portfolio optimization (approximately 130 basis points) also
contributed to the decrease. Partially offsetting these decreases were sales leverage realized prior to the onset of COVID-19 and pricing increases.
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International
Sep 27,
2020

Fiscal Year Ended

Net revenues:
Company-operated stores
Licensed stores
Other
Total net revenues
Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Income from equity investees
Operating income

Sep 29,
2019

Sep 27,
2020

Sep 29,
2019
As a % of International
Total Net Revenues

$

$

4,385.8 $
734.2
27.6
5,147.6
1,682.0
2,276.0
141.3
518.4
279.4
(1.2)
4,895.9
102.3
354.0 $

5,256.2
917.0
17.5
6,190.7
1,894.9
2,428.5
116.4
511.5
317.9
59.2
5,328.4
102.4
964.7

85.2 %
14.3
0.5
100.0
32.7
44.2
2.7
10.1
5.4
—
95.1
2.0
6.9 %

84.9 %
14.8
0.3
100.0
30.6
39.2
1.9
8.3
5.1
1.0
86.1
1.7
15.6 %

Revenues
International total net revenues for fiscal 2020 decreased $1.0 billion, or 17%, primarily due to a 19% decrease in comparable store sales ($931 million) driven by a
23% decrease in transactions, partially offset by a 5% increase in average ticket. Also contributing were lower product sales and equipment sales to and royalty
revenues from licensees ($199 million) and the conversions of our retail businesses in Thailand, France and the Netherlands to fully licensed markets during fiscal
2019 ($186 million). These decreases were partially offset by 672 net new Starbucks® company-operated stores, or an 11% increase, over the past 12 months ($282
million).
Operating Margin
International operating income for fiscal 2020 decreased 63% to $354 million, compared to $965 million in fiscal 2019. Operating margin decreased 870 basis
points to 6.9%, primarily driven by sales deleverage concentrated in the second and third quarters of fiscal 2020 attributable to COVID-19, including continued
partner wages and benefits as well as occupancy costs. Royalty relief granted to licensees during the third fiscal quarter also contributed to the decline
(approximately 80 basis points).
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Channel Development
Sep 27,
2020

Fiscal Year Ended

Net revenues
Product and distribution costs
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Total operating expenses
Income from equity investees
Operating income

$

$

Sep 29,
2019

1,925.0
1,338.1
108.2
1.2
10.5
1,458.0
220.2
687.2

$

$

1,992.6
1,390.0
76.2
13.0
11.5
1,490.7
195.6
697.5

Sep 27,
Sep 29,
2020
2019
As a % of Channel Development
Total Net Revenues

69.5
5.6
0.1
0.5
75.7
11.4
35.7 %

69.8
3.8
0.7
0.6
74.8
9.8
35.0 %

Revenues
Channel Development total net revenues for fiscal 2020 decreased $68 million, or 3% compared to fiscal 2019, primarily due to the lapping of higher transition
activities related to the Global Coffee Alliance ($115 million) and product sales to Unilever as a result of the sale and transition of the Tazo brand ($34 million).
These were partially offset by the expansion of the Global Coffee Alliance ($70 million), as at-home coffee consumption grew while the Foodservice business
experienced softening due to COVID-19.
Operating Margin
Channel Development operating income for fiscal 2020 decreased 1% to $687 million, compared to $698 million in fiscal 2019. Operating margin increased 70
basis points to 35.7%, primarily due to the transfer of certain single-serve products to Nestlé as part of the Global Coffee Alliance (approximately 150 basis
points), strong performance from our North American Coffee Partnership joint venture (approximately 80 basis points) and lapping the correction of amortization
expense (approximately 60 basis points) in the prior year, partially offset by certain transition items related to the Global Coffee Alliance (approximately 190 basis
points).
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Corporate and Other
Sep 27,
2020

Fiscal Year Ended

Net revenues:
Other
Total net revenues
Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Operating loss

$

Sep 29,
2019

66.2 $
66.2
63.3
—
14.0
149.7
1,121.7
22.3
1,371.0
(1,304.8) $

$

%
Change

66.3
66.3
67.3
0.3
18.6
156.7
1,170.8
19.7
1,433.4
(1,367.1)

(0.2) %
(0.2)
(5.9)
nm
(24.7)
(4.5)
(4.2)
13.2
(4.4)
(4.6)%

Corporate and Other primarily consists of our unallocated corporate expenses and Evolution Fresh. Unallocated corporate expenses include corporate
administrative functions that support the operating segments but are not specifically attributable to or managed by any segment and are not included in the reported
financial results of the operating segments.
Corporate and Other operating loss decreased to $1.3 billion for fiscal 2020, or 5%, compared to $1.4 billion in fiscal 2019. This decrease was primarily driven by
lower performance-based compensation and lapping of the 2018 U.S stock award granted in fiscal 2018, which was funded by savings from the Tax Act and vested
in fiscal 2019, partially offset by incremental strategic investments in technology.
RESULTS OF OPERATIONS — FISCAL 2019 COMPARED TO FISCAL 2018
Consolidated results of operations (in millions):
Revenues
Sep 29,
2019

Fiscal Year Ended

Net revenues:
Company-operated stores
Licensed stores
Other
Total net revenues

$

$

Sep 30,
2018

21,544.4
2,875.0
2,089.2
26,508.6

$

$

%
Change

19,690.3
2,652.2
2,377.0
24,719.5

9.4 %
8.4
(12.1)
7.2 %

Total net revenues increased $1.8 billion, or 7%, over fiscal 2018, primarily driven by higher revenues from company-operated stores ($1.9 billion). The growth in
company-operated store revenues was driven by incremental revenues from 947 net new Starbucks® company-operated store openings over the past 12 months
($957 million) and a 5% increase in comparable store sales ($879 million), attributable to a 3% increase in average ticket and a 2% increase in comparable
transactions. These increases were partially offset by unfavorable foreign currency translation ($189 million) and the conversion of our Thailand, France and the
Netherlands retail businesses to fully licensed markets during fiscal 2019 ($161 million).
Licensed store revenue growth also contributed to the increase in total net revenues ($223 million), primarily due to higher product and equipment sales to and
royalty revenues from our licensees ($228 million), largely due to the opening of 992 net new Starbucks® licensed stores over the past 12 months, and the
conversion of our Thailand, France and the Netherlands retail businesses to fully licensed markets ($35 million), partially offset by unfavorable foreign currency
translation ($41 million).
Other revenues decreased $288 million, primarily driven by the licensing of our CPG and Foodservice businesses to Nestlé. Partially offsetting this decrease was
growth in product revenue, primarily premium single-serve products, in connection with the Global Coffee Alliance.
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Operating Expenses
Sep 29,
2019

Fiscal Year Ended

Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Income from equity investees
Operating income
Store operating expenses as a % of related revenues

$

$

8,526.9
10,493.6
371.0
1,377.3
1,824.1
135.8
22,728.7
298.0
4,077.9

Sep 30,
2018

$

$

7,930.7
9,472.2
554.9
1,247.0
1,708.2
224.4
21,137.4
301.2
3,883.3

Sep 29,
2019

Sep 30,
2018
As a % of Total
Net Revenues

32.2 %
39.6
1.4
5.2
6.9
0.5
85.7
1.1
15.4 %
48.7 %

32.1 %
38.3
2.2
5.0
6.9
0.9
85.5
1.2
15.7 %
48.1 %

Product and distribution costs as a percentage of total net revenues increased 10 basis points, primarily due to licensing our CPG and Foodservice businesses to
Nestlé (approximately 80 basis points), partially offset by cost savings initiatives (approximately 70 basis points) and leverage on product and distribution costs,
largely driven by price increases.
Store operating expenses as a percentage of total net revenues increased 130 basis points. Store operating expenses as a percentage of company-operated store
revenues increased 60 basis points, primarily driven by investments in our store partners that are funded by savings from the Tax Act and growth in wages and
benefits (approximately 120 basis points), largely in the Americas segment, partially offset by sales leverage driven by price increases and the impact of the
adoption of new revenue recognition guidance on stored value card breakage.
Other operating expenses decreased $184 million, primarily due to cost savings related to licensing our CPG and Foodservice businesses to Nestlé ($176 million)
and lapping prior year costs associated with the establishment of the Global Coffee Alliance ($34 million), including business taxes associated with the up-front
prepaid royalty from Nestlé and headcount-related costs, primarily relating to employee bonus and retention costs.
Depreciation and amortization expenses as a percentage of total net revenues increased 20 basis points, primarily due to the impact of our ownership change in East
China (approximately 20 basis points).
General and administrative expenses increased $116 million, primarily driven by higher performance-based compensation ($89 million) and the 2019 Starbucks
Leadership Experience in Chicago, heavily concentrated in our fiscal fourth quarter ($52 million).
Restructuring and impairment expenses decreased $89 million, primarily due to lower restructuring and impairment costs related to TeavanaTM/MC retail store
closures ($128 million) and lower impairments related to our Switzerland retail market ($27 million), partially offset by higher exit costs associated with the
closure of certain Starbucks® company-operated stores ($32 million) and severance costs ($25 million).
Income from equity investees decreased $3 million, primarily due to the impact of our ownership changes in East China. This decrease was partially offset by
improved comparable store sales from our joint venture in South Korea and higher income from our North American Coffee Partnership joint venture.
The combination of these changes resulted in an overall decrease in operating margin of 30 basis points in fiscal 2019 when compared to fiscal 2018.

33

Starbucks Corporation

2020 Form 10-K

100

Other Income and Expenses
Fiscal Year Ended

Operating income
$
Gain resulting from acquisition of joint venture
Net gain resulting from divestiture of certain operations
Interest income and other, net
Interest expense
Earnings before income taxes
Income tax expense
Net earnings including noncontrolling interests
Net earnings attributable to noncontrolling interests
Net earnings attributable to Starbucks
$
Effective tax rate including noncontrolling interests

Sep 29,
2019

Sep 30,
2018

4,077.9 $
—
622.8
96.5
(331.0)
4,466.2
871.6
3,594.6
(4.6)
3,599.2 $

Sep 29,
2019

3,883.3
1,376.4
499.2
191.4
(170.3)
5,780.0
1,262.0
4,518.0
(0.3)
4,518.3

Sep 30,
2018
As a % of Total
Net Revenues

15.4 %
—
2.3
0.4
(1.2)
16.8
3.3
13.6
—
13.6 %

15.7 %
5.6
2.0
0.8
(0.7)
23.4
5.1
18.3
—
18.3 %

19.5 %

21.8 %

Gain resulting from acquisition of joint venture in fiscal 2018 was due to remeasuring our preexisting 50% ownership interest in our East China joint venture to fair
value upon acquisition.
Net gain resulting from divestiture of certain operations was primarily due to the sale of our Thailand, France and the Netherlands retail operations in fiscal 2019.
The gain in fiscal 2018 was primarily due to the sale of our Tazo brand and Taiwan joint venture, partially offset by the net loss from the sale of our Brazil retail
operations in fiscal 2018.
Interest income and other, net decreased $95 million, primarily due to the adoption of the new revenue recognition guidance on a prospective basis, which required
estimated breakage on unredeemed store value cards to be recorded as revenue. We recorded stored value card breakage in interest income and other, net in the
prior year.
Interest expense increased $161 million primarily due to additional interest incurred on long-term debt issued in November 2017, March 2018, August 2018 and
May 2019.
The effective tax rate for fiscal 2019 was 19.5% compared to 21.8% for fiscal 2018. The decrease in the effective tax rate was primarily due to the lower corporate
tax rate as a result of the Tax Act (approximately 350 basis points), lapping prior year's transition tax on our accumulated undistributed foreign earnings and
remeasurement of our deferred tax liabilities (approximately 300 basis points), higher stock-based compensation excess tax benefit (approximately 140 basis
points), the release of income tax reserves related to the settlement of a U.S. tax examination and the expiration of statute of limitations (approximately 130 basis
points) and the tax impacts of the gain on the sale of our Thailand retail operations (approximately 130 basis points). These favorable impacts were partially offset
by the lapping of prior year's gain on the purchase of our East China joint venture that was not subject to income tax (approximately 580 basis points) and the
impact of changes in indefinite reinvestment assertions for certain foreign subsidiaries during the first quarter of fiscal 2019 (approximately 170 basis points). See
Note 14, Income Taxes, for further discussion.
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Segment Information
Results of operations by segment (in millions):
Americas
Sep 29,
2019

Fiscal Year Ended

Net revenues:
Company-operated stores
Licensed stores
Other
Total net revenues
Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Operating income

$

$

16,288.2
1,958.0
12.8
18,259.0
5,174.7
8,064.8
159.8
696.1
323.9
56.9
14,476.2
3,782.8

Sep 30,
2018

$

$

14,921.5
1,814.0
13.1
16,748.6
4,884.1
7,248.6
151.2
641.0
305.1
33.4
13,263.4
3,485.2

Sep 29,
2019

As a % of Americas
Total Net Revenues

89.2 %
10.7
0.1
100.0
28.3
44.2
0.9
3.8
1.8
0.3
79.3
20.7 %

Sep 30,
2018

89.1 %
10.8
0.1
100.0
29.2
43.3
0.9
3.8
1.8
0.2
79.2
20.8 %

Revenues
Americas total net revenues for fiscal 2019 increased $1.5 billion, or 9%, primarily driven by a 5% increase in comparable store sales ($744 million) and 282 net
new Starbucks® company-operated stores, or a 3% increase, over the past 12 months ($580 million). Also contributing were higher product sales to and royalty
revenues from our licensees ($144 million), primarily resulting from comparable store sales growth and the opening of 323 net new Starbucks® licensed stores, or
4% increase, over the past 12 months and the impact of the adoption of revenue recognition guidance on stored value card breakage ($119 million).
Operating Margin
Americas operating income for fiscal 2019 increased 9% to $3.8 billion, compared to $3.5 billion in fiscal 2018. Operating margin decreased 10 basis points to
20.7%, primarily driven by higher partner investments, largely funded by savings from the Tax Act, growth in wages and benefits (approximately 130 basis points)
and to a much lesser extent, investments in labor hours heavily concentrated in our fiscal fourth quarter. Partially offsetting these were cost savings initiatives,
primarily in product and distribution costs (approximately 90 basis points), the impact of the adoption of revenue recognition guidance on stored value card
breakage (approximately 50 basis points) and sales leverage.
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International
Sep 29,
2019

Fiscal Year Ended

Net revenues:
Company-operated stores
Licensed stores
Other
Total net revenues
Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Income from equity investees
Operating income

$

$

Sep 30,
2018

5,256.2
917.0
17.5
6,190.7
1,894.9
2,428.5
116.4
511.5
317.9
59.2
5,328.4
102.4
964.7

$

$

Sep 29,
2019

4,702.1
837.0
12.1
5,551.2
1,709.4
2,182.3
98.9
447.6
302.5
55.1
4,795.8
117.4
872.8

As a % of International
Total Net Revenues

Sep 30,
2018

84.9 %
14.8
0.3
100.0
30.6
39.2
1.9
8.3
5.1
1.0
86.1
1.7
15.6 %

84.7 %
15.1
0.2
100.0
30.8
39.3
1.8
8.1
5.4
1.0
86.4
2.1
15.7 %

Discussion of our International segment results below reflects the impact of fully consolidating our East China business from an equity method joint venture to a
company-operated market since the acquisition date of December 31, 2017. Under the joint venture model, we recognized royalties and product sales within
revenue and related product and distribution costs as well as our proportionate share of East China's net earnings, which resulted in a higher margin business.
Under the company-operated ownership model, East China’s operating results are reflected in most income statement lines of this segment.
Revenues
International total net revenues for fiscal 2019 increased $640 million, or 12%%, primarily driven by 665 net new Starbucks® company-operated stores, or a 12%
increase, over the past 12 months ($377 million), the ownership change in East China ($280 million) and a 3% increase in comparable store sales ($135 million).
Also contributing were increased product sales to and royalty revenues from licensees ($84 million), primarily resulting from opening of 669 net new Starbucks®
licensed stores, or an 11% increase, over the past 12 months and the impact of the adoption of revenue recognition guidance on stored value card breakage ($20
million). These increases were partially offset by unfavorable foreign currency translation ($183 million) and the conversion of our Thailand, France and the
Netherlands retail businesses to fully licensed markets ($126 million).
Operating Margin
International operating income for fiscal 2019 increased 11% to $965 million, compared to $873 million in fiscal 2018. Operating margin decreased 10 basis points
to 15.6%, primarily driven by strategic investments to support growth in China (approximately 80 basis points) and growth in wages and benefits (approximately
70 basis points), primarily offset by cost savings initiatives (approximately 80 basis points) and labor efficiencies (approximately 70 basis points).
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Channel Development
Sep 29,
2019

Fiscal Year Ended

Total net revenues
Product and distribution costs
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Total operating expenses
Income from equity investees
Operating income

$

$

Sep 30,
2018

1,992.6
1,390.0
76.2
13.0
11.5
1,490.7
195.6
697.5

$

$

2,297.3
1,252.3
286.5
1.3
13.9
1,554.0
183.8
927.1

Sep 29,
Sep 30,
2019
2018
As a % of Channel Development
Total Net Revenues

69.8
3.8
0.7
0.6
74.8
9.8
35.0 %

54.5
12.5
0.1
0.6
67.6
8.0
40.4 %

Our Channel Development segment results reflect the impact of the licensing of our CPG and Foodservice businesses to Nestlé late in the fourth quarter of fiscal
2018, which we lapped late in the fourth quarter of fiscal 2019. Our collaborative business relationships for our global ready-to-drink products and the associated
revenues remain unchanged due to the Global Coffee Alliance.
Revenues
Channel Development net revenues for fiscal 2019 decreased $305 million, or 13%, when compared to the prior year period, primarily driven by licensing our
CPG and Foodservice businesses to Nestlé ($329 million), offset by growth in product revenue, primarily premium single-serve products, in connection with our
Global Coffee Alliance ($25 million).
Operating Margin
Channel Development operating income for fiscal 2019 decreased 25% to $698 million, compared to $927 million in fiscal 2018. Operating margin decreased 540
basis points to 35.0%, primarily driven by licensing our CPG and Foodservice businesses to Nestlé (approximately 640 basis points), partially offset by lapping
prior year costs associated with the establishment of the Global Coffee Alliance (approximately 140 basis points), including business taxes associated with the upfront prepaid royalty and headcount-related costs, primarily related to employee bonus and retention costs.
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Corporate and Other
Sep 29,
2019

Fiscal Year Ended

Net revenues:
Company-operated stores
Licensed stores
Other
Total net revenues
Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Operating loss

$

$

Sep 30,
2018

— $
—
66.3
66.3
67.3
0.3
18.6
156.7
1,170.8
19.7
1,433.4
(1,367.1) $

%
Change

66.7
1.2
54.5
122.4
84.9
41.3
18.3
157.1
1,086.7
135.9
1,524.2
(1,401.8)

(100.0) %
(100.0)
21.7
(45.8)
(20.7)
(99.3)
1.6
(0.3)
7.7
(85.5)
(6.0)
(2.5)%

Corporate and Other primarily consists of our unallocated corporate expenses, as well as Evolution Fresh and the legacy operations of the Teavana retail business,
which substantially ceased during fiscal 2018. Unallocated corporate expenses include corporate administrative functions that support the operating segments but
are not specifically attributable to or managed by any segment and are not included in the reported financial results of the operating segments.
FINANCIAL CONDITION, LIQUIDITY AND CAPITAL RESOURCES
Cash and Investment Overview
Our cash and investments were $4.8 billion and $3.0 billion as of September 27, 2020 and September 29, 2019, respectively. In fiscal 2020, cash and investments
increased by $1.8 billion primarily due to the issuance of short-term and long-term debt as well as lower share repurchases following the temporary suspension of
our share repurchase program in March 2020. These liquidity increases offset lower retail cash inflows due to temporary store closures and modified operations
resulting from the COVID-19 pandemic. We actively manage our cash and investments in order to internally fund operating needs, make scheduled interest and
principal payments on our borrowings, make acquisitions and return cash to shareholders through common stock cash dividend payments and share repurchases.
Our investment portfolio primarily includes highly liquid available-for-sale securities, including corporate debt securities, government treasury securities (domestic
and foreign) and commercial paper. As of September 27, 2020, approximately $2.0 billion of cash was held in foreign subsidiaries.
Borrowing capacity
Credit Facilities and Commercial Paper
Our total contractual borrowing capacity for general corporate purposes was $2.7 billion as of the end of fiscal 2020 when combining the unused commercial paper
program and credit facilities discussed below, less outstanding borrowing.
Revolving Lines of Credit
Our $2.0 billion unsecured 5-year revolving credit facility (“the 2018 credit facility”), of which $150 million may be used for issuances of letters of credit, is
currently set to mature on October 25, 2022. We have the option, subject to negotiation and agreement with the related banks, to increase the maximum
commitment amount by an additional $500 million. Borrowings under the credit facility are subject to terms defined within the 2018 credit facility and will bear
interest at a variable rate based on LIBOR, and, for U.S. dollar-denominated loans under certain circumstances, a Base Rate, in each case plus an applicable
margin. The applicable margin is based on the better of (i) the Company's long-term credit ratings assigned by Moody's and Standard & Poor's rating agencies and
(ii) the Company's fixed charge coverage ratio, pursuant to a pricing grid set forth in the five-year credit agreement. The current applicable margin is 1.100% for
Eurocurrency Rate Loans and 0.000% (nil) for Base Rate Loans. The 2018 credit facility is available for general corporate purposes. As of September 27, 2020, we
had no borrowings under the 2018 credit facility.
Our $1.0 billion unsecured 364-day credit facility (the “364-day credit facility”), of which no amount may be used for issuances of letters of credit, is currently set
to mature on September 22, 2021. We have the option, subject to negotiation and agreement with the related banks, to increase the maximum commitment amount
by an additional $500 million. Borrowings under the credit facility are subject to terms defined within the 364-day credit facility and will bear interest at a variable
rate based on

Starbucks Corporation

2020 Form 10-K

38

105

LIBOR, and, for U.S. dollar-denominated loans under certain circumstances, a Base Rate, in each case plus an applicable margin. The applicable margin is based
on the better of (i) the Company's long-term credit ratings assigned by Moody's and Standard & Poor's rating agencies and (ii) the Company's fixed charge
coverage ratio, pursuant to a pricing grid set forth in the 364-day credit agreement. The applicable margin is 1.150% for Eurocurrency Rate Loans and 0.150% for
Base Rate Loans. The 364-day credit facility is available for general corporate purposes. As of September 27, 2020, we had no borrowings under the 364-day
credit facility.
Due to the financial impacts from COVID-19, we reached an agreement with our lenders to amend the fixed charge coverage ratio covenant for our combined $3.0
billion revolving lines of credit, through the fourth quarter of fiscal 2021.
Commercial Paper
Under our commercial paper program, we may issue unsecured commercial paper notes up to a maximum aggregate amount outstanding at any time of $3.0
billion, with individual maturities that may vary but not exceed 397 days from the date of issue. Amounts outstanding under the commercial paper program are
required to be backstopped by available commitments under the 2018 and 364-day credit facilities discussed above. The proceeds from borrowings under our
commercial paper program may be used for working capital needs, capital expenditures and other corporate purposes, including, but not limited to, business
expansion, payment of cash dividends on our common stock and share repurchases. As of September 27, 2020, we had borrowings of $296.5 million outstanding,
net of unamortized discount, under our commercial paper program, of which a majority will mature during the second quarter of fiscal 2021.
Credit Facilities in Japan
Additionally, we hold Japanese yen-denominated credit facilities which are available for working capital needs and capital expenditures within our Japanese
market.
During the third quarter of fiscal 2020, we expanded our ¥1 billion unsecured credit facility to ¥5 billion, or $47.4 million, as of September 27, 2020. This facility
is currently set to mature on December 31, 2020. Borrowings under the credit facility are subject to terms defined within the facility and will bear interest at a
variable rate based on TIBOR plus an applicable margin of 0.400%. Additionally during the third quarter, we expanded our ¥2 billion unsecured credit facility to
¥10 billion, or $94.9 million, as of September 27, 2020. This facility is currently set to mature on March 26, 2021. Borrowings under the credit facility are subject
to terms defined within the facility and will bear interest at a variable rate based on TIBOR plus 0.300%. As of September 27, 2020, we had $142.3 million of
borrowings outstanding under these credit facilities.
In October 2020, we entered into a new ¥10 billion unsecured facility, or approximately $95 million as of October 29, 2020. This facility is set to mature on
October 29, 2021. Borrowings under the credit facility are subject to terms defined within the facility and will bear interest at a variable rate based on TIBOR plus
an applicable margin of 0.350%.
Long-Term Debt
On May 7, 2020, we issued long-term debt in an underwritten registered public offering, which consisted of $500 million of 1.300% Senior Notes (the “2022
notes”) due May 2022, $1.25 billion of 2.550% Senior Notes (the “2030 notes”) due November 2030 and $1.25 billion of 3.500% Senior Notes (the “2050 notes”)
due November 2050. We are using the net proceeds from the offering for general corporate purposes and for future repayments of outstanding indebtedness.
Interest on the 2022 notes is payable semi-annually on May 7 and November 7, commencing on November 7, 2020. Interest on the 2030 notes and the 2050 notes
is payable semi-annually on May 15 and November 15, commencing on November 15, 2020.
On March 12, 2020, we issued long-term debt in an underwritten registered public offering, which consisted of $500 million of 2.000% Senior Notes (the “2027
notes”) due March 2027, $750 million of 2.250% Senior Notes (the “2030 notes”) due March 2030 and $500 million of 3.350% Senior Notes (the “2050 notes”)
due March 2050. We are using the net proceeds from the offering for general corporate purposes, including the repayment of outstanding borrowings under our
commercial paper program. We may temporarily invest funds that are not immediately needed for these purposes in short-term investments, including marketable
securities. Interest on the 2027 notes, the 2030 notes and the 2050 notes is payable semi-annually on March 12 and September 12, commencing on September 12,
2020.
See Note 9, Debt, to the consolidated financial statements included in Item 8 of Part II of this 10-K for details of the components of our long-term debt.
Our ability to incur new liens and conduct sale and leaseback transactions on certain material properties is subject to compliance with terms of the indentures under
which the Senior Notes were issued. As of September 27, 2020, we were in compliance with all applicable covenants.
Use of Cash
We expect to use our available cash and investments, including, but not limited to, additional potential future borrowings under the credit facilities, commercial
paper program and the issuance of debt to support and invest in our core businesses, including
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investing in new ways to serve our customers and supporting our store partners, repaying maturing debts, as well as returning cash to shareholders through
common stock cash dividend payments and discretionary share repurchases and investing in new business opportunities related to our core and developing
businesses. Further, we may use our available cash resources to make proportionate capital contributions to our investees. We may also seek strategic acquisitions
to leverage existing capabilities and further build our business in support of our “Growth at Scale” agenda. Acquisitions may include increasing our ownership
interests in our investees. Any decisions to increase such ownership interests will be driven by valuation and fit with our ownership strategy.
We believe that net future cash flows generated from operations and existing cash and investments both domestically and internationally combined with our ability
to leverage our balance sheet through the issuance of debt will be sufficient to finance capital requirements for our core businesses as well as shareholder
distributions for the foreseeable future. Significant new joint ventures, acquisitions and/or other new business opportunities may require additional outside funding.
We have borrowed funds and continue to believe we have the ability to do so at reasonable interest rates; however, additional borrowings would result in increased
interest expense in the future. In this regard, we may incur additional debt, within targeted levels, as part of our plans to fund our capital programs, including cash
returns to shareholders through future dividends and discretionary share repurchases. To further strengthen our liquidity in the near term, we currently expect the
suspension of share repurchases to continue through the end of fiscal 2021. If necessary, we may pursue additional sources of financing, including both short-term
and long-term borrowings and debt issuances.
We regularly review our cash positions and our determination of indefinite reinvestment of foreign earnings. In the event we determine that all or a portion of such
foreign earnings are no longer indefinitely reinvested, we may be subject to additional foreign withholding taxes and U.S. state income taxes, which could be
material. We do not anticipate the need for repatriated funds to the U.S. to satisfy domestic liquidity needs. See Note 14, Income Taxes, for further discussion.
During fiscal 2020, we entered into a new $500 million unsecured 364-day term-loan facility (“the 2020 term-loan facility”) which we drew on and subsequently
repaid within the fiscal year. The 2020 term-loan facility was originally set to mature on March 19, 2021.
During each of the first three quarters of fiscal 2019, we declared a cash dividend to shareholders of $0.36 per share. In the fourth quarter of fiscal 2019 and each
of the first three quarters of fiscal 2020, we declared a cash dividend of $0.41 per share. Dividends are paid in the quarter following the declaration date. Cash
returned to shareholders through dividends in fiscal 2020 and 2019 totaled $1.9 billion and $1.8 billion, respectively. Subsequent to the fourth quarter of fiscal
2020, we declared a cash dividend of $0.45 per share to be paid on November 27, 2020 with an expected payout of approximately $527.9 million. As of the date of
this report, we do not expect to reduce our quarterly dividend as a result of the COVID-19 pandemic.
In September 2018, we entered into accelerated share repurchase agreements (“ASR agreements”) with third-party financial institutions totaling $5.0 billion,
effective October 1, 2018. We made a $5.0 billion up-front payment to the financial institutions and received an initial delivery of 72.0 million shares of our
common stock. In March 2019, we received an additional 4.9 million shares upon the completion of the program based on a volume-weighted average share price
(less discount) of $65.03.
Additionally, in March 2019, we entered into ASR agreements with third-party financial institutions totaling $2.0 billion, effective March 22, 2019. We made a
$2.0 billion up-front payment to the financial institutions and received an initial delivery of 22.2 million shares of our common stock. In June 2019, we received an
additional 3.9 million shares upon the completion of the program based on a volume-weighted average share price (less discount) of $76.50.
Outside of the ASR agreements noted above, we repurchased 36.6 million shares of common stock for $3.1 billion on the open market during the fiscal year ended
September 29, 2019. In total, we repurchased 139.6 million shares at a total cost of $10.1 billion for the fiscal year ended September 29, 2019.
Our Board of Directors approved an increase of 120 million and 40 million shares to our ongoing share repurchase program during the fiscal first quarter of 2019
and fiscal second quarter of 2020, respectively. We temporarily suspended our share repurchase program in March 2020. Prior to the suspension, we repurchased
20.3 million shares of common stock for $1.7 billion on the open market during the year ended September 27, 2020. As of September 27, 2020, 48.9 million shares
remained available for repurchase under current authorizations. The existing share repurchase program remains authorized by the Board of Directors. The
suspension of the share repurchases is currently expected to continue through fiscal 2021, and we may resume share repurchases in the future at any time,
depending upon operating results, our capital needs and other factors.
Other than normal operating expenses, cash requirements for fiscal 2021 are expected to consist primarily of capital expenditures for investments in our new and
existing stores and our supply chain and corporate facilities. Total capital expenditures for fiscal 2021 are expected to be approximately $1.9 billion.
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Cash Flows
Cash provided by operating activities was $1.6 billion for fiscal 2020, compared to $5.0 billion for fiscal 2019. The change was primarily due to temporary retail
store closures resulting from the COVID-19 pandemic, the U.S. federal tax payment related to the Nestlé transaction and the timing of other tax payments and
refunds.
Cash used in investing activities totaled $1.7 billion for fiscal 2020, compared to $1.0 billion for fiscal 2019. The change was primarily driven by lapping proceeds
from the divestiture of certain operations related to the conversions of our retail businesses in Thailand, France and the Netherlands to fully licensed markets
during 2019 and an increase in purchase of investments in fiscal 2020. This was partially offset by lower capital expenditures for new and existing stores.
Cash provided by financing activities for fiscal 2020 totaled $1.7 billion, compared to cash used in financing activities of $10.1 billion for fiscal 2019. The change
was primarily due to higher repurchases of our common stock under accelerated share repurchase agreements in fiscal 2019 and higher proceeds from issuance of
long-term debt in fiscal 2020.
Contractual Obligations
The following table summarizes our contractual obligations and borrowings as of September 27, 2020, and the timing and effect that such commitments are
expected to have on our liquidity and capital requirements in future periods (in millions):

Contractual Obligations(1)
Operating lease obligations(2)
Debt obligations
Principal payments
Interest payments
Purchase obligations(3)
Other obligations(4)
Total

$

Total

$

10,089.6

16,445.2
7,140.5
1,237.1
498.9
35,411.3

$

Less than 1
Year

$

1,528.1

1,688.8
501.2
750.3
101.0
4,569.4

Payments Due by Period
1-3
Years

$

2,668.7

$

2,000.0
893.4
423.4
71.5
6,057.0

$

$

3-5
Years

2,112.6
2,806.4
793.5
63.4
115.9
5,891.8

$

$

More than
5 Years

3,780.2

9,950.0
4,952.4
—
210.5
18,893.1

(1)

We have excluded long-term gross unrecognized tax benefits for uncertain tax positions, including interest and penalties of $137.5 million from the amounts
presented as the timing of these obligations is uncertain.

(2)

Amounts include direct lease obligations, excluding any taxes, insurance and other related expenses.

(3)

Purchase obligations include agreements to purchase goods or services that are enforceable and legally binding on Starbucks and that specify all significant
terms. Green coffee purchase commitments comprise 93% of total purchase obligations.

(4)

Other obligations include other long-term liabilities primarily consisting of the Tax Act transition tax, asset retirement obligations, Valor Siren Ventures I
L.P. (VSV) investment and hedging instruments.

Starbucks currently expects to fund these commitments primarily with operating cash flows generated in the normal course of business.
Off-Balance Sheet Arrangements
Off-balance sheet arrangements relate to purchase commitments detailed in the footnotes to the consolidated financial statements included in Item 8 of Part II of
this 10-K.
COMMODITY PRICES, AVAILABILITY AND GENERAL RISK CONDITIONS
Commodity price risk represents Starbucks primary market risk, generated by our purchases of green coffee and dairy products, among other items. We purchase,
roast and sell high-quality arabica coffee and related products and risk arises from the price volatility of green coffee. In addition to coffee, we also purchase
significant amounts of dairy products to support the needs of our company-operated stores. The price and availability of these commodities directly impacts our
results of operations, and we expect commodity prices, particularly coffee, to impact future results of operations. For additional details see Product Supply in
Item 1, as well as Risk Factors in Item 1A of this 10-K.
FINANCIAL RISK MANAGEMENT
Market risk is defined as the risk of losses due to changes in commodity prices, foreign currency exchange rates, equity security prices and interest rates. We
manage our exposure to various market-based risks according to a market price risk management policy. Under this policy, market-based risks are quantified and
evaluated for potential mitigation strategies, such as entering into hedging transactions. The market price risk management policy governs how hedging
instruments may be used to mitigate
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risk. Risk limits are set annually and prohibit speculative trading activity. We also monitor and limit the amount of associated counterparty credit risk, which we
consider to be low. We use interest rate swap agreements and treasury locks to primarily hedge against changes in benchmark interest rates related to anticipated
debt issuances and cross-currency swaps and foreign exchange debt instruments to hedge against changes in the fair value of our fixed-rate debt and foreign
exchange exposure of net investments in Japan. Excluding interest rate hedging instruments, cross currency swaps and foreign currency debt, hedging instruments
generally do not have maturities in excess of three years. Refer to Note 1, Summary of Significant Accounting Policies, and Note 3, Derivative Financial
Instruments, to the consolidated financial statements included in Item 8 of Part II of this 10-K for further discussion of our hedging instruments.
The sensitivity analyses disclosed below provide only a limited, point-in-time view of the market risk of the financial instruments discussed. The actual impact of
the respective underlying rates and price changes on the financial instruments may differ significantly from those shown in the sensitivity analyses.
Commodity Price Risk
We purchase commodity inputs, primarily coffee, dairy products, diesel, cocoa, sugar and other commodities, that are used in our operations and are subject to
price fluctuations that impact our financial results. We use a combination of pricing features embedded within supply contracts, such as fixed-price and price-tobe-fixed contracts for coffee purchases, and financial derivatives to manage our commodity price risk exposure.
The following table summarizes the potential impact as of September 27, 2020 to Starbucks future net earnings and other comprehensive income (“OCI”) from
changes in commodity prices. The information provided below relates only to the hedging instruments and does not represent the corresponding changes in the
underlying hedged items (in millions):

Commodity hedges

$

Increase/(Decrease) to Net Earnings
10% Increase in
10% Decrease in
Underlying Rate
Underlying Rate

1

$

(1)

$

Increase/(Decrease) to OCI
10% Increase in
10% Decrease in
Underlying Rate
Underlying Rate

13

$

(13)

Foreign Currency Exchange Risk
The majority of our revenue, expense and capital purchasing activities are transacted in U.S. dollars. However, because a portion of our operations consists of
activities outside of the U.S., we have transactions in other currencies, primarily the Chinese renminbi, Japanese yen, Canadian dollar, British pound, South Korean
won and euro. To reduce cash flow volatility from foreign currency fluctuations, we enter into derivative instruments to hedge portions of cash flows of anticipated
intercompany royalty payments, inventory purchases, intercompany borrowing and lending activities and certain other transactions in currencies other than the
functional currency of the entity that enters into the arrangements, as well as the translation risk of certain balance sheet items. The volatility in the foreign
exchange market may lead to significant fluctuation in foreign currency exchange rates and adversely impact our financial results in the case of weakening foreign
currencies relative to the U.S. dollar. See Note 3, Derivative Financial Instruments, to the consolidated financial statements included in Item 8 of Part II of this 10K for further discussion.
The following table summarizes the potential impact as of September 27, 2020 to Starbucks future net earnings and other comprehensive income from changes in
the fair value of these derivative financial instruments due to a change in the value of the U.S. dollar as compared to foreign exchange rates. The information
provided below relates only to the hedging instruments and does not represent the corresponding changes in the underlying hedged items (in millions):

Foreign currency hedges

$

Increase/(Decrease) to Net Earnings
10% Increase in
10% Decrease in
Underlying Rate
Underlying Rate

37

$

(37)

$

Increase/(Decrease) to OCI
10% Increase in
10% Decrease in
Underlying Rate
Underlying Rate

164

$

(164)

Equity Security Price Risk
We have minimal exposure to price fluctuations on equity mutual funds and equity exchange-traded funds within our marketable equity securities portfolio.
Marketable equity securities are recorded at fair value and approximates a portion of our liability under our Management Deferred Compensation Plan (“MDCP”).
Gains and losses from the portfolio and the change in our MDCP liability are recorded in our consolidated statements of earnings.
We performed a sensitivity analysis based on a 10% change in the underlying equity prices of our investments as of September 27, 2020 and determined that such a
change would not have a significant impact on the fair value of these instruments.
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Interest Rate Risk
Long-term Debt
We utilize short-term and long-term financing and may use interest rate hedges to manage our overall interest expense related to our existing fixed-rate debt, as
well as to hedge the variability in cash flows due to changes in benchmark interest rates related to anticipated debt issuances. See Note 3, Derivative Financial
Instruments and Note 9, Debt, to the consolidated financial statements included in Item 8 of Part II of this 10-K for further discussion of our interest rate hedge
agreements and details of the components of our long-term debt, respectively, as of September 27, 2020.
The following table summarizes the impact of a change in interest rates as of September 27, 2020 on the fair value of Starbucks debt (in millions):
Change in Fair Value

Long-term debt(1)
(1)

$

Fair Value

17,500

$

100 Basis Point Increase in
Underlying Rate

1,294

$

100 Basis Point Decrease in
Underlying Rate

(1,294)

Amount disclosed is net of $23 million change in the fair value of our designated interest rate swap. Refer to Note 3, Derivative Financial Instruments, for
additional information on our interest rate swap designated as a fair value hedge.

Available-for-Sale Debt Securities
Our available-for-sale securities comprise a diversified portfolio consisting mainly of investment-grade debt securities. The primary objective of these investments
is to preserve capital and liquidity. Available-for-sale securities are recorded on the consolidated balance sheets at fair value with unrealized gains and losses
reported as a component of accumulated other comprehensive income. We do not hedge the interest rate exposure on our investments. We performed a sensitivity
analysis based on a 100 basis point change in the underlying interest rate of our available-for-sale securities as of September 27, 2020 and determined that such a
change would not have a significant impact on the fair value of these instruments.
APPLICATION OF CRITICAL ACCOUNTING POLICIES
Critical accounting policies are those that management believes are both most important to the portrayal of our financial condition and results and require the most
difficult, subjective or complex judgments, often as a result of the need to make estimates about the effect of matters that are inherently uncertain, especially in
light of the current economic environment due to the COVID-19 pandemic. Judgments and uncertainties affecting the application of those policies may result in
materially different amounts being reported under different conditions or using different assumptions.
Our significant accounting policies are discussed in Note 1, Summary of Significant Accounting Policies, to the consolidated financial statements included in Item
8 of Part II of this 10-K. We believe that of our significant accounting policies, the following policies involve a higher degree of judgment and/or complexity.
We consider financial reporting and disclosure practices and accounting policies quarterly to ensure that they provide accurate and transparent information relative
to the current economic and business environment. During the past five fiscal years, we have not made any material changes to the accounting methodologies used
to assess the areas discussed below, unless noted otherwise.
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Property, Plant and Equipment and Other Finite-Lived Assets
We evaluate property, plant and equipment, operating lease right-of-use (“ROU”) assets and other finite-lived assets for impairment when facts and circumstances
indicate that the carrying values of such assets may not be recoverable. When evaluating for impairment, we first compare the carrying value of the asset to the
asset’s estimated future undiscounted cash flows. If the estimated undiscounted future cash flows are less than the carrying value of the asset, we determine if we
have an impairment loss by comparing the carrying value of the asset to the asset's estimated fair value and recognize an impairment charge when the asset’s
carrying value exceeds its estimated fair value. The adjusted carrying amount of the asset becomes its new cost basis and is depreciated over the asset's remaining
useful life.
Long-lived assets are grouped with other assets and liabilities at the lowest level for which identifiable cash flows are largely independent of the cash flows of
other assets and liabilities. For company-operated store assets, the impairment test is performed at the individual store asset group level, which is inclusive of
property, plant and equipment and lease ROU assets. The fair value of a store’s assets is estimated using a discounted cash flow model. For other long-lived assets,
fair value is determined using an approach that is appropriate based on the relevant facts and circumstances, which may include discounted cash flows, comparable
transactions, or comparable company analyses.
Our impairment calculations contain uncertainties because they require management to make assumptions and to apply judgment to estimate future cash flows and
asset fair values. Key assumptions used in estimating future cash flows and asset fair values include projected revenue growth and operating expenses, as well as
forecasting asset useful lives and selecting an appropriate discount rate. For company-operated stores, estimates of revenue growth and operating expenses are
based on internal projections and consider the store’s historical performance, the local market economics and the business environment impacting the store’s
performance. The discount rate is selected based on what we believe a buyer would assume when determining a purchase price for the store. These estimates are
subjective and our ability to realize future cash flows and asset fair values is affected by factors such as ongoing maintenance and improvement of the assets,
changes in economic conditions and changes in operating performance.
In each of the three fiscal years prior to fiscal 2020, our business has operated at levels of growth and profitability that have not required material numbers of our
store assets to be reviewed for potential impairment. Given the substantial reduction in our revenues and cash flows as a result of the COVID-19 pandemic,
primarily in the third quarter of fiscal 2020, along with our announced restructuring plans to close up to 800 of our company-operated stores in the U.S. and
Canada in the next 18 months, we identified triggering events that required us to assess the need for potential impairment charges for a larger number of companyoperated stores in fiscal 2020 than in prior years. As a result of these activities, we recorded store impairment charges of $298.9 million in fiscal 2020, of which
$239.3 million was included in restructuring and impairment expenses on our consolidated statement of earnings. The magnitude of these charges was not
particularly sensitive to variations in fair value inputs, as the majority of charges recorded were the result of full impairments of stores identified for closure, based
on factors such as the format and location of the store or its current operating performance. Excluding stores in areas impacted by our restructuring plans, our
company-operated store portfolio is projecting a return to pre-COVID-19 levels of operations and cash flow recoverability within the next 12 months. However,
irrespective of the above, our expectations of business recovery trends may vary materially in future periods based on the pace of global and market-specific
recovery from the COVID-19 pandemic.
As of September 27, 2020, we had identified 405 stores in the U.S. and Canada for closure under our restructuring plans. We expect to potentially identify up to
another 395 stores for closure. We expect total future restructuring costs, which are attributable to our Americas segment, to range from approximately $260
million to $400 million. These restructuring costs include accelerated amortization or impairments of ROU assets due to planned store closures prior to the end of
contractual lease terms ($150 million to $190 million), store asset impairment and disposal costs not previously recorded as part of our ongoing store impairment
process ($100 million to $190 million) and the remaining amount relates to employee termination costs. Our estimates of future restructuring costs are based on
actual costs incurred for recently closed stores of similar profile under the restructuring plans. As we have previously recorded impairment charges in fiscal 2020
for stores that may be identified for closure under our plans, and because store closure decisions are still subject to change, the final costs associated with these
store closures may be different from the initial estimates. These costs will depend on the asset carrying value and remaining lease term for each store identified.
Future restructuring costs are expected to be incurred over the next 18 months as stores are specifically identified for closure or, in the case of lease exit costs,
when the stores cease operations.
Asset impairment charges are discussed in Note 1, Summary of Significant Accounting Policies, to the consolidated financial statements included in Item 8 of Part
II of this 10-K.
Goodwill and Indefinite-Lived Intangible Assets
We evaluate goodwill and indefinite-lived intangible assets for impairment annually during our third fiscal quarter, or more frequently if an event occurs or
circumstances change that would indicate impairment may exist. When evaluating these assets for impairment, we may first perform a qualitative assessment to
determine whether it is more likely than not that a reporting unit is impaired. If we do not perform a qualitative assessment, or if we determine that it is not more
likely than not that the fair

Starbucks Corporation

2020 Form 10-K

44

111

value of the reporting unit exceeds its carrying amount, we calculate the estimated fair value of the reporting unit using discounted cash flows or a combination of
discounted cash flow and market approaches.
When assessing goodwill for impairment, our decision to perform a qualitative impairment assessment for an individual reporting unit in a given year is influenced
by a number of factors, inclusive of the carrying value of the reporting unit's goodwill, the significance of the excess of the reporting unit's estimated fair value
over carrying value at the last quantitative assessment date, the amount of time in between quantitative fair value assessments and the date of acquisition. If we
perform a quantitative assessment of an individual reporting unit’s goodwill, our impairment calculations contain uncertainties because they require management
to make assumptions and to apply judgment when estimating future cash flows and asset fair values, including projected revenue growth and operating expenses
related to existing businesses, product innovation and new store concepts, as well as utilizing valuation multiples of similar publicly traded companies and
selecting an appropriate discount rate. Estimates of revenue growth and operating expenses are based on internal projections considering the reporting unit’s past
performance and forecasted growth, including assumptions regarding business recovery post COVID-19, strategic initiatives, local market economics and the local
business environment impacting the reporting unit’s performance. The discount rate is selected based on the estimated cost of capital for a market participant to
operate the reporting unit in the region. These estimates, as well as the selection of comparable companies and valuation multiples used in the market approaches
are highly subjective, and our ability to realize the future cash flows used in our fair value calculations is affected by factors such as the success of strategic
initiatives, changes in economic conditions, changes in our operating performance and changes in our business strategies, including retail initiatives and
international expansion. Our goodwill impairment assessments were not significantly altered as a result of the COVID-19 pandemic. We continue to believe the
fair value of each of our reporting units is significantly in excess of its carrying value, and absent a sustained multi-year global decline in our business in key
markets such as the U.S. and China, we do not anticipate incurring significant goodwill impairment in the next 12 months.
When assessing indefinite-lived intangible assets for impairment, where we perform a qualitative assessment, we evaluate if changes in events or circumstances
have occurred that indicate that impairment may exist. If we do not perform a qualitative impairment assessment or if changes in events and circumstances indicate
that a quantitative assessment should be performed, management is required to calculate the fair value of the intangible asset group. The fair value calculation
includes estimates of revenue growth, which are based on past performance and internal projections for the intangible asset group's forecasted growth, including
assumptions regarding business recovery post COVID-19, and royalty rates, which are adjusted for our particular facts and circumstances. The discount rate is
selected based on the estimated cost of capital that reflects the risk profile of the related business. These estimates are highly subjective, and our ability to achieve
the forecasted cash flows used in our fair value calculations is affected by factors such as the success of strategic initiatives, changes in economic conditions,
changes in our operating performance and changes in our business strategies, including retail initiatives and international expansion. During fiscal 2020, we
recorded a charge of $22.1 million relating to the impairment of an indefinite-lived intangible asset due to changes in branding and marketing strategy. The amount
of charge taken was not materially impacted by our choice of fair value assumptions, and we do not anticipate recording significant impairment charges in the next
12 months.
Definite-lived intangible asset impairment charges are discussed in Note 8, Other Intangible Assets and Goodwill, to the consolidated financial statements included
in Item 8 of Part II of this 10-K.
Income Taxes
We recognize deferred tax assets and liabilities based on the differences between the financial statement carrying amounts and the respective tax bases of our assets
and liabilities. Deferred tax assets and liabilities are measured using current enacted tax rates expected to apply to taxable income in the years in which we expect
the temporary differences to reverse. We routinely evaluate the likelihood of realizing the benefit of our deferred tax assets and may record a valuation allowance
if, based on all available evidence, we determine that some portion of the tax benefit will not be realized.
In evaluating our ability to recover our deferred tax assets within the jurisdiction from which they arise, we consider all available positive and negative evidence,
including scheduled reversals of deferred tax liabilities, projected future taxable income, tax-planning strategies and results of operations. In projecting future
taxable income, we consider historical results and incorporate assumptions about the amount of future state, federal and foreign pretax operating income adjusted
for items that do not have tax consequences. Our assumptions regarding future taxable income are consistent with the plans and estimates we use to manage our
underlying businesses. In evaluating the objective evidence that historical results provide, we consider three years of cumulative operating income/(loss). During
fiscal 2020, we recorded valuation allowances of $56.5 million to reduce our deferred tax asset balance as of the beginning of the fiscal year relating to certain
foreign jurisdictions not expected to generate enough future income to offset accumulated losses. Absent a sustained multi-year global decline in our business in
key markets such as the U.S., China and Japan, we do not anticipate incurring significant additional valuation allowances against our remaining deferred tax assets
as of September 27, 2020 in the next 12 months.
In addition, our income tax returns are periodically audited by domestic and foreign tax authorities. These audits include review of our tax filing positions,
including the timing and amount of deductions taken and the allocation of income between tax jurisdictions. We evaluate our exposures associated with our various
tax filing positions and recognize a tax benefit only if it is
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more likely than not that the tax position will be sustained upon examination by the relevant taxing authorities, including resolutions of any related appeals or
litigation processes, based on the technical merits of our position. For uncertain tax positions that do not meet this threshold, we record a related liability. We
adjust our unrecognized tax benefit liability and income tax expense in the period in which the uncertain tax position is effectively settled, the statute of limitations
expires for the relevant taxing authority to examine the tax position or when new information becomes available. As discussed in Note 14, Income Taxes, to the
consolidated financial statements included in Item 8 of Part II of this 10-K, there is a reasonable possibility that our unrecognized tax benefit liability will be
adjusted within 12 months due to the expiration of a statute of limitations and/or resolution of examinations with taxing authorities.
We have generated income in certain foreign jurisdictions that may be subject to additional foreign withholding taxes and U.S. state income taxes. We regularly
review our plans for reinvestment or repatriation of unremitted foreign earnings. These plans have been unaltered as a result of the COVID-19 pandemic. While we
do not expect to repatriate cash to the U.S. to satisfy domestic liquidity needs, if these amounts were distributed to the U.S., in the form of dividends or otherwise,
we may be subject to additional foreign withholding taxes and U.S. state income taxes, which could be material.
Our income tax expense, deferred tax assets and liabilities and liabilities for unrecognized tax benefits reflect management’s best assessment of estimated current
and future taxes to be paid. Deferred tax asset valuation allowances and our liabilities for unrecognized tax benefits require significant management judgment
regarding applicable statutes and their related interpretation, the status of various income tax audits and our particular facts and circumstances. Although we
believe that the judgments and estimates discussed herein are reasonable, actual results, including forecasted COVID-19 business recovery, could differ, and we
may be exposed to losses or gains that could be material. To the extent we prevail in matters for which a liability has been established or are required to pay
amounts in excess of our established liability, our effective income tax rate in a given financial statement period could be materially affected.
RECENT ACCOUNTING PRONOUNCEMENTS
See Note 1, Summary of Significant Accounting Policies, to the consolidated financial statements included in Item 8 of Part II of this 10-K for a detailed
description of recent accounting pronouncements.
Item 7A. Quantitative and Qualitative Disclosures About Market Risk
The information required by this item is incorporated by reference to the section entitled “Management’s Discussion and Analysis of Financial Condition and
Results of Operations — Commodity Prices, Availability and General Risk Conditions” and “Management’s Discussion and Analysis of Financial Condition and
Results of Operations — Financial Risk Management” in Item 7 of this Report.
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Item 8. Financial Statements and Supplementary Data
STARBUCKS CORPORATION
CONSOLIDATED STATEMENTS OF EARNINGS
(in millions, except per share data)
Sep 27,
2020

Fiscal Year Ended

Net revenues:
Company-operated stores
Licensed stores
Other
Total net revenues
Product and distribution costs
Store operating expenses
Other operating expenses
Depreciation and amortization expenses
General and administrative expenses
Restructuring and impairments
Total operating expenses
Income from equity investees
Operating income
Gain resulting from acquisition of joint venture
Net gain resulting from divestiture of certain operations
Interest income and other, net
Interest expense
Earnings before income taxes
Income tax expense
Net earnings including noncontrolling interests
Net loss attributable to noncontrolling interests
Net earnings attributable to Starbucks

$

Earnings per share — basic
Earnings per share — diluted
Weighted average shares outstanding:
Basic
Diluted

Starbucks Corporation

$

21,544.4 $
2,875.0
2,089.2
26,508.6
8,526.9
10,493.6
371.0
1,377.3
1,824.1
135.8
22,728.7
298.0
4,077.9
—
622.8
96.5
(331.0)
4,466.2
871.6
3,594.6
(4.6)
3,599.2 $

$
$

0.79
0.79

2.95
2.92

1,172.8
1,181.8
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Sep 30,
2018

19,164.6 $
2,327.1
2,026.3
23,518.0
7,694.9
10,764.0
430.3
1,431.3
1,679.6
278.7
22,278.8
322.5
1,561.7
—
—
39.7
(437.0)
1,164.4
239.7
924.7
(3.6)
928.3 $

See Notes to Consolidated Financial Statements.
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Sep 29,
2019

$
$

1,221.2
1,233.2

$
$

19,690.3
2,652.2
2,377.0
24,719.5
7,930.7
9,472.2
554.9
1,247.0
1,708.2
224.4
21,137.4
301.2
3,883.3
1,376.4
499.2
191.4
(170.3)
5,780.0
1,262.0
4,518.0
(0.3)
4,518.3
3.27
3.24
1,382.7
1,394.6
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STARBUCKS CORPORATION
CONSOLIDATED STATEMENTS OF COMPREHENSIVE INCOME
(in millions)
Fiscal Year Ended

Net earnings including noncontrolling interests
Other comprehensive income/(loss), net of tax:
Unrealized holding gains/(losses) on available-for-sale securities
Tax (expense)/benefit
Unrealized gains/(losses) on cash flow hedging instruments
Tax (expense)/benefit
Unrealized gains/(losses) on net investment hedging instruments
Tax (expense)/benefit
Translation adjustment and other
Tax (expense)/benefit
Reclassification adjustment for net (gains)/losses realized in net earnings for availablefor-sale securities, hedging instruments and translation adjustment
Tax expense/(benefit)
Other comprehensive income/(loss)
Comprehensive income including noncontrolling interests
Comprehensive income/(loss) attributable to noncontrolling interests

$

Comprehensive income attributable to Starbucks

$

Sep 27,
2020

924.7

$

8.3
(1.8)
(126.3)
31.3
38.7
(9.8)
206.9
1.5
(20.1)
5.2
133.9
1,058.6
(3.6)
1,062.2 $

Sep 29,
2019

3,594.6

$

Sep 30,
2018

10.5
(2.3)
(14.1)
3.4
(39.8)
10.1
(146.2)
2.5
1.3
1.6
(173.0)
3,421.6
(4.6)
3,426.2 $

4,518.0
(7.0)
1.9
24.4
(6.5)
7.8
(2.2)
(220.0)
3.4

24.7
(1.2)
(174.7)
4,343.3
(0.3)
4,343.6

See Notes to Consolidated Financial Statements.
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STARBUCKS CORPORATION
CONSOLIDATED BALANCE SHEETS
(in millions, except per share data)

Current assets:
Cash and cash equivalents
Short-term investments
Accounts receivable, net
Inventories
Prepaid expenses and other current assets
Total current assets
Long-term investments
Equity investments
Property, plant and equipment, net
Operating lease, right-of-use asset
Deferred income taxes, net
Other long-term assets
Other intangible assets
Goodwill
TOTAL ASSETS

ASSETS
$

$

LIABILITIES AND SHAREHOLDERS' EQUITY/(DEFICIT)
Current liabilities:
Accounts payable
Accrued liabilities
Accrued payroll and benefits
Income taxes payable
Current portion of operating lease liability
Stored value card liability and current portion of deferred revenue
Short-term debt
Current portion of long-term debt
Total current liabilities
Long-term debt
Operating lease liability
Deferred revenue
Other long-term liabilities
Total liabilities
Shareholders’ deficit:
Common stock ($0.001par value) — authorized, 2,400.0 shares; issued and outstanding, 1,173.3 and
1,184.6 shares, respectively
Additional paid-in capital
Retained deficit
Accumulated other comprehensive loss
Total shareholders’ deficit
Noncontrolling interests
Total deficit
TOTAL LIABILITIES AND SHAREHOLDERS' EQUITY/(DEFICIT)
See Notes to Consolidated Financial Statements.
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$

$

Sep 29,
2019

4,350.9
281.2
883.4
1,551.4
739.5
7,806.4
206.1
478.7
6,241.4
8,134.1
1,789.9
568.6
552.1
3,597.2
29,374.5

$

997.9
1,160.7
696.0
98.2
1,248.8
1,456.5
438.8
1,249.9
7,346.8
14,659.6
7,661.7
6,598.5
907.3
37,173.9

$

1,189.7
1,753.7
664.6
1,291.7
—
1,269.0
—
—
6,168.7
11,167.0
—
6,744.4
1,370.5
25,450.6

1.2
373.9
(7,815.6)
(364.6)
(7,805.1)
5.7
(7,799.4)
29,374.5 $

1.2
41.1
(5,771.2)
(503.3)
(6,232.2)
1.2
(6,231.0)
19,219.6

$

2,686.6
70.5
879.2
1,529.4
488.2
5,653.9
220.0
396.0
6,431.7
—
1,765.8
479.6
781.8
3,490.8
19,219.6
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STARBUCKS CORPORATION
CONSOLIDATED STATEMENTS OF CASH FLOWS
(in millions)
Sep 27,
2020

Fiscal Year Ended

OPERATING ACTIVITIES:
Net earnings including noncontrolling interests
Adjustments to reconcile net earnings to net cash provided by operating activities:
Depreciation and amortization
Deferred income taxes, net
Income earned from equity method investees
Distributions received from equity method investees
Gain resulting from acquisition of joint venture
Net gain resulting from divestiture of certain retail operations
Stock-based compensation
Goodwill impairments
Non-cash lease cost
Loss on retirement and impairment of assets
Other
Cash provided by/(used in) changes in operating assets and liabilities:
Accounts receivable
Inventories
Prepaid expenses and other current assets
Income taxes payable
Accounts payable
Deferred revenue
Operating lease liability
Other operating assets and liabilities
Net cash provided by operating activities
INVESTING ACTIVITIES:
Purchases of investments
Sales of investments
Maturities and calls of investments
Acquisitions, net of cash acquired
Additions to property, plant and equipment
Net proceeds from the divestiture of certain operations
Other
Net cash used in investing activities
FINANCING ACTIVITIES:
Proceeds from issuance of short-term debt
Repayments of short-term debt
Proceeds from issuance of long-term debt
Repayments of long-term debt
Proceeds from issuance of common stock
Cash dividends paid
Repurchase of common stock
Minimum tax withholdings on share-based awards
Other
Net cash provided by/(used in) financing activities
Effect of exchange rate changes on cash and cash equivalents
Net increase/(decrease) in cash and cash equivalents
CASH AND CASH EQUIVALENTS:
Beginning of period
End of period
SUPPLEMENTAL DISCLOSURE OF CASH FLOW INFORMATION:
Cash paid during the period for:
Interest, net of capitalized interest
Income taxes

$

Sep 29,
2019

924.7

$

Sep 30,
2018

3,594.6

$

4,518.0

1,503.2
(25.8)
(280.7)
227.7
—
—
248.6
—
1,197.6
454.4
24.5

1,449.3
(1,495.4)
(250.6)
216.8
—
(622.8)
308.0
10.5
—
142.6
45.3

1,305.9
714.9
(242.8)
226.8
(1,376.4)
(499.2)
250.3
37.6
—
75.6
13.4

(2.7)
(10.9)
(317.5)
(1,214.6)
(210.8)
31.0
(1,231.4)
280.5
1,597.8

(197.7)
(173.0)
922.0
1,237.1
31.9
(30.5)
—
(141.1)
5,047.0

131.0
(41.2)
(839.5)
146.0
391.6
7,109.4
—
16.4
11,937.8

(443.9)
186.7
73.7
—
(1,483.6)
—
(44.4)
(1,711.5)

(190.4)
298.3
59.8
—
(1,806.6)
684.3
(56.2)
(1,010.8)

(191.9)
459.0
45.3
(1,311.3)
(1,976.4)
608.2
5.6
(2,361.5)

1,406.6
(967.7)
4,727.6
—
298.8
(1,923.5)
(1,698.9)
(91.9)
(37.7)
1,713.3
64.7
1,664.3

—
—
1,996.0
(350.0)
409.8
(1,761.3)
(10,222.3)
(111.6)
(17.5)
(10,056.9)
(49.0)
(6,069.7)

—
—
5,584.1
—
153.9
(1,743.4)
(7,133.5)
(62.7)
(41.2)
(3,242.8)
(39.5)
6,294.0

$

2,686.6
4,350.9

$

8,756.3
2,686.6

$

2,462.3
8,756.3

$
$

396.9
1,699.1

$
$

299.5
470.1

$
$

137.1
1,176.9

See Notes to Consolidated Financial Statements.
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STARBUCKS CORPORATION
CONSOLIDATED STATEMENTS OF EQUITY
(in millions, except per share data)
Common Stock

Balance, October 1, 2017
Net earnings/(loss)
Other comprehensive income/(loss)
Stock-based compensation expense
Exercise of stock options/vesting of RSUs
Sale of common stock
Repurchase of common stock
Cash dividends declared, $1.32 per share
Net distributions to noncontrolling interests
Balance, September 30, 2018
Cumulative effect of adoption of new
accounting guidance
Net earnings/(loss)
Other comprehensive income/(loss)
Stock-based compensation expense
Exercise of stock options/vesting of RSUs
Sale of common stock
Repurchase of common stock
Cash dividends declared, $1.49 per share
Net distributions to noncontrolling interests
Balance, September 29, 2019
Cumulative effect of adoption of new
accounting guidance
Net earnings/(loss)
Other comprehensive income/(loss)
Stock-based compensation expense
Exercise of stock options/vesting of RSUs
Sale of common stock
Repurchase of common stock
Cash dividends declared, $1.23 per share
Noncontrolling interest resulting from
divestiture
Balance, September 27, 2020

Shares

1,431.6 $
—
—
—
8.4
0.6
(131.5)
—
—
1,309.1 $
—
—
—
—
14.7
0.4
(139.6)
—
—
1,184.6 $
—
—
—
—
8.5
0.5
(20.3)
—
—
1,173.3

Amount

1.4 $
—
—
—
—
—
(0.1)
—
—
1.3 $
—
—
—
—
—
—
(0.1)
—
—
1.2 $
—
—
—
—
—
—
—
—

$

—
1.2

$

Additional
Paid-in
Capital

Accumulated
Other
Retained
Comprehensive
Earnings/(Deficit) Income/(Loss)
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Noncontrolling
Interests

Total

41.1 $
—
—
253.8
59.4
31.8
(345.0)
—
—
41.1 $

5,563.2 $
4,518.3
—
—
—
—
(6,863.6)
(1,760.5)
—
1,457.4 $

(155.6) $
—
(174.7)
—
—
—
—
—
—
(330.3) $

5,450.1 $
4,518.3
(174.7)
253.8
59.4
31.8
(7,208.7)
(1,760.5)
—
1,169.5 $

6.9
(0.3)
—
—
—
—
—
—
(0.3)
6.3

$

—
—
—
311.3
264.9
33.4
(609.6)
—
—
41.1 $

495.6
3,599.2
—
—
—
—
(9,521.8)
(1,801.6)
—
(5,771.2) $

—
—
(173.0)
—
—
—
—
—
—
(503.3) $

495.6
3,599.2
(173.0)
311.3
264.9
33.4
(10,131.5)
(1,801.6)
—
(6,232.2) $

—
(4.6)
—
—
—
—
—
—
(0.5)
1.2

495.6
3,594.6
(173.0)
311.3
264.9
33.4
(10,131.5)
(1,801.6)
(0.5)
$ (6,231.0)

—
—
—
252.1
169.9
37.2
(126.4)
—

12.5
928.3
—
—
—
—
(1,548.6)
(1,436.6)

—
(3.6)
—
—
—
—
—
(0.2)

17.3
924.7
133.9
252.1
169.9
37.2
(1,675.0)
(1,436.8)

—
373.9

$

—
(7,815.6) $

See Notes to Consolidated Financial Statements.
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Shareholders’
Equity/(Deficit)

4.8
—
133.9
—
—
—
—
—
—
(364.6) $

17.3
928.3
133.9
252.1
169.9
37.2
(1,675.0)
(1,436.6)
—
(7,805.1) $

8.3
5.7

$

$

5,457.0
4,518.0
(174.7)
253.8
59.4
31.8
(7,208.7)
(1,760.5)
(0.3)
1,175.8

8.3
(7,799.4)
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STARBUCKS CORPORATION
NOTES TO CONSOLIDATED FINANCIAL STATEMENTS
Fiscal Years ended September 27, 2020, September 29, 2019 and September 30, 2018
Note 1: Summary of Significant Accounting Policies
Description of Business
We purchase and roast high-quality coffees that we sell, along with handcrafted coffee and tea beverages and a variety of fresh and prepared food items, through
our company-operated stores. We also sell a variety of coffee and tea products and license our trademarks through other channels such as licensed stores, grocery
and foodservice. The grocery and foodservice business is primarily through our Global Coffee Alliance with Nestlé established in August 2018.
In this 10-K, Starbucks Corporation (together with its subsidiaries) is referred to as “Starbucks,” the “Company,” “we,” “us” or “our.”
Certain prior period information on the consolidated statements of cash flows has been reclassified to conform to the current year presentation.
In the third quarter of fiscal 2020, we renamed the “cost of sales” caption on our consolidated statement of earnings to “product and distribution costs,” which more
accurately reflects the substance of costs classified within this line item. There were no classification or other changes made in conjunction with the new caption.
We have three reportable operating segments: 1) Americas, which is inclusive of the U.S., Canada and Latin America; 2) International, which is inclusive of
China/Asia Pacific, Europe, the Middle East and Africa; and 3) Channel Development. Non-reportable operating segments such as Evolution Fresh and unallocated
corporate expenses are reported within Corporate and Other.
Principles of Consolidation
Our consolidated financial statements reflect the financial position and operating results of Starbucks, including wholly-owned subsidiaries and investees that we
control. Intercompany transactions and balances have been eliminated.
Fiscal Year End
Our fiscal year ends on the Sunday closest to September 30. Fiscal 2020, 2019 and 2018 included 52 weeks.
Estimates and Assumptions
Preparing financial statements in conformity with accounting principles generally accepted in the United States of America (“GAAP”) requires management to
make estimates and assumptions that affect the reported amounts of assets, liabilities, revenues and expenses. Examples include, but are not limited to, estimates
for inventory reserves, asset and goodwill impairments, assumptions underlying self-insurance reserves, income from unredeemed stored value cards, stock-based
compensation forfeiture rates, future asset retirement obligations and the potential outcome of future tax consequences of events that have been recognized in the
financial statements. Actual results and outcomes may differ from these estimates and assumptions due to risks and uncertainties, including uncertainty in the
current economic environment due to the outbreak of the novel coronavirus (“COVID-19”).
Restructuring
In the third quarter of fiscal 2020, we announced a plan to optimize our North America store portfolio, primarily in dense metropolitan markets by blending store
formats to better cater to changing customer tastes and preferences. As of September 27, 2020, we expect the total number of closures to be approximately 800
stores in the U.S. and Canada, reflecting an additional 200 store closures than the initial estimate of 600 stores. As of September 27, 2020, we identified 405 stores
for closure under our restructuring plans, and as a result we recorded approximately $254.7 million to restructuring and impairments on our consolidated statement
of earnings. Of this total, $151.6 million related to the impairment of store assets for which either a triggering event occurred and the assets were determined not to
be recoverable or the store was permanently closed. An additional $87.7 million was primarily associated with accelerated amortization or impairments of right-ofuse (“ROU”) lease assets due to planned store closures prior to the end of contractual lease terms. For impaired store asset groups, we estimated the fair values
using an income approach incorporating internal projections of revenue growth and operating expenses that are considered Level 3 fair value measurements, as
well as applicable discount rates and market lease rates. The application of these projections and fair value measurements did not have a significant impact on our
final impairment decisions given that we plan to fully exit the majority of these identified stores in the next 3 to 6 months. The remaining $15.4 million related to
employee termination costs.
We expect total future restructuring costs, which are attributable to our Americas segment, to range from approximately $260 million to $400 million. These
restructuring costs include accelerated amortization or impairments of ROU assets due to
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planned store closures prior to the end of contractual lease terms ($150 million to $190 million), store impairment and disposal costs not previously recorded as
part of our ongoing store impairment process ($100 million to $190 million) and the remaining amount relates to employee termination costs. As we have
previously recorded impairment charges in fiscal 2020 for stores that may be identified for closure under our plans, and because store closure decisions are still
subject to change, the final costs associated with these store closures may be different from the initial estimates. These costs will depend on the asset carrying value
and remaining lease term of the specific stores identified. Future restructuring costs are expected to be incurred over the next 18 months as stores are specifically
identified for closure or, in the case of lease exit costs, when the stores either cease operations or when a reduced lease term due to early termination is reasonably
certain.
As of September 27, 2020, restructuring liabilities totaling $80.0 million were included in current and non-current operating lease liability for the remaining
outstanding rent liabilities due to landlords. The associated expense was recognized in fiscal 2020 for these stores that were either closed or reasonably certain to
close in fiscal 2021. Additionally, $15.2 million was included in accrued payroll and benefits for employee termination costs on the consolidated balance sheets.
Cash payments were immaterial for fiscal 2020.
Cash and Cash Equivalents
We consider all highly liquid instruments with maturities of three months or less at the time of purchase, as well as credit card receivables for sales to customers in
our company-operated stores that generally settle within two to five business days, to be cash equivalents. We maintain cash and cash equivalent balances with
financial institutions that exceed federally-insured limits. We have not experienced any losses related to these balances, and we believe credit risk to be minimal.
Our cash management system provides for the funding of all major bank disbursement accounts on a daily basis as checks are presented for payment. Under this
system, outstanding checks are in excess of the cash balances at certain banks, which creates book overdrafts. Book overdrafts are presented as a current liability in
accrued liabilities on our consolidated balance sheets.
Investments
Available-for-sale Debt Securities
Our short-term and long-term investments consist primarily of investment-grade debt securities, all of which are classified as available-for-sale. Available-for-sale
debt securities are recorded at fair value, and unrealized holding gains and losses are recorded, net of tax, as a component of accumulated other comprehensive
income. Available-for-sale securities with remaining maturities of less than one year and those identified by management at the time of purchase to be used to fund
operations within one year are classified as short-term. All other available-for-sale securities are classified as long-term. We evaluate our available-for-sale
securities for other-than-temporary impairment on a quarterly basis. Unrealized losses are charged against net earnings when a decline in fair value is determined
to be other than temporary. We review several factors to determine whether a loss is other than temporary, such as the length and extent of the fair value decline,
the financial condition and near-term prospects of the issuer and whether we have the intent to sell or will more likely than not be required to sell before the
securities' anticipated recovery, which may be at maturity. Realized gains and losses are accounted for using the specific identification method. Purchases and sales
are recorded on a trade date basis.
Marketable Equity Securities
We also have a marketable equity securities portfolio, which is comprised of marketable equity mutual funds and equity exchange-traded funds. Marketable equity
securities are recorded at fair value and approximates a portion of our liability under our Management Deferred Compensation Plan (“MDCP”). Gains or losses
from the portfolio and the change in our MDCP liability are recorded in our consolidated statements of earnings.
Equity Investments
Equity investments are accounted under the equity method if we are able to exercise significant influence, but not control, over an investee. Our share of the
earnings or losses as reported by the investees is classified as income from equity investees on our consolidated statements of earnings. The investments are
evaluated for impairment annually and when facts and circumstances indicate that the carrying value may not be recoverable. If a decline in fair value is
determined to be other-than-temporary, an impairment charge is recorded in interest income and other, net on our consolidated statements of earnings.
We account for equity investments for which we do not have significant influence and without readily determinable fair values at cost with adjustments for
observable changes in price or impairments as permitted by the measurement alternative. Investments for which the measurement alternative has been elected are
assessed for impairment quarterly, or if a triggering event indicates impairment may be present. Any adjustments as a result of price changes or impairments are
recorded in interest income and other, net on our consolidated statements of earnings.
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Fair Value
Fair value is the price we would receive to sell an asset or pay to transfer a liability (exit price) in an orderly transaction between market participants. For assets
and liabilities recorded or disclosed at fair value on a recurring basis, we determine fair value based on the following:
Level 1: The carrying value of cash and cash equivalents approximates fair value because of the short-term nature of these instruments. For equity and U.S.
government treasury securities and commodity futures contracts, we use quoted prices in active markets for identical assets to determine fair value.
Level 2: When quoted prices in active markets for identical assets are not available, we determine the fair value of our available-for-sale securities and our overthe-counter forward contracts, collars and swaps based upon factors such as the quoted market price of similar assets or a discounted cash flow model using readily
observable market data, which may include interest rate curves and forward and spot prices for currencies and commodities, depending on the nature of the
investment. The fair value of our long-term debt is estimated based on the quoted market prices for the same or similar issues or on the current rates offered to us
for debt of the same remaining maturities.
Level 3: We determine the fair value of our auction rate securities using an internally-developed valuation model, using inputs that include interest rate curves,
credit and liquidity spreads and effective maturity.
Assets and liabilities recognized or disclosed at fair value on a nonrecurring basis may include items such as property, plant and equipment, goodwill and other
intangible assets, equity and other investments and other assets. We determine the fair value of these items using Level 3 inputs, as described in the related sections
below.
Derivative Instruments
We manage our exposure to various risks within our consolidated financial statements according to a market price risk management policy. Under this policy, we
may engage in transactions involving various derivative instruments to hedge interest rates, commodity prices and foreign currency-denominated revenue streams,
inventory purchases, assets and liabilities and investments in certain foreign operations. In order to manage our exposure to these risks, we use various types of
derivative instruments including forward contracts, commodity futures contracts, collars and swaps. Forward contracts and commodity futures contracts are
agreements to buy or sell a quantity of a currency or commodity at a predetermined future date and at a predetermined rate or price. A collar is a strategy that uses
a combination of a purchased call option and a sold put option with equal premiums to hedge a portion of anticipated cash flows, or to limit possible gains or losses
on an underlying asset or liability to a specific range. A swap agreement is a contract between two parties to exchange cash flows based on specified underlying
notional amounts, assets and/or indices. We do not enter into derivative instruments for speculative purposes.
We record all derivatives on our consolidated balance sheets at fair value and typically do not offset derivative assets and liabilities. Excluding interest rate hedging
instruments, cross-currency swaps and foreign currency debt hedging instruments, we generally do not enter into derivative instruments with maturities longer than
three years. However, we are allowed to net settle transactions with respective counterparties for certain derivative contracts, inclusive of interest rate swaps and
foreign currency forwards, with a single, net amount payable by one party to the other. We also enter into collateral security arrangements that provide for
collateral to be received or posted when the net fair value of certain financial instruments fluctuates from contractually established thresholds. As of September 27,
2020, cash collateral held under collateral security arrangements was $34.9 million and is included in other long-term liabilities on our consolidated balance sheet.
Cash collateral was immaterial as of September 29, 2019. The potential effects of netting arrangements with our derivative contracts, excluding the effects of
collateral, would not have had a material impact on our consolidated balance sheets.
By using these derivative instruments, we expose ourselves to potential credit risk. Credit risk is the failure of the counterparty to perform under the terms of the
derivative contract. We minimize this credit risk by entering into transactions with carefully selected, credit-worthy counterparties and distribute contracts among
several financial institutions to reduce the concentration of credit risk.
Cash Flow Hedges
For derivative instruments that are designated and qualify as a cash flow hedge, the derivative's gain or loss is reported as a component of other comprehensive
income (“OCI”) and recorded in accumulated other comprehensive income (“AOCI”) on our consolidated balance sheets. The gain or loss is subsequently
reclassified into net earnings when the hedged exposure affects net earnings, in the same line item as the underlying hedged item on our consolidated statements of
earnings.
Cash flow hedges related to anticipated transactions are designated and documented at the inception of each hedge. Cash flows from hedging transactions are
classified in the same categories as the cash flows from the respective hedged items. For de-designated cash flow hedges in which the transactions are no longer
likely to occur, the related accumulated derivative gains or losses are recognized in interest income and other, net on our consolidated statements of earnings based
on the nature of the underlying transaction.
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Net Investment Hedges
For derivative instruments that are designated and qualify as a net investment hedge, the derivative's, or qualifying non-derivative instrument’s gain or loss is
reported as a component of OCI and recorded in AOCI. The gain or loss will be subsequently reclassified into net earnings when the hedged net investment is
either sold or substantially liquidated.
Fair Value Hedges
For derivative instruments that are designated and qualify as a fair value hedge, the changes in fair value of the derivative instrument and the offsetting changes in
fair value of the underlying hedged item due to changes in the hedged risk are recorded in interest income and other, net or interest expense on our consolidated
statements of earnings.
Derivatives Not Designated As Hedging Instruments
We also enter into certain foreign currency forward contracts, commodity futures contracts, collars and swaps that are not designated as hedging instruments for
accounting purposes. The changes in the fair values of these contracts are immediately recognized in interest income and other, net on our consolidated statements
of earnings.
Normal Purchase Normal Sale
We enter into fixed-price and price-to-be-fixed green coffee purchase commitments, which are described further in Note 5, Inventories. For both fixed-price and
price-to-be-fixed purchase commitments, we expect to take delivery of green coffee and to utilize the coffee in a reasonable period of time in the ordinary course of
business. Since these types of purchase commitments qualify for the normal purchase normal sale exemption, they are not recorded as derivative instruments on
our consolidated balance sheets.
Refer to Note 3, Derivative Financial Instruments, and Note 5, Inventories, for further discussion of our derivative instruments and green coffee purchase
commitments.
Receivables, net of Allowance for Doubtful Accounts
Our receivables are mainly comprised of receivables for product and equipment sales to and royalties from our licensees, as well as receivables from our Global
Coffee Alliance and other Channel Development customers. Our allowance for doubtful accounts is calculated based on historical experience, customer credit risk
and application of the specific identification method. During fiscal 2020, we also assessed incremental risks due to COVID-19 on our licensees' financial viability.
For the year ended September 27, 2020, we did not observe a significant deterioration of our receivable portfolio that required a significant increase in bad debt
expense. To assist our international licensed partners with their efforts to recover from the impact of COVID-19, we provided a short-term payment extension for
their outstanding receivables as of the end of the second quarter of fiscal 2020 and offered longer-term payment extensions to help certain licensees dedicate their
capital to further develop stores and build the brand as the business recovers. During the third quarter of fiscal 2020, we waived royalty payments from our
international licensees and did not recognize royalty revenues associated with these accounts. We do not believe the terms and forms of these financial relief
actions changed our revenue recognition policy or had a significant impact on future collectability. During the fourth quarter of fiscal 2020, we resumed normal
royalty billings and collections. As of September 27, 2020 and September 29, 2019, our allowance for doubtful accounts was $27.1 million and $6.7 million,
respectively.
Inventories
Inventories are stated at the lower of cost (primarily moving average cost) or net realizable value. We record inventory reserves for obsolete and slow-moving
inventory and for estimated shrinkage between physical inventory counts. Inventory reserves are based on inventory obsolescence trends, historical experience and
application of the specific identification method. As of September 27, 2020 and September 29, 2019, inventory reserves were $48.4 million and $33.7 million,
respectively.
Property, Plant and Equipment
Property, plant and equipment is carried at cost less accumulated depreciation. Cost includes all direct costs necessary to acquire and prepare assets for use,
including internal labor and overhead in some cases. Depreciation is computed using the straight-line method over estimated useful lives of the assets, generally
ranging from 2 to 15 years for equipment and 30 to 40 years for buildings. Leasehold improvements are amortized over the shorter of their estimated useful lives or
the related lease life, generally 10 years. For leases with renewal periods at our option, we generally use the original lease term, excluding renewal option periods,
to determine estimated useful lives. If failure to exercise a renewal option imposes an economic penalty to us, we may determine at the inception of the lease that
renewal is reasonably assured and include the renewal option period in the determination of the appropriate estimated useful lives.
The portion of depreciation expense related to production and distribution facilities is included in product and distribution costs on our consolidated statements of
earnings. The costs of repairs and maintenance are expensed when incurred, while expenditures for refurbishments and improvements that significantly add to the
productive capacity or extend the useful life of
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an asset are capitalized. When assets are disposed of, whether through retirement or sale, the net gain or loss is recognized in net earnings. Long-lived assets to be
disposed of are reported at the lower of their carrying amount or fair value less estimated costs to sell.
We evaluate property, plant and equipment for impairment when facts and circumstances indicate that the carrying values of such assets may not be recoverable.
When evaluating for impairment, we first compare the carrying value of the asset to the asset’s estimated future undiscounted cash flows. If the estimated
undiscounted future cash flows are less than the carrying value of the asset, we determine if we have an impairment loss by comparing the carrying value of the
asset to the asset's estimated fair value and recognize an impairment charge when the asset’s carrying value exceeds its estimated fair value. The fair value of the
asset is estimated using a discounted cash flow model based on forecasted future revenues and operating costs, using internal projections. Property, plant and
equipment assets and ROU assets related to the store lease are grouped at the lowest level for which identifiable cash flows are largely independent of the cash
flows of other assets and liabilities. For company-operated store assets, the impairment test is performed at the individual store asset group level.
We recognized net disposition charges of $84.9 million, $64.6 million and $32.8 million in fiscal 2020, 2019 and 2018, respectively. Additionally, we recognized
net impairment charges of $210.0 million, $43.4 million and $42.8 million in fiscal 2020, 2019 and 2018, respectively. Of the total net impairment charges, $134.6
million, $7.1 million and $37.0 million in fiscal 2020, 2019 and 2018, respectively, were restructuring related and recorded in restructuring and impairment
expenses. For fiscal 2020, we evaluated initial COVID-19 business recovery trends and their estimated impacts on future revenue growth and profitability for
assessing impairment of our company-operated retail store and related operating lease right-of-use assets. As a result, we recorded $59.6 million of impairment
losses within store operating expenses on our consolidated statement of earnings during the year ended September 27, 2020. Unless it is restructuring related, the
nature of the underlying asset that is impaired or disposed of will determine the operating expense line on which the related impact is recorded on our consolidated
statements of earnings.
Leases
The majority of our leases are operating leases for our company-operated retail store locations. We also lease, among other things, roasting, distribution and
warehouse facilities and office space for corporate administrative purposes.
We categorize leases as either operating or finance leases at the commencement date of the lease. Operating lease agreements may contain tenant improvement
allowances, rent holidays, rent escalation clauses and/or contingent rent provisions. We have lease agreements with lease and non-lease components, which are
accounted for together as a single lease component for all underlying classes of assets.
We recognize a ROU asset and lease liability for each operating and finance lease with a contractual term greater than 12 months at the time of lease inception. We
do not record leases with an initial term of 12 months or less on our consolidated balance sheet but continue to record rent expense on a straight-line basis over the
lease term. Our leases often include options to extend or terminate at our sole discretion, which are included in the determination of lease term when they are
reasonably certain to be exercised.
Our lease liability represents the present value of future lease payments over the lease term. Given our policy election to combine lease and non-lease components,
we also consider fixed common area maintenance (“CAM”) part of our fixed future lease payments; therefore, fixed CAM is also included in our lease liability.
We cannot determine the interest rate implicit in each of our leases. Therefore, we use market and term-specific incremental borrowing rates. Our incremental
borrowing rate for a lease is the rate of interest we expect to pay on a collateralized basis to borrow an amount equal to the lease payments under similar terms.
Because we do not borrow on a collateralized basis, we consider a combination of factors, including our credit-adjusted risk-free interest rate, the risk profile and
funding cost of the specific geographic market of the lease, the lease term and the effect of adjusting the rate to reflect consideration of collateral. Our creditadjusted risk-free rate takes into consideration interest rates we pay on our unsecured long-term bonds as well as quoted interest rates obtained from financial
institutions.
Total lease costs recorded as rent and other occupancy costs include fixed operating lease costs, variable lease costs and short-term lease costs. Most of our real
estate leases require we pay certain expenses, such as CAM costs, real estate taxes and other executory costs, of which the fixed portion is included in operating
lease costs. We recognize operating lease costs on a straight-line basis over the lease term. In addition to the above costs, variable lease costs also include amounts
based on a percentage of gross sales in excess of specified levels and are recognized when probable and are not included in determining the present value of our
lease liability. Our lease agreements do not contain any material residual value guarantees or material restrictive covenants. A significant majority of our leases are
related to our company-operated stores, and their related costs are recorded within store operating expenses.
The ROU asset is measured at the initial amount of the lease liability adjusted for lease payments made at or before the lease commencement date, initial direct
costs and any tenant improvement allowances received. For operating leases, ROU assets are
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reduced over the lease term by the recognized straight-line lease expense less the amount of accretion of the lease liability determined using the effective interest
method. For finance leases, ROU assets are amortized on a straight-line basis over the shorter of the useful life of the leased asset or the lease term. Interest
expense on each finance lease liability is recognized utilizing the effective interest method. ROU assets are tested for impairment in the same manner as long-lived
assets.
Additionally, we monitor for events or changes in circumstances that may require a reassessment of one of our leases and determine if a remeasurement is required.
During fiscal 2020, we received $27.6 million of COVID-19-related rent concessions for stores in our International segment generally correlating with the
temporary period our stores were closed. Consistent with updated guidance from the Financial Accounting Standards Board (“FASB”) in April 2020, we elected to
treat COVID-19-related rent concessions as variable rent. Rent concessions were recognized as an offset to our rent expense within store operating expenses on our
consolidated statement of earnings. See Note 10, Leases, for additional details. Additionally, for the year ended September 27, 2020, we recorded $87.7 million in
accelerated amortization and impairment of ROU assets for stores identified for closure under the restructuring of our Americas store portfolio, which were
recorded in restructuring and impairments on the consolidated statement of earnings.
Goodwill
We evaluate goodwill for impairment annually during our third fiscal quarter, or more frequently if an event occurs or circumstances change, such as material
deterioration in performance or a significant number of store closures, that would indicate that impairment may exist. When evaluating goodwill for impairment,
we may first perform a qualitative assessment to determine whether it is more likely than not that a reporting unit is impaired. If we do not perform a qualitative
assessment, or if we determine that it is not more likely than not that the fair value of the reporting unit exceeds its carrying amount, we calculate the estimated fair
value of the reporting unit. Fair value is typically calculated using a discounted cash flow model. For certain reporting units, where deemed appropriate, we may
also utilize a market approach for estimating fair value. If the carrying amount of the reporting unit exceeds the estimated fair value, an impairment charge is
recorded to reduce the carrying value to the estimated fair value.
As part of our ongoing operations, we may close certain stores within a reporting unit containing goodwill due to underperformance of the store or inability to
renew our lease, among other reasons. We may abandon certain assets associated with a closed store, including leasehold improvements and other non-transferable
assets. When a portion of a reporting unit that constitutes a business is to be disposed of, goodwill associated with the business is included in the carrying amount
of the business in determining any loss on disposal. Our evaluation of whether the portion of a reporting unit being disposed of constitutes a business occurs on the
date of abandonment. Although an operating store meets the accounting definition of a business prior to abandonment, it does not constitute a business on the
closure date because the remaining assets on that date do not constitute an integrated set of activities (substantive processes) and assets that are capable of being
managed for the purpose of providing a return to investors. As a result, when closing individual stores, we do not include goodwill in the calculation of any loss on
disposal of the related assets.
We recorded no goodwill impairment during fiscal 2020. In fiscal 2019 and 2018, we recorded goodwill impairment of $10.5 million and $37.6 million,
respectively. See Note 8, Other Intangible Assets and Goodwill, for further information.
Other Intangible Assets
Other intangible assets include finite-lived intangible assets, which mainly consist of acquired and reacquired rights, trade secrets, licensing agreements, contractbased patents and copyrights. These assets are amortized over their estimated useful lives and are tested for impairment using a similar methodology to our
property, plant and equipment, as described above.
Indefinite-lived intangibles, which consist primarily of trade names and trademarks, are tested for impairment annually during the third fiscal quarter, or more
frequently if an event occurs or circumstances change that would indicate that impairment may exist. When evaluating other intangible assets for impairment, we
may first perform a qualitative assessment to determine whether it is more likely than not that an intangible asset group is impaired. If we do not perform the
qualitative assessment, or if we determine that it is not more likely than not that the fair value of the intangible asset group exceeds its carrying amount, we
calculate the estimated fair value of the intangible asset group. Fair value is the price a willing buyer would pay for the intangible asset group and is typically
calculated using an income approach, such as a relief-from-royalty model. If the carrying amount of the intangible asset group exceeds the estimated fair value, an
impairment charge is recorded to reduce the carrying value to the estimated fair value. In addition, we continuously monitor and may revise our intangible asset
useful lives if and when facts and circumstances change.
We recorded other intangible asset impairment charges of $22.1 million during fiscal 2020. There were no significant other intangible asset impairment charges
recorded during fiscal 2019 and 2018. See Note 8, Other Intangible Assets and Goodwill, for further information.
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Insurance Reserves
We use a combination of insurance and self-insurance mechanisms, including a wholly-owned captive insurance entity and participation in a reinsurance treaty, to
provide for the potential liabilities for certain risks, including workers’ compensation, healthcare benefits, general liability, property insurance and director and
officers’ liability insurance. Liabilities associated with the risks that are retained by us are not discounted and are estimated, in part, by considering historical
claims experience, demographics, exposure and severity factors and other actuarial assumptions.
Revenue Recognition
Consolidated revenues are presented net of intercompany eliminations for wholly-owned subsidiaries and investees controlled by us and for product sales to and
royalty and other fees from licensees accounted for under the equity method. Additionally, consolidated revenues are recognized net of any discounts, returns,
allowances and sales incentives, including coupon redemptions and rebates.
Company-operated Store Revenues
Company-operated store revenues are recognized when payment is tendered at the point of sale as the performance obligation has been satisfied. Companyoperated store revenues are reported excluding sales, use or other transaction taxes that are collected from customers and remitted to taxing authorities.
Licensed Store Revenues
Licensed store revenues consist of product and equipment sales, royalties and other fees paid by licensees using the Starbucks brand. Sales of coffee, tea, food and
related products are generally recognized upon shipment to licensees, depending on contract terms. Shipping charges billed to licensees are also recognized as
revenue, and the related shipping costs are included in product and distribution costs on our consolidated statements of earnings.
We consider pre-opening services, including site evaluation and selection, store architectural/design and development and operational training, to be performance
obligations that are separate from the license to operate under the Starbucks brand. These services provide distinct value to our licensees, including business and
industry insight and knowledge that transfers value apart from the license. Revenues associated with pre-opening services are recognized upon completion of the
related performance obligations, generally when a store is opened. Royalty revenues are recognized based upon a percentage of reported sales, and other
continuing fees, such as marketing and service fees, are recognized as the performance obligations are met.
Stored Value Cards
Stored value cards can be activated through various channels, including at our company-operated and most licensed store locations, online at Starbucks.com or via
mobile devices held by our customers and at certain other third-party websites and locations, such as grocery stores, although they cannot be reloaded at these
third-party websites or locations. Amounts loaded onto stored value cards are initially recorded as deferred revenue and recognized as revenue upon redemption.
Historically, the majority of stored value cards are redeemed within one year.
In many of our company-owned markets, including the U.S., our stored value cards do not have an expiration date nor do we charge service fees that cause a
decrement to customer balances. Based on historical redemption rates, a portion of stored value cards is not expected to be redeemed and will be recognized as
breakage over time in proportion to stored value card redemptions. The redemption rates are based on historical redemption patterns for each market, including the
timing and business channel in which the card was activated or reloaded, and remittance to government agencies under unclaimed property laws, if applicable.
Breakage is recognized as company-operated stores and licensed stores revenue within the consolidated statement of earnings beginning in fiscal 2019 in
accordance with the revenue recognition guidance that we adopted prospectively during fiscal 2019. For the fiscal years ended September 27, 2020 and
September 29, 2019, we recognized breakage revenue of $130.3 million and $125.1 million in company-operated store revenues and $14.3 million and $15.7
million in licensed store revenues, respectively. Prior to the adoption of the new revenue recognition guidance, breakage was recorded using the remote method
and recorded in interest income and other, net. In fiscal 2018, we recognized breakage income of $155.9 million.
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Loyalty Program
Customers in the U.S., Canada and certain other countries who register their Starbucks Card are automatically enrolled in the Starbucks® Rewards program, which
is primarily a spend-based loyalty program. They earn loyalty points (“Stars”) with each purchase at participating Starbucks® stores and when making purchases
with the Starbucks-branded credit and debit cards. Beginning in the fourth quarter of fiscal 2020, in addition to using their Starbucks Cards, Starbucks® Rewards
members can earn Stars by paying with cash, credit or debit cards, or selected mobile wallets at company-operated stores in the U.S. and Canada. After
accumulating a certain number of Stars, the customer earns a reward that can be redeemed for free product that, regardless of where the related Stars were earned
within that country, will be honored at company-operated stores and certain participating licensed store locations in that same country.
We defer revenue associated with the estimated selling price of Stars earned by Starbucks® Rewards members towards free product as each Star is earned and a
corresponding liability is established in deferred revenue. This deferral is based on the estimated value of the product for which the reward is expected to be
redeemed, net of estimated unredeemed Stars. Stars generally expire after six months.
When a customer redeems an earned reward, we recognize revenue for the redeemed product and reduce the related deferred revenue. The revenue recognition
guidance that we adopted prospectively during fiscal 2019, did not impact the timing or total revenue recognized related to the loyalty program.
Other Revenues
Other revenues primarily include royalty revenues, sales of packaged coffee, tea and a variety of ready-to-drink beverages and single-serve coffee and tea products
to customers outside of our company-operated and licensed stores. Sales of these products are generally recognized upon shipment to customers, depending on
contract terms.
Beginning in late fiscal 2018, other revenues also include product sales to and licensing revenue from Nestlé related to our Global Coffee Alliance. Product sales to
Nestlé are generally recognized when the product is shipped whereas royalty revenues are recognized based on a percentage of reported sales.
The adoption of the revenue recognition guidance discussed above did not impact the timing and amount of revenue recognized related to other revenues.
Deferred Revenues
Our deferred revenue primarily consists of the up-front prepaid royalty from Nestlé, for which we have continuing performance obligations to support the Global
Coffee Alliance, and our unredeemed stored value card liability and unredeemed Stars associated with our loyalty program. See Note 11, Deferred Revenue, for
further information.
Disaggregation of Revenues
Revenues disaggregated by segment, product type and geographic area are disclosed in Note 17, Segment Reporting.
Product and Distribution Costs
Product and distribution costs primarily consist of raw materials, purchased goods and packaging costs as well as operational costs of our supply chain
organization, such as wages and benefits, occupancy costs and depreciation expenses, in support of sourcing, procuring, manufacturing, warehousing and
transportation activities of products sold at our company-operated and licensed stores as well as through Channel Development and our other businesses. Also
included are inventory and supply chain asset impairment costs.
Store Operating Expenses
Store operating expenses consist of costs incurred in our company-operated stores, primarily wages and benefits related to store partners (employees), occupancy
costs and other costs that directly support the operation and sales-related activities of those stores.
General and Administrative Expenses
General and administrative expenses primarily consist of wages and benefits, professional service fees and occupancy costs for corporate headquarter and regional
offices that support our corporate functions, including technology, finance, legal and partner (employee) resources.
Advertising
We expense most advertising costs as they are incurred, except for certain production costs that are expensed the first time the advertising takes place. Advertising
expenses totaled $258.8 million, $245.7 million and $260.3 million in fiscal 2020, 2019 and 2018, respectively.
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Government Subsidies
On March 27, 2020, the U.S. government enacted the Coronavirus Aid, Relief and Economic Security Act (“CARES Act”), which among other things, provides
employer payroll tax credits for wages paid to employees who are unable to work during the COVID-19 outbreak and options to defer payroll tax payments for a
limited period. Based on our evaluation of the CARES Act, we qualify for certain employer payroll tax credits as well as the deferral of payroll tax payments in the
future. Additionally, the Canadian government enacted the Canada Emergency Wage Subsidy (“CEWS”) to help employers offset a portion of their employee
wages for a limited period. We elected to treat qualified government subsidies from the U.S., Canada and other governments as offsets to the related operating
expenses. During fiscal 2020, the qualified payroll credits reduced our store operating expenses by $349.6 million on our consolidated statement of earnings. After
netting the qualified U.S. payroll tax credits against our payroll tax payable, we recorded $155.1 million within prepaid expenses and other current assets as of
September 27, 2020. As of September 27, 2020, deferred payroll tax payments of $151.0 million were included in other long-term liabilities on our consolidated
balance sheets.
Store Preopening Expenses
Costs incurred in connection with the start-up and promotion of new company-operated store openings are expensed as incurred.
Asset Retirement Obligations
We recognize a liability for the fair value of required asset retirement obligations (“ARO”) when such obligations are incurred. Our AROs are primarily associated
with leasehold improvements, which, at the end of a lease, we are contractually obligated to remove in order to comply with the lease agreement. At the inception
of a lease with such conditions, we record an ARO liability and a corresponding capital asset in an amount equal to the estimated fair value of the obligation. We
estimate the liability using a number of assumptions, including store closing costs, cost inflation rates and discount rates, and accrete the liability to its projected
future value over time. The capitalized asset is depreciated using the same depreciation convention as leasehold improvement assets. Upon satisfaction of the ARO
conditions, any difference between the recorded ARO liability and the actual retirement costs incurred is recognized as a gain or loss in store operating expense on
our consolidated statements of earnings. As of September 27, 2020 and September 29, 2019, our net ARO assets included in property, plant and equipment were
$30.7 million and $23.5 million, respectively, and our net ARO liabilities included in other long-term liabilities were $111.0 million and $95.5 million,
respectively.
Stock-based Compensation
We maintain several equity incentive plans under which we may grant non-qualified stock options, incentive stock options, restricted stock, restricted stock units
(“RSUs”) or stock appreciation rights to employees, non-employee directors and consultants. We also have an employee stock purchase plan (“ESPP”). RSUs
issued by us are equivalent to nonvested shares under the applicable accounting guidance. We record stock-based compensation expense based on the fair value of
stock awards at the grant date and recognize the expense over the related service period following a graded vesting expense schedule. Expense for performancebased RSUs is recognized when it is probable the performance goal will be achieved. Performance goals are determined by the Board of Directors and may include
measures such as earnings per share, operating income and return on invested capital. The fair value of each stock option granted is estimated on the grant date
using the Black-Scholes-Merton option valuation model. The assumptions used to calculate the fair value of options granted are evaluated and revised, as
necessary, to reflect market conditions and our historical experience. The fair value of RSUs is based on the closing price of Starbucks common stock on the award
date, less the present value of expected dividends not received during the vesting period. If applicable, our total shareholder return relative to our peer group is
incorporated into the underlying assumptions used to calculate grant date fair value. Compensation expense is recognized over the requisite service period for each
separately vesting portion of the award, and only for those awards expected to vest, with forfeitures estimated at the date of grant based on our historical experience
and future expectations.
Foreign Currency Translation
Our international operations generally use their local currency as their functional currency. Assets and liabilities are translated at exchange rates in effect at the
balance sheet date. Income and expense accounts are translated at the average monthly exchange rates during the year. Resulting translation adjustments are
reported as a component of OCI and recorded in AOCI on our consolidated balance sheets.
Income Taxes
We compute income taxes using the asset and liability method, under which deferred income taxes are recognized based on the differences between the financial
statement carrying amounts and the respective tax bases of our assets and liabilities. Deferred tax assets and liabilities are measured using current enacted tax rates
expected to apply to taxable income in the years in which
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we expect the temporary differences to reverse. The effect of a change in tax rates on deferred taxes is recognized in income in the period that includes the
enactment date.
We routinely evaluate the likelihood of realizing the benefit of our deferred tax assets and may record a valuation allowance if, based on all available evidence, we
determine that some portion of the tax benefit will not be realized. In evaluating our ability to recover our deferred tax assets within the jurisdictions from which
they arise, we consider all available positive and negative evidence, including scheduled reversals of deferred tax liabilities, projected future taxable income, taxplanning strategies and results of recent operations. If we determine that we would be able to realize our deferred tax assets in the future in excess of their net
recorded amount, we would make an adjustment to the deferred tax asset valuation allowance, which would reduce the provision for income taxes.
In addition, our income tax returns are periodically audited by domestic and foreign tax authorities. These audits include review of our tax filing positions,
including the timing and amount of deductions taken and the allocation of income between tax jurisdictions. We evaluate our exposures associated with our various
tax filing positions and recognize a tax benefit from an uncertain tax position only if it is more likely than not that the tax position will be sustained upon
examination by the relevant taxing authorities, including resolutions of any related appeals or litigation processes, based on the technical merits of our position.
The tax benefits recognized in the financial statements from such a position are measured based on the largest benefit that has a greater than 50% likelihood of
being realized upon ultimate settlement. For uncertain tax positions that do not meet this threshold, we record a related liability. We adjust our unrecognized tax
benefit liability and income tax expense in the period in which the uncertain tax position is effectively settled, the statute of limitations expires for the relevant
taxing authority to examine the tax position or when new information becomes available.
Starbucks recognizes interest and penalties related to income tax matters in income tax expense on our consolidated statements of earnings. Accrued interest and
penalties are included within the related tax balances on our consolidated balance sheets.
Global intangible low-taxed income (“GILTI”) provisions are applied, providing an incremental tax on foreign income. We have made a policy election to classify
taxes due under the GILTI provision as a current period expense.
Earnings per Share
Basic earnings per share is computed based on the weighted average number of shares of common stock outstanding during the period. Diluted earnings per share
is computed based on the weighted average number of shares of common stock and the effect of dilutive potential common shares outstanding during the period,
calculated using the treasury stock method. Dilutive potential common shares include outstanding stock options and RSUs. Performance-based RSUs are
considered dilutive when the related performance criterion has been met.
Common Stock Share Repurchases
We may repurchase shares of Starbucks common stock under a program authorized by our Board of Directors, including pursuant to a contract, instruction or
written plan meeting the requirements of Rule 10b5-1(c)(1) of the Securities Exchange Act of 1934. Under applicable Washington State law, shares repurchased
are retired and not displayed separately as treasury stock on the financial statements. Instead, the par value of repurchased shares is deducted from common stock
and the excess repurchase price over par value is deducted from additional paid-in capital and from retained earnings.
Recent Accounting Pronouncements
Recently Adopted Accounting Pronouncements
In the second quarter of fiscal 2020, we adopted the new guidance from the FASB on simplifying the accounting for income taxes by removing certain exceptions
to the general principles. The guidance was adopted on a prospective basis and had no material impact on the consolidated financial statements.
On September 30, 2019, we adopted the new guidance from the FASB on the recognition and measurement of leases utilizing the modified retrospective approach.
As a result, the prior period information reported under the previous lease guidance has not been restated.
As permitted under the new FASB lease guidance, we elected the package of practical expedients, which allowed us to retain our prior conclusions regarding lease
identification, classification and initial direct costs. For our lease agreements with lease and non-lease components, we elected the practical expedient to account
for these as a single lease component for all underlying classes of assets. For our adoption, we did not elect to use hindsight for our existing leases. Additionally,
for short-term leases with an initial lease term of 12 months or less and with purchase options we are reasonably certain will not be exercised, we elected to not
record right-of-use assets or corresponding lease obligations on our consolidated balance sheet. We will continue to record rent expense for each short-term lease
on a straight-line basis over the lease term.
The new FASB lease guidance had a material impact on our consolidated balance sheet; however, it did not have a material impact on our consolidated statement
of earnings. The most material impact was the recognition of right-of-use assets of
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$8.4 billion upon adoption, with corresponding lease liabilities of $9.0 billion relating to our operating leases. Existing deferred rent and tenant improvement
allowances of approximately $568.0 million, previously recorded within other long-term liabilities, were recorded as an offset to our gross operating lease right-ofuse assets. Additionally, pursuant to the transition guidance, we derecognized build-to-suit lease assets, previously recorded in property, plant and equipment, net,
along with the corresponding liabilities on the consolidated balance sheet as of September 30, 2019. Accordingly, these leases have been recorded as operating
leases as of the adoption date and are now included in operating lease, right-of-use assets and operating lease liabilities on the consolidated balance sheet. As of the
adoption date, accumulated deficit within shareholder's equity on our consolidated balance sheet decreased by $17.3 million, primarily related to the derecognition
of build-to-suit leasing arrangements.
In the first quarter of fiscal 2020, we adopted the new guidance from the FASB on the reclassification of certain tax effects from accumulated other comprehensive
income (loss) (“AOCI”) which permits entities to reclassify the stranded tax effects resulting from the Tax Cuts and Jobs Act (the “Tax Act”) from AOCI to
retained earnings. The guidance was adopted prospectively with no material impact on the consolidated financial statements as of September 27, 2020.
Recent Accounting Pronouncements Not Yet Adopted
In March 2020, the FASB issued guidance related to reference rate reform. The pronouncement provides temporary optional expedients and exceptions to the
current guidance on contract modifications and hedge accounting to ease the financial reporting burden related to the expected market transition from the London
Interbank Offered Rate (“LIBOR”) and other interbank offered rates to alternative reference rates. The guidance was effective upon issuance and generally can be
applied to applicable contract modifications through December 31, 2022. We are currently evaluating the impact of the transition from LIBOR to alternative
reference rates but do not expect a significant impact to our consolidated financial statements.
In June 2016, the FASB issued guidance replacing the incurred loss impairment methodology with a new methodology that reflects Current Expected Credit
Losses on financial assets, including receivables and available-for-sale securities. The new methodology requires entities to estimate and recognize expected credit
losses each reporting period. The guidance will be applied under the modified retrospective approach and will be effective at the beginning of our first quarter of
fiscal 2021. We do not expect a material impact to our consolidated financial statements upon adoption.
Note 2: Acquisitions, Divestitures and Strategic Alliance
Fiscal 2019
In the third quarter of fiscal 2019, we sold our company-operated retail business in Thailand to Coffee Concepts Thailand, a joint-venture between Maxim's
Caterers Limited and F&N Retail Connection Co. Ltd, converting this operation to a fully licensed market. This transaction resulted in a pre-tax gain of $601.9
million, which was included in net gains resulting from divestiture of certain operations on our consolidated statements of earnings.
In the second quarter of fiscal 2019, we sold our company-operated retail businesses in France and the Netherlands to Alsea, S.A.B. de C.V. converting these
operations to fully licensed markets. These transactions did not have a material impact on our consolidated financial statements.
Fiscal 2018
We entered into an agreement on May 6, 2018 to establish the Global Coffee Alliance with Nestlé. On August 26, 2018, Nestlé licensed the rights to market, sell
and distribute Starbucks consumer packaged goods and foodservice products in authorized channels. We received an up-front payment of approximately $7 billion
consisting primarily of prepaid royalties which was recorded to current and long-term deferred revenue. See Note 1, Summary of Significant Accounting Policies,
for the accounting treatment. Also see Note 11, Deferred Revenue.
On March 23, 2018, we sold our company-operated retail store assets and operations in Brazil to SouthRock, converting these operations to a fully licensed market.
This transaction did not have a material impact on our consolidated financial statements.
On December 31, 2017, we acquired the remaining 50% interest of our East China joint venture (“East China”) from President Chain Store (Hong Kong) Holding
Ltd. and Kai Yu (BVI) collectively, “Uni-President Group” or “UPG”, for approximately $1.4 billion. Approximately $90.5 million of pre-existing liabilities owed
by East China to Starbucks were effectively settled upon the acquisition. Acquiring the remaining interest of East China, which at the time operated over 1,400
stores in the Shanghai, Jiangsu and Zhejiang Provinces, built on the Company's ongoing investment in China. The estimated fair values of the assets acquired and
liabilities assumed are based on valuation and analysis performed by management.
Concurrently with the purchase of our East China joint venture, we sold our 50% interest in President Starbucks Coffee Taiwan Limited, our joint venture
operations in Taiwan, to UPG for approximately $181.2 million. The transaction resulted in a pre-tax gain of $156.6 million which was included in net gain
resulting from divestiture of certain operations on our consolidated statements of earnings.
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The following table summarizes the preliminary allocation of the total consideration to the fair values of the assets acquired and liabilities assumed as of December
31, 2017, which are reported within our International segment (in millions):
Consideration:
Cash paid for UPG 50% equity interest
Fair value of our pre-existing 50% equity interest
Settlement of pre-existing liabilities

$

$

Total consideration
Fair value of assets acquired and liabilities assumed:
Cash and cash equivalents
Accounts receivable
Inventories
Prepaid expenses and other current assets
Property, plant and equipment
Other long-term assets
Other intangible assets
Goodwill
Total assets acquired
Accounts payable
Accrued liabilities
Stored value card liability
Other long-term liabilities
Total liabilities assumed
Total consideration

$

$

$

1,440.8
1,440.8
90.5
2,972.1

129.5
14.3
16.1
20.6
254.1
44.6
818.0
2,164.1
3,461.3
34.7
187.7
21.7
245.1
489.2
2,972.1

As a result of this acquisition, we remeasured the carrying value of our preexisting 50% equity method investment to fair value, which resulted in a total gain of
$1.4 billion that is not subject to income tax, and was presented as gain resulting from acquisition of joint venture on our consolidated statements of earnings. The
fair value of $1.4 billion was calculated using an income approach, which was based on significant inputs that are not observable in the market and thus represents
a fair value measurement categorized within Level 3 of the fair value hierarchy. Key assumptions used in estimating future cash flows included projected revenue
growth and operating expenses, as well as the selection of an appropriate discount rate. Estimates of revenue growth and operating expenses were based on internal
projections and considered the historical performance of stores, local market economics and the business environments impacting store performance. The discount
rate applied was based on East China's weighted-average cost of capital and included company-specific and size risk premiums.
The assets acquired and liabilities assumed are reported within our International segment. Other current and long-term assets acquired primarily include lease
deposits and prepaid rent. Accrued liabilities and other long-term liabilities assumed primarily include deferred income tax, dividend payable, accrued payroll,
income tax payable and accrued occupancy costs.
The definite-lived intangibles primarily relate to reacquired rights to operate stores exclusively in East China. The reacquired rights of $798.0 million represent the
fair value calculated over the remaining original contractual period and will be amortized on a straight-line basis through September 2022. Amortization expense
for these definite-lived intangible assets was $160.6 million and $163.8 million for fiscal 2020 and 2019, respectively. The estimated future amortization expense is
approximately $157.8 million and $154.4 million in fiscal 2021 and 2022, respectively.
Goodwill represents the intangible assets that do not qualify for separate recognition and primarily includes the acquired customer base, the acquired workforce
including store partners in the region that have strong relationships with these customers and the existing geographic retail and online presence. The entire balance
was allocated to the International segment and is not deductible for income tax purposes. Due to foreign currency translation, the balance of goodwill related to the
acquisition decreased $102.8 million since the date of acquisition to $2.1 billion as of September 27, 2020.
We began consolidating East China's results of operations and cash flows into our consolidated financial statements after December 31, 2017. For the year ended
September 30, 2018, East China's revenue included in our consolidated statements of earnings was $903.0 million. For the year ended September 30, 2018, East
China's net earnings included in our consolidated statements of earnings was $73.1 million.
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The following table provides the supplemental pro forma revenue and net earnings of the combined entity had the acquisition date of East China been October 3,
2016, the first day of our first quarter of fiscal 2017, rather than the end of our first quarter of fiscal 2018 (in millions):

Revenue
Net earnings attributable to Starbucks

$

Year Ended
Sep 30, 2018

24,990.4
3,196.8

The amounts in the supplemental pro forma earnings for the periods presented above fully eliminate intercompany transactions, apply our accounting policies and
reflect adjustments for additional occupancy costs as well as depreciation and amortization that would have been charged assuming the same fair value adjustments
to leases, property, plant and equipment and acquired intangibles had been applied on October 3, 2016. These pro forma results are unaudited and are not
necessarily indicative of results of operations that would have occurred had the acquisition actually closed in the prior period or indicative of the results of
operations for any future period.
During the year ended September 30, 2018, we incurred approximately $3.6 million of acquisition-related costs, such as regulatory, legal and advisory fees, which
were recorded in general and administrative expenses.
In the first quarter of fiscal 2018, we sold the assets associated with our Tazo brand including Tazo® signature recipes, intellectual property and inventory to
Unilever for a total of $383.8 million. The transaction resulted in a pre-tax gain of $347.9 million, which was included in the net gain from divestiture of certain
operations on our consolidated statements of earnings. Results from Tazo operations prior to the sale were reported primarily in Channel Development.
Note 3: Derivative Financial Instruments
Interest Rates
From time to time, we enter into designated cash flow hedges to manage the variability in cash flows due to changes in benchmark interest rates. We enter into
interest rate swap agreements and treasury locks, which are synthetic forward sales of U.S. treasury securities settled in cash based upon the difference between an
agreed-upon treasury rate and the prevailing treasury rate at settlement. These agreements are cash settled at the time of the pricing of the related debt. Each
derivative agreement's gain or loss is recorded in AOCI and is subsequently reclassified to interest expense over the life of the related debt.
To hedge the exposure to changes in the fair value of our fixed-rate debt, we enter into interest rate swap agreements, which are designated as fair value hedges.
The changes in fair values of these derivative instruments and the offsetting changes in fair values of the underlying hedged debt due to changes in the relevant
benchmark interest rates are recorded in interest expense. Refer to Note 9, Debt, for additional information on our long-term debt.
Foreign Currency
To reduce cash flow volatility from foreign currency fluctuations, we enter into forward and swap contracts to hedge portions of cash flows of anticipated
intercompany royalty payments, inventory purchases and intercompany borrowing and lending activities. The resulting gains and losses from these derivatives are
recorded in AOCI and subsequently reclassified to revenue, product and distribution costs, or interest income and other, net, respectively, when the hedged
exposures affect net earnings.
From time to time, we may enter into financial instruments, including, but not limited to, forward and swap contracts or foreign currency-denominated debt, to
hedge the currency exposure of our net investments in certain international operations. The resulting gains and losses from these derivatives are recorded in AOCI
and are subsequently reclassified to net earnings when the hedged net investment is either sold or substantially liquidated.
Foreign currency forward and swap contracts not designated as hedging instruments are used to mitigate the foreign exchange risk of certain other balance sheet
items. Gains and losses from these derivatives are largely offset by the financial impact of translating foreign currency-denominated payables and receivables;
these gains and losses are recorded in interest income and other, net.
Commodities
Depending on market conditions, we may enter into coffee forward contracts, futures contracts and collars to hedge anticipated cash flows under our price-to-befixed green coffee contracts, which are described further in Note 5, Inventories, or our longer-dated forecasted coffee demand where underlying fixed price and
price-to-be-fixed contracts are not yet available. The resulting gains and losses are recorded in AOCI and are subsequently reclassified to product and distribution
costs when the hedged exposure affects net earnings.
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Depending on market conditions, we may also enter into dairy forward contracts and futures contracts to hedge a portion of anticipated cash flows under our dairy
purchase contracts and our forecasted dairy demand. The resulting gains or losses are recorded in AOCI and are subsequently reclassified to product and
distribution costs when the hedged exposure affects net earnings.
Cash flow hedges related to anticipated transactions are designated and documented at the inception of each hedge. Cash flows from hedging transactions are
classified in the same categories as the cash flows from the respective hedged items. For de-designated cash flow hedges in which the underlying transactions are
no longer probable of occurring, the related accumulated derivative gains or losses are recognized in interest income and other, net on our consolidated statements
of earnings. During the second, third and fourth quarters of fiscal 2020, we de-designated certain cash flow hedges due to the global COVID-19 impacts, resulting
in the release of an insignificant net gain from AOCI to our consolidated statement of earnings. We continue to believe forecasted exposures relating to our other
designated cash flow hedges are probable of occurring.
To mitigate the price uncertainty of a portion of our future purchases, including diesel fuel and other commodities, we enter into swap contracts, futures and collars
that are not designated as hedging instruments. The resulting gains and losses are recorded in interest income and other, net to help offset price fluctuations on our
beverage, food, packaging and transportation costs, which are included in product and distribution costs on our consolidated statements of earnings.
Gains and losses on derivative contracts and foreign currency-denominated debt designated as hedging instruments included in AOCI and expected to be
reclassified into earnings within 12 months, net of tax (in millions):
Net Gains/(Losses)
Included in AOCI

Cash Flow Hedges:
Coffee
Cross-currency swaps
Dairy
Foreign currency - other
Interest rates
Net Investment Hedges:
Cross-currency swaps
Foreign currency
Foreign currency debt

Sep 27,
2020

$

(2.5) $
5.2
0.5
5.3
(90.6)
32.6
16.0
(37.1)

Sep 29,
2019

(1.0) $
(1.4)
—
12.9
0.5
—
16.0
(26.1)

Sep 30,
2018

Net Gains/(Losses)
Expected to be
Reclassified from AOCI
into Earnings within 12
Months

(0.2) $
(12.6)
—
5.8
24.7
—
16.0
3.6

Starbucks Corporation

Outstanding Contract/Debt
Remaining Maturity
(Months)

(3.2)
—
0.5
4.6
(2.9)

15
50
9
36
145

—
—
—

108
0
42
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Pre-tax gains and losses on derivative contracts and foreign currency-denominated long-term debt designated as hedging instruments recognized in OCI and
reclassifications from AOCI to earnings (in millions):
Year Ended
Gains/(Losses)
Recognized in
OCI Before Reclassifications

Cash Flow Hedges:
Coffee
Cross-currency swaps
Dairy

Sep 27,
2020

$

Sep 29,
2019

(1.2) $

(1.2) $

Gains/(Losses) Reclassified from
AOCI to Earnings

Sep 30,
2018

(0.3) $

(1)

0.5

Sep 29,
2019

$

Sep 30,
2018

(0.3) $

Location of gain/(loss)

(7.4) Product and distribution costs

2.3

0.1

0.3

Interest expense

(6.1)

(19.8)

1.9

Interest income and other, net

4.4

(5.9)

(6.1)

3.0

—

—

(6.4)

20.8

16.7

(126.1)

(27.8)

14.1

6.1
—

—
4.7

—
4.9

Interest income and other, net(1)
Interest expense

56.8
—
(18.1)

—
—
(39.8)

—
(0.1)
7.9

13.3
—
—

—
—
—

—
—
—

Interest expense

Foreign currency - other

Interest rates
Net Investment Hedges:
Cross-currency swaps
Foreign currency
Foreign currency debt

Sep 27,
2020

4.0

—

—

Product and distribution costs

(1.7)

—

—

Interest income and other, net(1)

5.5

7.0

(0.3) Licensed stores revenues

(8.7)

4.4

(3.3) Product and distribution costs

As a result of the global COVID-19 impacts, we discontinued cash flow hedges during the year ended September 27, 2020.

Pre-tax gains and losses on non-designated derivatives and designated fair value hedging instruments and the related fair value hedged item recognized in earnings
(in millions):
Gains/(Losses) Recognized in Earnings
Year Ended

Non-Designated Derivatives:
Dairy
Diesel fuel and other commodities
Foreign currency - other
Fair Value Hedges:
Interest rate swap
Long-term debt (hedged item)

Sep 27, 2020

Location of gain/(loss) recognized in earnings

Interest income and other, net
Interest income and other, net
Interest income and other, net
Interest expense
Interest expense

$

Sep 29, 2019

— $
(8.8)
0.3

Sep 30, 2018

(1.9) $
(5.9)
(8.1)

28.7
(23.8)

54.7
(50.7)

(2.4)
3.7
4.6
(33.7)
33.7

Notional amounts of outstanding derivative contracts (in millions):
Coffee
Cross-currency swaps
Dairy
Diesel fuel and other commodities
Foreign currency - other
Interest rate swaps
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Sep 27, 2020

63
870
61
5
1,140
1,750

$

Sep 29, 2019

52
341
1
17
1,125
1,500
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Fair value of outstanding derivative contracts (in millions) including the location of the asset and/or liability on the consolidated balance sheets:
Derivative Assets
Sep 27, 2020
Sep 29, 2019

Balance Sheet Location

Designated Derivative Instruments:
Coffee
Cross-currency swaps
Dairy
Foreign currency - other

Prepaid expenses and other current assets
Other long-term assets
Prepaid expenses and other current assets

$

2.6
37.7
2.1

Prepaid expenses and other current assets
Other long-term assets
Other long-term assets
Other long-term assets

Interest rates
Interest rate swap
Non-designated Derivative Instruments:
Diesel fuel and other commodities
Foreign currency

Prepaid expenses and other current assets
Prepaid expenses and other current assets

Accrued liabilities

$

Other long-term liabilities
Other long-term liabilities
Accrued liabilities

Cross-currency swaps
Dairy
Foreign currency - other

Accrued liabilities
Other long-term liabilities
Other long-term liabilities

Interest rates
Non-designated Derivative Instruments:
Diesel fuel and other commodities
Foreign currency

—
0.2
—

8.6

11.4

3.8
—
45.8

7.8
0.1
18.2

—
2.3

0.2
1.0

Derivative Liabilities
Sep 27, 2020
Sep 29, 2019

Balance Sheet Location

Designated Derivative Instruments:
Coffee

$

Accrued liabilities
Accrued liabilities

1.4

$

1.0

0.1
7.3
1.4

0.1
9.7
—

1.6

0.6

2.6
69.3

0.1
2.6

1.7
1.2

1.1
3.0

The following amounts were recorded on the consolidated balance sheets related to fixed-to-floating interest rate swaps designated in fair value hedging
relationships:

Location on the balance sheet
Long-term debt

Cumulative amount of fair value hedging adjustment
included in the carrying amount
Sep 27, 2020
Sep 29, 2019

Carrying amount of hedged item
Sep 27, 2020
Sep 29, 2019

$

785.6

$

761.8

$

35.6

$

11.8

Additional disclosures related to cash flow gains and losses included in AOCI, as well as subsequent reclassifications to earnings, are included in Note 12, Equity.
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Note 4: Fair Value Measurements
Assets and Liabilities Measured at Fair Value on a Recurring Basis (in millions):

Assets:
Cash and cash equivalents
Short-term investments:
Available-for-sale debt securities
Certificates of deposit
Commercial paper
Corporate debt securities
Foreign government obligations
Mortgage and other asset-backed securities
Total available-for-sale debt securities
Marketable equity securities
Total short-term investments
Prepaid expenses and other current assets:
Derivative assets
Long-term investments:
Available-for-sale debt securities
Auction rate securities
Corporate debt securities
Mortgage and other asset-backed securities
State and local government obligations
U.S. government treasury securities
Total long-term investments
Other long-term assets:
Derivative assets
Total assets
Liabilities:
Accrued liabilities:
Derivative liabilities
Other long-term liabilities:
Derivative liabilities
Total liabilities

69

Starbucks Corporation

Fair Value Measurements at Reporting Date Using
Quoted Prices
in Active
Significant
Markets for
Other Observable
Significant
Identical Assets
Inputs
Unobservable Inputs
(Level 1)
(Level 2)
(Level 3)

Balance at
September 27, 2020

$

4,350.9

$

4,350.9

$

—

$

—

1.6
66.8
123.6
8.5
15.8
216.3
64.9
281.2

—
—
—
—
—
—
64.9
64.9

1.6
66.8
123.6
8.5
15.8
216.3
—
216.3

—
—
—
—
—
—
—
—

15.6

3.6

12.0

—

5.7
82.6
19.3
3.6
94.9
206.1

—
—
—
—
94.9
94.9

—
82.6
19.3
3.6
—
105.5

5.7
—
—
—
—
5.7

$

87.3
4,941.1

$

—
4,514.3

$

87.3
421.1

$

—
5.7

$

7.3

$

1.9

$

5.4

$

—

$

79.3
86.6

$

0.1
2.0

$

79.2
84.6

$

—
—
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Assets:
Cash and cash equivalents
Short-term investments:
Available-for-sale debt securities
Commercial paper
Corporate debt securities
Total available-for-sale debt securities
Marketable equity securities
Total short-term investments
Prepaid expenses and other current assets:
Derivative assets
Long-term investments:
Available-for-sale debt securities
Auction rate securities
Corporate debt securities
Mortgage and other asset-backed securities
State and local government obligations
U.S. government treasury securities
Total long-term investments
Other long-term assets:
Derivative assets
Total assets
Liabilities:
Accrued liabilities:
Derivative liabilities
Other long-term liabilities:
Derivative liabilities
Total

Fair Value Measurements at Reporting Date Using
Quoted Prices
in Active
Significant
Markets for
Other Observable
Significant
Identical Assets
Inputs
Unobservable Inputs
(Level 1)
(Level 2)
(Level 3)

Balance at
September 29, 2019

$

2,686.6

$

2,686.6

$

—

$

—

0.5
3.5
4.0
66.5
70.5

—
—
—
66.5
66.5

0.5
3.5
4.0
—
4.0

—
—
—
—
—

12.6

—

12.6

—

5.8
101.2
1.6
4.9
106.5
220.0

—
—
—
—
106.5
106.5

—
101.2
1.6
4.9
—
107.7

5.8
—
—
—
—
5.8

$

26.3
3,016.0

$

—
2,859.6

$

26.3
150.6

$

—
5.8

$

5.7

$

1.1

$

4.6

$

—

$

12.5
18.2

$

—
1.1

$

12.5
17.1

$

—
—

There were no material transfers between levels and there was no significant activity within Level 3 instruments during the periods presented. The fair values of
any financial instruments presented above exclude the impact of netting assets and liabilities when a legally enforceable master netting agreement exists.
Available-for-sale Debt Securities
Long-term investments generally mature within 4 years. Proceeds from sales of securities were $177.4 million, $291.1 million and $459.0 million for fiscal 2020,
2019 and 2018, respectively. Realized gains and losses were not material for fiscal 2020, 2019 and 2018. Gross unrealized holding gains and losses were not
material as of September 27, 2020 and September 29, 2019.
Marketable Equity Securities
Marketable equity securities include equity mutual funds and exchange-traded funds. Our marketable equity securities portfolio approximates a portion of our
liability under our MDCP, a defined contribution plan. Our MDCP liability was $91.4 million and $92.1 million as of September 27, 2020 and September 29, 2019,
respectively. The changes in net unrealized holding gains and losses in the marketable equity securities portfolio included in earnings for fiscal 2020, 2019 and
2018 were not material. Gross unrealized holding gains and losses on marketable equity securities were not material as of September 27, 2020 and September 29,
2019.
Derivative Assets and Liabilities
Derivative assets and liabilities include foreign currency forward contracts, commodity futures contracts, collars and swaps, which are described further in Note 3,
Derivative Financial Instruments.
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Assets and Liabilities Measured at Fair Value on a Nonrecurring Basis
Assets and liabilities recognized or disclosed at fair value on a nonrecurring basis include items such as property, plant and equipment, goodwill and other
intangible assets, equity and other investments and other assets. These assets are measured at fair value if determined to be impaired. Impairment of property, plant
and equipment and ROU assets is included in Note 1, Summary of Significant Accounting Policies.
Other than the impairments discussed in Note 8, Other Intangible Assets and Goodwill, and the aforementioned fair value adjustments, there were no other material
fair value adjustments during fiscal 2020 and 2019.
Fair Value of Other Financial Instruments
The estimated fair value of our long-term debt based on the quoted market price (Level 2) is included at Note 9, Debt.
Note 5: Inventories (in millions)
Sep 27, 2020

Coffee:
Unroasted
Roasted
Other merchandise held for sale
Packaging and other supplies
Total

$

$

Sep 29, 2019

664.7
223.5
293.9
369.3
1,551.4

$

$

656.5
276.5
288.0
308.4
1,529.4

Other merchandise held for sale includes, among other items, serveware, food and tea. Inventory levels vary due to seasonality, commodity market supply and
price fluctuations.
As of September 27, 2020, we had committed to purchasing green coffee totaling $687 million under fixed-price contracts and an estimated $458 million under
price-to-be-fixed contracts. A portion of our price-to-be-fixed contacts are effectively fixed through the use of futures. See Note 3, Derivative Financial
Instruments for further discussion. Price-to-be-fixed contracts are purchase commitments whereby the quality, quantity, delivery period and other negotiated terms
are agreed upon, but the date, and therefore the price, at which the base “C” coffee commodity price component will be fixed has not yet been established. For
most contracts, either Starbucks or the seller has the option to “fix” the base “C” coffee commodity price prior to the delivery date. For other contracts, Starbucks
and the seller may agree upon pricing parameters determined by the base “C” coffee commodity price. Until prices are fixed, we estimate the total cost of these
purchase commitments. We believe, based on relationships established with our suppliers in the past and continuous monitoring of the business environment, the
risk of non-delivery on these purchase commitments is remote.
During fiscal 2020, we wrote off approximately $50 million of inventory in the second quarter that was expiring or expected to expire due to COVID-19 related
store closures, primarily perishable food and beverage ingredients located at our stores, distribution centers and suppliers. This was included in product and
distribution costs on our consolidated statement of earnings. We did not record significant write-offs related to COVID-19 during the second half of the fiscal year.
Note 6: Equity Investments (in millions)
Equity method investments
Other investments
Total

$
$

Sep 27, 2020

426.4
52.3
478.7

$
$

Sep 29, 2019

336.1
59.9
396.0

Equity Method Investments
As of September 27, 2020, we had 50% ownership interests in Starbucks Coffee Korea Co., Ltd. and Tata Starbucks Limited (India). These international entities
operate licensed Starbucks® retail stores.
We also license the rights to produce and distribute Starbucks-branded products to our 50% owned joint venture, The North American Coffee Partnership with the
Pepsi-Cola Company, which develops and distributes bottled Starbucks® beverages, including Frappuccino® coffee drinks, Starbucks Doubleshot® espresso drinks,
Starbucks Refreshers® beverages, Starbucks® Iced Espresso Classics and Starbucks® Iced Coffee.
Our share of income and losses from our equity method investments is included in income from equity investees on our consolidated statements of earnings. Also
included in this line item is our proportionate share of gross profit resulting from coffee and other product sales to, and royalty and license fee revenues generated
from, equity investees. Revenues generated from these entities were $123.9 million, $130.7 million and $112.8 million in fiscal 2020, 2019 and 2018, respectively.
Related
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product and distribution costs were $79.8 million, $73.2 million and $71.5 million in fiscal 2020, 2019 and 2018, respectively. As of September 27, 2020 and
September 29, 2019, there were $28.7 million and $35.5 million of accounts receivable from equity investees, respectively, on our consolidated balance sheets,
primarily related to product sales and royalty revenues.
Other Investments
We have equity interests in entities that develop and operate Starbucks licensed stores in several global markets, as well as in companies that support our strategic
initiatives. We do not have significant influence over these entities and their fair values are not readily determinable. Therefore, we elected to measure these
investments at cost with adjustments for observable changes in price or impairment.
Note 7: Supplemental Balance Sheet and Statement of Earnings Information (in millions)
Prepaid Expenses and Other Current Assets
Income tax receivable
Government subsidies receivable
Other prepaid expenses and current assets
Total prepaid expenses and current assets

$

Sep 27, 2020

$

356.9
155.1
227.5
739.5

$

Sep 29, 2019

$

141.1
—
347.1
488.2

Property, Plant and Equipment, net
Land
Buildings
Leasehold improvements
Store equipment
Roasting equipment
Furniture, fixtures and other
Work in progress
Property, plant and equipment, gross
Accumulated depreciation
Property, plant and equipment, net

$

Sep 27, 2020

46.0 $
586.8
8,262.6
2,800.3
796.6
1,285.7
377.3
14,155.3
(7,913.9)
6,241.4 $

$

Sep 29, 2019

46.8
691.5
7,948.6
2,659.5
769.6
1,799.0
358.5
14,273.5
(7,841.8)
6,431.7

Accrued Liabilities
Accrued occupancy costs
Accrued dividends payable
Accrued capital and other operating expenditures
Self-insurance reserves
Accrued business taxes
Total accrued liabilities

$

Sep 27, 2020

76.9
—
677.2
243.9
162.7
1,160.7

$

$

Sep 29, 2019

176.9
485.7
703.9
210.5
176.7
1,753.7

$

Store Operating Expenses
Wages and benefits
Occupancy costs
Other expenses
Total store operating expenses

$

$

Sep 27, 2020

6,131.9
2,388.0
2,244.1
10,764.0

$

Year Ended
Sep 29, 2019

$

Starbucks Corporation
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2,411.2
2,140.7
10,493.6

$

Sep 30, 2018

$
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Note 8: Other Intangible Assets and Goodwill
During the third quarter of fiscal 2020, we completed our annual goodwill impairment analysis. The results of our analysis indicated significant excess fair values
over carrying values across the different reporting units, and therefore no goodwill impairment was recorded. Due to changes in branding and marketing strategy,
certain indefinite-lived intangible assets became definite-lived. As a result, approximately $105.5 million was reclassified primarily into Trade names, trademarks
and patents within the Finite-Lived Intangible Assets table below. We estimated the fair values of these assets under an income approach with an average
remaining useful life of approximately five years. The analysis indicated that the fair value of one of the assets exceeded its carrying value. As a result, we
recorded a charge of $22.1 million to restructuring and impairments on our consolidated statement of earnings during the third quarter of fiscal 2020. For our
remaining intangible assets, our analysis did not indicate further impairment.
Indefinite-Lived Intangible Assets
(in millions)
Trade names, trademarks and patents

$

Sep 27, 2020

95.0

$

Sep 29, 2019

203.4

Additional disclosure regarding changes in our intangible assets due to acquisitions is included at Note 2, Acquisitions, Divestitures and Strategic Alliance.
Finite-Lived Intangible Assets

(in millions)
Acquired and reacquired rights
Acquired trade secrets and processes
Trade names, trademarks and patents
Licensing agreements
Other finite-lived intangible assets
Total finite-lived intangible assets

Gross Carrying
Amount

$

$

1,116.1
27.6
124.8
16.6
22.8
1,307.9

$

Sep 27, 2020
Accumulated
Amortization

$

(765.0) $
(22.0)
(32.1)
(15.0)
(16.7)
(850.8) $

Net Carrying
Amount

351.1
5.6
92.7
1.6
6.1
457.1

Gross Carrying
Amount

$

$

1,075.0
27.6
40.6
16.2
22.0
1,181.4

$

$

Sep 29, 2019
Accumulated
Amortization

(537.2) $
(19.2)
(22.9)
(12.2)
(11.5)
(603.0) $

Net Carrying
Amount

537.8
8.4
17.7
4.0
10.5
578.4

Amortization expense for finite-lived intangible assets was $223.7 million, $232.8 million and $186.5 million during fiscal 2020, 2019 and 2018, respectively.
Estimated future amortization expense as of September 27, 2020 (in millions):
Fiscal Year Ending

2021
2022
2023
2024
2025
Thereafter

$

Total estimated future amortization expense

$
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Goodwill
Changes in the carrying amount of goodwill by reportable operating segment (in millions):

Goodwill balance at September 30, 2018
Acquisition/(divestiture)
Impairment
Other(1)
Goodwill balance at September 29, 2019
Acquisition/(divestiture)
Impairment
Other(1)
Goodwill balance at September 27, 2020
(1)

$

$

$

Americas

497.4 $
—
—
(0.7)
496.7 $
—
—
(0.2)
496.5 $

International

3,003.2 $
(5.5)
(5.3)
(34.0)
2,958.4 $
—
—
106.6
3,065.0 $

Channel
Development

34.7
—
—
—
34.7
—
—
—
34.7

$

$

$

Corporate and
Other

6.3
—
(5.2)
(0.1)
1.0
—
—
—
1.0

$

Total

$

$

3,541.6
(5.5)
(10.5)
(34.8)
3,490.8
—
—
106.4
3,597.2

For fiscal 2020 and 2019, “Other” primarily consists of foreign currency translation.

Note 9: Debt
Revolving Credit Facility
Our $2.0 billion unsecured 5-year revolving credit facility (the “2018 credit facility”) and our $1.0 billion unsecured 364-Day credit facility (the “364-day credit
facility”) are available for working capital, capital expenditures and other corporate purposes, including acquisitions and share repurchases.
The 2018 credit facility, of which $150 million may be used for issuances of letters of credit, is currently set to mature on October 25, 2022. We have the option,
subject to negotiation and agreement with the related banks, to increase the maximum commitment amount by an additional $500 million. Borrowings under the
credit facility will bear interest at a variable rate based on LIBOR, and, for U.S. dollar-denominated loans under certain circumstances, a Base Rate (as defined in
the credit facility), in each case plus an applicable margin. The applicable margin is based on the better of (i) the Company's long-term credit ratings assigned by
Moody's and Standard & Poor's rating agencies and (ii) the Company's fixed charge coverage ratio, pursuant to a pricing grid set forth in the five-year credit
agreement. The current applicable margin is 1.100% for Eurocurrency Rate Loans and 0.000% (nil) for Base Rate Loans.
The 364-day credit facility, of which no amount may be used for issuances of letters of credit, has been extended to mature on September 22, 2021. We have the
option, subject to negotiation and agreement with the related banks, to increase the maximum commitment amount by an additional $500 million. Borrowings
under the credit facility bear interest at a variable rate based on LIBOR, and, for U.S. dollar-denominated loans under certain circumstances, a Base Rate (as
defined in the credit facility), in each case plus an applicable margin. The applicable margin is based on the better of (i) the Company's long-term credit ratings
assigned by Moody's and Standard & Poor's rating agencies and (ii) the Company's fixed charge coverage ratio, pursuant to a pricing grid set forth in the 364-day
credit agreement. The applicable margin is 1.150% for Eurocurrency Rate Loans and 0.150% for Base Rate Loans.
Both credit facilities contain provisions requiring us to maintain compliance with certain covenants, including a minimum fixed charge coverage ratio, which
measures our ability to cover financing expenses. As of September 27, 2020, we were in compliance with all applicable covenants. No amounts were outstanding
under our 2018 credit facility or our 364-day credit facility as of September 27, 2020.
Short-term Debt
Under our commercial paper program, we may issue unsecured commercial paper notes up to a maximum aggregate amount outstanding at any time of $3.0
billion, with individual maturities that may vary but not exceed 397 days from the date of issue. Amounts outstanding under the commercial paper program are
required to be backstopped by available commitments under our credit facility discussed above. The proceeds from borrowings under our commercial paper
program may be used for working capital needs, capital expenditures and other corporate purposes, including, but not limited to, business expansion, payment of
cash dividends on our common stock and share repurchases. As of September 27, 2020, we had $296.5 million borrowings outstanding under the program, net of
unamortized discount, of which a majority matures in the second quarter of fiscal 2021.
During the third quarter of fiscal 2020, we expanded our ¥1 billion unsecured credit facility to ¥5 billion, or $47.4 million. This facility is currently set to mature on
December 31, 2020. Borrowings under the credit facility are subject to terms defined within the facility and will bear interest at a variable rate based on TIBOR
plus an applicable margin of 0.400%. Additionally during the third quarter, we expanded our ¥2 billion unsecured credit facility to ¥10 billion, or $94.9 million.
This facility is currently
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set to mature on March 26, 2021. Borrowings under the credit facility are subject to terms defined within the facility and will bear interest at a variable rate based
on TIBOR plus 0.300%. As of September 27, 2020, we had ¥15 billion, or $142.3 million, of borrowings outstanding under these Japanese Yen-denominated credit
facilities.
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Long-term Debt
Components of long-term debt including the associated interest rates and related fair values by calendar maturity (in millions, except interest rates):
Sep 27, 2020

Issuance
November 2020 notes
February 2021 notes
February 2021 notes
May 2022 notes(5)
June 2022 notes
March 2023 notes
October 2023 notes(2)
March 2024 notes(3)
August 2025 notes
June 2026 notes
March 2027 notes(4)
March 2028 notes
November 2028 notes
August 2029 notes
March 2030 notes (4)
November 2030 notes (5)
June 2045 notes
December 2047 notes
November 2048 notes
August 2049 notes
March 2050 notes (4)
November 2050 notes (5)
Total
Aggregate debt issuance costs and
unamortized premium/(discount), net
Hedge accounting fair value adjustment (2)
Total

$

$

Face Value

500.0
500.0
250.0
500.0
500.0
1,000.0
750.0
806.4
1,250.0
500.0
500.0
600.0
750.0
1,000.0
750.0
1,250.0
350.0
500.0
1,000.0
1,000.0
500.0
1,250.0
16,006.4

(132.5)
35.6
15,909.5

Sep 29, 2019

Estimated Fair
Value

501
502
251
506
518
1,059
818
794
1,415
543
529
680
886
1,147
778
1,326
412
547
1,223
1,216
517
1,332
17,500

$

$

Face Value

500.0
500.0
250.0
—
500.0
1,000.0
750.0
788.3
1,250.0
500.0
—
600.0
750.0
1,000.0
—
—
350.0
500.0
1,000.0
1,000.0
—
—
11,238.3

Estimated Fair
Value

501
500
250
—
509
1,033
798
795
1,351
502
—
644
837
1,080
—
—
390
518
1,160
1,165
—
—
12,033

Stated Interest Rate

2.200 %
2.100 %
2.100 %
1.300 %
2.700 %
3.100 %
3.850 %
0.372 %
3.800 %
2.450 %
2.000 %
3.500 %
4.000 %
3.550 %
2.250 %
2.550 %
4.300 %
3.750 %
4.500 %
4.450 %
3.350 %
3.500 %

Effective Interest
Rate (1)

2.228 %
2.293 %
1.600 %
1.334 %
2.819 %
3.107 %
2.859 %
0.462 %
3.721 %
2.511 %
2.058 %
3.529 %
3.958 %
3.840 %
3.084 %
2.582 %
4.348 %
3.765 %
4.504 %
4.447 %
3.362 %
3.528 %

(83.1)
11.8
11,167.0

(1)

Includes the effects of the amortization of any premium or discount and any gain or loss upon settlement of related treasury locks or forward-starting interest
rate swaps utilized to hedge the interest rate risk prior to the debt issuance.

(2)

Amount includes the change in fair value due to changes in benchmark interest rates related to our October 2023 notes. Refer to Note 3, Derivative Financial
Instruments, for additional information on our interest rate swap designated as a fair value hedge.

(3)

Japanese yen-denominated long-term debt.

(4)

Issued in March 2020.

(5)

Issued in May 2020.
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The following table summarizes our long-term debt maturities as of September 27, 2020 by fiscal year (in millions):
Fiscal Year

2021
2022
2023
2024
2025
Thereafter
Total

$

Total

$

1,250.0
1,000.0
1,000.0
1,556.4
1,250.0
9,950.0
16,006.4

Note 10: Leases
The components of lease costs (in millions):

Operating lease costs(1)
Variable lease costs
Short-term lease costs

$

Total lease costs

$

(1)

Year Ended
Sep 27, 2020

1,573.6
833.4
34.1
2,441.1

Operating lease costs includes an immaterial amount of sublease income.

The following table includes supplemental information (in millions):

Cash paid related to operating lease liabilities
Operating lease liabilities arising from obtaining ROU assets(1)
(1)

$

Year Ended
Sep 27, 2020

1,463.3
1,093.0

Excludes the initial impact of adoption. See Note 1, Summary of Significant Accounting Policies for additional information.
Sep 27, 2020

Weighted-average remaining operating lease term
Weighted-average operating lease discount rate

8.8 years
2.5 %

Finance lease assets are recorded in property, plant and equipment, net with the corresponding lease liabilities included in accrued liabilities on the consolidated
balance sheet. Finance leases were immaterial as of September 27, 2020.
Minimum future maturities of operating lease liabilities (in millions):
Fiscal Year
2021
2022
2023
2024
2025
Thereafter
Total lease payments
Less imputed interest
Total

$

$

Total

1,528.1
1,402.6
1,266.1
1,132.1
980.5
3,780.2
10,089.6
(1,179.1)
8,910.5

As of September 27, 2020, we have entered into operating leases that have not yet commenced of $653.8 million, primarily related to real estate leases. These
leases will commence between fiscal year 2021 and fiscal year 2026 with lease terms of 3
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years to 20 years. A charge of $87.7 million in accelerated amortization and impairment of ROU assets was recorded in restructuring and impairments on the
consolidated statement of earnings in fiscal 2020.
Previous Lease Guidance Disclosures
Rent expense under operating lease agreements under the previous lease guidance, which excludes certain amounts required under the new guidance (in millions):

Minimum rent
Contingent rent

$

Sep 29, 2019

Year Ended

1,441.7
224.3
1,666.0

Total

$

Sep 30, 2018

1,424.5
200.7
1,625.2

As previously disclosed, the minimum future rental payments under non-cancelable operating leases and lease financing arrangements under the previous lease
guidance as of September 29, 2019 (in millions):
Fiscal Year
2020
2021
2022
2023
2024
Thereafter
Total minimum lease payments

$

Operating Leases

$

1,432.9
1,342.2
1,247.4
1,124.3
996.4
4,087.7
10,230.9

$

Lease Financing
Arrangements

$

5.2
5.2
5.0
5.0
4.9
42.6
67.9

We have subleases related to certain of our operating leases. During fiscal 2019 and 2018, we recognized sublease income of $10.9 million and $12.3 million,
respectively. Additionally, as of September 29, 2019 and September 30, 2018, the gross carrying values of assets related to build-to-suit lease arrangements
accounted for as financing leases were $122.3 million and $103.2 million, respectively, with associated accumulated depreciation of $17.2 million and $12.7
million, respectively. Lease exit costs associated with our restructuring efforts primarily relate to the closure of Teavana retail stores and certain Starbucks
company-operated stores, and are recognized concurrently with actual store closures. Total lease exit costs of $55.3 million and $119.3 million were recorded in
restructuring and impairments on the consolidated statement of earnings in fiscal 2019 and 2018.
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Note 11: Deferred Revenue
In the fourth quarter of fiscal 2018, we licensed the rights to sell and market our products in authorized channels through the Global Coffee Alliance, and received
an up-front prepaid royalty from Nestlé. The up-front payment of approximately $7 billion was recorded as deferred revenue as we have continuing performance
obligations to support the Global Coffee Alliance, including providing Nestlé access to certain intellectual properties and products for future resale. The up-front
payment will be recognized as other revenue on a straight-line basis over the estimated economic life of the arrangement of 40 years for the ongoing access to the
licenses within the contractual territories. Our obligations to maintain the Starbucks brand and other intellectual properties are generally constant throughout the
term of the arrangement. Therefore, a ratable recognition pattern is reflective of how we satisfy our performance obligations.
At September 27, 2020, the current and long-term deferred revenue related to the Nestlé up-front payment was $179.3 million and $6.5 billion, respectively. At
September 29, 2019, the current and long-term deferred revenue related to the Nestlé up-front payment was $175.9 million and $6.7 billion, respectively. During
the fiscal years ended September 27, 2020 and September 29, 2019, we recognized $176.8 million and $175.2 million of current deferred revenue, respectively,
related to amortization of the up-front payment.
Changes in our deferred revenue balance related to our stored value cards and loyalty program (in millions):
Fiscal Year Ended September 27, 2020
Stored value cards and loyalty program at September 29, 2019
Revenue deferred - card activations, card reloads and Stars earned
Revenue recognized - card and Stars redemptions and breakage
Other(1)
Stored value cards and loyalty program at September 27, 2020(2)
Fiscal Year Ended September 29, 2019
Stored value cards and loyalty program at September 30, 2018
Revenue recognition adoption impact
Stored value cards and loyalty program at October 1, 2018
Revenue deferred - card activations, card reloads and Stars earned
Revenue recognized - card and Stars redemptions and breakage
Other(1)
Stored value cards and loyalty program at September 29, 2019(2)

$

$

$

$

Total

1,113.7
10,527.7
(10,367.9)
7.0
1,280.5

Total

1,328.6
(358.0)
970.6
10,983.6
(10,819.7)
(20.8)
1,113.7

(1)

“Other” primarily consists of changes in the stored value cards and loyalty program balances resulting from foreign currency translation.

(2)

As of September 27, 2020, approximately $1.2 billion of this amount was current. As of September 29, 2019, approximately $1.0 billion of this amount was
current.

Note 12: Equity
In addition to 2.4 billion shares of authorized common stock with $0.001 par value per share, we have authorized 7.5 million shares of preferred stock, none of
which was outstanding at September 27, 2020.
Through open market transactions under our share repurchase program, we repurchased 131.5 million shares of common stock at a total cost of $7.2 billion for the
year ended September 30, 2018.
In September 2018, we entered into accelerated share repurchase agreements (“ASR agreements”) with third-party financial institutions totaling $5.0 billion,
effective October 1, 2018. We made a $5.0 billion up-front payment to the financial institutions and received an initial delivery of 72.0 million shares. In March
2019, we received an additional 4.9 million shares upon the completion of the program based on a volume-weighted average share price (less discount) of $65.03.
In March 2019, we entered into ASR agreements with third-party financial institutions totaling $2.0 billion, effective March 22, 2019. We made a $2.0 billion upfront payment to the financial institutions and received an initial delivery of 22.2 million shares. In June 2019, we received an additional 3.9 million shares upon
the completion of the program based on a volume-weighted average share price (less discount) of $76.50.
Outside of the ASR agreements noted above, we repurchased 36.6 million shares of common stock for $3.1 billion on the open market during the year ended
September 29, 2019. In total, we repurchased 139.6 million shares at a total cost of $10.1 billion for the year ended September 29, 2019.
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Our Board of Directors authorized the repurchase of up to an additional 120 million and 40 million shares under our ongoing share repurchase program during the
fiscal first quarter of 2019 and fiscal second quarter of 2020, respectively. We temporarily suspended share repurchases in March 2020. We repurchased 20.3
million shares of common stock for $1.7 billion on the open market during the year ended September 27, 2020. As of September 27, 2020, 48.9 million shares
remained available for repurchase under current authorizations.
Subsequent to the fourth quarter of fiscal 2020, our Board of Directors declared a quarterly cash dividend to shareholders of $0.45 per share to be paid on
November 27, 2020 to shareholders of record as of the close of business on November 12, 2020.
Comprehensive Income
Comprehensive income includes all changes in equity during the period, except those resulting from transactions with our shareholders. Comprehensive income is
comprised of net earnings and other comprehensive income. Accumulated other comprehensive income reported on our consolidated balance sheets consists of
foreign currency translation adjustments and other items and the unrealized gains and losses, net of applicable taxes, on available-for-sale debt securities and on
derivative instruments designated and qualifying as cash flow and net investment hedges.
Changes in AOCI by component for the years ended September 27, 2020, September 29, 2019 and September 30, 2018, net of tax, are as follows:
(in millions)
September 27, 2020
Net gains/(losses) in AOCI, beginning of period
Net gains/(losses) recognized in OCI before reclassifications
Net (gains)/losses reclassified from AOCI to earnings
Other comprehensive income/(loss) attributable to Starbucks
Cumulative effect of accounting adoption
Net gains/(losses) in AOCI, end of period

(in millions)
September 29, 2019
Net gains/(losses) in AOCI, beginning of period
Net gains/(losses) recognized in OCI before reclassifications
Net (gains)/losses reclassified from AOCI to earnings
Other comprehensive income/(loss) attributable to Starbucks
Net gains/(losses) in AOCI, end of period

Available-for-Sale
Securities

$

$

3.9
6.5
(4.0)
2.5
(0.7)
5.7

Cash Flow
Hedges

$

$

Available-forSale Securities

$

$

(4.9)
8.2
0.6
8.8
3.9

11.0 $
(95.0)
(1.1)
(96.1)
3.0
(82.1) $

Cash Flow
Hedges

$

$

17.7 $
(10.7)
4.0
(6.7)
11.0 $

Net Investment
Hedges

Translation
Adjustment and
Other

(10.1) $
28.9
(9.8)
19.1
2.5
11.5 $

Net Investment
Hedges

Starbucks Corporation

(508.1) $
208.4
—
208.4
—
(299.7) $

Translation
Adjustment and
Other

19.6 $
(29.7)
—
(29.7)
(10.1) $

Total

(503.3)
148.8
(14.9)
133.9
4.8
(364.6)

Total

(362.7) $
(143.7)
(1.7)
(145.4)
(508.1) $
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Available-forSale Securities

(in millions)
September 30, 2018
Net gains/(losses) in AOCI, beginning of period
Net gains/(losses) recognized in OCI before reclassifications
Net (gains)/losses reclassified from AOCI to earnings
Other comprehensive income/(loss) attributable to Starbucks

$

(2.5)
(5.1)
2.7
(2.4)
(4.9)

$

Net gains/(losses) in AOCI, end of period

Cash Flow
Hedges

$

$

(4.1) $
17.9
3.9
21.8
17.7 $

Net Investment
Hedges

14.0
5.6
—
5.6
19.6

Translation
Adjustment and
Other

$

$

(163.0) $
(216.6)
16.9
(199.7)
(362.7) $

Total

(155.6)
(198.2)
23.5
(174.7)
(330.3)

Impact of reclassifications from AOCI on the consolidated statements of earnings (in millions):
AOCI
Components

Gains/(losses) on available-for-sale securities
Gains/(losses) on cash flow hedges

$

Gains/(losses) on net investment hedges
Translation adjustment(1)
Brazil
East China joint venture
Taiwan joint venture
Thailand
Other

4.9
1.9

$

13.3

$
(1)

Amounts Reclassified from AOCI
Year Ended
Sep 27, 2020
Sep 29, 2019
Sep 30, 2018

—
—
—
—
—
20.1
(5.2)
14.9 $

0.9 $
(3.9)
—

—
—
—
1.7
—
(1.3)
(1.6)
(2.9) $

Affected Line Item in
the Statements of Earnings

(3.6) Interest income and other, net
(3.9) Please refer to Note 3, Derivative Instruments for additional
information.
— Interest expense

(24.1)
7.2
1.4
—
(1.7)
(24.7)
1.2
(23.5)

Net gain resulting from divestiture of certain operations
Gain resulting from acquisition of joint venture
Net gain resulting from divestiture of certain operations
Net gain resulting from divestiture of certain operations
Interest income and other, net
Total before tax
Tax (expense)/benefit
Net of tax

Release of cumulative translation adjustments to earnings upon sale or liquidation of foreign businesses.

Note 13: Employee Stock and Benefit Plans
We maintain several equity incentive plans under which we may grant non-qualified stock options, incentive stock options, restricted stock, restricted stock units
(“RSUs”) or stock appreciation rights to employees, non-employee directors and consultants. We issue new shares of common stock upon exercise of stock options
and the vesting of RSUs. We also have an employee stock purchase plan (“ESPP”).
As of September 27, 2020, there were 46.5 million shares of common stock available for issuance pursuant to future equity-based compensation awards and 11.9
million shares available for issuance under our ESPP.

81

Starbucks Corporation

2020 Form 10-K

148

Stock-based compensation expense recognized in the consolidated financial statements (in millions):
Fiscal Year Ended

Options
RSUs
Total stock-based compensation expense recognized in the consolidated statements of
earnings
Total related tax benefit
Total capitalized stock-based compensation included in net property, plant and
equipment on the consolidated balance sheets

Sep 27, 2020

$

7.5
241.0

$

$

248.5

$
$

Sep 29, 2019

Sep 30, 2018

20.0
288.0

$

28.0
222.3

$

308.0

$

250.3

47.8

$

59.3

$

62.4

3.6

$

3.4

$

3.5

Stock Option Plans
We provide stock options as a form of employee compensation, which are primarily time-vested. The majority of time-vested options become exercisable in four
equal installments beginning a year from the grant date and generally expire 10 years from the grant date. Options granted to non-employee directors generally vest
immediately or one year from grant. All outstanding stock options are non-qualified stock options.
The fair value of stock option awards was estimated at the grant date with the following weighted average assumptions for fiscal 2020, 2019 and 2018:

2020

Fiscal Year Ended

Expected term (in years)
Expected stock price volatility
Risk-free interest rate
Expected dividend yield
Weighted average grant price
Estimated fair value per option granted

Stock Options
Granted During the Period
2019

7.8

$
$

27.3 %
1.2 %
2.9 %
56.33
$
11.30
$

4.1

2018

21.6 %
2.9 %
2.1 %
67.33
$
11.06
$

3.6

20.5 %
2.1 %
2.2 %
56.56
7.32

The expected term of the options represents the estimated period of time until exercise and is based on historical experience of similar awards, giving consideration
to the contractual terms, vesting schedules and expectations of future employee behavior. Expected stock price volatility is based on a combination of historical
volatility of our stock and the one-year implied volatility of Starbucks traded options, for the related vesting periods. The risk-free interest rate is based on the
implied yield available on U.S. Treasury zero-coupon issues with an equivalent remaining term. The dividend yield assumption is based on our anticipated cash
dividend payouts. The amounts shown above for the estimated fair value per option granted are before the estimated effect of forfeitures, which reduce the amount
of expense recorded in the consolidated statements of earnings.
Stock option transactions for the year ended September 27, 2020 (in millions, except per share and contractual life amounts):

Outstanding, September 29, 2019
Granted
Exercised
Expired/forfeited
Outstanding, September 27, 2020
Exercisable, September 27, 2020
Vested and expected to vest, September 27, 2020

Shares
Subject to
Options

15.2
0.1
(6.0)
(0.1)
9.2
6.8
9.1

$

Weighted
Average
Exercise
Price
per Share

49.45
56.33
43.92
52.20

Weighted
Average
Remaining
Contractual
Life (Years)

53.06
51.16
53.03

5.0 $

Aggregate
Intrinsic
Value

5.4
4.8
5.4

592

287
226
286

The aggregate intrinsic value in the table above, which is the amount by which the market value of the underlying stock exceeded the exercise price of outstanding
options, is before applicable income taxes and represents the amount optionees would have realized if all in-the-money options had been exercised on the last
business day of the period indicated.
As of September 27, 2020, total unrecognized stock-based compensation expense, net of estimated forfeitures, related to nonvested options was approximately $1
million, before income taxes, and is expected to be recognized over a weighted average period of approximately 1.0 year. The total intrinsic value of options
exercised was $236 million, $466 million and
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$236 million during fiscal 2020, 2019 and 2018, respectively. The total fair value of options vested was $25 million, $31 million and $53 million during fiscal
2020, 2019 and 2018, respectively.
RSUs
We have both time-vested and performance-based RSUs. Time-vested RSUs are awarded to eligible employees and entitle the grantee to receive shares of common
stock at the end of a vesting period, subject solely to the employee’s continuing employment. The time-vested RSUs either vest in two or four equal annual
installments beginning a year from the grant date. Our performance-based RSUs are awarded to eligible employees and entitle the grantee to receive shares of
common stock if we achieve specified performance goals during the performance period and the grantee remains employed through the vesting period.
RSU transactions for the year ended September 27, 2020 (in millions, except per share and contractual life amounts):
Number
of
Shares

Nonvested, September 29, 2019
Granted
Vested
Forfeited/canceled
Nonvested, September 27, 2020

8.9 $
4.0
(3.5)
(1.1)
8.3

Weighted
Average
Grant Date
Fair Value
per Share

Weighted
Average
Remaining
Contractual
Life (Years)

62.56
81.96
59.97
71.88
74.23

1.1 $

Aggregate
Intrinsic
Value

1.1

788

699

For fiscal 2019 and 2018, the weighted average fair value per RSU granted was $68.14 and $56.48, respectively. As of September 27, 2020, total unrecognized
stock-based compensation expense related to nonvested RSUs, net of estimated forfeitures, was approximately $134 million, before income taxes, and is expected
to be recognized over a weighted average period of approximately 1.9 years. The total fair value of RSUs vested was $211 million, $255 million and $166 million
during fiscal 2020, 2019 and 2018, respectively.
ESPP
Our ESPP allows eligible employees to contribute up to 10% of their base earnings toward the quarterly purchase of our common stock, subject to an annual
maximum dollar amount. The purchase price is 95% of the fair market value of the stock on the last business day of the quarterly offering period. The number of
shares issued under our ESPP was 0.5 million in fiscal 2020.
Deferred Compensation Plan
We have a Deferred Compensation Plan for Non-Employee Directors under which non-employee directors may, for any fiscal year, irrevocably elect to defer
receipt of shares of common stock the director would have received upon vesting of restricted stock units. The number of deferred shares outstanding related to
deferrals made under this plan is not material.
Defined Contribution Plans
We maintain voluntary defined contribution plans, both qualified and non-qualified, covering eligible employees as defined in the plan documents. Participating
employees may elect to defer and contribute a portion of their eligible compensation to the plans up to limits stated in the plan documents, not to exceed the dollar
amounts set by applicable laws.
Our matching contributions to all U.S. and non-U.S. plans were $132.7 million, $122.1 million and $111.7 million in fiscal 2020, 2019 and 2018, respectively.
Note 14: Income Taxes
Components of earnings before income taxes (in millions):
Fiscal Year Ended

United States
Foreign
Total earnings before income taxes
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Sep 27, 2020

904.6
259.8
1,164.4

$
$

Sep 29, 2019

3,518.7
947.5
4,466.2

$
$

Sep 30, 2018

4,826.0
954.0
5,780.0
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Provision/(benefit) for income taxes (in millions):
Fiscal Year Ended

Current taxes:
U.S. federal
U.S. state and local
Foreign
Total current taxes
Deferred taxes:
U.S. federal
U.S. state and local
Foreign
Total deferred taxes
Total income tax expense

Sep 27, 2020

$

49.9
36.9
181.4
268.2

Sep 29, 2019

$

1,414.3
447.8
458.3
2,320.4

(8.4)
(4.8)
(15.3)
(28.5)
239.7 $

$

Sep 30, 2018

$

156.2
52.0
327.0
535.2

(1,074.5)
(322.4)
(51.9)
(1,448.8)
871.6 $

633.7
101.5
(8.4)
726.8
1,262.0

Reconciliation of the statutory U.S. federal income tax rate with our effective income tax rate:
Fiscal Year Ended

Statutory rate
State income taxes, net of federal tax benefit
Foreign rate differential
Valuation allowances
Excess tax benefits of stock-based compensation
Change in tax rates
Charitable contributions
Foreign derived intangible income
Residual tax on foreign earnings
Tax impacts related to sale of certain operations
Gain resulting from acquisition of joint venture
Impact of the Tax Act
Other, net
Effective tax rate

Sep 27, 2020

21.0 %
2.2
(3.2)
10.0
(4.2)
(2.2)
(1.7)
(1.4)
—
—
—
—
0.1
20.6 %

Sep 29, 2019

21.0 %
2.1
(0.1)
—
(2.1)
—
—
(1.5)
1.7
(1.3)
—
—
(0.3)
19.5 %

Sep 30, 2018

24.5 %
2.1
(0.1)
—
(0.9)
—
—
—
—
—
(5.8)
2.8
(0.8)
21.8 %

As of September 27, 2020, in foreign subsidiaries in which we are partially indefinitely reinvested, the gross taxable temporary difference between the accounting
basis and tax basis was approximately $1.4 billion for which there could be up to approximately $280 million of unrecognized tax liability.
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Tax effect of temporary differences and carryforwards that comprise significant portions of deferred tax assets and liabilities (in millions):
Sep 27, 2020

Deferred tax assets:
Operating lease liabilities
Stored value card liability and deferred revenue
Intangible assets and goodwill
Accrued occupancy costs
Other
Total
Valuation allowance
Total deferred tax asset, net of valuation allowance
Deferred tax liabilities:
Operating lease, right-of-use assets
Property, plant and equipment
Intangible assets and goodwill
Other
Total
Net deferred tax asset (liability)

$

$

2,313.0 $
1,678.6
248.6
—
554.4
4,794.6 $
(239.4)
4,555.2 $

—
1,649.0
230.0
121.6
413.0
2,413.6
(75.1)
2,338.5

$

(2,191.8)
(463.3)
(145.1)
(123.2)
(2,923.4)
1,631.8 $

—
(400.9)
(209.9)
(148.3)
(759.1)
1,579.4

$

1,789.9
(158.1)
1,631.8 $

1,765.8
(186.4)
1,579.4

$

Reported as:
Deferred income tax assets
Deferred income tax liabilities (included in Other long-term liabilities)
Net deferred tax asset (liability)

Sep 29, 2019

The valuation allowances as of September 27, 2020 and September 29, 2019 were primarily related to net operating losses and other deferred tax assets of
consolidated foreign subsidiaries.
As of September 27, 2020, we had federal net operating loss carryforwards of $75.2 million which have an indefinite carryforward period, state net operating loss
carryforwards of $112.8 million which will begin to expire in fiscal 2024, federal tax credit carryforwards of $11.9 million which will begin to expire in fiscal
2029, state tax credit carryforwards of $2.7 million which will begin to expire in fiscal 2024 and foreign net operating loss carryforwards of $317.8 million, of
which $150.5 million have an indefinite carryforward period and the remainder expire at various dates starting from fiscal 2021.
Uncertain Tax Positions
As of September 27, 2020, we had $123.7 million of gross unrecognized tax benefits of which $103.0 million, if recognized, would affect our effective tax rate.
We recognized an expense of $3.0 million, a benefit of $2.8 million and a benefit of $0.5 million of interest and penalties in income tax expense, prior to the
benefit of the federal tax deduction, for fiscal 2020, 2019 and 2018, respectively. As of September 27, 2020 and September 29, 2019, we had accrued interest and
penalties of $13.0 million and $10.0 million, respectively, within our consolidated balance sheets.
The following table summarizes the activity related to our unrecognized tax benefits (in millions):
Beginning balance
Increase related to prior year tax positions
Decrease related to prior year tax positions
Increase related to current year tax positions
Decreases related to settlements with taxing authorities
Decrease related to lapsing of statute of limitations
Ending balance

$

$

Sep 27, 2020

132.1 $
11.1
(0.5)
9.8
—
(28.8)
123.7 $

Sep 29, 2019

224.6 $
3.8
(75.3)
18.5
(16.4)
(23.1)
132.1 $

Sep 30, 2018

196.9
17.5
(41.8)
62.4
(4.5)
(5.9)
224.6

We are currently under examination, or may be subject to examination, by various U.S. federal, state, local and foreign tax jurisdictions for fiscal 2011 through
2019. We are no longer subject to U.S. federal examination for years prior to fiscal 2017.

85

Starbucks Corporation

2020 Form 10-K

152

We are no longer subject to U.S. state and local examinations for years prior to fiscal 2011. We are no longer subject to examination in any material international
markets prior to 2015.
It is reasonably possible that up to $39 million of the Company's gross unrecognized tax benefits may be recognized by the end of fiscal 2021 for reasons such as a
lapse of the statute of limitations or resolution of examinations with tax authorities.
Note 15: Earnings per Share
Calculation of net earnings per common share (“EPS”) — basic and diluted (in millions, except EPS):
Fiscal Year Ended

Net earnings attributable to Starbucks
Weighted average common shares outstanding (for basic calculation)
Dilutive effect of outstanding common stock options and RSUs
Weighted average common and common equivalent shares outstanding (for diluted
calculation)
EPS — basic
EPS — diluted

$

Sep 27, 2020

928.3
1,172.8
9.0

$

Sep 29, 2019

1,181.8
$
$

0.79
0.79

3,599.2
1,221.2
12.0

$

Sep 30, 2018

1,233.2
$
$

2.95
2.92

4,518.3
1,382.7
11.9
1,394.6

$
$

3.27
3.24

Potential dilutive shares consist of the incremental common shares issuable upon the exercise of outstanding stock options (both vested and non-vested) and
unvested RSUs, calculated using the treasury stock method. The calculation of dilutive shares outstanding excludes out-of-the-money stock options (i.e., such
options’ exercise prices were greater than the average market price of our common shares for the period) because their inclusion would have been antidilutive. As
of September 27, 2020 and September 29, 2019, we had no out-of-the-money stock options compared to 14.1 million as of September 30, 2018.
Note 16: Commitments and Contingencies
Legal Proceedings
On April 13, 2010, an organization named Council for Education and Research on Toxics (“Plaintiff”) filed a lawsuit in the Superior Court of the State of
California, County of Los Angeles, against the Company and certain other defendants who manufacture, package, distribute or sell brewed coffee. The lawsuit is
Council for Education and Research on Toxics v. Starbucks Corporation, et al. On May 9, 2011, the Plaintiff filed an additional lawsuit in the Superior Court of
the State of California, County of Los Angeles, against the Company and additional defendants who manufacture, package, distribute or sell packaged coffee. The
lawsuit is Council for Education and Research on Toxics v. Brad Barry LLC, et al.. Both cases have since been consolidated and now include nearly eighty
defendants, which constitute the great majority of the coffee industry in California. Plaintiff alleges that the Company and the other defendants failed to provide
warnings for their coffee products of exposure to the chemical acrylamide as required under California Health and Safety Code section 25249.5, the California Safe
Drinking Water and Toxic Enforcement Act of 1986, better known as Proposition 65. Plaintiff seeks equitable relief, including providing warnings to consumers of
coffee products, as well as civil penalties in the amount of the statutory maximum of two thousand five hundred dollars per day per violation of Proposition 65.
The Plaintiff asserts that every consumed cup of coffee, absent a compliant warning, is equivalent to a violation under Proposition 65.
The Company, as part of a joint defense group organized to defend against the lawsuit, disputes the claims of the Plaintiff. Acrylamide is not added to coffee but is
present in all coffee in small amounts (parts per billion) as a byproduct of the coffee bean roasting process. The Company has asserted multiple affirmative
defenses. Trial of the first phase of the case commenced on September 8, 2014, and was limited to three affirmative defenses shared by all defendants. On
September 1, 2015, the trial court issued a final ruling adverse to defendants on all Phase 1 defenses. Trial of the second phase of the case commenced in the fall of
2017. On May 7, 2018, the trial court issued a ruling adverse to defendants on the Phase 2 defense, the Company's last remaining defense to liability. On June 22,
2018, the California Office of Environmental Health Hazard Assessment (OEHHA) proposed a new regulation clarifying that cancer warnings are not required for
coffee under Proposition 65. The case was set to proceed to a third phase trial on damages, remedies and attorneys' fees on October 15, 2018. However, on October
12, 2018, the California Court of Appeal granted the defendants request for a stay of the Phase 3 trial.
On June 3, 2019, the Office of Administrative Law (OAL) approved the coffee exemption regulation. The regulation will be effective on October 1, 2019. On June
24, 2019, the Court of Appeal lifted the stay of the litigation. At the status conference on August 25, 2020, the trial judge granted the defendants’ motion for
summary judgment, ruling that the coffee exemption regulation is a complete defense to the Plaintiff’s complaint. The Notice of Entry of Judgment from the court
was served on October 6, 2020. The plaintiff has not yet filed a Notice of Appeal. Starbucks believes that the likelihood that the Company will ultimately incur a
loss in connection with this litigation is less than reasonably possible. Accordingly, no loss contingency was recorded for this matter.
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Starbucks is party to various other legal proceedings arising in the ordinary course of business, including certain employment litigation cases that have been
certified as class or collective actions, but, except as noted above, is not currently a party to any legal proceeding that management believes could have a material
adverse effect on our consolidated financial position, results of operations or cash flows.
Note 17: Segment Reporting
Segment information is prepared on the same basis that our ceo, who is our Chief Operating Decision Maker, manages the segments, evaluates financial results and
makes key operating decisions.
We have three reportable operating segments: 1) Americas, which is inclusive of the U.S., Canada and Latin America; 2) International, which is inclusive of China,
Japan, Asia Pacific, Europe, the Middle East and Africa; and 3) Channel Development.
Americas and International operations sell coffee and other beverages, complementary food, packaged coffees, single-serve coffee products and a focused selection
of merchandise through company-operated stores and licensed stores. Our Americas segment is our most mature business and has achieved significant scale.
Channel Development revenues include packaged coffee sales, tea and ready-to-drink beverages to customers outside of our company-operated and licensed stores.
Historically revenues have included domestic and international sales of our packaged coffee, tea and ready-to-drink products to grocery, warehouse club and
specialty retail stores and through institutional foodservice companies which serviced businesses. Since the fourth quarter of fiscal 2018, most of our Channel
Development revenues are from product sales to and royalty revenues from Nestlé. The collaborative business relationships for ready-to-drink products and the
associated revenues remain unchanged due to the Global Coffee Alliance.
Consolidated revenue mix by product type(1) (in millions):
Fiscal Year Ended

Beverage(2)
Food(3)
Other(4)
Total

$

$

Sep 27, 2020

14,337.5
3,799.2
5,381.3
23,518.0

Sep 29, 2019

61 % $
16 %
23 %
100 % $

15,921.2
4,336.3
6,251.1
26,508.6

60 % $
16 %
24 %
100 % $

Sep 30, 2018

14,463.1
3,986.5
6,269.9
24,719.5

59 %
16 %
25 %
100 %

(1)

Certain prior period amounts have been reclassified to conform to current year presentation.

(2)

Beverage represents sales within our company-operated stores.

(3)

Food includes sales within our company-operated stores.

(4)

“Other” primarily consists of packaged and single-serve coffees and teas, royalty and licensing revenues, beverage-related ingredients, serveware and readyto-drink beverages, among other items.

Information by geographic area (in millions):
Fiscal Year Ended

Sep 27, 2020

Net revenues:
United States
China
Other countries
Total

$

$

Long-lived assets:
United States
China
Other countries
Total

$

$

Sep 29, 2019

16,879.8
2,582.8
4,055.4
23,518.0

$

12,624.9
4,425.6
4,517.6
21,568.1

$

$

$

Sep 30, 2018

18,622.7
2,872.0
5,013.9
26,508.6

$

7,330.2
3,279.8
2,955.7
13,565.7

$

$

$

17,409.4
2,355.8
4,954.3
24,719.5

5,635.9
3,474.6
2,551.7
11,662.2

No customer accounts for 10% or more of our revenues. Revenues are shown based on the geographic location of our customers. Revenues from countries other
than the U.S. and China consist primarily of revenues from Japan, Canada and the U.K., which together account for approximately 78% of net revenues from other
countries for fiscal 2020.
Management evaluates the performance of its operating segments based on net revenues and operating income. The accounting policies of the operating segments
are the same as those described in Note 1, Summary of Significant Accounting Policies.
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Operating income represents earnings before other income and expenses and income taxes. The identifiable assets by segment disclosed in this note are those assets
specifically identifiable within each segment and include cash and cash equivalents, ROU assets, net property, plant and equipment, equity and cost investments,
goodwill and other intangible assets. Assets not attributed to reportable operating segments are corporate assets and are primarily comprised of cash and cash
equivalents available for general corporate purposes, investments, assets of the corporate headquarters and roasting facilities and inventory.
The table below presents financial information for our reportable operating segments and Corporate and Other segment for the years ended September 27, 2020,
September 29, 2019 and September 30, 2018.
(in millions)
Fiscal 2020
Total net revenues
Depreciation and amortization expenses
Income from equity investees
Operating income/(loss)
Total assets
Fiscal 2019
Total net revenues
Depreciation and amortization expenses
Income from equity investees
Operating income/(loss)
Total assets
Fiscal 2018
Total net revenues
Depreciation and amortization expenses
Income from equity investees
Operating income/(loss)
Total assets

Americas

$

$

$

$

$

$

Channel
Development

International

16,379.2
762.0
—
1,825.3
10,717.4

$

18,259.0
696.1
—
3,782.8
4,446.7

$

16,748.6
641.0
—
3,485.2
4,473.7

$

$

$

$

5,147.6
518.4
102.3
354.0
9,449.7

$

6,190.7
511.5
102.4
964.7
6,724.6

$

5,551.2
447.6
117.4
872.8
6,361.9

$

$

$

$

Corporate and
Other

1,925.0
1.2
220.2
687.2
165.0

$

1,992.6
13.0
195.6
697.5
132.2

$

2,297.3
1.3
183.8
927.1
148.2

$

$

$

$

Total

66.2 $
149.7
—
(1,304.8)
9,042.4 $

23,518.0
1,431.3
322.5
1,561.7
29,374.5

66.3 $
156.7
—
(1,367.1)
7,916.1 $

26,508.6
1,377.3
298.0
4,077.9
19,219.6

122.4 $
157.1
—
(1,401.8)
13,172.6 $

24,719.5
1,247.0
301.2
3,883.3
24,156.4

Note 18: Selected Quarterly Financial Information (unaudited; in millions, except EPS)

Fiscal 2020:
Net revenues
Operating income/(loss)
Net earnings/(loss) attributable to Starbucks
Earnings/(loss) per share — diluted
Fiscal 2019:
Net revenues
Operating income
Net earnings attributable to Starbucks
Earnings per share — diluted

First
Quarter

Second
Quarter

Third
Quarter

Fourth
Quarter

Full
Year

$

7,097.1
1,219.8
885.7
0.74

$

5,995.7
487.4
328.4
0.28

$

4,222.1 $
(703.9)
(678.4)
(0.58)

6,203.1
558.3
392.6
0.33

$

23,518.0
1,561.7
928.3
0.79

$

6,632.7
1,015.7
760.6
0.61

$

6,305.9
857.7
663.2
0.53

$

6,823.0
1,121.3
1,372.8
1.12

6,747.0
1,083.3
802.9
0.67

$

26,508.6
4,077.9
3,599.2
2.92
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REPORT OF INDEPENDENT REGISTERED PUBLIC ACCOUNTING FIRM
To the shareholders and the Board of Directors of Starbucks Corporation
Opinion on the Financial Statements
We have audited the accompanying consolidated balance sheets of Starbucks Corporation and subsidiaries (the “Company”) as of September 27, 2020 and
September 29, 2019, the related consolidated statements of earnings, comprehensive income, equity, and cash flows, for each of the three years in the period ended
September 27, 2020, and the related notes (collectively referred to as the “financial statements”). In our opinion, the financial statements present fairly, in all
material respects, the financial position of the Company as of September 27, 2020 and September 29, 2019, and the results of its operations and its cash flows for
each of the three years in the period ended September 27, 2020, in conformity with accounting principles generally accepted in the United States of America.
We have also audited, in accordance with the standards of the Public Company Accounting Oversight Board (United States) (PCAOB), the Company's internal
control over financial reporting as of September 27, 2020, based on criteria established in Internal Control - Integrated Framework (2013) issued by the
Committee of Sponsoring Organizations of the Treadway Commission and our report dated November 12, 2020, expressed an unqualified opinion on the
Company's internal control over financial reporting.
Changes in Accounting Principle
As discussed in Notes 1 and 10 to the financial statements, the Company changed its method of accounting for leases effective September 30, 2019, due to
adoption of Financial Accounting Standards Board (FASB) Accounting Standards Codification (ASC) No. 842, Leases. The Company adopted the new lease
standard using the transition method provided in Accounting Standards Updated (ASU) No. 2018-11 such that prior period amounts are not adjusted and continue
to be reported in accordance with ASC 840, Leases. The adoption of the new leasing standard is also communicated as a critical audit matter below.
Basis for Opinion
These financial statements are the responsibility of the Company's management. Our responsibility is to express an opinion on the Company's financial statements
based on our audits. We are a public accounting firm registered with the PCAOB and are required to be independent with respect to the Company in accordance
with the U.S. federal securities laws and the applicable rules and regulations of the Securities and Exchange Commission and the PCAOB.
We conducted our audits in accordance with the standards of the PCAOB. Those standards require that we plan and perform the audit to obtain reasonable
assurance about whether the financial statements are free of material misstatement, whether due to error or fraud. Our audits included performing procedures to
assess the risks of material misstatement of the financial statements, whether due to error or fraud, and performing procedures that respond to those risks. Such
procedures included examining, on a test basis, evidence regarding the amounts and disclosures in the financial statements. Our audits also included evaluating the
accounting principles used and significant estimates made by management, as well as evaluating the overall presentation of the financial statements. We believe
that our audits provide a reasonable basis for our opinion.
Critical Audit Matter
The critical audit matter communicated below is a matter arising from the current-period audit of the financial statements that was communicated or required to be
communicated to the audit committee and that (1) relates to accounts or disclosures that are material to the financial statements and (2) involved our especially
challenging, subjective, or complex judgments. The communication of critical audit matters does not alter in any way our opinion on the financial statements, taken
as a whole, and we are not, by communicating the critical audit matter below, providing a separate opinion on the critical audit matter or on the accounts or
disclosures to which it relates.
Leases — Incremental Borrowing Rate Used in Adoption of ASC 842 - Refer to Notes 1 and 10 to the financial statements
Critical Audit Matter Description
The Company adopted the provisions of ASC 842, Leases, as of September 30, 2019. In doing so, the Company recorded lease liabilities for the present value of its
leases of $9.0 billion and corresponding right-of-use (ROU) assets of $8.4 billion. The Company has disclosed the impact of adoption in Note 1 to its 2020
financial statements. In determining the lease liabilities and ROU assets, the Company derived market and term-specific incremental borrowing rates (IBRs) to
calculate the present value of its lease payments. The determination of an IBR for each lease, requires management to consider a combination of factors, including
its credit-adjusted risk-free interest rate, the risk profile and funding cost of the specific geographic market of the lease, the lease term and the effect of adjusting
the rate to reflect consideration of collateral.
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Given the company-specific factors and judgments in the model used by management to develop the IBRs for its leases at adoption, the auditing of the IBRs
involved a high degree of auditor judgment, including the need to involve our fair value specialists.
How the Critical Audit Matter Was Addressed in the Audit
Our audit procedures related to the IBRs used in the adoption of ASC 842, which thereby determined the adoption disclosed in the September 27, 2020 financial
statements, included the following, among others:
• We tested the effectiveness of controls over the determination and calculation of the IBRs.
• With the assistance of our fair value specialists, we evaluated the methods and assumptions used by management to estimate the IBRs and tested the
inputs used by management to develop the IBRs.
/s/ Deloitte & Touche LLP
Seattle, Washington
November 12, 2020
We have served as the Company's auditor since 1987.
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Item 9. Changes in and Disagreements with Accountants on Accounting and Financial Disclosure
Not applicable.
Item 9A. Controls and Procedures
Disclosure Controls and Procedures
We maintain disclosure controls and procedures that are designed to ensure that material information required to be disclosed in our periodic reports filed or
submitted under the Securities Exchange Act of 1934, as amended (the “Exchange Act”), is recorded, processed, summarized and reported within the time periods
specified in the SEC’s rules and forms. Our disclosure controls and procedures are also designed to ensure that information required to be disclosed in the reports
we file or submit under the Exchange Act is accumulated and communicated to our management, including our principal executive officer and principal financial
officer, as appropriate to allow timely decisions regarding required disclosure.
During the fourth quarter of fiscal 2020, we carried out an evaluation, under the supervision and with the participation of our management, including our chief
executive officer and our chief financial officer, of the effectiveness of the design and operation of our disclosure controls and procedures, as defined in Rules 13a15(e) and 15d-15(e) under the Exchange Act. Based upon that evaluation, our chief executive officer and chief financial officer concluded that our disclosure
controls and procedures were effective, as of the end of the period covered by this report (September 27, 2020).
There were no changes in our internal control over financial reporting (as defined in Rules 13a-15(f) and 15d-15(f) of the Exchange Act) during our most recently
completed fiscal quarter that materially affected or are reasonably likely to materially affect internal control over financial reporting.
The certifications required by Section 302 of the Sarbanes-Oxley Act of 2002 are filed as exhibits 31.1 and 31.2, respectively, to this 10-K.
Report of Management on Internal Control over Financial Reporting
Our management is responsible for establishing and maintaining adequate internal control over financial reporting. Internal control over financial reporting is a
process to provide reasonable assurance regarding the reliability of our financial reporting for external purposes in accordance with accounting principles generally
accepted in the United States of America. Internal control over financial reporting includes maintaining records that in reasonable detail accurately and fairly
reflect our transactions; providing reasonable assurance that transactions are recorded as necessary for preparation of our financial statements; providing reasonable
assurance that receipts and expenditures are made in accordance with management authorization; and providing reasonable assurance that unauthorized acquisition,
use or disposition of company assets that could have a material effect on our financial statements would be prevented or detected on a timely basis. Because of its
inherent limitations, internal control over financial reporting is not intended to provide absolute assurance that a misstatement of our financial statements would be
prevented or detected.
Management conducted an evaluation of the effectiveness of our internal control over financial reporting based on the framework and criteria established in
Internal Control — Integrated Framework, issued by the Committee of Sponsoring Organizations of the Treadway Commission. This evaluation included review
of the documentation of controls, evaluation of the design effectiveness of controls, testing of the operating effectiveness of controls and a conclusion on this
evaluation. Based on this evaluation, management concluded that our internal control over financial reporting was effective as of September 27, 2020.
Our internal control over financial reporting as of September 27, 2020 has been audited by Deloitte & Touche LLP, an independent registered public accounting
firm, as stated in their report which is included herein.
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REPORT OF INDEPENDENT REGISTERED PUBLIC ACCOUNTING FIRM
To the shareholders and the Board of Directors of Starbucks Corporation
Opinion on Internal Control over Financial Reporting
We have audited the internal control over financial reporting of Starbucks Corporation and subsidiaries (the “Company”) as of September 27, 2020, based on
criteria established in Internal Control - Integrated Framework (2013) issued by the Committee of Sponsoring Organizations of the Treadway Commission
(COSO). In our opinion, the Company maintained, in all material respects, effective internal control over financial reporting as of September 27, 2020, based on
criteria established in Internal Control - Integrated Framework (2013) issued by COSO.
We have also audited, in accordance with the standards of the Public Company Accounting Oversight Board (United States) (PCAOB), the consolidated financial
statements as of and for the year ended September 27, 2020, of the Company and our report dated November 12, 2020, expressed an unqualified opinion on those
financial statements and included an explanatory paragraph relating to the Company’s adoption of Financial Accounting Standards Board (FASB) Accounting
Standards Codification (ASC) No. 842, Leases.
Basis for Opinion
The Company’s management is responsible for maintaining effective internal control over financial reporting and for its assessment of the effectiveness of internal
control over financial reporting, included in the accompanying Report of Management on Internal Control over Financial Reporting. Our responsibility is to
express an opinion on the Company’s internal control over financial reporting based on our audit. We are a public accounting firm registered with the PCAOB and
are required to be independent with respect to the Company in accordance with the U.S. federal securities laws and the applicable rules and regulations of the
Securities and Exchange Commission and the PCAOB.
We conducted our audit in accordance with the standards of the PCAOB. Those standards require that we plan and perform the audit to obtain reasonable assurance
about whether effective internal control over financial reporting was maintained in all material respects. Our audit included obtaining an understanding of internal
control over financial reporting, assessing the risk that a material weakness exists, testing and evaluating the design and operating effectiveness of internal control
based on the assessed risk, and performing such other procedures as we considered necessary in the circumstances. We believe that our audit provides a reasonable
basis for our opinion.
Definition and Limitations of Internal Control over Financial Reporting
A company’s internal control over financial reporting is a process designed to provide reasonable assurance regarding the reliability of financial reporting and the
preparation of financial statements for external purposes in accordance with generally accepted accounting principles. A company’s internal control over financial
reporting includes those policies and procedures that (1) pertain to the maintenance of records that, in reasonable detail, accurately and fairly reflect the
transactions and dispositions of the assets of the company; (2) provide reasonable assurance that transactions are recorded as necessary to permit preparation of
financial statements in accordance with generally accepted accounting principles, and that receipts and expenditures of the company are being made only in
accordance with authorizations of management and directors of the company; and (3) provide reasonable assurance regarding prevention or timely detection of
unauthorized acquisition, use, or disposition of the company’s assets that could have a material effect on the financial statements.
Because of its inherent limitations, internal control over financial reporting may not prevent or detect misstatements. Also, projections of any evaluation of
effectiveness to future periods are subject to the risk that controls may become inadequate because of changes in conditions, or that the degree of compliance with
the policies or procedures may deteriorate.
/s/ Deloitte & Touche LLP
Seattle, Washington
November 12, 2020
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Item 9B. Other Information
None.
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PART III
Item 10. Directors, Executive Officers and Corporate Governance
Information regarding our executive officers is set forth in Item 1 of Part 1 of this Report under the caption “Information about our Executive Officers.”
We adopted a code of ethics that applies to our chief executive officer, chief financial officer, controller and other finance leaders, which is a “code of ethics” as
defined by applicable rules of the SEC. This code is publicly available on our website at www.starbucks.com/about-us/company-information/corporategovernance. If we make any amendments to this code other than technical, administrative or other non-substantive amendments, or grant any waivers, including
implicit waivers, from a provision of this code to our chief executive officer, chief operating officer, chief financial officer, chief accounting officer or controller,
we will disclose the nature of the amendment or waiver, its effective date and to whom it applies on our website at www.starbucks.com/about-us/companyinformation/corporate-governance or in a report on Form 8-K filed with the SEC.
The remaining information required by this item is incorporated herein by reference to the sections entitled “Proposal 1 — Election of Directors,” “Beneficial
Ownership of Common Stock,” “Corporate Governance” and “Corporate Governance — Audit and Compliance Committee” in our definitive Proxy Statement for
the Annual Meeting of Shareholders to be held on March 17, 2021 (the “Proxy Statement”).
Item 11. Executive Compensation
The information required by this item is incorporated by reference to the section entitled “Executive Compensation,” in the Proxy Statement.
Item 12. Security Ownership of Certain Beneficial Owners and Management and Related Shareholder Matters
The information required by this item is incorporated by reference to the sections entitled “Equity Compensation Plan Information” and “Beneficial Ownership of
Common Stock” in the Proxy Statement.

Item 13. Certain Relationships, Related Transactions and Director Independence
The information required by this item is incorporated by reference to the section entitled “Certain Relationships and Related Person Transactions” and “Corporate
Governance — Affirmative Determinations Regarding Director Independence and Other Matters” in the Proxy Statement.

Item 14. Principal Accounting Fees and Services
The information required by this item is incorporated by reference to the sections entitled “Proposal 3 - Ratification of Selection of Deloitte & Touche LLP as our
Independent Registered Public Accounting Firm - Independent Registered Public Accounting Firm Fees” and “Proposal 3 - Ratification of Selection of Deloitte &
Touche LLP as our Independent Registered Public Accounting Firm - Policy on Audit Committee Pre-Approval of Audit and Permissible Non-Audit Services of
the Independent Registered Public Accounting Firm” in the Proxy Statement.
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PART IV
Item 15. Exhibits, Financial Statement Schedules
(a) The following documents are filed as a part of this 10-K:
1. Financial Statements
The following financial statements are included in Part II, Item 8 of this 10-K:
• Consolidated Statements of Earnings for the fiscal years ended September 27, 2020, September 29, 2019, and September 30, 2018;
• Consolidated Statements of Comprehensive Income for the fiscal years ended September 27, 2020, September 29, 2019, and September 30, 2018;
• Consolidated Balance Sheets as of September 27, 2020 and September 29, 2019;
• Consolidated Statements of Cash Flows for the fiscal years ended September 27, 2020, September 29, 2019, and September 30, 2018;
• Consolidated Statements of Equity for the fiscal years ended September 27, 2020, September 29, 2019, and September 30, 2018;
• Notes to Consolidated Financial Statements; and
• Reports of Independent Registered Public Accounting Firm
2. Financial Statement Schedules
Financial statement schedules are omitted because they are not required or are not applicable, or the required information is provided in the consolidated financial
statements or notes described in Item 15(a)(1) above.
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3. Exhibits
Incorporated by Reference
Exhibit
Number

2.1

3.1
3.2
4.1
4.2

4.3
4.4

4.5
4.6
4.7

4.8
4.9
4.10

4.11

Exhibit Description

Transaction Agreement, dated as of May 6,
2018 by and between Starbucks Corporation
and Nestlé S.A.
Restated Articles of Incorporation of
Starbucks Corporation
Amended and Restated Bylaws of Starbucks
Corporation (As amended and restated
through June 1, 2018)
Indenture, dated as of September 15, 2016, by
and between Starbucks Corporation and U.S.
Bank National Association, as trustee
First Supplemental Indenture, dated March
17, 2017, by and between Starbucks
Corporation and U.S. Bank National
Association, as trustee, transfer agent and
registrar, and Elavon Financial Services,
DAC, UK Branch, as paying agent (0.372%
Senior Notes due 2024)
Form of 0.372% Senior Note due March 15,
2024
Second Supplemental Indenture, dated as of
November 22, 2017, by and between
Starbucks Corporation and U.S. Bank
National Association, as trustee (2.200%
Senior Notes due 2020 and 3.750% Senior
Notes due 2047)
Form of 2.200% Senior Notes due
November 22, 2020 (included in Exhibit 4.2)
Form of 3.750% Senior Notes due
December 1, 2047 (included in Exhibit 4.2)
Third Supplemental Indenture, dated as of
February 28, 2018, by and between Starbucks
Corporation and U.S. Bank National
Association, as trustee (3.100% Senior Notes
due 2023 and 3.500% Senior Notes due 2028)
Form of 3.100% Senior Notes due March 1,
2023
Form of 3.500% Senior Notes due March 1,
2028
Fourth Supplemental Indenture, dated as of
August 10, 2018, by and between Starbucks
Corporation and U.S. Bank National
Association, as trustee (3.800% Senior Notes
due 2025, 4.000% Senior Notes due 2028 and
4.500% Senior Notes due 2048)
Form of 3.800% Senior Notes due August 15,
2025

8-K

File No.

0-20322

Date of Filing

Exhibit
Number

10-Q

0-20322

4/28/2015

3.1

8-K

0-20322

6/5/2018

3.1

S-3ASR

333-213645

9/15/2016

4.1

8-K

0-20322

3/20/2017

4.2

8-K

0-20322

3/20/2017

4.3

8-K

0-20322

11/22/2017

4.2

8-K

0-20322

11/22/2017

4.3

8-K

0-20322

11/22/2017

4.4

8-K

0-20322

2/28/2018

4.2

8-K

0-20322

2/28/2018

4.3

8-K

0-20322

2/28/2018

4.4

8-K

0-20322

8/10/2018

4.2

8-K

0-20322

8/10/2018

4.3

Form

5/7/2018
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Incorporated by Reference
Exhibit
Number

4.12

4.13
4.14

4.15
4.16
4.17

4.18
4.19
4.20
4.21

4.22
4.23
4.24
4.25

97

Exhibit Description

Form of 4.000% Senior Notes due November
15, 2028
Form of 4.500% Senior Notes due November
15, 2048
Fifth Supplemental Indenture, dated as of
May 13, 2019, by and between Starbucks
Corporation and U.S. Bank National
Association, as trustee (3.550% Senior Notes
due 2029 and 4.450% Senior Notes due 2049)
Form on 3.550% Senior Notes due August 15,
2029 (included in Exhibit 4.2)
Form on 4.450% Senior Notes due August 15,
2049 (included in Exhibit 4.2)
Sixth Supplemental Indenture, dated as of
March 12, 2020, by and between Starbucks
Corporation and U.S. Bank National
Association, as trustee (2.000% Senior Notes
due 2027, 2.250% Senior Notes due 2030 and
3.350% Senior Notes due 2050)
Form of 2.000% Senior Notes due March 12,
2027 (included in Exhibit 4.2)
Form of 2.250% Senior Notes due March 12,
2030 (included in Exhibit 4.2)
Form of 3.350% Senior Notes due March 12,
2050 (included in Exhibit 4.2)
Seventh Supplemental Indenture, dated as of
May 7, 2020, by and between Starbucks
Corporation and U.S. Bank National
Association, as trustee (1.300% Senior Notes
due 2022, 2.550% Senior Notes due 2030 and
3.500% Senior Notes due 2050)
Form of 1.300% Senior Notes due May 7,
2022 (included in Exhibit 4.2)
Form of 2.550% Senior Notes due November
15, 2030 (included in Exhibit 4.2)
Form of 3.500% Senior Notes due November
15, 2050 (included in Exhibit 4.2)
Indenture, dated as of August 23, 2007, by
and between Starbucks Corporation and
Deutsche Bank Trust Company Americas, as
trustee
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8-K

File No.

0-20322

Date of Filing

Exhibit
Number

8-K

0-20322

8/10/2018

4.5

8-K

0-20322

5/13/2019

4.2

8-K

0-20322

5/13/2019

4.3

8-K

0-20322

5/13/2019

4.4

8-K

0-20322

3/12/2020

4.2

8-K

0-20322

3/12/2020

4.3

8-K

0-20322

3/12/2020

4.4

8-K

0-20322

3/12/2020

4.5

8-K

0-20322

5/7/2020

4.2

8-K

0-20322

5/7/2020

4.3

8-K

0-20322

5/7/2020

4.4

8-K

0-20322

5/7/2020

4.5

S-3ASR

333-190955

9/3/2013

4.1

Form

8/10/2018

4.4

Filed
Herewith
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Incorporated by Reference
Exhibit
Number

4.26

4.27
4.28

4.29
4.30

4.31
4.32
4.33

4.34
4.35

4.36
4.37
10.1*

10.2*

10.3*

Exhibit Description

Second Supplemental Indenture, dated as of
September 6, 2013, by and between Starbucks
Corporation and Deutsche Bank Trust
Company Americas, as trustee (3.850% Senior
Notes due October 1, 2023)
Form of 3.850% Senior Notes due October 1,
2023
Third Supplemental Indenture, dated as of
December 5, 2013, by and between Starbucks
Corporation and Deutsche Bank Trust
Company Americas, as trustee (0.875% Senior
Notes due 2016 and 2.000% Senior Notes due
2018)
Form of 2.000% Senior Notes due December
5, 2018
Fourth Supplemental Indenture, dated as of
June 10, 2015, by and between Starbucks
Corporation and Deutsche Bank Trust
Company Americas, as trustee (2.700% Senior
Notes due June 15, 2022 and 4.300% Senior
Notes due June 15, 2045)
Form of 2.700% Senior Notes due June 15,
2022
Form of 4.300% Senior Notes due June 15,
2045
Fifth Supplemental Indenture, dated as of
February 4, 2016, by and between Starbucks
Corporation and Deutsche Bank Trust
Company Americas, as trustee (2.100% Senior
Notes due February 4, 2021)
Form of 2.100% Senior Notes due February 4,
2021
Sixth Supplemental Indenture, dated as of May
16, 2016, by and between Starbucks
Corporation and Deutsche Bank Trust
Company Americas, as trustee (2.450% Senior
Notes due June 15, 2026)
Form of 2.450% Senior Notes due June 15,
2026
Description of Securities
Starbucks Corporation Employee Stock
Purchase Plan — 1995 as amended and
restated on April 9, 2015 to reflect adjustments
for the 2-for-1 forward stock split effective on
such date
Starbucks Corporation Executive Management
Bonus Plan, as amended and restated on June
25, 2019
Starbucks Corporation Management Deferred
Compensation Plan, as amended and restated
effective January 1, 2011

8-K

File No.

0-20322

Date of Filing

Exhibit
Number

8-K

0-20322

9/6/2013

4.3

8-K

0-20322

12/5/2013

4.2

8-K

0-20322

12/5/2013

4.4

8-K

0-20322

6/10/2015

4.2

8-K

0-20322

6/10/2015

4.3

8-K

0-20322

6/10/2015

4.4

8-K

0-20322

2/4/2016

4.2

8-K

0-20322

2/4/2016

4.3

8-K

0-20322

5/16/2016

4.4

8-K

0-20322

5/16/2016

4.5

10-K
10-Q

0-20322
0-20322

11/15/2019
8/1/2017

4.29
10.1

10-Q

0-20322

7/30/2019

10.1

10-Q

0-20322

2/4/2011

10.2

Form

9/6/2013
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Incorporated by Reference
Exhibit
Number

10.4*

10.5*
10.6*

10.7*
10.8*

10.9*

99

Exhibit Description

Fifth Amendment to Starbucks Corporation
Management Deferred Compensation Plan
Starbucks Corporation UK Share Save Plan
Starbucks Corporation Deferred Compensation
Plan for Non-Employee Directors, effective
October 3, 2011, as amended and restated
effective September 11, 2018
Starbucks Corporation UK Share Incentive
Plan, as amended and restated effective
November 14, 2006
Starbucks Corporation 2005 Long-Term
Equity Incentive Plan, as amended and
restated effective March 20, 2013, as restated
on April 9, 2015 to reflect adjustments for the
2-for-1 forward stock split effective on such
date, and as amended and restated by the
Board on September 11, 2018
2005 Key Employee Sub-Plan to the Starbucks
Corporation 2005 Long-Term Equity Incentive
Plan, as amended and restated effective
November 15, 2005
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10-Q

File No.

0-20322

Date of Filing

Exhibit
Number

10-K
10-K

0-20322
0-20322

12/23/2003
11/16/2018

10.9
10.5

10-K

0-20322

12/14/2006

10.12

10-K

0-20322

11/16/2018

10.7

10-Q

0-20322

2/10/2006

10.2

Form

7/28/2020

10.1

Filed
Herewith
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Incorporated by Reference
Exhibit
Number

10.10*

10.11*

10.12*

10.13*

10.14

10.15

10.16

10.17

Exhibit Description

2005 Non-Employee Director Sub-Plan to the
Starbucks Corporation 2005 Long-Term Equity
Incentive Plan, as amended and restated
effective September 11, 2018
Form of Global Stock Option Grant Agreement
for Purchase of Stock under the Key Employee
Sub-Plan to the 2005 Long Term Equity
Incentive Plan
Form of Stock Option Grant Agreement for
Purchase of Stock under the 2005 NonEmployee Director Sub-Plan to the Starbucks
Corporation 2005 Long-Term Equity Incentive
Plan
Form of Restricted Stock Unit Grant
Agreement under the 2005 Non-Employee
Director Sub-Plan to the Starbucks Corporation
2005 Long-Term Equity Incentive Plan
Credit Agreement, dated October 25, 2017,
among Starbucks Corporation, Bank of
America, N.A., in its capacity as
Administrative Agent, Swing Line Lender and
L/C Issuer, Wells Fargo Bank, N.A., Citibank,
N.A. and U.S. Bank National Association, as
L/C Issuers, and the other Lenders from time to
time a party thereto.
First Amendment to Credit Agreement, dated
May 27, 2020, among Starbucks Corporation,
each Lender under the Credit Agreement that is
a party thereto, and the Bank of America, N.A.,
in its capacity as Administrative Agent, Swing
Line Lender and L/C Issuer
Description of Extension, dated as of October
23, 2019, to the Amended and Restated 364Day Credit Agreement, dated as of October 24,
2018, among Starbucks Corporation, Bank of
America, N.A., in its capacity as
Administrative Agent and Swing Line Lender
and U.S. Bank National Association, as L/C
Issuers, and the other Lenders from time to
time a party thereto.
First Amendment to Amended and Restated
364-Day Credit Agreement, dated May 27,
2020, among Starbucks Corporation, each
Lender under the Credit Agreement that is a
party thereto, and the Bank of America, N.A.,
as Administrative Agent and Swing Line
Lender

10-K

File No.

0-20322

Date of Filing

Exhibit
Number

10-K

0-20322

11/18/2016

10.14

10-Q

0-20322

4/26/2016

10.2

10-Q

0-20322

4/26/2016

10.3

8-K

0-20322

10/30/2017

10.1

10-Q

0-20322

7/28/2020

10.2

8-K

0-20322

10/25/2019

10-Q

0-20322

7/28/2020

Form

11/16/2018
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Incorporated by Reference
Exhibit
Number

Exhibit Description

10.18

Second Amended and Restated 364-Day Credit
Agreement, dated September 23, 2020, among
Starbucks Corporation, Bank of America, N.A.,
in its capacity as Administrative Agent and
Swing Line Lender and U.S. Bank National
Association, as L/C Issuers, and the other
Lenders from time to time a party thereto.

10.19

Form of Commercial Paper Dealer Agreement
between Starbucks Corporation, as Issuer, and
the Dealer
Form of Time Vested Global Restricted Stock
Unit Grant Agreement under the Key
Employee Sub-Plan to the 2005 Long-Term
Equity Incentive Plan
Form of Global Key Employee Restricted
Stock Unit Grant Agreement
Form of Global Key Employee Restricted
Stock Unit Grant Agreement (Effective
November 2019)
Form of Global Key Employee Restricted
Stock Unit Grant Agreement - No Retirement
Vesting (Effective November 2020)
Form of Global Key Employee Restricted
Stock Unit Grant Agreement - Retirement
Vesting (Effective November 2020)
Form of Global Key Employee Stock Option
Grant Agreement for Purchase of Stock under
the 2005 Long-Term Equity Incentive Plan
Form of Global Key Employee PerformanceBased Stock Option Grant Agreement for
Purchase of Stock under the 2005 Long-Term
Equity Incentive Plan
Form of Global Key Employee Restricted
Stock Unit Grant Agreement (PerformanceBased - No Retirement Vesting)
Form of Global Key Employee Restricted
Stock Unit Grant Agreement (PerformanceBased - Retirement Vesting) (Effective
November 2019)
Form of Global Key Employee Restricted
Stock Unit Grant Agreement (PerformanceBased - Retirement Vesting) (Effective
November 2020)

10.20*

10.21*
10.22*
10.23*
10.24*
10.25*
10.26*

10.27*
10.28*

10.29*
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Exhibit
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8-K

0-20322

7/29/2016

10.1

10-K

0-20322

11/18/2016

10.21

10-K

0-20322

11/17/2017

10.24

10-K

0-20322

11/15/2019

10.22

Form

9/24/2020

10.1

Filed
Herewith

X
X
10-K

0-20322

11/17/2017

10.25

10-K

0-20322

11/16/2018

10.23

10-K

0-20322

11/17/2017

10.26

10-K

0-20322

11/15/2019

10.26

X
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Exhibit
Number

10.30*
10.31*
10.32*

10.33*
10.34*
10.35*

10.36*

Exhibit Description

Form

File No.

Date of Filing

Exhibit
Number

Letter Agreement dated November 30, 2009
between Starbucks Corporation and John
Culver
Letter Agreement dated May 16, 2012
between Starbucks Corporation and Lucy Lee
Helm
Offer Letter dated March 23, 2017 between
Starbucks Corporation and Kevin Johnson

10-Q

0-20322

2/2/2010

10-K

0-20322

11/14/2014

10.33

10-Q

0-20322

5/2/2017

10.1

Executive Long-Term Incentive Agreement
dated December 9, 2019 between Starbucks
Corporation and Kevin R. Johnson
Offer Letter dated August 23, 2017 between
Starbucks Corporation and Rosalind Brewer
Executive Long-Term Incentive Agreement
dated December 9, 2019 by and between
Starbucks Corporation and Rosalind G.
Brewer
Offer Letter dated October 5, 2018 between
Starbucks Corporation and Patrick J. Grismer

10-Q

0-20322

1/28/2020

10.1

8-K

0-20322

9/6/2017

10.1

10-Q

0-20322

1/28/2020

10.2

8-K

0-20322

10/9/2018

10.1
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Exhibit
Number

21
23
24

31.1

31.2

32**

101

104

Exhibit Description

Subsidiaries of Starbucks Corporation
Consent of Independent Registered Public
Accounting Firm
Power of Attorney (included on the Signatures
page of this Annual Report on Form 10-K)
Certification of Principal Executive Officer
Pursuant to Rule 13a-14(a) of the Securities
Exchange Act of 1934, As Adopted Pursuant to
Section 302 of the Sarbanes-Oxley Act of 2002
Certification of Principal Financial Officer
Pursuant to Rule 13a-14(a) of the Securities
Exchange Act of 1934, As Adopted Pursuant to
Section 302 of the Sarbanes-Oxley Act of 2002
Certifications of Principal Executive Officer and
Principal Financial Officer Pursuant to 18 U.S.C.
Section 1350, As Adopted Pursuant to
Section 906 of the Sarbanes-Oxley Act of 2002
The following financial statements from the
Company’s 10-K for the fiscal year ended
September 27, 2020, formatted in iXBRL:
(i) Consolidated Statements of Earnings, (ii)
Consolidated Statements of Comprehensive
Income, (iii) Consolidated Balance Sheets, (iv)
Consolidated Statements of Cash Flows, (v)
Consolidated Statements of Equity, and (vi) Notes
to Consolidated Financial Statements
Cover Page Interactive Data File (formatted in
iXBRL and contained in Exhibit 101)

* Denotes a management contract or compensatory plan or arrangement.
** Furnished herewith.
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SIGNATURES
Pursuant to the requirements of Section 13 or 15(d) of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by
the undersigned, thereunto duly authorized.
STARBUCKS CORPORATION

By:

/s/

Kevin R. Johnson

Kevin R. Johnson
president and chief executive officer
November 12, 2020
POWER OF ATTORNEY
Know all persons by these presents, that each person whose signature appears below constitutes and appoints Kevin R. Johnson, Patrick J. Grismer and Rachel A.
Gonzalez, and each of them, as such person’s true and lawful attorneys-in-fact and agents, with full power of substitution and resubstitution, for such person and in
such person’s name, place and stead, in any and all capacities, to sign any and all amendments to this report, and to file the same, with all exhibits thereto, and
other documents in connection therewith, with the Securities and Exchange Commission, granting unto said attorneys-in-fact and agents, and each of them, full
power and authority to do and perform each and every act and thing requisite and necessary to be done in connection therewith, as fully to all intents and purposes
as such person might or could do in person, hereby ratifying and confirming all that said attorneys-in-fact and agents, or any of them or their or such person’s
substitute or substitutes, may lawfully do or cause to be done by virtue thereof.
Pursuant to the requirements of the Securities Exchange Act of 1934, this report has been signed below by the following persons on behalf of the registrant and in
the capacities indicated as of November 12, 2020.
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Signature

By:

president and chief executive officer, director
(principal executive officer)

/s/ Kevin R. Johnson
Kevin R. Johnson

By:

/s/ Patrick J. Grismer

executive vice president, chief financial officer
(principal financial officer)

Patrick J. Grismer
By:

Title

/s/ Jill L. Walker

senior vice president, Corporate Financial Services, and chief accounting
officer (principal accounting officer)

Jill L. Walker
By:

/s/ Richard E. Allison, Jr.
Richard E. Allison, Jr.

director

By:

/s/ Rosalind G. Brewer
Rosalind G. Brewer

director

By:

/s/ Andrew Campion
Andrew Campion

director

By:

/s/ Mary N. Dillon
Mary N. Dillon

director

By:

/s/ Mellody Hobson
Mellody Hobson

director

By:

/s/ Jørgen Vig Knudstorp
Jørgen Vig Knudstorp

director

By:

/s/ Isabel Ge Mahe
Isabel Ge Mahe

director
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Title

Signature

By:

/s/ Satya Nadella
Satya Nadella

director

By:

/s/ Joshua Cooper Ramo
Joshua Cooper Ramo

director

By:

/s/ Clara Shih
Clara Shih

director

By:

/s/ Javier G. Teruel
Javier G. Teruel

director

By:

/s/ Myron E. Ullman, III
Myron E. Ullman, III

director
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Supporting Our Mission and Values
Starbucks is recognized as one of the strongest and most respected brands in the world. Supporting Our
Mission and Values is a vital step in remaining a strong and respected brand. Starbucks demonstrates its
commitment to Our Mission and Values through programs such as partner volunteering, matching individual
partner donations and corporate contributions to relevant non-profit organizations.

Purpose
The Mission Statement and Guiding Principles were created by a diverse group of partners from various areas
of the company in 1992 and were updated in 2008 and again in 2014. By following Our Mission and Values
every day, partners create the Starbucks Experience for our partners and our customers.
A copy of Our Mission should be posted in the backroom of each store. Copies can be requested by calling the
Signage Hotline.

©2016 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

Published October 2016

4

186
Store Operations Manual

Business Ethics and Compliance
Starbucks reputation for integrity flows from our steadfast commitment to our core values and guiding
principles that require compliance with the law and ethical conduct. Starbucks depends on its partners to
follow the law and to make appropriate decisions. Starbucks has adopted a code of conduct that provides
partners with this guidance. These guidelines are called Starbucks Standards of Business Conduct and are
documented in a separate booklet that is distributed to all new partners upon hire.

Ethics and Compliance Helpline and Webline
The Ethics and Compliance Helpline is a resource for reporting issues or raising concerns that involve ethics,
legal issues or potential violations of Starbucks policy, including the Standards of Business Conduct and our
core values. The Helpline is available 24 hours a day, seven days a week online at
www.starbucks.com/helpline and by phone at 866.611.7792.
Partners concerns will be taken seriously. All information provided to the Helpline will be treated in a
confidential manner and may be submitted anonymously.
Starbucks does not tolerate retaliation against or the victimization of any partner who raises concerns or
questions regarding a potential violation of Starbucks policy that he or she reasonably believes to have
occurred.

Starbucks Community Service Program
Every Starbucks store is a part of a community, and we are committed to strengthening neighborhoods
wherever we do business.
Starbucks believes in the power of the coffeehouse bringing people together. Our stores allow Starbucks
partners and customers to connect and tap into shared passions to provide a helping hand and create
meaningful opportunities that can strengthen individuals and communities.
Throughout the year, our partners and customers dedicate their time and energy to create positive change in
their local neighborhoods. Service projects vary in size and focus. We encourage partners to lead and
participate in projects that align to our commitment to disconnected young people. We believe the impact of
service is on both the community and those volunteering. For the volunteer, service fosters increased
empathy and connection.
Customers, community members and partners are invited to join in service throughout the year. In the U.S.
and Canada, nearby projects to join or lead can be found on the Starbucks Community Service website.
Together, we can keep making a positive impact—one person, one neighborhood at a time.

Program Eligibility
•

Partners: All current partners of Starbucks Coffee Company in the U.S. and Canada

•

Organizations: 501(c)(3) public charities in the United States and Registered Charities in Canada

•

Community Service Projects: Projects that directly serve a need through a qualified organization in your
local community

Starbucks Community Service Website
Partners can organize new projects and lead or join existing projects on the Starbucks Community Service
website by visiting http://community.starbucks.com.
This website is the one-stop destination for partners to learn how to engage in their local communities
through Starbucks-supported programs. It includes tools and resources to help partners organize projects,
request t-shirts for participating partners, RSVP for service opportunities and report on actual hours
contributed.
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Community Service Grants
After the project is complete, project leaders are asked to submit results through the Community Service
Website. Include the total number of hours volunteered by the team (including both partners and nonpartners). Do not include hours spent preparing or serving coffee, as these responsibilities are closely related
to regular job duties, and will not qualify as volunteer hours.
If your project meets the grant criteria, it will be automatically submitted for grant consideration. If a grant is
approved, a check will be sent directly to the organization on behalf of the volunteer team. More information
can be found on the Partner Hub.

Contact
For more information and FAQs, click the “Program Details” link in the footer on the Starbucks Community
Service website.

Partner Match
The purpose of this program is to support and encourage the generosity and community involvement of
partners. Every fiscal year, each partner has up to $1,500 available to request in support of personal financial
donations or individual community service efforts.

Qualifying Organizations
Most 501(c)(3) designated nonprofit organizations in the U.S. and most Registered Charities in Canada qualify
to receive matching funds. This includes, but is not limited to private and public elementary and secondary
schools, civic, arts and cultural organizations, health and human service agencies and environmental
organizations.

Request Process
Read the complete program guidelines and submit an online Partner Match request via your personal profile
on the Starbucks Community Service website at www.community.starbucks.com.
Record your community service hours on the Starbucks Community Service website to make sure they count
toward Starbucks goal to contribute one million hours of community service annually by 2015. See the
Starbucks Community Service Program section for more details.

Contact
For more information, call 866-763-1815 or email starbucks@cybergrants.com

Store Donations
Contributing positively to our communities and environment is an important Guiding Principle in our Mission
Statement. Starbucks is proud to support 501(c)(3) organizations in the communities where our stores are
located. Stores may choose to support their communities by making store-based donations and/or by hosting
in-store collections.
Store managers are responsible for identifying eligible organizations and carrying out donations with district
manager support and awareness.
Starbucks primary focus areas for donation are:
•

Young people taking action in their communities

•

Reduction of our environmental impact; and

•

Organizations committed to improving social, economic and environmental well-being in coffee, tea and
cocoa-growing communities
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Store Donation Standards
These standards apply to all charitable activity in stores, including store donations and in-store collections.
•

•

Organizations receiving donations must meet the following criteria:
o

All organizations receiving donations in the U.S. must be a 501(c)(3), nonprofit organization.
Organizations receiving donations in Canada must be a registered nonprofit charity. (These will
be referred to as nonprofit organizations throughout this section.)

o

The nonprofit organization should be relevant to the store’s customer base and reflect the
store partner and customer interests.

The following information should be obtained from the eligible organization and provided to the district
manager for awareness:
o

Description of the nonprofit organization’s purpose and mission.

o

In the U.S., confirmation of an organization’s 501(c)(3) tax status (EIN or IRS tax determination
letter). In Canada, confirmation of organization’s registered nonprofit charity tax status.

o

Pre-determined start and stop date of donation or collection.

o

When and how the donation or collected items will be picked up by the nonprofit organization.

o

Purpose of the donation.

o

Item(s) requested by the nonprofit organization for donation or collection.

o

Location of the event, if applicable.

•

Donated whole bean Starbucks® Coffee or Starbucks VIA®Ready Brew and the coffee used to brew
coffee travelers should be marked out using the “Donated” markout reason code in IMS.

•

The following activities should not be utilized as store-based donations or collection efforts:
o

Raffles

o

Cash collections

o

Cross-promotion with local vendors

o

Discounts, special offers, or Starbucks Cards giveaways

o

Purchasing, preparing and/or providing non-Starbucks food or beverages

o

Blood drives

Store Donation Guidelines
Each monthly donation may consist of one of the following:
•

Two pounds of whole bean coffee

•

Two coffee travelers

•

Two VIA® Ready Brew 12 packs

Store managers should work with their district manager to accommodate donations beyond these guidelines
as appropriate.
•

Stores are encouraged to donate to one eligible nonprofit organization per month.

•

Donate to nonprofit organizations located close to the store.

•

Brewed coffee should be donated for events with large numbers of community attendees.

•

Maximize donations to one eligible nonprofit organization at a time rather than several, smaller
donations to multiple nonprofit organizations.
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Accepting Donation Requests
When accepting a request, contact the nonprofit organization to inform them the donation can be made and
verify the following information:
•

Contact name and phone number at the nonprofit organization

•

Items the store will be donating

•

Time and date the donated product will be picked up (or delivered) from the store

•

Any special arrangements for the donation

Make sure that partners working the day of the pick-up are aware of the donated items, the name of the
person picking up the donation, and the pickup time.
Donations should be properly accounted for in IMS to ensure accurate inventory and reporting on the store’s
P&L.

Declining Donation Requests
If a donation request must be denied for any reason, contact the organization that made the request and
provide them with a specific reason for the denial. Refer them to the district manager if they have further
questions.

Receiving Recognition
Often groups may mention the donation in a newsletter or with signage at the event. Some groups may
mention Starbucks in a brochure or thank the store during a ceremony. Offer the nonprofit organization
Starbucks brochures or business cards to help communicate the store's participation.
Keep all “thank you” letters received for donations and share them with the district manager and store
partners. If the store has a Community Board, post the letters to share with customers.

Supporting an In-Store Collection Effort
A collection effort provides customers with an opportunity to donate items within a Starbucks store. Store
managers and district managers may choose to support eligible organizations that meet donation standards
in this section. Regional vice presidents are accountable for all collection efforts that occur in the store to
ensure they meet Starbucks donation standards.
Nonprofit organizations should provide a list or description of acceptable items. Stores and district managers
are accountable for ensuring that collection efforts meet local health standards and align with the Starbucks
brand and Guiding Principles.
All donation standards and procedures listed earlier in this section apply to collection efforts.

In-Store Collection Effort Standards
•

Store managers should work with their district manager to determine how best to support the collection
effort.

•

Collection efforts should not be used as a sales driving tool.

•

Collection efforts should be conducted with eligible 501(c)(3) nonprofit organizations in U.S. or a
registered nonprofit charity in Canada.

•

Customers should not be solicited to purchase Starbucks retail items to support in-store collection
efforts.

•

Collection efforts should meet the standards for all store donations and should not impact day-to-day
store operation promotional execution as directed by the Siren’s Eye.

•

Store managers should work with the nonprofit organization to create a plan to determine the purpose,
acceptable donations, guidelines and duration of the collection efforts.

•

Signage should be displayed that identifies the nonprofit organization, its mailing address and Web site.

•

Stores choosing to engage in a collection effort should ensure sufficient space is available.
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•

Pick-up of the collected items should be managed by the nonprofit organization.

In-Store Collection Effort Signage
Store manager should refer to the district manager to support in-store signage for collection efforts as
appropriate. In some instances, signage may be produced utilizing Design Gallery.

Corporate Donations
As a company, Starbucks supports nonprofit organizations in our communities with cash contributions and
product donations.
The primary focus areas for giving are:
•

Young people taking action in their communities

•

Reduction of our environmental impact

•

Organizations committed to improving social, economic and environmental well-being in coffee, tea and
cocoa-growing communities

U.S. Donation Process
A U.S. organization requesting a monetary donation or sponsorship for an event should send a letter of
request to:
Starbucks Coffee Company
Corporate Giving, S-SR1
P.O. Box 34067
Seattle, WA 98124-1067
Or email the request to donations@starbucks.com
It takes several weeks to review and process the requests. Encourage the organization to allow enough time
before an event.
Depending on the request, it may be forwarded to the regional office for their consideration. Otherwise, the
Corporate Giving Department will reply directly to the requestor.

Canada Donation Process
A Canada organization requesting a monetary donation or sponsorship for an event should send an email
to:Canadadonations@starbucks.com It takes several weeks to review and process the requests. Please
encourage the organization to allow enough time before an event.
Contact the Corporate Giving Department at (800) 23LATTE with questions.

Food Donations (U.S. Only)
Starbucks is committed to donating 100% of our approved-to-donate unsold food through our FoodShare
program. Through our partnership with Feeding America and Food Donation Connection (FDC), we will
improve access to food to those in need in our neighborhoods and reduce landfill waste. Feeding America is
the nation’s largest domestic hunger relief organization, providing more than 3.6 billion meals to virtually
every community in the United States.
Food rescue partners will help ensure safe collection, handling and distribution of Starbucks stores’ donated
products through their local networks.
For safety reasons, food may not be donated to any agency other than Feeding America or FDC. Also, the
policy prohibiting partners from consuming or taking expired food home remains unchanged.
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•

Contact your LSR with any questions regarding the Food Share program.

•

Information regarding your store’s donation program can be found in IMS > Store Attributes > General
Store Details > Food Donation Program.

Feeding America
•

A driver picks up pastries and RTE donations daily in a refrigerated truck, delivering them to local food
rescue agencies.

Food Donation Connection (FDC)
There are two donation models within FDC: pastry only and pastry plus RTE.
•

Pastry only – Expired pastries, packaged food and whole bean coffee are picked up a minimum of three
days per week by non-profit organizations.

•

Pastry plus RTE – In addition to pastries, packaged food and whole bean coffee, approved-to-donate RTE
items (e.g., breakfast sandwiches, salads, bistro boxes, etc.), dairy and beverage components are also
picked up.

Eligible Food and Handling Standards
•

Refer to Food Donation Job Aids on the Partner Hub.

The Starbucks Foundation
The Starbucks Foundation was created as part of our commitment to strengthen communities. It started in
1997 by funding literacy programs in the United States and Canada. Today the Starbucks Foundation is
supporting communities around the globe.

Opportunity for Youth
The Starbucks Foundation believes in providing young people, ages 16 to 24 years old, with pathways to
opportunity by investing in programs that equip them with the skills required for the changing global
economy.
More than 290 million young people around the world are neither in school nor employed. These young men
and women represent an untapped opportunity for productivity and creativity in the workforce. That is why
we are focusing on a comprehensive approach and collaborating with organizations on proven and innovative
solutions to help young people get the skills and training they need to succeed.

Supporting Coffee and Tea Communities through Ethos Water Fund
Through the Ethos Water Fund, we invest in programs to strengthen local economic and social
development. We work with non-governmental organizations experienced in supporting coffee and tea
farming communities. Projects include improving access education and agricultural training, microfinance
and microcredit services, biodiversity conservation, and increasing levels of health, nutrition and water
sanitation.
Continuing the Ethos Water mission, for every bottle of Ethos® water sold in the United States, 5 cents is
directed to the Ethos© Water Fund to help support social programs around the world. Since 2005 over $14
million has been granted through the Ethos Water Fund, benefitting more than 500,000 people around the
world.

Disaster Relief
As part of our commitment to help the communities we live in and serve, the Starbucks Foundation provides
timely and relevant support to disaster relief efforts around the world.
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Customer Service at Starbucks
Our Customer Service Commitment
We believe a shared moment of genuine connection over coffee is a simple act that can uplift someone’s day.
We strive to get this moment right for every customer, every time by following Our Customer Service
Commitment. It’s the model for how we treat each and every customer.

The connections we make with our customers are the number one reason they return to Starbucks. Another
way to think about this is that 2 out of every 3 customers choose Starbucks because of our baristas and the
way they make them feel, more than any other reason, even more than our coffee! Our ability to anticipate
each customer’s needs and then connect in a way that is right for them sets us apart from the competition.
Our commitment to make every moment right includes the service elements that our customers say are
most important to them:

Smile
•

A genuine smile can create a feeling of warmth and belonging where everyone feels welcome.

Offer a friendly greeting
•

Whether you say “Hi”, “Hello” or “Welcome to Starbucks”, a genuine, friendly greeting goes a
long way to make customers feel at home.

•

Always be first to greet.

•

Don’t let tasks get in the way of welcoming customers.

Learn customers’ names and orders
•

Create a genuine connection by learning customers’ names.

•

Writing their names on cups/bags and use their name when calling out their order can help you
learn their names.

•

Ask for help spelling and pronouncing their name if needed.

Assume the best in others
•

Try to see things through your customers’ eyes. They don’t need to know our policies or how
we do things.
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•

Be generous and helpful.

•

Do not patrol.

Say thank you
•

Always be the first to thank a customer.

•

We want customers to know they are valued, so we thank them for their business and we thank
them often.

It’s also important to be genuine with everyone. We don’t create scripts for customer interactions because
every partner is trusted to be himself or herself and make every moment right for customers.

Anticipating Customer Needs
Our customers have different needs at different times. A customer in the morning may want a fast and
friendly experience so she gets to work on time. A customer on the weekend may want to chat for a moment
before getting back to his homework.
Being able to identify the type of experience that each customer wants and then respond in an appropriate
way is important so you can make every moment right.
Pay attention to customers’ verbal and non-verbal cues to identify opportunities to meet their needs:
•

A customer reading the menu board may indicate he is new to Starbucks and needs more explanation
about our products.

•

A customer talking quickly or looking at her watch may indicate she is in a hurry and wants to receive her
order quickly.

•

A customer who takes a sip of his beverage and then looks disappointed may not like his purchase or may
not have received the correct product.

•

A customer ordering multiple items may appreciate us offering a drink carrier or bag.

•

Always look for customer cues and then respond in a way that meets their needs. We are trusted
completely with the creation of each customer’s individual experience.

When serving customers with disabilities provide assistance with ordering or delivery of the product to the
customer:
•

When taking an order, offer to bring it to the POS counter or to the customer’s table.

•

Communicate any alternate service needs to the bar so the drink can be delivered appropriately. Refer to
the “Serving Customers with Disabilities” section in this manual for more information.

Service Standards by Role
The way Our Customer Service Commitment comes to life looks a little different depending on which role you
are in. Refer to your store’s Roles and Routines to understand the service standards that each role (i.e. Bar,
POS, Customer Support) should demonstrate.

The LATTE Model for Making It Right
We strive to make every moment right, but sometimes things go wrong and a customer may experience a
problem. About half of our customers who experience a problem don’t tell us about it and walk away
dissatisfied. When customers let us know about a problem, consider it a gift! We get the opportunity to make
it right and turn their visit into a positive experience.
The L.A.T.T.E. model guides our approach to making it right.

L

Offer
Listen

T

A
Apologize

T
Take action to
make it right
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Listen
The first step is listening to customers to understand why they are not happy. Let the customer fully express
their emotions or describe the problem by listening without interrupting and maintaining eye contact.

Apologize
The second step is apologizing for the customer’s dissatisfaction to acknowledge and calm their emotions.
We always apologize without condition, and never make excuses, place blame or make the customer feel
wrong. An apology does not mean you are accepting fault. You are apologizing to acknowledge the
customer’s dissatisfaction and saying “sorry” for their inconvenience. Examples of ways to apologize and
calm customer’s emotions:
•

Say, "I am sorry…"

•

Say, “I understand…”

•

Say "That sounds truly frustrating…"

If it is not obvious to you what you can do to make it right for the customer, ask questions to discover what
the customer would like you to do. You can ask customers what you can do for them to make it right, or
suggest some options of things you can offer to make it right for them. Examples of ways to discover what
customer would like:
•

Ask, “What can I do to make this right for you?”

•

Ask, “Can I offer you a free beverage to make it up to you, or perhaps a pastry?”

Take action to make it right
If there is an immediate action that you can take to make it right for the customer, communicate what you
plan to do and take action right away. For example, “I’ll remake your beverage and bring it to you
immediately.”
If a drink/food item needs to be remade, prioritize remaking the item before other drink or food orders.

Thank
Thank the customer for giving you the opportunity to make it right. You may also offer the customer a token
of goodwill to demonstrate your desire to make amends for the customer’s negative experience. Use your
best judgment to determine what, if any, token of goodwill is appropriate to compensate for the customer’s
inconvenience. A token of goodwill can come in many forms, including offering the customer a free beverage
in the moment, writing the customer an apology note, delivering the purchase to the customer, or offering
the customer a Your Next One’s On Us Card to use on their next visit.

Ensure satisfaction
Some customers who tell us about their problem are not satisfied with the resolution. It is our responsibility
to take ownership of their experience. Watch customer cues and ask questions to ensure we have resolved
their problem. If the customer is not satisfied, ask what you can do to make it right.
If drink/food item is remade, follow up with customers to ensure it is perfectly to their liking. For example,
ask, “How does that taste?” or say, “Let me know how that tastes.”

Your Next One’s On Us Cards
Your Next One’s On Us cards can be used as a token of goodwill when customers experience a problem. The
card is loaded with $4 and customers can redeem them for any food or beverage item except for alcohol in
Starbucks Evenings location.
•

Your Next One’s On Us cards arrive in stores inactive, with a zero balance, and must be activated on the
POS before handing to a customer.

•

Store inactive cards in a convenient location.
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•

When customers redeem a Your Next One’s On Us card, process the transaction the same way you
process any other Starbucks Card.

•

Customers may also redeem Service Recovery Coupons that were handed out before 2015 and continue
to be handed out in some Licensed Stores. Service Recovery Coupons do not expire and should continue
to be accepted.

Sampling Products to Customers
•

Providing customers with a sample is a great way to learn more about your regular customers and also
creates opportunities to meet new customers.

•

Sampling helps introduce customers to our innovative, high quality products. It can also increase loyalty
and may encourage customers to return more often.

•

These three sampling tactics are most effective:

Surprise and Delight
When a customer is taking time to look over the food case or is unsure what beverage to order, consider
offering a sample.
Example: If a customer asks questions about a beverage, offer to make a sample before they make a
purchase.

Find a New Favorite
Create a daily sampling plan for your store by focusing on your best-selling products. Sample strategically by
day-part and consider food and beverage pairings.
Example: Sample a featured hot beverage in the morning and an iced coffee with a warm sandwich during
lunch.

Try Something New
New products often have a sampling plan as a key tactic to create customer and partner awareness. Ensure
that sampling plans on the Activities Calendar are incorporated into your daily routine.
Example: Follow the Holiday Beverage Sampling Plan.

These standards should be followed while sampling:
•

Smile and offer a friendly greeting.

•

Actively sample by engaging customers and talking about the product.

•

Be able to describe the product.

•

Make sure samples meet all product quality standards (correct temperature, freshness).

•

Follow specific product sampling guidelines for portion size and build process.

•

Follow all allergen control standards related to sampling from the Food Safety Manual.

Measuring Customer Service
It is important to use Customer Service performance measures to assess the current state of service in the
store. Customer service performance measures can include what you see (observation of partner behaviors
and customer experiences), what you hear (talking directly to partners and customers) and Customer
Experience Report trends. These measures are equally important when assessing the current state of
customer service. When we combine the information from all of these sources we have a holistic view of what
our customers are experiencing and can appropriately make action plans to address any customer service
opportunities and celebrate customer service strengths.
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Observing Customer Service
The Store Walk Thru can be used to measure the customer’s experience. Use the information gathered as one
indicator of customer service measurement.

Talking with Customers
One of the best ways to receive feedback about your store is by talking with customers about their
experiences. Talk with both regular and new customers and ask them general questions about their visit
ranging from what they enjoyed to what suggestions they have for improving their visit or the store
environment.
Questions like “If you could change one thing at this store, what would it be?” or “what do you enjoy most
about this store?” or “Is this the store you regularly visit? Why or why not?” can provide actionable feedback
from praise, suggestions for improvement or areas of concern. The feedback gathered is one indicator of the
current state of customer service. Listen, acknowledge the customer’s feelings and thank the customer for
his/her feedback. If appropriate and possible, after action has been taken, follow up with the customer to see
if there have been changes or improvements.

Customer Experience Survey Reporting
Our customers have a wide range of experiences in our stores. They are the only ones who can share their
perception of our service, quality, and whether or not we are delivering what’s important to them. Customer
Experience collects feedback directly from MSR customers via an electronic survey. MSR customers randomly
receive an invitation to complete the Customer Experience survey by email.
Customer Experience allows us to do the following:
•

Gather statistically relevant customer data at the store level.

•

Provide a platform to enable deeper customer intelligence.

•

Provide direct, regular customer feedback to stores.

•

Show customers we care about their opinions.

Customer Experience Questions
Customer Experience asks customers to respond to questions about their visit, including their satisfaction
levels with different elements, and share comments about their experience. It takes about 90 seconds to
complete.
Customer Experience questions are designed to help us understand our customers’ perception of our service
and product quality.
•

The employees made an effort to get to know me.

•

I was able to place and pick up my order in a reasonable amount of time.

•

The employees went above and beyond my expectations.

•

The employees got my order right.

•

My beverage tasted great.

•

My food tasted great.

•

The inside of the store was clean.

Customer Experience Reports
Reports are available in Decision Center.

Customer Service Storytelling
Customer service stories provide examples of how our actions and decisions impact the customer, help us
think differently about our strategies or approach to our work, and can also serve as a great way to recognize
an individual or team for making every moment right.
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Effective storytelling links to Our Mission, conveys emotion, inspires conversation and creates an opportunity
to reflect and learn. Share stories during coffee tastings, at the beginning of every meeting and whenever
there is an opportunity.

Resources
•

Service feedback from customers

•

Customer comments from your DM

•

Your own observations from your store and others

•

Social media like Facebook or Twitter

•

Customer Review sites like Yelp.

Names on Aprons Standard
•

Barista names are to be worn on the apron during each shift.

•

To ensure a consistent experience for our customers and to maintain brand standards, these standards
should be maintained for all types of aprons (e.g., green aprons, patriotic aprons; coffee master aprons,
red holiday aprons, etc.).

Name Badge Standards
•

Name badges are the standard option and should be used unless the apron has the partner’s name
embroidered on it.

•

Use a Starbucks approved name badge

•

Name should be written legibly with a chalk pen

•

Name badge should be worn on the top, left edge of apron

•

A commonly used nickname is allowed and must be used consistently. Seek DM approval if uncertain.

Embroidery Standards
•

Embroidered aprons should only be given for recognition purposes.

•

Partners should not wear an apron embroidered with someone else’s name on it.

•

Partners should not wear a name embroidered on the apron and name badge at the same time.

•

Embroidery cost is incurred at the store level and should be approved by the DM.
Once approved, the following standards should be followed when working with a vendor:
1.

Use a brand appropriate font (listed below in order of preference):
o

Avenir Heavy

o

Corbel Bold

o

Arial Bold

2.

Use white thread

3.

Place .5” (1.27 cm) from the edge of the right side seam and 5.” (1.27 cm) from the edge of the top
seam.

4.

Set name with the first letter capitalized, height .51” (1.3 cm) and followed by lower case.

Patriotic Name on Apron Standard
Veterans and Service Spouses may have their designation added to their apron by including the following one
line below the partner name on the apron:
“Army Veteran” or “Army Spouse”
“Navy Veteran” or “Navy Spouse”
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“Air Force Veteran” or “Air Force Spouse”
“Marine Veteran” or “Marine Spouse”
“Coast Guard Veteran” or “Coast Guard Spouse”
•

Partners in the Reserve or Guard should receive an Apron with Veteran verbiage listed above.

•

Embroidery of designated military branch/affiliation should be .11” smaller than the partner’s name.

•

Military dependents and parents not meeting the above criteria are authorized and encouraged to wear
the “Military Initiative Pin” to show their support.

•

Service members do not have to be Active Duty, Reserve or Guard for the Military Spouse to be
recognized with a Patriotic Apron.

Contacting Starbucks about Customer Service
Systems For Customers to Contact Us
Our goal is to always create an environment where customers feel they can share praise, feedback or
problems with any partner working. Not all customers will do this so it is important to provide alternative
ways they can contact us.
•

Store manager and district manager business cards should be available at the condiment bar or other
highly visible location.

•

“Share Your Thoughts With Us” cards should be stocked at the condiment bar. These cards can be
ordered by district managers through design gallery.

Customer Contact Center
Contracted agents from all over the United States staff the Customer Contact Center (CCC). The CCC’s job is
to make every moment right for customers by solving their issues, supporting Starbucks programs such as
Starbucks Card and My Starbucks Rewards and responding to customer praise, concerns and inquiries.
The CCC provides customer service via phone, email, comment cards, letters, social media and by supporting
self-service functionality on starbucks.com/customer-service.
The Contact Center phone number is (800)-STARBUC (800-782-7282).

Web
Customers can be directed to www.starbucks.com/customer-service to find answers to many types of
questions including topics such as employment at Starbucks, ordering coffee online or small business coffee
service.

Customer Request for Follow Up
Sometimes customers request a follow up call from a field partner. In this case the CCC will share the original
reason the customer contacted the CCC and instructions for contacting the customer. The CCC will also
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include the expected follow up time. It is important to respond to the CCC with the status of the follow up so
the CCC can ensure the customer’s issue was resolved.

Urgent or Serious Customer Contacts
The CCC may receive a serious complaint or concern of an urgent nature, such as a food safety concern, or an
incident in a store. This team may contact a field partner when this occurs based on the severity of the issue.
If a follow up from a field partner back to the CCC is needed this will be communicated. In the event the store
is made aware of or observes a serious situation in the store involving a customer, contact your district
manager and then contact the CCC.
An agent at the CCC will collect the information and assign the case to a team who will work with you to
discuss the incident and help to develop a plan to respond to the customer and address the situation.

Creating a Safe and Welcoming Environment
It’s all of our responsibility to create a safe and welcoming store environment for our customers, fellow
partners and vendors. However, there are times that the environment is challenged by someone who behaves
in an unsafe or disruptive manner. We refer to these types of behaviors as unacceptable behaviors.

Unacceptable Customer Behaviors
Property Damage or Illicit Activity
•

Vandalizing/destroying Starbucks or customer property

•

Using or selling illegal drugs

•

Physical Assault

Harassment or Assault
•

Verbal abuse or threats to partners or customers

•

Unwanted advances causing safety concerns

•

Using demeaning language or racial slurs

•

Public indecency

Causing Disruption
•

Shoplifting

•

Yelling or shouting

•

Using profanity

•

Playing loud music or online content

•

Viewing content not suitable for public forum (e.g., pornography)

•

Solicitation or panhandling

•

Sleeping in the store or on the patio

•

Personal hygiene that disrupts the experience of others and poses a health and safety issue

•

Smoking or possessing or consuming alcohol on premises, including the patio

Responding to Unacceptable Behaviors
ACT Decision-Making Model
When you encounter unacceptable behaviors, use the ACT Decision Making Model to identify the issue,
consider the best way forward and when and how to take action.
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Remember:
•

Use a calm tone and words.

•

Act with transparency, dignity and respect.

•

Never threaten the individual(s) and never approach an unsafe or dangerous situation.

ASSESS
•

•

TAKE ACTION

CONSIDER

I can make things better
with the situation that I
have.

•

What will happen if you
don’t take action?

Examples: Long customer
or product queue

•

How will your decision
impact the partner and
customer experience?

I need support from outside
my store.

•
•

Coach
Flex the Play

•

Contact your resources

•

Use the following
interaction guidelines:
1. Ask another partner to
observe. Look, listen
and be aware.
2. Smile, introduce
yourself, ask for their
name.
3. Listen actively, use
calm tone and words
and clearly state what
you need the person to
do.
Follow store safety
procedures.

Examples: Facilities or
equipment issue, partner or
customer injury, product
outage
•

This situation is safe but is
disrupting the Third Place.
Examples: Personal
hygiene issues, smoking or
alcohol consumption,
sleeping inside or outside
the store

•

•

There is a potential for
danger (and you have
already called 911).
There is immediate danger.

•

•

Call 911.

Calling 911
Call 911 when there is an emergency or a crime in progress. Follow these steps when calling 911:
1.

Provide store address.

2.

Clearly state the emergency.

3.

Be prepared to provide information:
•

Is your safety being threatened?
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•

Are there any weapons involved?

•

Provide a description of the suspect, suspect’s vehicle, current location or direction of travel.

Responding to Customer Incidents
We strive to make every moment right, but it is important to understand how to handle customer incidents
that may occur. On very rare occasions, a reoccurring or very serious problem with an individual may make it
necessary to prohibit that individual from returning to our stores. Please consult the Safety and Security
Manual for further guidance.
The Incident Report Form (IRF) should be completed immediately by the manager on duty to document any
customer incidents (i.e., customer injury, damage to customer or Starbucks property, police/ security reports,
customer allegations of foreign objects in a product, customer allegations of illness or allergic reaction, etc.).
The IRF is the initial investigation form used to gather and submit information for customer follow-up and
tracking purposes. Incident Report Forms can be ordered through IMS.
Responsible: Manager on Duty
When: Immediately (or as soon as possible) once aware of an incident.
Where: At the scene of the incident.
1.

If the incident involves a customer injury, make the injured person as comfortable as possible. Avoid
moving the injured person unless they are in imminent danger.

2.

Ask the customer if assistance is required, and arrange for first aid, if needed.

3.

If necessary, or at the customer's request, dial 911 for emergency assistance.

4.

Ask the injured customer and any other witnesses how the incident occurred and note their names,
addresses and telephone numbers. DO NOT admit fault, or say that Starbucks Coffee Company will
pay for injuries or damages. Involve the store manager on duty.

5.

Inspect the scene carefully and gather as much detail about the incident as possible. If helpful, take
photographs if a camera is available.

6.

Ask any partners and others that witnessed the event to complete a Written Statement Form.

7.

Call (888) 796-JAVA, option 3 and follow the voice prompts to report the incident within 24 hours. If
the incident involves serious injury, contact Customer Contact Center IMMEDIATELY after the
incident at (888) 796-JAVA, option 3.

8.

Fill out an IRF within 24 hours (do NOT have the customer fill out the form). Report facts, not
opinions or assumptions. Indicate in the description field the person making the statements (e.g.,
“Customer John said he spilled coffee on his hand.”) Do NOT give the customer (or anyone outside
of Starbucks) a copy of the IRF or Written Statement Forms. The IRF and Written Statement Form
are internal documents and should not be distributed outside Starbucks Coffee Company.

9.

If the customer has further questions or concerns regarding the incident, tell them a representative
from the Customer Contact Center will contact them as soon as possible.

10. If the customer requests a contact number, provide the Customer Contact Center toll-free number,
800. 782.7282 (STARBUC)
11. Forward the top white copy of the IRF, any Written Statement Forms and evidence to Starbucks
Support Center, S-RM1. Retain the yellow copy of the IRF on file in the store.
12. If contacted by an attorney regarding a customer incident, do not discuss the incident or any facts
pertaining to the incident. Notify your district manager and the Customer Contact Center of the call
immediately. Advise the attorney they will need to submit a letter of representation to:
Starbucks Coffee Company
2401 Utah Ave. S.
Mailstop: S-RM1
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Seattle, WA 98134
•

Avoid entering into a dispute over the incident cause.

•

Avoid reprimanding any partners at the scene.

•

Avoid mentioning insurance.

•

Avoid discussing the incident with strangers.

•

Do not permit customers to take photographs without specific district manager or Customer Contact
Center approval.

Using Written Statement Forms
Written Statement Forms supplement an IRF allowing for additional information collection. The form
includes space for eyewitness accounts by partners, customers and/or other people for accidents, crimes,
threats, etc.
Any witness of an incident, including partners and/or customers, may fill out a Written Statement Form.
Attach statements to the completed IRF.

Restrictions
Customer Restriction Policy
We know that our stores are a neighborhood gathering place for meeting friends and family, and we must
continuously strive to create a warm, friendly and safe environment for all our partners and customers. Although
we would always prefer to find a positive solution to challenges in our stores, on very rare occasions a reoccurring
or very serious problem with an individual may make it necessary to prohibit that individual from returning to our
stores. Potential grounds for prohibiting a customer from visiting our stores can vary and often include repeated
offences of unacceptable and/or illegal behavior. Work with your DM to detemine if a restriction is your best
course of action.

Restriction Procedure:
1.

If partners decide that a customer or individual should be restricted from returning to a store, complete a
detailed Incident Report Form (IRF) documenting the incident(s) and contact your district manager. Your DM
will work with field leadership to determine the most appropriate course of action. This may include steps to
amicably resolve the issue with the customer / individual before formally prohibiting future store entry.

2.

If a restriction notice is sent to a customer/individual, keep the original restriction notice for the store file. The
store file should also include a detailed Incident Report Form (IRF) documenting incident(s) leading to the
restriction notification, including dates and times of any incidents, names of persons involved and witness
statements where possible.

3.

In the rare event that this individual disregards the notice and subsequent requests to leave the store, contact
your DM.

Serving Customers with Disabilities
Starbucks has policies and procedures to support you in ensuring that we deliver the Starbucks Experience for
our customers, including customers with disabilities. We strive to design and operate our stores so that they
are welcoming and accessible.
The following standards should always be followed to ensure that all of our customers, including those with
disabilities, are able to enjoy the Starbucks Experience.
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Accessibility Standards
Clear Pathways
•

Store aisles and pathways must always be clear for travel by people using wheelchairs, walkers, canes or
other mobility equipment.

•

Do not place chairs, trashcans, boxes or other items on ramps, in hallways or in front of the restrooms or
exits.

Tables
Starbucks provides wheelchair accessible tables to ensure that customers with disabilities have access to a
table when they visit our stores.
•

Ensure tables are placed to allow three feet of clearance on all sides.

•

If additional ADA tables are needed or non-ADA tables need to be removed, contact your district
manager.

•

Tables should be free of clutter and do not have a chair or other items blocking access to the table.

•

Correctly display the sticker designating the tables are for priority use by customers with disabilities.

•

If a customer with a disability needs a wheelchair accessible table that is occupied by a non-disabled
customer, politely ask the non-disabled customer to move to another table. Offer your help in finding
another table and assist them in their move. If there are no unoccupied tables available, apologize for the
inconvenience and offer the displaced customer a Your Next One’s On Us card.

Braille and Large Print Menu and Picture Menu
In an ongoing effort to ensure Starbucks is a welcoming place for all customers, there are two menus
available for customers with disabilities.
•

The Braille and Large Print Menu is available for customers who read braille or want larger print.

•

The Picture Menu is an option for any customer, but may be helpful for Deaf customers and customers
who are non-native English speakers (and non-native French speakers in Canada).

•

The Braille and Large Print Menu and Picture Menu should be readily available for all partners and
customers. Anticipate your customers’ needs and provide as appropriate.

Connecting With Customers With Disabilities
Use the following information to connect with customers with disabilities. Every moment of connection with
a customer with a disability includes two things:
•

A connection with the customer as a person - not as a disability

•

A demonstration of respect for accessibility needs

Partners should be familiar with these general tips for accessible service and know how to respond to
individual customer requests.

Blind or Partially Sighted
Clear aisles (36” standard) and an uncluttered environment will be appreciated. The customer may ask you to
describe products that others can see. Not everyone who is blind reads Braille.
•

Identify yourself by name so the customer knows who is talking.
“Good morning, I’m Nelson and I can take your order.”

•

Offer the Starbucks Braille and Large Print menu.

•

Share promotional items that the might not be able to see.
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•

Offer to bring the order to their table or serve at the POS.

•

Count the customer’s change out loud as you place it in their hand.

•

Tell the customer if you are moving away from them so they are not left talking to an empty space.
“Let me get that for you, I’ll be right back.”

•

Be descriptive when giving directions.
“The table is about five steps to your left” rather than “over there.”

•

Offer assistance if the customer appears to be having difficulty locating a specific area (restroom) or
seems disoriented.

Deaf or Hard of Hearing
Customers with hearing loss may communicate in various ways – sign, write, gesture/point, lip-read. Deaf
people use their visual sense so be aware of body language.
American Sign Language (ASL) is the native language of most culturally Deaf people in the U.S. Each country
has its own sign language.
•

Be more visual in your communication -point to a cup size rather than asking what size.

•

If the customer writes an order, show them you understand. If you need to clarify, write your question for
them.

•

If the customer uses sign language and you know even a little, use it. They will appreciate your effort.

•

If the customer communicates by talking and lip reading:
o

Look directly at them and speak clearly

o

Use your normal tone of voice

o

Keep your hands away from your face

o

Rephrase if you are not understood

•

If the customer has a sign language interpreter with them, speak directly to the customer, not the
interpreter. For example, do not ask the interpreter to “tell the customer” anything.

•

Offer the Starbucks Picture Menu.

•

When the drink is ready, get the person’s attention with a physical cue instead of simply calling out
his/her name.

•

Avoid directly asking customers if they lip read, as this is culturally offensive to many.

Deaf-Blind
Some people have both hearing and vision loss. To communicate, observe the customer for cues and follow
his/her lead.
•

Communication may be with paper and bold pen, an amplified sound system, a communication device, a
tactile sign language interpreter, or other communication methods.

•

If the customer initiates communication by writing, respond the same way using similar print size and
clear printing.

•

Offer the Starbucks Braille and Large Print menu.

•

Offer to bring their order to them or serve it at the POS.

Mobility
Physical disabilities include people using wheelchairs, people with limbs missing, people who have arthritis or
other difficulties that limit their ability to walk, lift, carry or move things. Various devices may be used such as
electric or manual wheelchairs, walkers, crutches, and support canes.
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•

Maintain the aisle standard of 36”.

•

Ask first before assuming a customer wants help.

•

Offer to deliver order to the customer’s table.

•

Offer assistance if the condiment bar is difficult to reach.

•

Avoid touching or leaning on mobility equipment as it is the equivalent of leaning on the person.

•

If the interaction with a person in a wheelchair lasts for more than a couple moments, move to their level.
Neck strain occurs from looking up all the time.

•

Tables designed for people using wheelchairs are available and have specific locations in the store. Chairs
can be put to the side of the ADA table but leave the large space open to wheelchairs.

Developmental /Cognitive Disabilities
Customers with cognitive or developmental disabilities will appreciate your patience with ordering.
•

Keep your communication straightforward and jargon-free.

•

Have patience and give the customer time to finish what they are saying or doing.

•

Be prepared to rephrase directions or explanations more than once.

•

Showing along with explaining may be helpful.

Speech Disability
Speech may be affected from a variety of health conditions such as a stroke or a person with cerebral palsy.
•

Give unhurried attention.

•

Be patient and wait rather than trying to finish the sentence for the customer.

•

Avoid pretending to understand. Ask the customer to repeat if you did not get it.

•

If you have difficulty understanding the customer, consider alternative means of communication; such as
writing, using visuals or pointing/showing, asking questions that need only short answers or a nod of the
head.

Service Animals
To comply with the U.S. Americans with Disabilities Act (ADA) and the Canadian Provincial law protecting the
rights of people with disabilities, Starbucks must allow any service animal assisting a person with a disability
to come into our stores, according to the guidelines outlined below.
Tasks that service animals may be trained to do include, but are not limited to:
•

Guide a person who is blind or partially sighted

•

Alert a person who is deaf or hard of hearing

•

Alert a person to seizure onset

•

Pick up or retrieve objects

•

Assist a person with mobility

•

Assist a person whose disability may not be apparent

Service Animal Laws
Starbucks allows service animals to enter our stores. State/Local laws and definitions of service animals may
be different. Starbucks is required to comply with the law having the broadest definition of service animal.
Refer to the table below for more information regarding how specific states define service animals.
•

Federal Law defines service animals as only dogs (miniature horses are also allowed).

©2016 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

Published October 2016

25

207
Store Operations Manual

•

Some State and Local Laws define a service animal as any animal.

•

Service animals are not required to wear a vest or be specifically identified, nor does the owner have to
carry a special license or card to prove it is a service animal.

•

Service animals “in training” are covered.

Serving Customers with Service Animals Standards
If a customer comes into the store with an animal, partners are instructed to ask: “Is this a service animal?”
If the customer says yes, welcome the customer and the animal. No further questions should be asked.
•

Do not ask for proof or documentation that the animal is certified or licensed. Do not ask for information
about the customer’s disability.

•

Partners are not responsible:

•

For the care or supervision of the service animal

•

To provide food or a special location

•

A service animal can be excluded from a store if the animal’s behavior poses a direct threat to the health
or safety of others.

If the customer says the animal is not a service animal:
•

State that we cannot allow pets in our stores because it’s considered a health regulation violation

•

Offer to take the order from outside the store and bring it to the customer

Always assume the best in others! Customers may not know they cannot bring pets into Starbucks stores.

Is this a service animal?

Yes

No

No further questions should be asked.
The animal is welcome.
Assume the best in others:
Customers might not know they
cannot bring pets into our stores.
Simply say:

Make every moment right:
“…I can take your order from
outside the store and bring it
you?”

“I’m sorry, we can’t allow pets in our
stores because it’s considered a
health code violation…”

Service Animal Definitions by State
(Canada defines “service animal” as any animal)
Dog or Mini Horse
(Federal Definition)
Alabama
Alaska
Arizona
Arkansas
California
Colorado

ANY Animal
D.C.
Florida
Indiana
Iowa
Maryland
Montana
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Connecticut
Delaware
Georgia
Hawaii
Idaho
Illinois
Kansas
Kentucky
Louisiana
Maine
Massachusetts
Michigan
Minnesota
Mississippi
Missouri
New Hampshire
New Jersey
New Mexico
New York
Ohio
Oklahoma
Oregon
Pennsylvania
Rhode Island
Tennessee
Texas
Utah
Vermont
Virginia
Washington
Wyoming

Nebraska
Nevada
North Carolina
North Dakota
South Carolina
South Dakota
West Virginia
Wisconsin

Pets
Pets are not allowed in stores and Starbucks may be subject to health code violations if pets are found in the
store.

Managing Our Labor Investment
Our Labor Philosophy
Labor is a strategic investment Starbucks makes to deliver an engaging experience for our partners; inspired
moments of connection with our customers; and, financial benefit for our shareholders. Starbucks labor
philosophy is based on four pillars: Evaluation, Planning and Forecasting, Scheduling and Execution.

Evaluation
Utilize the Starbucks Problem Solving Method to grasp the situation using available reports and observation
to identify previous labor management opportunities. Check and adjust to continuously improve the return
on labor investment.
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Planning and Forecasting
Utilize planning and availability assessment tools to accurately forecast customer count and anticipate and
balance the needs of partners, the customers, and the business.

Scheduling
Utilize Sales Opportunity reports and available Management and Shift compliment metrics to identify ways
to improve hours of operation and schedule needs in order to deliver the Customer Service Vision and
behaviors with the right people scheduled at the right time creating moments of connection with customers.

Execution
Review the Variance to Schedule metrics to determine how best to utilize the Five Deployment Principles to
make the right decisions in the moment.

How Labor is Allocated
All stores receive different amounts of labor. The amount of Labor a store is allocated is based on what
customers buy and how much, otherwise known as the Store’s Product Mix. Every item that is sold in
Starbucks stores has a different level of complexity that will generate a unique production time that is then
averaged across different store types. It is important that Starbucks partners work in routine to support the
goal is to have the right partners in the right place at the right time to meet customer need and the needs of
the business.

Store Communication Tools
There are a variety of methods for communicating within Starbucks. It is important to adhere to
communication standards and guidelines for using the tools provided to stores. It also important to ensure all
guidelines are followed when sharing potentially confidential information with store partners.

Confidentiality Statement
All Starbucks partners are expected to protect the confidentiality of information obtained in their capacity as
a partner. Confidential information may only be discussed with another Starbucks partner when that partner
has a legitimate business reason to share in the information. Confidential documents must be kept secured
and may not be provided to any person, applicant, vendor, supplier or consultant outside of the Starbucks
organization except under very limited circumstances.
If you are unsure whether there is a legitimate business reason to share confidential, sensitive or proprietary
information, contact your manager, the Partner Resources Support Center (PRSC) at 866-504-7368, Option 5,
or the Ethics and Compliance Helpline, online at www.starbucks.com/helpline or by phone at (800) 611-7792.
Failure to comply with the policies and standards may jeopardize the confidentiality, integrity and availability
of Starbucks information assets and may result in disciplinary action, including loss of network and/or
application privileges or termination of employment. If a violation of these policies and standards also
constitutes a violation of law or statute, such a violation could result in a fine or imprisonment if so
prescribed.

Communications Policy
Starbucks electronic communications systems are provided to users to assist in carrying out the company’s
business. Starbucks treats all information transmitted, processed or stored on these systems, including email
messages, as business information.
Additionally, information stored on Starbucks information systems may be subject to disclosure in a legal
proceeding. Accordingly, users cannot expect to maintain their privacy when sending, receiving or storing any
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information on Starbucks electronic communication system resources. Users should not use Starbucks
electronic communication system resources to send, receive or store any information that is unrelated to
Starbucks business and/or personal in nature.
The Store Laptop or Chromebook may be used by partners to manage their personal Starbucks benefits
accounts or to enroll in Starbucks offered benefit programs during their personal time before or after a
scheduled shift or while the partner is on a rest or meal break.

Internet Standards
Internet access is for business use only, except in limited circumstances.
•

In order to comply with “Time Worked equals Time Paid” standards, partners should only use the laptop
or Chromebook for business reasons while working a scheduled shift. Appropriate business usage may
include: My Learning; The Partner Café; Partner Hub.

•

Partners are also permitted to use the Store Laptop or Chromebook to access personal Starbucks
benefits. Use of these devices for personal reasons may take place during a rest or meal break; or before
or after a partner’s shift. Appropriate personal usage may include: MyStarbucksBen.com; Fidelity.com;
StarbucksCoffeegear.com.

•

These devices should not be used for personal online shopping; instant messaging; personal social media
or social networking; or accessing or sending personal email.

•

The store manager may disallow use of the Store Laptop or Chromebook at any time.

Internet Access Best Practices
Starbucks does not guarantee any level of security if you choose to access your personal benefit accounts
through a store device. As with any public or private computer you should ensure that you select the “log off”
functionality of both the website and Store Laptop or Chromebook when you are finished with your session in
order to prevent the next user from inadvertently accessing your personal Starbucks benefit accounts.

Partner HUB
The Starbucks Partner Hub is the primary means of communication between the Starbucks Support Center
(SSC) and stores. It provides store partners access to the communications, resources and tools needed to
manage store operations.
•

Information, articles and documents posted on the Partner Hub are for internal use only and should not
be shared outside of the intended audience.

•

It is the responsibility of the store manager to check the Partner Hub daily for news and updates and
disseminate or post communications for the store team as directed.

Electronic Document Storage Site Standards
•

Only current and relevant business-critical documents should be stored electronically on a Starbucks
approved document storage site.

•

Every 30 days, the store manager should delete unnecessary electronic files or documents.

Email Communication Standards
Starbucks email should be used in a manner that is consistent with the company’s Standards of Business
Conduct.
•

Email communication is for business use only.

•

Starbucks business email should not be forwarded to non-Starbucks email account(s). The use of 'autoforward' rules to send business email to non-Starbucks email account(s) is forbidden.

•

Starbucks email systems are not to be used to:
o

Send chain letters.

o

Solicit for political candidates.
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o

Engage in any illegal, unethical or improper activities.

o

Further any non-Starbucks business.

o

Disseminate internal mail addresses of partners and contingent workers, including to entities
or external mailing lists.

Users are advised that offers and contracts made by email may be considered legally binding. For this reason,
offers and contracts are only to be sent by authorized individuals.
Communications by electronic means, and information stored on electronic systems, are not private and may
be accessed in some circumstances. Starbucks reserves the right to monitor or review electronic information
to analyze the use of the systems, obtain business information, monitor partner performance, access the
need for and perform training, conduct investigations and use for other business reasons.

Mail
Hardcopy mail is sent from the Starbucks Support Center (SSC) to stores when electronic delivery is not
possible.

Mailpack from the SSC
•

Sent every other week.

•

Includes items and information such as the Daily Records Book and partner cards.

•

Store manager is responsible for opening or assigning to another partner.

Mailpack to the SSC
•

Sent from every store to the SSC.

•

Most common items sent from store to SSC – invoices, Incident Reports, inter-office mail for other
stores, expense reports, etc.

•

Generally picked up on Monday by:
o

FedEx (U.S.)

o

Purolator (Canada)

Mailing Labels
Use the correct label. Incorrect labels may cause a mailpack to be misdirected and incur unnecessary charges.
•

•

FedEx (U.S.):
o

Log into the Shipping Label tool on the Retail Hub.

o

Select and print appropriate label. (Note: if accessing through Store Laptop, you will need to
connect to printer.)

Purolator (Canada):
o

Use preprinted mailing labels.

o

To order preprinted mailing labels, send an email to the dedicated Starbucks account
representative at twallace@purolator.com or call (206) 244-5178. For specific returns (i.e.:
product, documents, etc.) labels will be received in the mailpack from the SSC.

Public Affairs
The Starbucks Public Affairs team is responsible for:
•

Protecting and enhancing the image of the company and/or the integrity of the brand.
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•

Protecting our partners from negative situations or situations where they are not prepared.

•

Ensuring Starbucks presents a clear, concise and consistent message in all markets.

Store Manager Responsibilities
If the media contacts the store, refer them to the Starbucks Media Hotline. The hotline can be reached by
calling (206) 318-7100 or by emailing press@starbucks.com.
If media shows up without warning and wants to take pictures/film, assume the Public Affairs team at the SSC
it is not aware. Let the person know that you need to notify Public Affairs before they may take photos/film,
then call Public Affairs. Non-media people (i.e., customers) are allowed to take photos in the store.
Be polite and courteous at all times. All partners share the responsibility of representing Starbucks at all
times.

Media Relations Policies
Starbucks does not release:
•

The names of its vendors (for proprietary reasons)

•

Individual store sales or sales of individual products (for proprietary reasons)

Starbucks does not comment on:
•

The performance of its stock or make financial projections

•

Other coffee houses.

Requests for Information
Starbucks is required to release financial information periodically, because it is a publicly held company.
Examples include monthly and quarterly company revenues, as well as yearly financial reports. Starbucks is
not required to disclose additional information such as individual store sales, sales of individual products or
vendor names. We often protect such proprietary information for competitive reasons.
If a customer requests information that you suspect may be proprietary, refer him or her to Customer
Relations, (800) 23-LATTE.
If a reporter requests information of this nature, please refer them to Public Affairs.
•

Public Affairs can supply the media with press kits, background information about the company, arrange
interviews when appropriate and provide needed information.

•

Starbucks Public Affairs contact: (206) 318-7100 or press@starbucks.com

Media Interview Requests
Approved Interviews
The Public Affairs team will evaluate all requests for interviews with a Starbucks partner.
If an interview is granted, a representative from Starbucks will arrange the interview and be present for its
duration when possible. Representatives include:
•

District managers or regional directors

•

Representatives from Starbucks Public Relations firms

•

Public Affairs (SSC)

If you have been asked to participate in a media interview (written or digital – TV, radio, Internet) but have
not been contacted by a representative from Starbucks, please contact the Starbucks Media Hotline to
ensure that the media request has been approved before proceeding.
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Starbucks Media Hotline: (206) 318-7100 or press@starbucks.com.

Unapproved Interviews
We encourage friendly conversation with customers. However, in some instances you may find out that a
person with whom you have been speaking is a reporter or financial analyst. If this should happen, please
politely explain to the reporter that you are not a company spokesperson and ask the reporter to verify any
company information with Public Affairs or Investor Relations.

Photography / Filming Requests
Customer Photography/Video Recording/Audio Recording
Customers may take photographs or make video or audio recordings for personal use while in the store
provided they take pictures and make recordings only of themselves and their immediate party.
•

Personal photography, video recording or audio recording without consent is prohibited.

•

If a store manager or other store partner becomes aware of photography, video recording or audio
recording without consent, he or she should ask the person to stop immediately.

•

Store occupants taking photographs and making video or audio recordings of customers and partners
who have not given consent or who fail to cease such activity upon request are considered disruptive
customers, and are subject to restriction.

For details, refer to Safety and Security Manual.

Fielding a Media Request
If the media contacts your store with a filming or photography request, please refer them to the Starbucks
Media Hotline (206) 318-7100 or press@starbucks.com.

Approved Film Request Policy
If an interior filming request has been evaluated and approved, the district manager and store manager
should be notified prior to a film crew’s arrival.

Photography / Filming Outside the Store
The street in front of the store is public property. Members of the media have a legal right to film from the
street or sidewalk in front of Starbucks locations.
•

When a television crew films from the street or sidewalk using the store as a backdrop, please do not
interfere with them.

•

If time permits, ask the crew their station affiliate and the story subject.

•

After the crew is finished, please call the Starbucks Media Hotline and let them know what happened.

•

Do not push a camera away if asked for an interview. Simply smile and calmly tell the reporter or
cameraman that you are not an official spokesperson.

•

Do not answer any media questions. Refer the reporter to the Starbucks Media Hotline (206) 318-7100 or
press@starbucks.com.

Media Photography / Filming Inside the Store
The interior of your store is private property. We require the media to give us advance notice before shooting
inside a Starbucks location.
•

We never allow the menu board or behind the counter to be shot.

•

If a television crew or newspaper photographer shows up at the store announced, please refer them to
Starbucks Media Hotline. Let them know that permission to film is required. Contact the district manager
immediately.
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•

Do not push a camera away if asked for an interview. Simply smile and calmly tell them you are not an
official spokesperson. Do not answer any media questions. Refer the reporter to the Starbucks Media
Hotline: (206) 318-7100 or press@starbucks.com.

Media Photography or Filming in Drive Thru Stores
We receive media requests to take pictures of the drive thru from the inside of the window. No media may go
behind the counter to film or take pictures. This includes the drive thru area. Any media request must be
handled through the Starbucks Media Hotline.

Public Speaking Requests
Starbucks encourages community involvement. Many partners may be requested to speak in public about the
company or about an area of specialty. Examples of public speaking include talks to professional associations,
media, schools, organizations and other companies.
Starbucks partners who are asked to speak in public are considered representatives of the company,
regardless of the topic of their presentation. If media is present, the Starbucks Media Hotline should be
consulted.
If a request is received for one of Starbucks executives to make a speaking appearance, forward the inquiry by
email to speaker@starbucks.com. All executive speaking opportunities are managed at the Starbucks
Support Center (SSC). You can also direct inquiries to Starbucks.com where a request template can be
accessed for completion.

Public Speaking Policy
If invited to evaluate or participate in a public speaking engagement:
•

Contact your district manager prior to accepting the engagement.

•

Your district manager will assess the appropriateness of the request and help prepare and review your
presentation well in advance.

•

Use the Public Affairs department as a resource for content and suggestions.

Evaluating a Speaking Request
In evaluating a public speaking request, make sure to have the following information from the requestor:
•

Purpose of the speech and what the requestor hopes to accomplish through your participation.

•

Attendees

If the event will receive significant attention, media coverage or if the media will be present, notify your local
public relations firm and/or Starbucks Public Affairs department with details of the presentation. They will
help you determine if this is an event we should pursue.
Details of the presentation such as seating arrangements, available supplies such as a video player or
flipcharts, time allotted, projected attendance, and format of the presentation such as panel discussion or
keynote speaker.

Store Environment and Energy Conservation
This section highlights the steps Starbucks is taking to ensure environmental consciousness as well as support
energy conservation in our stores.

Environmental Mission Statement
Starbucks is committed to a role of environmental leadership in all facets of our business. We will fulfill this
mission by:
•

Understanding of environmental issues and sharing information with partners.
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•

Developing innovative and flexible solutions to bring about change.

•

Striving to buy, sell and use environmentally friendly products.

•

Recognizing that fiscal responsibility is essential to our environmental future.

•

Instilling environmental responsibility as a corporate value.

•

Measuring and monitoring our progress for each project.

•

Encouraging all partners to share in our mission.

Store Environmental Performance Checklist
Store partners have provided many of the tips below for improving environmental performance. If you have
ideas or would like to learn more about other environmental programs at Starbucks, please contact the
environmental affairs specialist at (888) 796-JAVA, ext. 85492.

Trash and Recycling
•

Reuse coffee grounds by offering them to customers to use in their garden as compost. See the “Grounds
for Your Garden” information in this section.

•

Reuse cardboard boxes, bubble wrap or other packing materials by giving them to partners or customers
who are moving or give them away to community groups or schools.

•

Flatten boxes before placing in recycling bins to maximize space and lessen the number of scheduled
pickups.

•

Give leftover promotional tins or gift pack boxes to schools for use as art supplies.

•

Take trash out to the dumpster only when bags are full. Double bag only if necessary.

Reusable Serveware
•

Reusable serveware should be used when available for customers and partners. When possible, partners
should use a personal tumbler or ceramic mug for their beverages during their shifts.

•

Encourage customers to use ceramic mugs when having a beverage “for here,” or use a personal
commuter mugs when the beverage is “to go.”

•

When possible, use reusable serveware when sampling and for coffee tastings.

•

Use the Daily Offerings Board to promote the US $0.10 Cup Discount.

Grounds for Your Garden Program
Coffee grounds can provide a valuable source of nutrition for gardens if used properly.
The Grounds for Your Garden program helps Starbucks reduce our largest (volume & weight) waste; provides a
free benefit to customers; and, has a positive impact on the environment. It is also a prerequisite in our LEED™
certification for new & renovated stores.
Even urban stores may be surprised by how many customers will take advantage of the program. In addition to
customers, contact the local Parks department, or the maintenance or landscaping crew in your building to gauge
interest in using the grounds.
An empty five-pound bullet bag should be used to collect used coffee grounds.
1.

Fill a bag with grounds. Ensure that only grounds (no filters) are collected in the bag.

2.

Secure it closed with a “Grounds for your Garden” sticker.

3.

Place bagged grounds in a signed container that is convenient for customers to access.

4.

At the end of each business day, discard any full bags that have not been taken by customers.
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Store Lighting Standards
The goal of Starbucks lighting standards is to create an environment that is as comfortable as a living room.
•

Lighting should accent the artwork, the menu boards and the merchandise. To accomplish this, some
areas of the store may have more light than others.

•

This contrast between dark and light is key to creating the right atmosphere in the store.

•

Proper lighting also saves energy, which is important for both the environment and for the business.

Heating and Cooling Standards
Heating and cooling standards are followed to ensure that the store environment is as comfortable as
possible for customers and partners.
If the store has difficulty adjusting the thermostat or experiences other problems with the heating and
cooling system, contact the Facilities Contact Center (FCC) for assistance.

Other Energy Conservation Standards
Cooling Unit Standards
Obstructed airflow to cooling units (i.e., refrigerators, icemakers and pastry cases) increases energy use and
forces the machines to work unnecessarily hard. Refer to the Store Cleanliness and Equipment Maintenance
Manual for cooling unit cleaning standards in order to save energy, reduce the need for service calls and
extend the life of the cooling units.

Dish Machines Guidelines
The dish machine uses more hot water than any other piece of store equipment. The following tips will help
reduce hot water usage and save energy:
•

Use cold water to rinse items before placing in dishwasher.

•

Run the dishwasher only when full.

•

Keep dishwasher door closed when not in use.

Other Guidelines
•

Report leaky faucets, toilets and sinks to the FCC to schedule necessary repairs.

•

Turn off all faucets when not in use.

•

During warm weather or bright conditions, minimize the sun shining through windows with approved
blinds or window coverings. This will help reduce both glare and cooling costs. Contact your district
manager for questions about approved window coverings.

•

Clean and maintain ice machines regularly.

Cup Discount
To demonstrate our commitment to supporting our environmental mission statement, Starbucks encourages
customers to use a refillable mug or tumbler for their beverage.
Refer to the Beverage Resource Manual for complete standards regarding handling personal mugs and used
cups.

Standards
•

When a customer brings in a personal mug, paper cup, or thermal carafe to be filled, they receive $.10 off
the price of any beverage, excluding RTD (ready to drink) bottled beverages.

•

The discount is always $.10 regardless of size.

•

If a customer brings in a competitor’s paper cup for a cup discount, offer to replace the cup.

•

If acceptable to the customer, replace the cup and provide the $.10 cup discount
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Store Environment
Ten Minute Rule
Starbucks stores open ten minutes early and remain open ten minutes after scheduled closing times. This
practice is called the Ten Minute Rule and it is intended to surprise and delight our customers. It also provides
a welcoming store environment and helps deliver the Starbucks Experience every day.
When the doors are unlocked and the store is open for business, all areas of our store should be ready to serve
our customers. Closing or cleaning tasks that negatively impact the stores’ service level or environment
should be completed after the doors are locked, and there are no customers in the store. Customers should
always feel like we value their business. When we are open for business, they are our top priority.

Hours of Operation
Determining appropriate hours of operation is crucial to the success of the store. Modifying store operating
hours based on customer demand can improve a store’s profitability. Store hours may need to be changed
temporarily for holidays.

Store Hour Changes
Work with your district manager if a change is needed.

Short Term Changes
•

Short Term changes in store hours such as holiday adjustments and renovations schedules need to
be approved by the district manager.

•

The district manager is responsible for updating Store Attributes within IMS at least 21 days in
advance of the schedule change. If a change is needed within the 21 day window, the district
manager should work with the logistics services representative to determine feasibility.

•

Short Term changes in Store Hours should be communicated to customers using appropriate
signage one week prior to change when possible.

Long Term Changes
•

Long Term changes in Store Hours such as season changes or adjustments to meet business demand
need to be approved by the district manager. The district manager is responsible for updating Store
Attributes within IMS at least 21 days in advance of the schedule change.

•

Prior to the change, the district manager should work with the Logistics Services Representative to
ensure there will be no changes needed to delivery dates or windows.

•

The DM and store manager should work together to notify impacted vendors if necessary.

•

Long Term changes in Store Hours should be communicated to customers using appropriate signage
one week prior to the change when possible.

•

Ensure posted store hours reflect the current operating schedule.

•

Contact FCC for assistance in reprogramming automated lighting control if needed.

Daylight Savings Time
Hourly Partner Time Punches
In stores affected by Daylight Saving Time, store managers should follow these steps on Sunday after the
time change. If your store is closed on Sunday, follow these steps when opening on Monday:
•

Partners punch normally when they arrive and leave for the day.
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•

Store managers should check time punches for that day and make necessary edits to ensure partner total
hours are correct.

•

For 24-hour stores, the labor system will record the time of the actual punch. Partners working across
the time change may be shorted an hour or paid an extra hour depending on which way the clocks
change. Store managers should make necessary edits.

If you have questions, contact the Partner Contact Center.

Adjusting Safes for Daylight Savings Time
In stores that use an NKL or AMSEC “Safe Wizard” safe, it is important that the time displayed on the safe is
accurate on Sunday. Any difference in the time will affect the “Lockout” period, causing the inner
compartment of the safe to be unavailable during part of the Starbucks deposit preparation time of 8 a.m. to
3 p.m.

NKL Auditlok and NKL Keyless Safes
Adjustments for daylight saving time can only be performed during March/April and October/November.
Follow the procedures below for adjusting the safe time
•

Log into the safe with #5 key and code

•

Select “Supervisory” from the Main Menu

•

Select “Time” from the Menu

•

Select “Daylight Savings”

•

Screen will display “WARNING DST WILL CHANGE NOW CONTINUE”

•

Select “Yes”

AMSEC Safe Wizard
In most cases, this safe will be set to automatically adjust for daylight savings time changes. However, if the
time does not automatically adjust, follow the steps below to confirm the settings:
•

From the main menu select “Administration”

•

Select “Set Access Control”

•

Select “Daylight Savings”

AMSEC Lock (Manual)
No adjustments are needed.

In-Store Music Program
Music is an important part of the Starbucks Experience. The music played in stores is selected from a broad
range of music styles, including singer-songwriter, jazz, jazz vocals, blues, reggae, soul and many other
genres our customers and partners will enjoy.
Starbucks programs music specifically for our retail locations, which makes us unique among restaurants and
retailers. The Starbucks Entertainment team works hard to create exclusive programming, while
PlayNetwork manages the content distribution, playback and accounting royalties due to artists, composers,
record labels and publishers for in-store use.
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Playing Music in the Store
All music for our stores is pre-approved by Starbucks and supplied by PlayNetwork with appropriate licensing
for in-store play on their proprietary Curio player.
Only official Starbucks/PlayNetwork music may be played in stores. Personal music on digital devices
(iPhones and other mobile phones, iPods and other portable music devices) may not be played in stores as
this may violate applicable copyright laws and place Starbucks at legal risk.
New content is delivered to the Curio player via its network connection at least once a month; this occurs
during non-business hours and/or late at night.

Account Service and Support
Contact PlayNetwork directly at (888) 567-7529 regarding:
•

Problems related to the store music equipment.

•

Questions related to routine maintenance of PlayNetwork media players.

•

Questions related to content delivery or network connectivity.

Hosting Live Music
Live music in Starbucks stores is one way to create the Third Place environment.
Any store that hosts a live music performance needs to apply for the appropriate licenses on an annual basis.
This process includes paying annual fees to all three Performing Rights Organizations (ASCAP, BMI and
SESAC) to cover songwriter and content-owner royalties for live music performances.

Cost of Live Music Performance
When deciding on hosting live music in the store, consider the cost of live music events. The store is
responsible for live music licensing fees and performers’ compensation. The store manager should carefully
evaluate and balance the benefits and the costs prior to scheduling a performance.

Store Licensing Policy
Under U.S. Copyright law, anyone who performs copyrighted music in a public establishment is required to
obtain advanced permission from the copyright owner or their representative. Each of the three PROs
represents a different group of songwriters. Starbucks has entered into contracts for blanket licenses with
these organizations in order to help guarantee our compliance with the law.
It is Starbucks policy that any store hosting one or more live music performances must register through the
Entertainment team to obtain the appropriate licenses. Because there is no way to guarantee a performer
will not perform a copyrighted song, this policy is applicable even to those performing original works not yet
copyrighted.

How to Register to Host Live Music
Email the “Live Music License Application” form located on the HUB to livemusiclicenses@starbucks.com.
Please provide the following information:
•

Store number, address, phone number and contact name

•

Date of first performance

•

Frequency of performances

•

Types of performances

•

Seating capacity

The Entertainment team will then register the store with the three associations with which we have live
performance licensing agreements: ASCAP, BMI and SESAC.
The Music and Entertainment line on your store’s P&L will list separate charges for each license. The
combined cost per year is approximately $850.
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Do not register the store or enter into any contract with any of the associations directly. All licensing
arrangements and fees are handled through Entertainment.
A representative from ASCAP, BMI or SESAC may contact a store from time to time to verify the music
program. If the store receives a call about license agreement fees, the caller should be referred to the
Entertainment team via email at livemusiclicenses@starbucks.com.
Canada: Starbucks does not currently have a live music performance policy for Canadian stores. If a store is
interested in hosting live music, please send a message to the Live Music License email in-box at
livemusiclicenses@starbucks.com.

Entertainment Payment Process
Starbucks is required to keep records of any fees paid to performers. In order to receive payment, in-store
performers are responsible for preparing and submitting invoices. Entertainment fees should be within the
following ranges per performance:
•

Solo: $75-125

•

Duos: $125-175

•

Trios: up to $200

The district manager must approve any fee above these guidelines. Performers typically provide their own sound
equipment (amplifiers, microphones, etc.) at no cost to Starbucks.
Payment to musical performers is processed through the Starbucks Accounting Department. Stores should not
make payments directly to any performers.
To ensure timely payment of invoices:
Performers should bring an invoice with them to each performance. The performer should submit a separate
invoice for each performance, even if they play for multiple stores.
After the performance, the manager-on-duty will review the invoice and provide the necessary store stamp
approval and signature.
Advise performers to keep a copy of all submitted invoices.
Performers should mail invoices to:
Starbucks Coffee Company
Account payable, S-AC3
P.O. Box 94187
Seattle, WA 98124
Invoices will be paid within approximately 30 days of receipt. Performers may contact the Accounts Payable
Helpdesk at (206) 318-4307 to follow-up on unpaid invoices.
First-time performers to Starbucks must complete and submit a W-9. If a current W-9 is on file with the Starbucks
Accounting Department, it is not necessary to resubmit.

Canceling Live Music Programs
If your store permanently stops hosting live music performances, email the Live Music License in-box at
livemusiclicenses@starbucks.com and be prepared to provide the following:
•

Store number, address, phone number and contact name

•

Date the program will end.

Licensing fees are charged on an annual basis (January - December) and the store may have to pay for them
through the end of the current calendar year. Your store will remain responsible for license fees until the
Entertainment department is informed, so prompt notification is recommended.
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Community Boards
The Community Board helps to communicate how we help communities thrive. The board is designed to
offer an approachable and genuine customer experience that demonstrates how, together, we can create
positive change in our communities.

Installing a Community Board
The Community Board is not a standard item in all stores. It should be installed in stores that support a local
community, mainly a group of people living and/or working in the same locale.
If the store fits the criteria for having a community board and has available wall space to install one, work with
your district manager to arrange for purchase and installation.

Community Board Standards
There are three categories of content that may be displayed on Starbucks Community Boards:
•

Starbucks enterprise community programs and initiatives – post information about non-profit
organizations and community events sponsored by Starbucks.

•

Starbucks local community programs and initiatives – post photos and other materials that demonstrate
how we make a difference in local neighborhoods.

•

Neighborhood community programs and initiatives – post events shared by customers regarding
upcoming community programs.

While the store manager is responsible for keeping the content fresh and brand appropriate, all store partners
are encouraged to submit relevant material for consideration. Content should be refreshed on a weekly basis.

Approved Content
Starbucks Content:
•

Starbucks may provide details on community programs and initiatives with promotional signage as
indicated in the Siren’s Eye or through specific Action Items.

Store-Specific Content:
•

Details about community programs and initiatives, including photos from service projects; thank you
letters from non-profit organizations with whom your store has partnered; awards and recognition from
the community or details about upcoming community events can be communicated on the community
board.

Neighborhood Content:
•

Information about not-for-profit neighborhood community programs and initiatives, such as notices for
needed volunteers or announcements about community events (i.e. art fairs or book clubs) can be
shared.

Unapproved Content
The Community Board may not be used to post the following:
•

For Rent or For Sale notices

•

Advertisements

•

Business Cards

•

Personal Ads

•

Notices or Announcements that are political or religious in nature

•

Notices that disparage Starbucks

•

Any material that could be deemed offensive, insulting or derogatory

•

Regulatory signage such as hand-washing notices or “no smoking” signs.
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Wi-Fi Service at Starbucks
Wi-Fi Internet service available at most Starbucks stores. Stores with Wi-Fi have equipment in the back of the
house that broadcasts the wireless signal throughout the store. Customers with a Wi-Fi equipped device can
surf the Internet from any location in the store.

Equipment Location
Wi-Fi equipment is located on a rack in the back of the store. Equipment should be labeled by the vendor.

Equipment Maintenance
Starbucks Enterprise Help Desk (EHD) will support all stores that are connected stores. Call (888) 796-JAVA,
option 1.
Never unplug or move any of the equipment, or turn off the circuit breaker that powers the network, unless
instructed to do so by the EHD.
Microwaves can interfere with the integrity of the wireless signal. If your store has a microwave in the back room,
make sure it is at least five feet (1.5 m) from the network rack.
The vendor owns the Wi-Fi equipment in your store. Avoid water, mocha dust or any other contaminates on the
equipment.

You Are Here Program
The You Are Here (YAH) Program is a Starbucks® exclusive collector series of mugs featuring various cities,
states and provinces throughout the United States and Canada. YAH mugs provide a way for our customers
to bring home their travel experiences or share their hometown pride.

Store Selection
Stores are selected for the YAH program based upon a variety of criteria, including geographical location and
current serveware sales of the store. Stores must also be able to sell inventory aligning to the minimum
production quantity of these products.
Additional selection criteria:
•

•

Proximity to :
o

Key tourist destination

o

Travel center

o

Colleges and Universities

Location of a recurring large-scale event (e.g., Kentucky Derby, DC Cherry Blossom Festival, etc.)

At this time, no additional requests are being accepted for new cities or states or additional stores to be
added the YAH program. Additionally, there are Licensed Store exclusive SKUS that are not available for
order in Company Operated stores.

Requesting Additional Product*
To request a bulk order of YAH mugs for an upcoming event, follow one of the procedures below according to
the quantity being requested. Stores should take into consideration the amount of space required to stock
the additional inventory.
*Note: Bulk orders take two to six months to fulfill due to procurement and manufacturing.
Quantities less than 100: Contact your logistics services representative (LSR) and request that additional
product be added to a future order.
Quantities greater than 100: DM should contact LSR to submit request. Request should include:
•

Order quantity

©2016 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

Published April 2016

42

224
Store Operations Manual

•

City or state mug being requested

•

Date needed

Once orders are placed, approved and shipped, unsold merchandise cannot be sent back to the Distribution
Center (DC).

Smoke-free Workplace
The Smoke-Free Workplace Standard helps ensure a clean workplace and environment for partners and
customers, and protects the quality of Starbucks coffee products.
These standards are provided so that partners understand their responsibility to comply with laws and
regulations that regulate cigarette and other forms of smoking in and around the workplace, and to maintain
a clean and clear environment that is conducive to conducting business in Starbucks retail stores, offices,
facilities or company vehicles.
In addition, smoke or the smell of smoke is easily absorbed by coffee beans. It is critical to Starbucks coffee
product quality that the workplace is smoke free.
These standards apply to all partners in the United States and Canada.

Standards
•

Starbucks will comply with all state, provincial and local laws covering smoking.

•

Smoking in all forms, including electronic cigarettes, is not permitted in any Starbucks workplace,
including administrative offices, retail stores, plants, and any associated lobbies, conference or meeting
rooms, break rooms, restrooms, or parking garages.

•

Smoking is not permitted in Starbucks-operated outdoor spaces, such as outdoor customer seating areas
and patios, as these areas are extensions of the workplace.

•

Partners are not permitted to smoke outdoors within 25 feet of Starbucks-operated facility entries,
operable windows, outdoor air intakes and Starbucks-operated outdoor spaces. Where state, local or
provincial laws have stricter requirements prohibiting outdoor smoking (i.e., greater than 25 feet),
Starbucks will follow those laws.

•

Partners must adhere to all signage and postings regarding smoking.

•

If a partner chooses to smoke while on break while outside the premises, the partner must first remove
his or her apron and hat, if applicable. The partner is also required to wash his or her hands before
returning to work.

•

Starbucks may, at its discretion, designate specific areas for non-retail locations that are acceptable for
smoking outdoors.

•

As required by law, Starbucks policy and/or operational standards, it is the responsibility of the partner to
take all reasonable measures to enforce compliance by preventing or stopping workplace visitors from
smoking in regulated workplace areas.

Definitions
Electronic Cigarette
An alternative device to a cigarette product that produces a vapor mist when activated.

Smoke
The visible vapor and/or mixture of gases and suspended carbon particles given off by a burning or smoldering
substance, such as a cigarette or other tobacco product, or the burning of a paper product.
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Smoking
The act of activating something, especially a tobacco product, that results in the emission of smoke, steam, vapor
or the like for the purpose of inhalation.

Customer Returns
If a customer is not satisfied with his or her purchase, Starbucks will gladly accept returns or exchange the
item subject to the standards below.

Return Policy Standards
•

All returns, refunds and exchanges, regardless of the reason, should be rung through the POS
register to ensure an accurate inventory.

•

Receipts are not required for beverages, fresh food and packaged food.

•

Receipts are required for merchandise, packaged coffee, packaged tea and non-food lobby items.
The returned item on the store receipt should be crossed out and noted as “returned”.

•

Returns more than 60 days after the purchase date cannot be accepted.

•

All returned items should be marked out and disposed of due to quality reasons, even if the product
is unopened or there is no visible damage.

Reference the chart below to determine the appropriate refund method:
Original Form of Payment:

Must Be Refunded For:

Cash (under $25)

Cash or Store Credit card

Cash ($25 and over)

Store Credit card
(or Cash with Store Manager approval only)

Credit card or debit card

Credit to same credit or debit card
(Store Credit card if original credit/debit card is
unavailable)

Store Credit card

Store Credit card

Starbucks Card

Starbucks card or Store Credit card (beverages, fresh food
and packaged food)
Store Credit card (merchandise, packaged coffee,
packaged tea and non-food lobby items)

*Non-compliance may violate credit card agreements and may result in fines for Starbucks or increase Starbucks
vulnerability to fraudulent transactions.
Note: if the customer wants the refund by check, ask the customer to contact the Customer Contact Center for
assistance at 1-800-STARBUC (1-800-782-7282).

Store Credit Card Standards
The Store Credit card is not a Starbucks Card, and is only provided to customers under the circumstances
described above. Purchases made with Store Credit cards will not earn Stars and registration; balance
protection or balance transfers are not available. Store Credit cards have no expiration date.
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•

Store Credit cards may not be redeemed for cash unless required by state law. Applicable laws include
those governing gift card redemption.

•

The amount loaded on to a Store Credit card must be the exact amount of the refund.

•

Store Credit cards with a zero dollar ($0.00) balance must be destroyed and disposed at the time of the
transaction.

•

Store Credit cards must not be replaced if lost or stolen.

•

Store Credit cards should be available at each POS station.

Reading a Gift Receipt
Gift receipts are encoded with the sale price of each item so that a partner can easily determine how much an
item was sold for. To decode the sale price of an item, read the numbers backwards (from right to left),
excluding the first and last digits. In the example receipt below, one item was purchased:
Starbucks Spearmint After Coffee Gum, $1.95

GIFT RECEIPT
11/26/2010
1:54:03 PM
1607498 Drawer: 1
Reg: 2

------------------------------------Gum Sf Spearmint
75910008
Item SKU
1117387

TransNum

723644

Merchandise on this receipt may
be returned or exchanged within
60 days of the transaction date
printed above. All returns or
exchanges must be accompanied
with this original receipt.

GIFT RECEIPT
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Verismo® System by Starbucks Return Process
If a customer has an issue with their machine, direct them to the customer warranty line 1-800-334-5553.
A machine may be returned if:
•

Purchased at a company-operated store.

•

Is within 60 days of the purchased date.

•

Includes original receipt.

Resale of Returned Machines:
•

A machine can be resold if the tamper sticker is not broken on the returned machine.

•

Any machine with a broken tamper sticker cannot be resold and needs to be returned to the vendor.

For Verismos that were originally purchased from a Starbucks store, process Verismo returns as follows:
Store Type

Verismo® Store

Non-Verismo® Store

Sellable
•

Follow standard return policy.

Non-Sellable
•

Process the markout in IMS and use
reason code Damaged/Defective.

•

Return to Vendor.

•

Follow standard return policy.

•

Process the markout in IMS and use
reason code Damaged/Defective.

•

Transfer machine to the
nearest Verismo® store.

•

Return to Vendor.

Vendor Returns
1.

Place the machine (in its original packaging) into a 40-lb Whole Bean shipping carton. Infill the box
with materials/stuffing to prevent damage to the machine.

2.

Seal the box and affix one (1) shipping label to the outside top of the shipping carton.

3.

U.S. Stores - Print out a return label from the FedEx tool using the drop down selection for DC-RMI
Verismo Return.

4.

Canada stores - Contact your LSR to request a Verismo Return Purolator Shipping Label. A prepopulated Purolator shipping label will be sent to you in your next mail pack. Call Purolator for pickup. Stores are not charged for shipping using this process.

Verismo® System Purchased From Another Retailer
The customer should return machines purchased at a non-Starbucks retail store to the Specialty Retail
location where the machine was purchased.
Apologize and inform the customer that, unfortunately, Starbucks is not able to accept returns for equipment
purchased through a different retailer.
Focus on what you can do for the customer:
•

Seek to understand why the customer wants to return the equipment. Can you help the customer
troubleshoot a problem?

•

Make it easy to be a customer by offering to initiate a call between the customer and the warranty
company. Using the store phone, dial 1-800-334-5553 and explain the customer’s situation to the call
agent. Hand the phone to the customer to discuss options and next steps.
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•

Do what you can to make it right for the customer. Offer to purchase the customer their favorite
beverage or provide a Your Next One’s On Us card to the customer. Give the customer a copy of the
store manager’s business card and continue to show empathy.

Price Adjustments
At times, Starbucks may lower the price of a merchandise item. If the price of an item has decreased,
Starbucks will refund the price difference within 14 days of the original purchase. This may be necessary when
an item is returned, exchanged, or requested by a customer.

Standards
•

A customer must present an original store receipt to receive a price adjustment.

•

Price adjustments must be made within 14 calendar days from the date of original purchase.

Starbucks Cards
Purchasing Multiple Starbucks Cards
To purchase 15 or more Starbucks Cards, customers should visit https://www.starbuckscardb2b.com or call
the Starbucks Corporate Sales Program at (800) 611-1669.
Under no circumstances should more than $7500 worth of Starbucks Cards be sold to a single customer
during a single day.

Lost Starbucks Cards
If a Starbucks Card is found in a store, and the customer cannot be located, the following procedures must be
completed by the barista and the Cash Controller.

Barista Procedure
•

Perform a balance inquiry on the Starbucks Card according to the procedure in this section.

•

Attach the printed receipt to the Starbucks Card with tape.

•

Alert the Cash Controller on duty that a Starbucks Card has been found and the balance inquiry has
been performed.

Cash Controller Procedure
1.

Place the lost Starbucks Card and attached receipt in the safe.

2.

Document that the lost Starbucks Card was put in the safe in the Comments Box of the Safe Count
section in the Cash Management Log.

3.

If the customer contacts the store within 48 hours and they can confirm the account number, return
the Starbucks Card to the customer. If the customer cannot confirm the account number:

4.

•

Registered Cards: The customer may replace the card through Starbucks.com.

•

Unregistered Cards: The customer may contact the Customer Contact Center (CCC) to
determine if it can be replaced.

If the customer does not return or contact the store within 48 hours, call the number on the back of
the Starbucks Card, (800) STARBUC, and report the lost Starbucks Card to the CCC.
•

Note: If the Starbucks Card was registered, the CCC will close the lost Starbucks Card and send a
replacement, and contact the customer that a new Starbucks Card is being sent. If the Starbucks
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Card was not registered, the CCC assigns a case number and freezes the Starbucks Card, which
will protect the balance on the Starbucks Card.
5.

Complete an Incident Report Form, send it to Risk Management, and cut in half and throw away the
lost Starbucks Card.

6.

If the customer calls after the Starbucks Card was reported and destroyed, ask the customer to call
the CCC. Advise that if the Starbucks Card is not registered, confirmation of the lost Starbucks Card
account number must be provided in order to have a new card sent.

Partner Cash Handling and Managing Tills
For Partner Cash Handling policies, review the “Register Operations and Customer Transactions” of the
Partner Guide. This guide is given to partners when hired. Partners must review the information, sign the
Partner Acknowledgement page and submit it to their store manager prior to working on a POS register.

Reporting Cash Control Violations
If any partner believes that proper cash handling procedures are not being followed, they should report it to
the store manager or district manager as soon as possible.
Partners may also report concerns anonymously by calling the Ethics and Compliance Helpline (800) 61-7792
or online at businessconduct.eawebline.com.

Cash Handling
General Standards
•

Partners should use till tags to label his or her till drawer and drop box.

•

For partner safety reasons, cash controllers cannot make change from the drop box for a partner's till.

•

Partners may not exchange store funds from the register into the tip jar.

•

Any transaction that is entered using the miscellaneous SKU should be voided by the manager and reentered using the correct SKU or UPC bar code before the end of day.

•

Before leaving a register assignment for a new deployment position or a break, partners should complete
or cancel any current orders in progress, and then lock his/her till, ensuring no other partners are ringing
on his/her till.

•

Returns are to be processed and signed off by the cash controller and returning customer.

Cash Standards
•

Partners should drop all $20 bills and larger (U.S. and Canadian) into the drop box at the end of every
transaction.

•

The register till should not exceed $100 (U.S.) above the opening fund.

•

Drop excess smaller bills ($5 and $1) into the drop box.

Guidelines
•

Partners should avoid excessive line voids.

•

Partners may be assigned to more than one till.

•

The cash controller counts tills.
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Recording Tips
Federal law requires that all U.S. partners who receive tips report tip income to Starbucks. To assist partners
in meeting their responsibility for reporting tips as income, an hourly designated tip rate is calculated for all
U.S. partners who earn tips. Check with your store manager to determine what the current hourly designated
tip rate is at your store.
Store partners are required to report all tips received in excess of the designated amount. Designated tip
income is included on paycheck statements, and total tip income for the year will be included on annual W-2
Forms.

Standards
•

Partners are responsible for recording tips in excess of the amount that is designated.

•

All tips are recorded on the Time Clock application on the BOPC.

Cash Controller Functions
Information in this section applies to Cash Controllers, store managers and shift supervisors.

Cash Management Log Standards
The Cash Management Log must be used to record and monitor cash handling.
It is the Cash Controller’s responsibility to fill out this log throughout his or her shift. This log allows the store
manager; district manager and Partner & Asset Protection (P&AP) to verify that cash handling policies are
followed to standard as well as provide information to Sales Audit should a cash discrepancy arise. The Cash
Management Log and policies are located in the Daily Records Book.

Point of Sale and Payment Device Security
•

Point of Sale (POS) and payment devices must be inspected for tampering daily. Examples of tampering
include:
o

Unexpected attachments or cables plugged into the Point of Sale or Payment Device.

o

Missing or changed security labels

o

Broken or differently colored POS/device casing

o

Changes to the serial number

o

Other external markings

•

Verify the identity of any third party person claiming to be repair or maintenance personnel prior to
granting them access to modify or troubleshoot devices.

•

Do not install, replace, or return devices without manager consent.

•

Be Aware of suspicious behavior around devices:
o

Attempts of unknown persons to unplug devices

o

Unknown persons appearing to “eye” the cash wrap area

o

Unknown persons attempting to walk behind cash register/back office

o

Unknown persons attempting to distract partners
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Cash Controller Responsibilities
•

Report suspicious behavior and indicators of device tampering to your manager or shift supervisor.

•

Document POS and Payment Device inspections in the Daily Records Book as indicated.

Time Delay Safes
All stores are equipped with a safe that has a time delay function on the lock. The time delay function is
provided for partner safety and security.
The Time Delay safe prevents the Cash Controller from having immediate access to the safe funds. Proper
communication and training of all partners to monitor their till status will ensure a smooth process of
managing the change in the tills and avoid running out of change in a till.

The Change Bank – Maintaining Store Operating Funds
Store Fund Balance Standards
•

The store operating fund (change bank plus till bank) total must always remain the same.

•

Store operating funds are changed only with the approval of the district manager.

•

Any discrepancies over $20 (US) in these balances must be immediately reported to the district manager
by the cash controller on duty for further investigation.

•

If the change bank has been shorted to ensure a till is at opening fund, document the shortage in the
comments box of Safe Count section of the Cash Management Log. The change bank must be returned
to the correct amount the next time the deposit is prepared.

•

The balance of the Daily Store Funds (also known as the Daily Store Operating Fund) must match
accounting records in Sales Audit at the SSC. Differences will be charged to the over/short line of the
store’s P & L.

•

Store managers must verify and update the Change Bank and Till Bank in the Daily Bookkeeping Menu
weekly.

Maintaining Adequate Change
•

Partners are responsible for maintaining an adequate amount of change (rolled and loose coin) in his or
her assigned till drawer at all times.

•

The partner should discreetly alert the store cash controller when his or her till fund is low on change.
Partners should remember that there is usually a delay required in making change from the safe.

Verifying Till Funds at Open and Close
Till Fund Verification Standard
Cash Controllers must verify that each till is at the opening fund amount prior to placing tills in register
drawers at store open and securing tills in safe at store close.

Till Drawer Fund Deficit Procedure
There are times when a till will be closed with less cash than the opening fund amount. The reason this may
happen if the total refunds and/or paid outs are higher than the total sales rung for this till. If this happens, the
Cash Controller must perform these steps to get this till back to the opening fund amount.
1.
2.

Calculate the difference between the till drawer fund amount from the opening fund amount.
Take that amount from the Change Bank and transfer it into the Till Drawer.
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3.
4.
5.

Recount the Till Drawer to ensure that it is now back at the opening fund amount.
Make note of Change Bank amounts in the Daily Records Book.
Reconcile the Change Bank the next day before finalizing the Daily Deposit.

Deposit Discrepancy – Sales Audit Department
When Sales Audit finds a discrepancy in the deposit, they will email the store and district manager. Only the
DM is notified when the Sales Audit group finds that a deposit is missing. The DM is expected to follow up
with the store for resolution and communicate an explanation to Sales Audit. In some more complicated
situations, the Sales Audit Department may work directly with the store. However, the district manager will
always be notified of the outcome.
For questions, contact Sales Audit at salesaudit@starbucks.com
Any cash or deposit discrepancies are subject to Corrective Action up to and including termination. It is the
store manager’s responsibility to research and help solve any deposit discrepancies.

Taking the Deposit Bag to the Bank
Standards
•

Only shift supervisors, assistant store managers and store managers should make deposit trips. Baristas
and partners under the age of 18, regardless of their job title, are not permitted to make deposit trips.

•

The deposit should be transported to the bank each day between the hours of 8:00 a.m.and 3:00 p.m.
local time. The bank’s hours of operation should be confirmed before transporting the deposit. Return
deposit slips immediately to the store and attach to the Cash Management Log.

•

If the bank is open on weekends or a holiday, the deposit must be taken inside to be processed by a bank
teller.

•

The after-hours depository should be used only when the bank is closed. Never transport a deposit after
dark.

•

Side trips or personal errands must not be made during the deposit trip.

•

Do not take the deposit home or leave it in a car to be deposited the next day.

•

The route and time the deposit is transported to the bank should vary. Note: in areas identified as “highrisk,” the district manager may consider having two partners go to the bank together.

•

Clothing that identifies you as a Starbucks partner such as an apron or logo shirt should not be worn. Do
not carry a beverage with a Starbucks logo. Remove or cover up any identifying logos/names.

•

The Starbucks tamper-resistant deposit bag should be concealed by carrying it in an unmarked bag or
briefcase that conceals the deposit bag. Do not use any personal bags, purses or bags displaying the
Starbucks logo such as any Starbucks shopping bag.

Making Deposits When the Bank is Closed
When the bank is closed, all deposits should be taken to the after-hours deposit box. Do not drop deposits in
this box after dark.

Procedure
1.

Prepare the bank deposit and drop it in the after-hours deposit box with both copies of the deposit slip.

2.

Ask the bank for the store copy of the validated deposit slip the next business day.

After Hours Depository Key Standards
•

The bank will provide a key to access the after-hours depository.
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•

The store manager is accountable for all after-hours depository keys.

•

One copy should be on the Cash Controller key ring, one on the manager’s set of keys, and the third on
the spare set of Cash Controller keys.

•

If a key is lost, the manager must contact the bank immediately.

Preprinted Bank Deposit Slips - Non-Courier Stores Only
Ordering Deposit Slips
U.S Stores
All U.S. stores receive preprinted deposit slips directly from the vendor. Deposit slips can be reordered by
calling the number printed on the deposit slip. Allow one to two weeks from the date of order to receive the
deposit slips. Do not order deposit slips directly from the bank. If there are questions regarding ordering
deposit slips, contact the district manager or email the Sales Audit department at
salesaudit@starbucks.com.

Canada Stores
Email the Sales Audit department at SalesAudit@starbucks.com with the subject line “Deposit Slip Reorder”
and the store number. Allow three weeks for shipping from the date of order.

Bank Deposit Slip Numbers
Upon receiving the pad of deposit slips, verify that the correct store number and name are printed on the
deposit slip.
Below the store name and number is a line of reference numbers that start with the store number, followed
by the store’s account number. This information is crucial in depositing the money because it serves as a
reference number to let the Sales Audit Department know the store that made the deposit.
Do not use “counter” or blank deposit slips offered by the bank. Do not borrow deposit slips from another
store. Your store will not be credited with deposits made using another store’s deposit slip.

Consolidating Sales Media
The term “Daily Sales Media” describes all printed receipts from voids and refunds, validated gift certificates,
validated coupons, and signed credit card sales drafts. Daily Sales Media should be consolidated, stapled
together, and retained in the Sales Media Envelope at the back of the Daily Records book. Paid in/out slips
must be filed in the Paid In/Out Envelope.
After preparing the daily deposit, all signed credit card sales drafts should be consolidated, stapled together
and stored in the dedicated Sales Media Envelope in the Daily Records Book. Do not send drafts to Sales
Audit unless asked. Never send the originals.

Credit Card Chargeback Process
If a customer disputes a credit card transaction, the Sales Audit team will send an email to the store and
district manager requesting the specific Sales Draft(s) be faxed to Sales Audit. The store will have 10 days
from the time the email is sent to the complete the fax.

Digital Tips
Starbucks apps for both iPhone and Android allow customers to tip digitally at the end of each transaction.
Within a two hour window after the completion of each digital transaction, customers are able to view their
digital tip receipts and add a tip of either $0.50, $1 or $2.
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To ensure digital tips given through the Starbucks App are processed, stores must complete a digital tip
payout daily. Review digital tip payout procedures in the Cash Management Quick Reference Guide available
on the Hub.

Tip Security
Standards
•

Tip funds should be stored in the safe, in the secured compartment (behind the second locking door).

•

Tip drop bags should only be accessed when tip funds are being verified by the cash controller when
counting in or out of the safe, are being counted (for distribution), or being changed into bills to increase
space in the safe.

•

The Cash Controller on duty is the only partner authorized to access the safe and remove tip funds.

•

Tip funds should not be transported to the bank with the deposit and change order.

•

All undistributed tip funds should be sealed in tip drop bags, recorded on the Partner Tip Drop Log and
secured in the safe.

•

Tips must be distributed on a weekly basis. There should be no more than seven days’ worth of tips in the
store at any time.

Procedure
Refer to the Tip Drop Procedures and Tip Drop Removal Procedures in the Daily Records Book. Further policy
information on distributing tips and tip imputation is located in the Partner Resources Manual in the Pay
section.

P-card
The Store P-card is a Starbucks-backed charge card used to purchase business critical items at retail
merchants that are essential to store operations. The Store P-card is valid for three years. Upon expiration, a
new Store P-card will be mailed to the store.
•

Charges at specific store types (e.g., grocery stores) will be classified to the equivalent accounts on the
P&L (e.g., markouts).

•

Some merchants (e.g., personal services) are blocked and purchases will be declined at these locations.

•

Contact the Store P-card Administrator at 1(888) 796-5282, option 8, ext. 20631-86896 or email
spcardadm@starbucks.com for declined, lost and stolen cards or when a temporary limit increase to
cards is requested.

•

Store P-card limits are reset monthly and the P-card is paid in full on the 23rd (new billing cycle).

Standards
•

The P-card must be kept in the change bank compartment of the safe when not being used.

•

The P-card can be used by any store partner as directed by the store manager or cash controller on duty.

•

With the exception of office and bar supplies, district manager approval is required for all P-card
purchases that exceed $20.00.

•

The P-card must be used when placing an office supply order by phone or online with Staples.

•

The P-card should be included in all physical counts of the safe.

•

If a P-card cannot be used, managers must perform a Paid Out (refer to Paid Out section of this chapter).

©2016 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

Published April 2016

54

236
Store Operations

Manual

Activating a P-Card
•

To activate a new card, the store manager should call the 1-800 (US) or 1-866 (CAN) number on the
activation sticker located on the front of the P-card and follow the prompts.
o

When prompted to enter the pin, enter “1971”.

o

Canadian cards are chip/pin enabled, when prompted for a birth date, enter “01011971”; the user pin
is “1971”.

•

If the new P-card replaces an expired card, destroy the expired P-card.

•

Contact any suppliers set up for automatic billing to update card information with any suppliers set up for
automatic billing.

Making Purchases with a Store P-card
P-Card purchases will be totaled together in a line item on your P&L called Store Purchases. Review the Store
Purchases line with your district manager during P&L reviews to identify any store-specific opportunities.
This procedure can only be performed with store manager or cash controller permission:
1.

The cash controller removes the P-card from the safe.

2.

The cash controller records to whom and why the P-card is given under “Comments” on the Safe Count
section of the Store Management page in the Daily Records Book.

3.

Use the P-card with the retail merchant.

4.

After completing a P-card purchase, complete the P-card/Paid Out Log and place the receipt in the Pcard/Paid Out envelope.

5.

Leave all P-card receipts in the envelope. Do not send them to Sales Audit.

6.

Return the P-card to the cash controller on duty. The cash controller should return the P-card to the safe.

7.

The cash controller should record that the P-card has been replaced and by whom under “Comments” on
the Safe Count section of the Store Management page in the Daily Records Book.

Important: Dairy Purchases must be “marked in” in IMS to avoid causing a dairy variance and inaccurate
inventory reporting.

Expenses in the Store Purchases Account
•

Retail and grocery store purchases (currently in the Dairy Variance or other expense lines).

•

Paid Outs

•

Supplies purchased outside of our approved vendor (Officemax.com will be only vendor recorded to
Office Supplies).

•

Payments to vendors for services provided, for example Repair and Maintenance or Contract Services.

Paid Out
When a Store P-card cannot be used, a "Paid Out" is used.

Policy
•

Paid Outs may only be used for partner mileage reimbursement or emergencies that are essential to
store operations such as payroll emergencies or customer relations.

•

With the exception of bar supplies, all Paid Outs exceeding $20 must be approved by the district manager
in advance of the expenditure.

•

Any change leftover from a purchase using a “Paid Out” must be entered into a register as a “Paid In”.
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Management Cash Control Functions*
This section includes information for the store manager only.

Store Manager Responsibility for Store Operating Funds
One of the primary responsibilities of store manager is to control and protect all funds in the store. The store
manager is ultimately accountable for all aspects of cash control being followed on all shifts. The store
manager is also responsible for implementing cash control policies, identifying and correcting cash control
violations and irregularities, and communicating to the district manager any issues or concerns that arise.

Cash Controller Keys Standards
There should be three sets of cash controller keys for cash control in the store. There should be one set each
for:
o

The store manager: This set is kept with the store manager at all times.

o

The cash controller on duty: This set rotates with the assignment of the cash controller role and
is secured in the safe each night.

o

Emergency: This set is sealed in an envelope that is signed and dated by the store manager,
and should be kept in the inner compartment of the safe.

The cash controller’s set of keys should be handed to the next cash controller at change of shift or left inside
the safe’s non-locked compartment at store close.
Each set of cash controller keys includes:
o

Drop box key(s)

o

POS register drawer key (IBM key)

o

Store key

o

Bank depository key

o

Keys for any locked drawers

o

Internal safe compartment key (for stores with Amsec™ safe only)

o

Closed circuit television (CCTV) and VCR lock box key (where applicable)

o

Locked alcohol storage (for Starbucks Evenings stores)

Keys that are not specific to cash control, such as storage room keys and paper dispenser keys, should be
attached via a removable clip. This prevents the cash controller from giving the cash controller key ring to a
partner that needs access to non-cash control keys. The cash controller key rings should not include any
Starbucks logo items.

Point of Sale (POS) Manipulation
POS manipulation is the most common form of cash theft in our stores. There are many ways to manipulate
the POS record of register sales. Many of the ways are common to all businesses where a cash register exists,
while some are unique to our business. Some of the common methods that dishonest Starbucks partners
have used when stealing from the register are reviewed in this section. After the description of each method
there is a tool or technique for discovering and preventing it.
As a deterrent to theft, partners should be aware that all transactions rung into the registers are visible to
P&AP and other SSC departments.
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Partner Potential Indicators
The following items are tracked and audited by the Partner & Asset Protection team for policy and procedure.
Exception-based reporting of POS activity is regularly utilized to investigate policy exceptions and potential
fraud. Corrective action, up to and including termination, and/or prosecution may result. Observation of these
activities by any partner should be reported to the district manager for follow-up investigation with Partner &
Asset Protection.

High Line Item Voids
The line item void key has a legitimate use: to delete incorrectly rung items or correct a transaction when
a customer changes their mind. Excessive line voids may be a training issue or a sign of theft.
When actual sales are voided, dishonest partners often place the amount of the voided sale in the
register, giving the transaction the appearance of a typical sale.This creates an overage that can be
discovered with a strategic till audit.
•

Example: A partner accepts the money, voids out the item purchased and takes the cash.

Low Transaction Amounts
Transactions that total less than $1.10 US are usually legitimate (when they are fairly consistent among
partners in similar day parts).If a partner begins showing an exceptional trend that is different from other
partners, and there are no other mitigating factors, this could be a sign of theft.
•

Example: A partner, knowing the cost of most items purchased, asks the customer for the
correct amount and then rings in a small value item to open the drawer to deposit the cash
or make change. The partner tracks (see “Tracking Signs Outside Register”) the cash total
and takes it from the till.

Like fraudulent Line Voids, improper sales less than a dollar will lower a partner’s total sales and average
ticket.

Partner Beverages
Partners are entitled to free beverages during their shift. All partner beverages must be rung in the POS
by another partner using the partner’s number from their Partner Card. Stores and partners should have
consistent numbers of these Partner Beverages. A significant increase in partner beverages may be a sign
of theft.
•

Example: A dishonest partner may use the partner beverage key when a customer makes a
purchase. If the customer is purchasing more than one item (coffee and pastry) the drawer
will open but the beverage will not be recorded as a sale. The dishonest partner will take
the cash.

Refill Key
A significant increase in the number of refill transactions, with no other mitigating factors, could be a sign
of theft.
•

Example: The partner rings in a refill instead of the legitimate customer order. The cash
drawer will open to deposit the cash or make change. The partner will take the cash.

Frequent Cash Shortages or Overages
Frequent or significant overages or shortages could be a sign of theft. Overages/shortages may also
occur when dropping bills into the wrong drop box or making change, but the over/short amount would
be offset by the other till drops in these situations.
•

Example: Overages/shortages can occur when a dishonest partner is stealing and cannot
keep track of the exact amount they intend to take from their till drawer.

©2016 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

Published April 2016

58

240
Store Operations

Manual

Excessive Refunds
Refunds are a normal part of doing business. Individual stores and partners will establish a fairly
consistent refund pattern.
A significant increase in cash, debit card or credit card refunds, with incomplete information, may be a
sign of theft.
•

Example: A dishonest partner may frequently create cash, debit card or credit card refunds
using false or incomplete “customer” information. The partner then takes the cash or credits
their personal debit card or credit card with the refund amount.

Cash in Wrong Place in the Register Drawer
When coins or currency are in the wrong slot in the register, or under the till drawer, it may be a sign of
theft.
•

Example: If a partner is stealing using one of the above methods they may place all the stolen
cash in a separate slot in order to keep track. Coins of different values together in particular
location could be a sign of tracking the “stolen” cash. The partner may have a system of
assigning a dollar value to each coin (e.g., penny = dollar, nickel = five dollars etc.)

Tracking Signs Outside the Register
A partner who is stealing may keep track of the “stolen” cash using a variety of items that would not
normally seem out of place.
•

Example: Partners may use a calculator, paper clips, coins or even coffee beans on the till ledge,
an improper coin slot, as a way of keeping track of “stolen” cash (e.g. pennies in the nickel cup,
a piece of paper with marks on it, ink slashes on their hands, etc.). These items would be
somewhat arranged near their work area at the register.

Blocking the Register Window
If the customer readout window of the register is normally unobstructed but is covered by something
whenever a partner is on the till may be a sign of theft.
The partner may be using any of the aforementioned POS manipulation methods and does not want the
customer to see what is actually being rung into the register.
Printed receipts lying around the register could be printed out to keep track of sales that have been
voided or used to conduct V-Trans or Returns later.

Comparative Sales
If comparative sales (comp sales) are decreasing for no apparent reason or are inconsistent daily, it may
indicate that one or more partners are stealing.

Earned Labor
If a store feels understaffed for the flow of customers or the customer count is dropping but the store
seems busy, it may be a sign of theft.
•

Example: If one or more partners are not ringing in sales then the ALS system is not creating
labor hours for the transactions generated. The result is lower ideal labor based on fraudulently
low sales.

Pastry Variance
High pastry cost of goods sold (COGS), combined with low markouts could be a sign of partner theft
(consumption) or not being rung in. Unusually high markouts may be an indication that markouts being
rung through the register to cover up theft.
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Average Ticket
Low or unexplained fluctuations in average ticket may be a sign of theft, especially when measured
against comparable store sales from previous days or weeks in the recent past.
•

Example: Partners ringing in items of small value, refills and/or modifiers instead of the actual
purchase will reduce the average ticket.

Cash Management Reports
The Deposit Activity Report and the 28 Day Cash Over/Short Trending Report provide the means to track
cash over/shorts by drawer assignment and by partner.
These reports are critical tools that will support store management in reviewing cash over/shorts and
following up appropriately when cash is mishandled or missing. These reports, when used in conjunction with
the Cash Management Log, provide a record of cash movement.
Starbucks measures cash loss as a percentage of cash sales. Cash loss should not exceed 1% of total cash
sales. That means if your weekly cash sales are $20,000 then your cash loss should not exceed $20 total per
week.

Deposit Activity Report
This report shows cash over/shorts by register assignment for each day of the week. The report is archived
weekly for 25 weeks and has a 2-day lag time in reporting.
Under each register assignment are listed the names of each partner who rang on the register that day, for
each day of the week.
Each drawer over/short is the variance between the Total Cash Sales (as recorded by the POS) of a Drawer +/the Actual Cash manually counted for that drawer during the deposit process by the cash controller.

Total Drawer Over/Short
The Total Drawer over/short is the variance between the Total Cash Sales (as recorded by the POS) of a
business day +/- the Actual Cash manually counted and entered into the BOPC for all Drawers during the
deposit process for that business day.
Drawer over/shorts of $5 or more require a documented coaching conversation if the drawer is assigned to
more than one partner. Miss-dropped and mishandled funds should also be addressed as they are cash
handling issues.

Deposit Count Over/Short
The Deposit Count over/short is variance between the Total Drawer count (the total combined $ amount from
each drop bag as it was entered into the Back Office PC (BOPC) by the cash controller preparing the deposit)
+/- Total Cash Sales (as recorded by the POS) of a business day.
The Total Deposit count is the amount the cash controller manually enters into the BOPC prior to accepting
the deposit. This amount includes any adjustments that have been made to the final deposit amount.
•

Example: if $1 must be removed from the final deposit amount to balance out the safe that is short $1 or
if $2 is found behind a drop box and needs to be added to the final deposit amount.

An adjustment may also need to be made if the cash controller incorrectly counted an individual till drop bag.
•

Example: a till drop bag contains $387.52; however the cash controller miss-counts the funds by -$1and
enters $386.52 into the BOPC. When counting the total cash amount to be deposited, the final deposit
amount is over by +$1. Therefore, the Total Deposit count entered by the cash controller prior to
accepting the deposit must be adjusted to account for the +$1.
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Variance
The Variance line on this report is calculated by Total Drawer Over/Short +/- the Deposit Count Over/Short. If
all till drops bags have been counted and entered correctly into the BOPC and if all counting adjustments to
the final deposit amount are correct, the Variance should be 0 (zero).
If the Total Drawer Over/Short and Deposit Count Over/Short do have a Variance +/- more then 0 (zero)
follow up with the cash controller who prepared the deposit and inquire on the reason of the Variance.

Total Drawer Deposit
The Total Drawer Deposit is the combined total cash of all till drop bags as entered by the cash controller.

Final Adjusted Deposit
The Final Adjusted Deposit amount is the deposit amount accepted by the cash controller preparing the
deposit and which will be transported to the bank. This amount includes any adjustment made to the deposit
by the cash controller prior to the final accepting of the deposit.

28 Day Cash Over/Short Trending Report
This report displays cash over/short activity for the previous 28 days. It is intended to aid the store manager
in easily identifying partners most frequently associated with drawer over/shorts.
Note: There is a 2-day delay in reporting. For example, if today’s date is 05/04/15, results would be
available through 05/02/15.
Each time a partner is associated with a drawer overage or shortage exceeding $5, they will appear on the
report.
The over/shorts displayed on this report are the drawer over/shorts which is why partners who worked on the
same drawer will have the same over/short variance on a specific day.
•

Example: On 04/05 Joe Java and Betty Barista each show a shortage of -$20.24. This means that both Joe
and Betty were on Drawer 1 Top and had a combined drawer shortage of -$20.24.

The report is sorted with the partner associated with the greatest overall (28 day combined) negative
variance at the top.
The Count column indicates the number of times the partner has been associated with a drawer over/short (in
excess of $5) in the past 28 days.
This report should be used in conjunction with the Deposit Activity Report which provides more detailed data.

Total Drawer Over/Short
The Total Drawer over/short is the variance between Total Cash Sales of a business day +/- the Actual Cash
manually counted for all Drawers during the deposit process for that business day.
Note: The Total Drawer Over/Short includes ALL drawer over/shorts for that business day, not just the
drawer over/short exceeding $5 (+/-) that is listed in this report.
The Total Drawer Over/Short will match the corresponding day’s Total Drawer Over/Short from the Deposit
Activity Report.

Deposit Count Over/Short
The Deposit Count over/short is the variance between the Total Drawer count (the total combined $ amount
from each drop bag as it was entered into the BOPC by the cash controller preparing the deposit) +/- Total
Cash Sales (as recorded by the POS) of a business day.
The Total Deposit Count is the amount the cash controller manually enters into the BOPC prior to accepting
the deposit.
This amount includes any adjustments that have been made to the final deposit amount.
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•

Example: $1 must be removed from the final deposit amount to balance out the safe that is short $1 or if
$2 is found behind a drop box and needs to be added to the final deposit amount. An adjustment may
also need to be made if the cash controller incorrectly counted an individual till drop bag.

The Deposit Count Over/Short will match the corresponding day’s Deposit Count Over/Short from the
Deposit Activity Report.

Managing Cash in Your Store
Store managers must remain focused on actively managing cash in their store to prevent cash handling issues
and/or cash loss. Store managers should review the Cash Management Log and any applicable reports daily
and take action immediately when cash handling issues or cash loss occurs.
Anytime a drawer is over or short by $5 or more, documented coaching and/or corrective action is required.
•

Review which partners were on a drawer with the over/short.

•

If only one partner has been assigned to a till in a day, the cash variance is an individual over/short and
should be addressed appropriately through corrective action.

•

Inform each partner that they were associated with an over/short and investigate issues that may have
caused it. Misdropped funds are cash handling issues and should be coached appropriately.

•

Plan a strategic till audit on each partner within three days of the occurrence to see if any trends emerge.

Inventory Management at Starbucks
Successful Inventory Management at Starbucks is having the right product in the right place, time and
quantity to drive sales and improve margin. The Inventory Cycle is anchored by store organization using the
5S principles, and consists of Order, Receive, Sell and AnaIyze.

Inventory Management System
We refer to our inventory management system as IMS. This is the key system we use at Starbucks to manage
our inventory activities including ordering, receiving, and analysis.

IMS Access
Partners (shift supervisors and above) can access IMS through the Partner Hub. For detailed information on
using IMS, please refer to the Inventory Management and IMS User Guide

IMS Message Board
Contains critical information impacting your inventory activities. This should be viewed on each shift by the
manager on duty.

Store Attributes
Critical store specific information that informs order and delivery activities including: general store details,
store schedule, store order delivery schedule and program details. This information is maintained by the
district manager.

Organize
An organized store is foundational to fulfilling Our Customer Commitment. It creates the conditions for
accuracy and reduces effort as products flow from our backroom to our customers’ hands.
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5S
Definition
The workplace organization method utilized by all partners to create and maintain order within all
workstations and storage areas.
Sort

Separate needed from unneeded items - discard what is not needed.

Set in Order Arrange necessary items in a simple manner, in sequence of use.
Shine

Clean the work area, equipment and tools. Ensure they are clean, safe and ready.

Standardize Document the result of the first 3 steps so that all partners can easily understand and maintain
the plan for organization.
Sustain

Maintain organization by checking against the plan and improving as needed.

Location Decision Tree
A decision logic tree is used during the first two steps of 5S.

Schematic
A diagram defining where (and in what quantity) products are placed on a shelf or other storage area.
Schematics are established by the store manager and used by all partners. Schematic templates are available
on the Partner Hub.

Station Layout
A diagram recommending where products are placed within a workstation. Station Layouts are available on
the Partner Hub.

Starbucks Inventory Model
A system established by the store manager and used by all partners to achieve the goal of right product, in
the right place, time and quantity.
The inventory model separates inventory into three types:
Point of Use (POU) Stock– In-use product required to fill customer orders for one hour of peak business.
Separate POU quantities are established for any station where a product is used.
Front Stock – Product located within a station and used to replenish depleted Point of Use Stock. Front Stock
quantity is equal to one hour of peak business.
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Back Stock – Remaining inventory quantity required to fill customer orders. Kept in a single location.

Replenishment Signals
A physical cue indicating what, where and how many of a product needs to be replenished. Established by the
store manager for any product that needs to be replenished from Back Stock. Partners place signals in an
established location when moving from POU to Front Stock, signaling Customer Support to replenish Front
Stock.

Signal Box
Establishes a visible location for partners to communicate replenishment signals for POU/Front Stock to
Customer Support

First in First Out (FIFO)
A method of stock rotation in which goods that are received first, are sold first. Newly received product is
stocked behind older merchandise.

Store Organization Requirements
The following are minimum requirements to maintain regulatory compliance, quality and safety.
•
•
•
•
•
•
•
•
•
•
•
•

All products are at least 6 inches/15.24 cm off the floor
Electrical panels are not blocked and have 3 foot/0.91 meter clearance in front
Aisles have clearance of 3 feet/0.91 meters
18 inches/0.46 meters of clearance between products and sprinkler heads
Entrances and exits are not blocked (even partially)
Stationary shelving is not placed over access panels to grease traps
Wall mounted shelving is mounted at least 96 inches/2.44 meters above the floor
Thermostats, alarm panels, light switches, fire alarm pulls and emergency shut off valves are not
blocked
Legally required posted documents are not blocked
Chemicals are stored on the rolling chemical rack away from all food and beverage ingredients
Heavy items are kept in their case pack, are not stored more than 45 inches/1.14 meters off the floor
and are not stacked more than three high on a shelf
Products in walk-in refrigerators/freezers are elevated off the floor for air flow and cleanliness

Store Organization Guidelines
Starbucks expectations for maintaining store organization:
•
•
•
•
•
•
•
•
•
•

Product size and quantity, pars and clearance requirements are considered when setting shelving
(use a tape measure prior to setting)
Dedicated flexible space is established to support product storage during seasonal peaks, for prepromotional shipments, and/or high retail merchandise volumes
Lunch totes, warming trays and parfaits are placed above or beside dairy.
All stock points and storage are established according to the Starbucks Inventory Model
Back Stock location is established with consideration for frequency of use
A single Back Stock location is established for all items
Applicable items are stored in cases to prevent damage
Handled bags are stored on the sides of shelving using a ‘Hang All’ clip
All shelves are labeled with product name and par
RTD products are accessible and stored securely
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Delivery Readiness
Delivery readiness is the store condition of being ready to receive a delivery from a service provider enabling
better quality service.

Delivery Readiness Requirements
In addition to basic store organization guidelines:
•
•
•
•
•
•
•

Pathway to delivery drop zone is clear of obstruction with at least three feet/0.91 meters to deliver
orders.
All FOH refrigerators are stocked.
No more than a small amount of safety stock remains in BOH refrigerator/freezers; remaining
product is consolidated to one side according to the schematic
All unopened dairy has been counted (FOH/BOH)
In fresh delivery markets warming station refrigerator is empty. Excess product from the warming
fridge is day dotted and stored in the BOH refrigerator.
Trays, totes and crates are stacked neatly near – not blocking - the front door at closing. Items are
not left outside.
A designated drop off location (6 foot-by-6 foot/1.83 meter-by-1.83 meter area) is established and is
accessible. When a location is not identified/available, service providers will deliver order to the FOH
area is least disruptive to customer traffic.

Order
Types of Orders
There are 4 types of orders for items in IMS:
5.

Suggested Orders (Basic & Advanced) - Order quantity specific to a single store, based on the
projected need for that item.

6.

Store Orders - Store initiated for items that are not included on a suggested order. This ordering
method is for items needed less frequently, for example, a bar steaming pitcher, aprons, cleaning
supplies. Store Orders are built using a feature called the Shopping List.

7.

Autoship Order - Orders created and sent to support promotional activities and not adjustable by
store partners.

8.

Auto replenishment Order - Orders placed on behalf of a store and not adjustable by store partners.

Suggested Order Quantity (SOQ)
SOQ is a system-generated order quantity specific to a single store, based on the forecasted need for that
item.
•

Basic SOQs are calculated using a forecast based on 5 weeks of order history, the preceding delivery,
order frequency, and quantity on order.

•

Advanced SOQs are calculated using a forecast based on actual sales information, inventory on-hand,
order frequency, and quantity on order. This SOQ includes safety stock.

Pars
Pars are set based on the ‘order up to’ amount of an item required to meet demand for a given period, such as
a day or a week.
Calculate pars using the following formula:
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Daily Item Usage x Cycle Lead Time x Safety Stock % = Par
•

Daily Item Usage: the amount of a product that is used daily. Determine prior to setting pars

•

Cycle Lead Time: Amount of days from ordering to receiving + days between deliveries

•

Safety Stock: An amount of inventory (15%) – additional to anticipated usage - to protect against
variability in demand.

Order and Delivery Schedule (ODS)
The days and dates of upcoming orders that will be placed or received in store. Four weeks of ODS
information can be found on the order page in IMS – changes to the ODS can be found on the IMS home
page.

Item Lookup
A feature to look up item details (i.e. item description, shelf life, pack size, on hand quantities) using various
search criteria, such as item numbers and descriptions.

Other Supplies
Information for supplies not orderable through IMS is available on the Partner Hub or by contacting your
district manager.

Receive
Order Delivery Window
The time of day during which stores should plan for an order to arrive.

Receiving Inventory
Upon delivery, inventory is moved into its Back Stock location.
Store partners will ensure:
•

The refrigerator/freezer is prepared to receive the upcoming delivery (including being prepared for FIFO)

•

The appropriate standards and procedures for receiving a delivery are followed

Attended Deliveries
Deliveries made during store hours. Milk, RTD and chilled food will be delivered into the refrigerator. The
driver will not place frozen delivered products into the freezer. Partners ensure frozen product is moved into
the freezer immediately.

Dark Deliveries
Deliveries made after store hours or within 30 minutes of the store closing. The driver will place the order into
the refrigerator/freezer.

Receiving Orders and Transfers in IMS
Shift Supervisors and above receive store orders and transfers from other stores in IMS. There are three ways
to receive an order or transfer.
•

Detailed Confirm is physically verifying an order against the shipped quantities on the receipt.

•

Receive All is a one-step method of receiving an order in full without looking at the details.

•

System Forced will automatically receive your arrived order quantities and add them to your item onhand quantities at the cut-off time on the expected receipt date.
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Forced Manual Receive
District managers can use this setting in IMS to target specific inventory gaps. When activated, a store must
use Detailed Confirm all receipts.

Escalations
The store should contact their dedicated LSR with all pertinent information regarding product or delivery
concern. LSR contact information can be found under the Order tab in IMS. For unresolved issues or
questions, DMs and above may contact the LSR or LSR Manager.

Store Access & Closures
Store manager maintains vendor access by completing any lock changes through the Facilities Contact
Center, and following alarm system programming guidelines. The store manager contacts LSR in the case of
store closure to avoid unnecessary deliveries.

Sell
Ringing & POS Accuracy
Each item sold is rung through the POS accurately. Each time a sale is recorded the related items are
decremented from inventory. For example – selling a tall mocha records as a sale and also removes mocha,
2% milk, heavy whipping cream, vanilla and espresso from inventory. POS accuracy impacts revenue,
inventory, pars, and SOQs in IMS.

Food Availability
Activity supported by all partners – leveraging the pull to thaw tools and pars - to ensure we have all food
items available for sale from open to close. Includes a morning and afternoon food pull. Partners check and
pull as needed to support spikes in demand.

Transfers
Transfers are completed in IMS and used to send or receive items between stores. Transfers in will increase
item on-hand quantities and cost. Transfers out will decrease on-hand quantities and cost. Transfers impact
inventory, pars, and SOQs in IMS.

Returns
Customer Returns
•

Initiated by customers returning items through the POS.

•

Customer returns add items back into store inventory and increases on-hand quantities.

Mass Returns
•

Initiated by the Starbucks Support Center (SSC), and are only created in unique circumstances.

•

Will be displayed in the Action Required section of the Home Page in the Inventory Management
System.

•

Will decrease item on-hand quantities.

•

Supporting communication with any special instructions regarding Mass Returns will arrive to the
store via standard communication procedures.
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Mark-outs
Mark-ins and markouts add/subtract inventory to/from store’s item on-hand quantities.
The following spreadsheet includes a list of departments, some examples of items within the departments,
and the mark-in/markout reason codes assigned to them.

Department
(with example items)
Beverage Components
• Vanilla Syrup
• Dairy

Mark-in/Markout Reason
Code
• Loan to Licensee
• Donated
• Past Date
• Damaged/Unsellable
• Store Use

Department
(with example items)
Blended Beverage
• Frappuccino Roast
Soluble Coffee
• Coffee Frappuccino
Syrup Base

Mark-in/Markout Reason
Code
• Loan to Licensee
• Donated
• Past Date
• Damaged/Unsellable
• Store Use

Ready to Drink

•
•
•
•
•

Donated
Past Date
Damaged/Unsellable
Store Use
Sampled

Retail Tea
• Tins
• Boxes

•
•
•
•
•
•

Donated
Past Date
Damaged/Unsellable
Store Use
Sampled
Gift Pack Breakdown

Packaged Food
• Gum
• Mints
• Madeleine Cookies

•
•
•
•
•

Donated
Past Date
Damaged/Unsellable
Sampled
Gift Pack Breakdown

Gift Pack
• Coffee & Mug
• Chocolate & Coffee

•
•
•
•
•

Donated
Past Date
Damaged/Unsellable
Sampled
Gift Pack Breakdown

Brewing
• Verismo
• French Press

•
•
•
•
•

Loan to Licensee
Donated
Past Date
Damaged/Unsellable
Store Use

Serveware
• Mugs
• Tumblers

•
•
•
•

Donated
Damaged/Unsellable
Store Use
Gift Pack Breakdown

Roasted Coffee
• Espresso Roast Bar
• Espresso Roast Retail

•
•
•
•

Donated
Damaged/Unsellable
Store Use
Gift Pack Breakdown

Entertainment
• CDs
• Books

•
•
•
•

Donated
Damaged/Unsellable
Store Use
Gift Pack Breakdown

Soluble
• VIA
• K-cups
• Verismo pods

•
•
•
•
•
•

Donated
Past Date
Damaged/Unsellable
Store Use
Sampled
Gift Pack Breakdown

Alcohol
• Wine
• Beer

•
•
•
•

Sampled
Past Date
Damaged/Unsellable
Store Use
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Mark-in/Mark-Out Reason Codes
Code

Description

Example

Sampled

Item has been shared with customers.

A pound of coffee will be used to brew coffee
presses for a coffee tasting for customers. You
will complete a mark-out for one pound of coffee
with Sampled as the reason code.

Damaged/
Unsellable

Item has been damaged in-store or
returned unsellable by a customer.
Includes items marked-in or markedout due to product alerts.

A broken mug was returned by a customer. You
will do a Mark-out of one unit with
“Damaged/Unsellable” as the reason code.

Store Use

Item is used for training or other instore use.

A coffee press is taken off the shelf and will be
used to make coffee for coffee tastings. You will
do a Mark-out of one unit with “Store Use” as the
reason code.
Your store was running low on milk, so milk was
purchased from the grocery store to ensure you
have enough until the next delivery arrives. You
will do a Mark-in with “Store Use” as the reason
code. The mark-in will move the dairy from your
mark-outs to adding it into inventory.

Donated

Item has been donated to support
approved local events.

The local library has asked for a donation of a gift
basket, two pounds of Whole Bean coffee are
donated for the basket. Complete a mark-out
with “Donated” as the reason code. This reason
code is only used for fresh items donated to an
organization.

Past Date

Item has passed its recommended
shelf life.

A Chocolate Bar has reached its pull date. You
will do a Mark-out of one unit with “Past Date” as
the reason code.
Outside U.S./Canada only: At the end of the
day, all the expired food items need to be
marked out. You will do a mark-out for all
expired items with ‘Past Date’ as the reason
code. Applies to markets that perform food
mark-outs.

Gift Pack
Breakdown

A seasonal gift pack has reached the
end of the season, and now needs to
be opened to sell its components
separately.

A Christmas Gift Pack should not be on the floor
on December 26th. The product manager will
issue a mass mark-out of the gift pack, followed
by a mass mark-in of its sellable components.

Loan to
Licensee

A Licensed Store requests product
from a company-owned store. You
complete a mark-out using this reason
code. (Store to store transfers cannot
be completed between a company
and licensed store.)

A local Licensed Store calls because they are out
of Vanilla Syrup. You have plenty, so you markout one bottle using the Loan to Licensee reason
code. The Licensed store receives their order of
vanilla syrup. They return the bottle of vanilla
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syrup to your store. You will do a mark-in of one
bottle with ‘Loan to Licensee’ as the reason code.

Food Donations
Some food items are eligible for donation depending on market specific guidelines. Please reference the
Food Donation section of the Store Operations resource manual for more detail.

Item Availability – Mobile Order & Pay
Within the Mobile Order & Pay, on- hand inventory is updated once a day at 12am. The update reflects onhand items as well as the items scheduled for delivery that day. Whole Bean, Clover and Cold Brew are not
linked to item on hand and can only be managed through Item Availability on the POS. Partners adjust Item
Availability as needed on the POS. This information will display on the MO&P menu for customers as soon as
you update it.

Item Availability by Category
Food Items:
•

Item availability is refreshed once a day at 12am based on item on-hand quantity.

Whole Bean and Clover:
•

Item availability is based on what is entered at the POS only.

•

Whole Bean does NOT refresh automatically each night.

•

When you receive additional stock of Whole Bean, it must be “turned on” at the POS in Item Availability.

•

It is critical that 5lb bags of Whole Bean are not turned on/off. These are only displayed in Item
Availability because they are linked to the Whole Bean category.

Cold Brew:
•

Item availability is based on what is entered at the POS only.

•

It is not linked to on-hand inventory.

•

Cold Brew will automatically turn back on every night at 12am.

Other Supplies (items used but not sold)
Supplies are required for store operations but are not decremented through POS sales also impact store
margin. Examples include cups, lids, cleaning supplies and office supplies. The total cost of these items are
charged to the store upon receipt.

Analyze
Analysis helps interpret the results of your business. Detailed examination will help inform next steps and
problem solving activities leading to continuous improvement.

Visual Indicators
Visual indicators of your inventory performance may include an empty food case, product in excess of
available shelving, or full back of house refrigeration prior to delivery.
Store Walk Thru is used to help identify indicators.

Food Management Tool (FMT)
The FMT is an automated planning worksheet in IMS that allows the store manager to build and
communicate a weekly food plan.
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•

The Thaw Sheet (Pull to Thaw on the store device) - informs partners of the daily pull quantities for
frozen items.

•

The Fresh Sheet - used to validate the suggested order quantities for fresh items.

Inventory Counts
An inventory count is process used to reconcile actual on hand inventory with the on hand values in IMS.
Inaccurate inventory counts cause store inventory information to be over or under stated.
•

Count results are available the day after they are complete.

•

Store Managers review the results for accuracy.

•

This also enables accurate Advanced SOQs

Only items which have been received in IMS should be included in inventory counts.
•

All inventory counts must reflect end of day quantities and be approved after close of business.

•

For stores open late or 24 hour stores, the counts must be approved by 1 a.m. local time.

For details completing inventory counts on the store device, see the IMS Inventory Count App – Quick Start
Guide on the Partner Hub.

Types Of Inventory Counts
•

Food and dairy counts - completed the evening prior to placing an order.

•

Department counts - completed each week.

•

Expanded Department counts - completed the first and second month of each fiscal quarter.

•

Full counts - completed during the last fiscal month of each quarter.

•

Ad-hoc counts - completed to correct the on-hand quantities based on inventory error.
Note: Only one inventory count can be submitted for an item per day.

Item on-hand Visibility Report
Used to research inventory discrepancies.
•

Look up as many as 10 items at a time across departments and see up to seven weeks of transactions
including receipts, sales, mark-ins/mark-outs, transfers, returns and count adjustments.

•

View item Beginning on Hand (BOH) and the Ending on Hand (EOH) balances.

Note: Item on-hand information is not available for beverage ingredients and is listed as N/A

Delivery Readiness Reports
Store and district managers receive notification when a store is not properly prepared for a delivery, which
negatively impacts the Cost of Goods Sold on the P&L.
Examples are, having a dairy backhaul or items left out due to insufficient freezer/refrigerator space. View the
Inventory page on the Partner Hub for additional content.
Field leaders also receive a monthly delivery readiness report that shares the financial impact to cost of goods
sold for the prior month by district, area and Region.

Limited Time Offerings (LTO) Reports
Shared weekly with field leadership, this brings visibility to store on hands for LTO beverage components and
critical items. Use this report to help balance inventory across the portfolio and address inventory
opportunities.
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Waste Reporting in Decision Center
Found under the Product tab in Decision Center, this data is stated as a dollar amount of annualized missed
profit or Total Contribution (TC).
Use the to find quick hits for improving margin. The information is available week to date but will only be
accurate following an inventory count.

Profit and Loss Statement (P&L)
The P&L is a report card of performance for the prior month. The P&L is used in conjunction with the Monthly
Expense Detail to research variances to trend in Cost of Goods Sold and supplies.
•

Lower charges may indicate an insufficient inventory level to meet customer demand.

•

Higher charges indicate overstock of product on hand.

P&L’s are reviewed each month to track improvements in inventory management.

Starbucks Evenings
Store partners play a critical role in ensuring the Starbucks Evenings experience operates in a way that is safe,
legally compliant and enjoyable for customers.

Hiring
Following proper Retail Hourly Hiring (RHH) procedures will ensure that partners who are legally able to work
in a Starbucks that serves alcohol are hired. Specific questions regarding these requirements should be
directed to the district manager or partner resource manager.

Onboarding
Store Managers in Evenings stores must conduct the initial onboarding for any new partner (including
transferred partners), including a review of the Starbucks Serving Alcohol Responsibly policies and procedures.

Training
All partners must complete jurisdictional training. This training is available in MyLearning; however, some
states do not recognize online training as meeting jurisdictional requirements. For stores serving alcohol in
those states, directions for scheduling in-person training will be provided by the district manager.
Online Training
•

Partners should be scheduled as “Training Time” to complete all online training.

•

The cost of alcohol server permits is covered by MyLearning.

In-Person Training
•

Partners should be scheduled Training Time to complete all jurisdictional training.

•

The cost of training and the alcohol server permit should be paid with the P-Card or via Paid Out.

Documentation
Store Managers must ensure partner files are up to date and include signed copies of the Starbucks Serving
Alcohol Responsibly policies and procedures and the jurisdictionally required alcohol serving permits and
proof of training completion.
Alcohol Serving Permits
•

Alcohol serving permits (per jurisdictional requirements) are required for every partner working in a
store that serves alcohol.
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•

Current, valid alcohol serving permits must be kept in the partner files and available in the store at all
times for every partner scheduled to work.

•

In some jurisdictions, partners will be required to keep their alcohol serving permits on their person.

Scheduling
Only partners with valid alcohol serving permits on file may be scheduled to work in a store serving alcohol,
regardless of the daypart the partner is scheduled. This includes borrowed partners; transferred partners;
newly hired partners and existing partners whose permits have expired. Store Managers must remove any
partners without valid permits from the schedule until the permit is obtained or renewed.

Serving Alcohol
There are very strict laws that control the sale of alcohol. In order to protect Starbucks and each partner
working in a store that serves alcohol, it is critical that the following standards are followed with every
transaction in which a customer purchases alcohol.

Customer Identification
•

Partners are required to check customer identification for any customer who appears to be under the
age of 40 and wishes to purchase alcohol.

•

Identification must be checked before any alcohol is poured.

•

Identification must be checked when a customer makes any alcohol purchase, regardless of whether
or not:

•

•

o

The customer is a regular.

o

The partner has knowledge of the customer’s age.

o

The partner personally knows the individual as friend or family member.

o

The store is busy.

The only approved forms of identification that may be accepted to verify a customer’s age are:
o

A valid state Driver’s License or state Identification card

o

A U.S. Military Identification Card

o

An official Passport issued by any nation

If a customer presents a form of identification not on the list, the partner should:
o

•

Explain Starbucks strict policy on accepted forms of identification to minimize risk and
ensure the safety and wellbeing of Starbucks customers and the community.

If a customer indicates that a purchased alcoholic beverage is for another individual, the partner
must check the identification for both customers.

Do not complete the sale or provide alcohol in any manner to a customer who is below the legal age for
alcohol purchase, refuses or is unable to provide the required identification or who appears to be visibly
intoxicated or otherwise under the influence of alcohol.

Last Call
•

“Last call” is 30 minutes prior to the store closing.

•

Partners should adhere to local requirements for times of day when alcohol may be served.

•

Partners may only serve alcohol during the store’s hour of service. Alcohol must not be served before
posted hours or after “last call”.
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Policy Violations
Failure to follow the alcohol-serving standards and procedures may result in corrective action, including the
loss of scheduled shifts and/or discipline up to and including separation from employment. It is important
that Store Managers immediately contact the Partner Resources Support Center and the district manager to
determine next steps when any policy violation occurs.
In the event of a jurisdictional violation that results in a citation, immediately call the district manager to
determine next steps. The citation may include penalties such as fines, additional training, additional
postings or loss of liquor license.
District managers should contact the Regional Director and media relations immediately in the event of a
citation.

Recordkeeping
Documentation can minimize Starbucks liability in the event of an incident, even when details are needed
years after it occurs. In addition, documentation ensures legal compliance with policies and procedures.

Daily Records Book
Cash Controllers must make a daily record in the Daily Notes section of the DRB summarizing the
day’s activity related to the sale and service of alcohol.
•

For routine shifts, the Cash Controller should make a summary note that the day’s alcohol sales
and service was without incident. This can be accomplished by stating “EOD – Nothing
Significant Occurred”.

•

In addition, any other store partners may make a note about any potentially concerning
situations or incidents involving the sale or service of alcohol.

•

Additional situations that could be documented may be:
o

Refusing service to a customer for any reason

o

A visit from the local liquor control board, regardless of outcome

o

A noteworthy sale

o

Calling a customer a cab

Incident Report Forms
Incidents also requiring Incident Report Forms may include:
•

Refusing alcohol service to a minor or an intoxicated customer

•

Refusing false identification

•

Disorderly conduct by any customer

•

Any situation that results in calling police to the store

Documented details on the Incident Report Form must include:
•

Date and time

•

Names of barista(s), shift supervisor or manager involved

•

Names of customers and/or partners who witnessed an incident

•

Physical descriptions of any intoxicated customers

•

Complete customer contact information in case it is necessary to contact the customer in the
future.
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Alcohol Inventory Management
Alcohol storage should be kept locked and the keys should be kept with the cash controller keys. Cash
controller keys are handed from cash controller to cash controller at the change of shifts; stay secured in
the safe overnight and are not shared with others. (Additional standards for cash controller keys are
contained in the Safety and Security Manual.)

Receiving Wine and Beer
•

Stores must accurately check in all wine and beer items as they arrive.

•

A partner must meet with the delivery person to confirm the packing list matches the items
delivered. If an item has been damaged or is not the correct product, inform the delivery person of
the problem and notate the issue on the packing list:
o

Defective – if a bottle is broken

o

Quality Assurance - any other issue

•

Follow standard inventory receiving processes in IMS, which include approving the receipt to
properly add the items into Inventory.

•

Product must be moved to locked storage within 1 hour of delivery.

•

Contact the LSR with any ordering or receiving questions.

Weekly Inventory
Wine and beer is included in the Weekly Department count. Each brand of wine and beer will have its
own item number. Include any bottles of wine or beer that are used for display purposes in the inventory
count. Open bottles should not be counted.

Transfers
Due to legal restrictions, wine and beer cannot be transferred under any circumstances. Transferring
product may result in corrective action up to and including termination.

Drive Thru
Drive Thru Mission
Create a consistent personal connection, deliver high quality hand-crafted beverages and anticipate customer
needs by continuously improving store operations and leveraging technology that differentiates the Drive
Thru experience.
Our customers have told us that they expect a great beverage made the way they ordered it, in the time they
feel is right, and with a personal connection.

Drive Thru Operating Standards
•

There should be no suggestive selling during peak because extensive research has shown that Drive Thru
customers know what they want and will not respond to suggestive selling.

•

Work in Routine because this ensures a consistent customer experience each and every day.

•

Window Open When Customer Present to enable a personal connection between the partner and the
customer.

•

Utilize the Drive Thru Timers because The Drive Thru Timers provide insight into where bottlenecks exist
or where customer service may be improved.
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Drive Thru Zone Strategy
By breaking the Drive Thru up in to five unique zones, we are able to:
•

Influence customer purchase behavior through marketing tactics rather than suggestive selling thus
increasing ticket and transaction throughput.

•

Focus efforts on operational and technological improvements within each zone.

PAY
ZONE

WAIT ZONE
ORDER
ZONE

EXIT ZONE

ENTRY ZONE

Entry Zone
•

A defined Entry Zone serves as an invitation to the Customer; provides awareness of the Drive
Thru location and Reinforces the Starbucks Brand.

•

For the customer, the Store should be easily identified as a Drive Thru from the Street and
there should be clear direction of where to go. The Drive Thru entry zone should be clean and
inviting.

Order Zone
•

An Order Zone that is clean, in good repair and set to Siren’s Eye standards will increase speed
of service; increase transactions and increase Average Ticket.

•

Using DT Routines will make it easier to be a customer and a partner in the Drive Thru.

•

The A-Frame signage that is brief and eye-catching does the suggestive selling.

Wait Zone
•

The Wait Zone is a reflection of the store and it should be clean and inviting.

Pay/Pick-Up Zone
•

Ensuring that an order is ready when the customer arrives at the window is how we meet Drive
Thru customers’ needs.

•

Create small Moments of Connection with every customer.

•

Follow Siren’s Eye to ensure the area is clean and uncluttered.

Exit Zone
•

There should be clear signage instructing the customer how to exit.
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•

There should not be any trashcans in the Drive Thru lane.

In-Store Zone
•

Proper staffing and schedule and adherence to in store Roles and Routines ensures a consistent
drive thru experience for each and every customer.

Drive Thru Equipment Standards
To ensure a consistent experience for both partners and customers in Drive Thru stores, each Starbucks Drive
Thru location should have the following equipment:
•

Expeditor Till (POS)
o

Should be used during peak when a DTO and DTR partner are working together.

o The DTO can focus on the customer at the speaker post and the DTR can focus on the customer
at the window.
o During non-peak periods, the Expeditor Till may not be necessary based on the current play.
•

Drive Thru Timer
o

Should be used to measure overall Drive Thru performance.

o The Problem Solving Flowchart on the Learning Card for ASM/SM should be used to make
improvements
•

Cup Labeler and Expeditor Monitor
o All transactions should be entered through the POS to ensure they are displayed on the
monitors correctly.
o

•

•

The “Bump Bar” should be used to remove order from the screen after ever transaction.

Mobile Payment Scanner
o

Used to scan Starbucks card loaded on to mobile phones presented as payment at the window.

o

Partners should never hold the customer’s phone.

o

The scanner should be replaced on its charger after each use.

Minimum of six working headsets.
o Headsets should be available for all partners who need them based on the store’s deployment
standards.

Drive Thru Station Layout
•

•

Staging Area
o

Staging orders in the order which they were received will ensure all products are provided to
the

o

Use the 4-cup carry tray for multiple beverages.

Brewed Coffee
o Brewed coffee availability during peak reduces motion for the partner and can support speed of
service for the customer.

•

Food Availability
o Stocking top sellers in the Drive Thru can reduce motion and can support speed of service for the
customer.

•

Refrigerator Set-Up
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o Top selling RTD&E items in the drive thru refrigerator reduces motion and can support speed of
service for the customer.
•

Retail Products
o Frequently requested items can be stored in the Drive Thru area to reduce motion and support
speed of service.

•

Communication Tools
o A white board for tracking Peak records as well as any stock outs can improve Drive Thru
efficiency and store inventory management.
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Store Management Scheduling Principles
Starbucks labour philosophy:
Labour is a strategic investment we make to deliver an engaging experience for our partners,
world-class service for our customers and financial benefits for our shareholders.
Scheduling is a critical component in Managing our Labour Investment. A proper schedule enables us
to balance the needs of our partners and business, and create Uplifting Experiences for our Customers.
Store Managers and Managers-in-Training
1. Each store manager and manager-in-training should be scheduled on the three busiest days
each week. This includes working a minimum of 4 weekend days each month depending on
business needs. During the busiest days, the store manager should work during peak hours.
2. Store managers and managers-in-training should expect to work a minimum of 1 open and 1
close per month with the remaining shifts covering a range of other day parts. Consider how to
ensure you work the busiest days while also understanding the business at all times of day and
days of week.
3. It is the responsibility of the store manager to ensure that he/she works with every partner
within a one month time period to connect with each partner and be able to accurately assess
their skill level.
4. The store manager and manager-in-training should not both be scheduled off on the same
weekend/busiest days. When the store manager is scheduled off, then the MIT (or top
performing shift if no MIT) should be scheduled during peak hours.
5. The store manager is required to work on Monday to process payroll and ensure our partners are
accurately paid. Exceptions would be meetings, vacations and unusual circumstances.
6. Stores with both a manager and manager-in-training should ensure there is management
coverage every day. If the store manager and manager-in-training work the same day, their
shifts should be opposite allowing time for strategic overlap to review communication,
development, etc.
7. The store manager must complete 1 on 1’s with each member of the management team weekly.
8. The store manager is required to work to complete the scheduled monthly department
counts.
Shift Supervisors – the shift complement goal for each district is 1.5. See your district manager as this
target may vary by store.
1. Shift supervisors must be able to work a minimum of 24 hours per week, and be available to
work 150%+ of targeted hours, as required by the needs of the business and as per optimal
scheduling guidelines.
Canada – October 2014
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2. If the store manager and manager-in-training work the same day, their shifts should be
opposite, allowing time for strategic overlap to review communication, development, etc.
3. Shift supervisors should be scheduled opposite store manager and manager-in-training shifts
allowing time for strategic overlap to review communication and development.
Training – only the following events should be punched unless otherwise communicated. Refer to the
Training Labour Guide and training plans for specific hours available.
Training
 New hourly partner Barista Basic hours.
 Shift supervisor training hours.
 Barista Trainer time for Barista Basics.
MIT
 Manager-in-training completing their in-place learning journey
 Store managers with managers-in-training are allowed debrief time for each module
Overtime - the Canadian standard is that overtime is only used in emergency situations and needs to be
approved by the district manager. Although we want to create uplifting experiences for our customers,
we also need to ensure financial benefits for our shareholders.



Any overtime must have DM approval in advance. DMs need to submit rationale to RDs.
Scheduling for statutory holidays should be reviewed to minimize the total average wage for
that day by:
o A salaried manager working the statutory holiday.
o Matching wage, against skill set and mix of partners needed to accommodate the sales
volume of a statutory holiday. For example if your store is slow on a statutory holiday
use this as an opportunity for your newer partners to develop.

Scheduling – schedules should be posted at least 10 days in advance. Therefore on Thursdays, there
should be 3 schedules posted (current week, following week, week after that).


Be sure to check your provincial legislative requirements for minimum consecutive hours free
from work per day and per week. Watch for the hours between a Sunday close and Monday
open, as ALS will not capture this when building the schedule.

District Manager Roles & Responsibilities:





Each district manager is accountable to ensure understanding and adherence to the scheduling
principles through consistent follow up and coaching. Unless there is a reasonable business
case, these principles are expected to be followed in all stores.
Utilize Decision Centre Labour Metrics report to review and coach for continual improvement
Coach store manager to proactively identify opportunities to seasonally adjust operating hours
that balance the needs of our customers and business.
Refer to Staffing and Scheduling tools on the store portal for more information.
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MANAGEMENT LABOUR EXPECTATIONS
In order to best meet the needs of our partners, customers and business, here is a
summary of expectations around labour management, specifically guidelines on
scheduling and training. Having a well-deployed, supervisory presence in every store at
all times is very important to developing our future leaders, delivering service that
delights our customers all of the time and growing our business.
Store management is accountable for ensuring compliance with these guidelines.
Unless there is a reasonable business case, the following guidelines are expected to be
followed in all stores.
Ask yourself: “If I owned this business when would I be working, with whom and why?”
Store Managers and Assistant Managers
1. Each manager (store and assistant) should expect to work a minimum of 4 weekend
days each month. This may be greater if weekends are your busiest days and
adapting to seasonal needs.
The primary question is: “When should I be scheduled to maximize my expertise
to the business/partner/customer needs?”
2. The store manager is required to work on Monday to process payroll. Paying our
partners is the primary responsibility of our store managers. The exception would
be meetings, vacations and unusual circumstances.
3. In a store with more than 1 manager, there must be 7 day a week management
coverage with the expectation that on days where both the store manager and
assistant manager are working that their shifts be opposite, although allowing for
some strategic crossover for desired communication and development. If the SM is
scheduled off then the ASM or top performing shift should be scheduled during the
busiest day part. The SM and the ASM should not be scheduled off on the same
weekend. The SM must also complete 1 on 1’s with each member of the shift and
ASM team weekly.
The primary question is: “How do I schedule so that as many store hours as
possible have management coverage while allowing for the development and
communication within the management team?”
4. Store managers and assistant managers need to work a minimum of 4 opens and 4
closes per month with the remaining shifts covering a range of other day parts. In a
store that does the highest volume on weekends the SM should be scheduled to

265

work the mid shift to allow for the best coverage during the busiest part of the day.
The primary question is: “How do I ensure I am working the busiest day parts,
while at the same time understanding the customer/traffic opportunities at all
times of the day and days of the week?”
5. It is the responsibility of the store manager to ensure that he/she works with every
partner within a one month time period so that the manager knows each partner
and can accurately assess their skill level.
The primary question is: “How do I schedule so that I am able to develop and
connect with all partners in my store?”
6. Store managers need to be scheduled to complete the scheduled cycle counts, coffee
counts and department inventories.
Shift Supervisors
1. S/S must be able to work a minimum of 24 hours per week, and be available for a
minimum of 36 hours per week, as required by the needs of the business and as per
optimal scheduling guidelines.
2. S/S should not be scheduled at the same time as a store manager or assistant
manager except for the overlap required to accomplish the appropriate
communication and professional development.
Training
The following events, only, should be punched to training hours:
New hourly partner Barista 100 training hours
Shift supervisor 100 training hours
Barista/ shift supervisors time as a learning coach for Barista 100.
ASMs completing their 8 month in-place learning journey (charged to Manager in
Training/MIT)
SMs with an ASM completing in-place training are allowed debrief time for each
module charged to Manager in Training/MIT. Please refer to the ASM training
plan for specific hours available.
SM time while attending SM200 workshops (charged to Manager in Training/MIT)
SM time while completing Future Leaders (formerly SM300 program). Specific hours
available as per program outline are charged to Manager in Training/MIT.
Overtime
The Canadian standard is that overtime is only used in emergency situations and needs
to be approved by your district manager. Although we want to ensure we are creating
enthusiastically satisfied customers, we also want to do it in the most affordable
manner. Therefore:
Any overtime must have DM approval in advance. DM’s need to submit rationale to
RDs.
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Scheduling for holiday overtime (STAT holidays) should be reviewed to minimize the
total average wage for that day by:
o When possible, a salaried manager, working the STAT day.
o Matching wage, against skill set and mix of partners needed to
accommodate the sales volume of a STAT holiday (i.e. if your store is slow
on a STAT holiday using this as an opportunity for your newer partners to
develop).
Thank you for your focus on continuing to develop leaders and business professionals in
our stores. The schedule is the foundation that creates the experience for both our
partners and our customers. There should be continual conversation on how we
balance creating a great work environment for our partners while maximizing business
opportunities and delivering those service experiences (magic moments) that will
deliver enthusiastically satisfied customers, all of the time.
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Trevor Hopman

Friday September 29, 2017
Mican Buynak
District Manager
Starbucks Coﬀee Canada
Mican,
Please accept this letter as a formal notification of my resignation of the position of Store
Manager eﬀective Sunday, October 15th, 2017.
I am thankful for the opportunities that Starbucks has provided me.
Sincerely,
Trevor Hopman

269

This is Exhibit “I” referred to in the
Affidavit of Trevor Hopman, affirmed this
4 t h day of February, 2021, in accordance
with O. Reg 431/20, Administering Oath
or Declaration Remotely.

______________________________________
A Commissioner for taking Affidavits etc.
(or as may be) (pursuant to O. Reg 431/20)

270

Proposed Common Issues:
Statutory Claim and Breach of Contract
1. Are the Class Members exempt from overtime pay for work beyond 44 hours per week
by operation of s. 4 of O. Reg. 285/01 as “a person whose work is supervisory or
managerial in character and who may perform non-supervisory or non-managerial tasks
on an irregular or exceptional basis”?
2. If the answer to (1) is “no”, do the minimum requirements of the ESA with regard to
overtime pay form express or implied terms of the contracts with the Class Members?
3. If the answer to (1) is “no”, does the Defendant owe contractual duties and/or a duty of
good faith to:
a. Ensure that the Class Members’ hours of work were monitored and accurately
recorded?
b. Properly classify and advise Class Members of their entitlement to overtime pay
for hours worked in excess of 44 hours per week which the employer required or
permitted?
c. Ensure that the Class Members were compensated with overtime pay for their
hours worked in excess of 44 hours per week which the employer required or
permitted?
4. Did the Defendant breach any of its contractual duties and/or a duty of good faith? If so,
how?
5. If the answer to (1) is “no”, did the Defendant fail to pay the Class Members overtime
pay as required by the ESA?
Negligence
6. Alternatively, did the Defendant owe a duty of care to the Class Members to:
a. Ensure that Class Members are properly classified as entitled to overtime;
b. Advise Class Members of their entitlement to overtime pay;
c. Ensure that the Class Members hours of work are monitored and accurately
recorded; and
d. Ensure that Class Members are appropriately compensated with overtime pay.
7. Did the Defendants breach any of the duties of care found to exist above? If so, how?
Unjust Enrichment
8. Were the Defendants unjustly enriched by failing to compensate Class Members with
overtime pay owed to them in accordance with the ESA?
Aggregate Damages
9. If the Defendants breached the ESA, its contracts with Class Members, its duties of good
faith or duties of care owed to the Class Members, or was unjustly enriched, should
damages be assessed on an aggregate basis? If so, in what amount?
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Punitive Damages
10. Are the Class Members entitled to an award of aggravated, exemplary, or punitive
damages based on the Defendants’ conduct? If so, in what amount?
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TREVOR HOPMAN V. STARBUCKS COFFEE CANADA, INC.

LITIGATION PLAN

Part 1: Overview
Class Counsel
1. Pursuant to section 5(1)(e)(ii), the purpose of this litigation plan is to set out the
Representative Plaintiff’s proposed methodology for advancing this class proceeding
from certification through a determination of any residual individual issues. This plan is
subject to the approval of the Class Action Case Management Judge and is subject to
revision as this action may require.
2. The Representative Plaintiff, Trevor Hopman, has retained the law firm Goldblatt
Partners LLP (“GP” or “Class Counsel”) to act on his behalf and on behalf of the Class in
this action.
3. Class Counsel has the expertise and experience necessary to advance this litigation on
behalf of the Class as well as the financial resources necessary to fund the significant
disbursements and other costs that may be incurred in the course of this proceeding.
Class Definition & Class Size
4. As of the date of this litigation plan, the proposed Class Definition is as follows:
All current and former employees of Starbucks Coffee Canada Inc. who held
the position of Store Manager at Starbucks-operated stores in Ontario from
October 1, 2014 to the date of certification, excluding any period(s) where the
current or former employee was employed as a “dual manager” (managing
more than one store simultaneously).
Clarity note: the proposed Class excludes those individuals who were
employed at licensed stores.
5. The Representative Plaintiff’s best estimate is that there are approximately 2000 Class
Members who fit within the proposed Class Definition. It may be necessary to adjust the
Class Definition depending on the evidence that emerges through the certification
process. The Class Definition is subject to the approval of the Class Action Case
Management Judge.
Communications with Class Members
6. Court ordered notices will be published as set out below.
7. Current information on the status of this action is or will be posted on the website
1
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https://starbuckscanadaclassaction.com/ and on GP’s website. The websites will be
updated regularly and will include copies of court orders, notifications and other
information relating to the action.
8. Class Counsel has established a database of all individuals who have registered on the
website so that periodic updates can be provided to Class Members via e-mail as to the
progress of the action where appropriate.
9. Class Counsel has prosecuted a number of class proceedings, including in employment
law, that consist of many thousands of class members. Class Counsel will apply that
experience to the within proceeding.
Part 2: Notice of Certification – Section 17 of the CPA & Court Ordered Notices
10. The following proposal (the “Notice Program”) applies to the notice of certification under
section 17 of the Class Proceedings Act, 1992, S.O. 1992, c. 6. (the “CPA”). Throughout
the course of this proceeding, additional notices under sections 19 or 20 of the CPA may
be required.
11. The Representative Plaintiff proposes that the Notice of Certification be distributed in
accordance with the following Notice Program:
a. the Representative Plaintiff posting the Notice on the website
https://starbuckscanadaclassaction.com/ and goldblattpartners.com;

at:

b. the Representative Plaintiff emailing the Notice to all individuals who have
registered through https://starbuckscanadaclassaction.com/;
c. the Defendant mailing the Notice to all class members at their last known
addresses;
d. the Defendant emailing the Notice to all current employees who fall within the
Class Definition;
e. the Defendant posting the Notice on any internal employee relations or similar
website;
f. the Defendant posting the Notice at any the staff bulletin boards or another
conspicuous places in locations where Class Members work.
Opting-Out
12. The Representative Plaintiff proposes that the Class Members be given 60 days from the
date of the first publication of the notices to opt-out of this proceeding. Class Members
can deliver a written notice of an intention to opt-out to Class Counsel by mail, email or
facsimile.

2
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Part 3: Common Issues
13. The Representative Plaintiff proposes common issues as attached to the Affidavit of
Trevor Hopman in the Representative Plaintiff’s Certification Motion Record.
Part 4: Determination of the Common Issues – Pleadings & Discovery
Pleadings
14. As set out below in the “Proposed Timetable” section below, the Representative Plaintiff
will ask the Court to fix a date for the delivery of pleadings.
Discovery
15. Class Counsel will work with counsel for the Defendant to develop a reasonable and
proportional Discovery Plan for the determination of the Common Issues. If Counsel are
unable to agree on a Discovery Plan, the Representative Plaintiff will ask that one be
imposed by the Class Action Case Management Judge.
16. The determination of the common issues in this action will be dealt with in accordance
with the Rules of Civil Procedure, R.R.O. 1990, Reg. 194, and will proceed through the
of pleadings, documentary discovery, examinations for discovery, mediation and trial.
Affidavits of Documents
17. If the parties cannot agree between themselves, the Representative Plaintiff will ask the
Court to fix a date for the delivery of affidavits of documents and the production of
documents.
Examinations for Discovery
18. If the parties cannot agree between themselves, the Representative Plaintiff will ask the
court to fix dates for the examinations for discovery. The Representative Plaintiff may
seek an order from the class action management judge extending the permitted length of
examinations under the Rules.
Experts
19. The Representative Plaintiff anticipates calling the following types of experts at the
common issues trial where necessary:
a. Surveying expert and statistician: The Representative Plaintiff proposes to adduce
expert evidence from one or more surveying and statistical experts about any
sampling and statistical model(s) which may be utilized for assessing damages.
b. Such other expert evidence as the Representative Plaintiff considers necessary in
accordance with the Rules, with notification to be provided as with the Rules or as
the Case Management or Common Issues Judge may direct.
3
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Part 5: Determination of the Common Issues – Trial & Possible Motion for Summary
Judgment
20. Pursuant to section 12 of the CPA, the Common Issues Trial Judge has considerable
discretion to make any order he or she considers fair and appropriate to ensure an
expeditious determination of the common issues. In light of the foregoing and in the
interests of judicial economy, the Representative Plaintiff may propose a number of
procedures to expedite the resolution of the common issues on behalf of the Class.
21. The Representative Plaintiff may consider a motion under Rule 20 for summary judgment
or partial summary judgment on some or all of the common issues.
Part 6: Aggregate Assessment of Damages
22. Pursuant to section 24 of the CPA, only the Common Issues Trial Judge may determine
whether any aggregate award of damages may be made. It may be possible for the
Common Issues Trial Judge to determine the quantum of liability to the Class based on
the evidence available from the Defendant or other records. It may be appropriate for
experts to analyze and interpret these records in order to determine the value of unpaid
time in the event the records do not accurately reflect the unpaid time.
23. The Representative Plaintiff anticipates that the Defendant is in possession of records
which may directly or indirectly assist the determination of the issues raised in this
action. Notwithstanding the Defendant’s legal obligation to maintain such records, if the
Defendant’s records are inaccurate or incomplete, it may be necessary to conduct the type
of expert analysis set out above.
24. Given the nature of this action, it may be possible to determine the quantum of damages
for some or all of the Class Members on an aggregate basis under section 24 of the CPA.
In particular, if it is not possible or economically feasible to determine individual Class
Member entitlements, section 24(2) of the CPA may be applied to determine the average
amount of unpaid hours and/or unpaid overtime owed to Class Members. Where
appropriate, statistical evidence contemplated by section 23 of the CPA can be used to
assist in the determination of the quantum of general damages.
25. If the Trial Judge determines that it is not appropriate to assess an aggregate award of
general damages, a stream-lined process for the determination of individual damages
could be established, as described in detail below.
Aggregate Assessment of Punitive Damages
26. It may be possible to assess the quantum of punitive damages (if awarded by the
Common Issues Judge) on an aggregate basis under section 24 of the CPA. Individual
assessments of such damages are likely not appropriate under section 25. A single
aggregate or global assessment under section 24 for punitive damages would better
ensure that such an award was appropriate to punish the Defendant and deter any such
future conduct.
4
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Distribution of Aggregate Damage Award
27. The Representative Plaintiff proposes that any aggregate damages award and award of
punitive damages plus prejudgment interest can be placed in a fund for the Class.
28. For a class proceeding of this nature, an administrator should be appointed by the Court
to oversee any plan of distribution.
29. The Representative Plaintiff proposes that a plan for distribution could take a number of
forms, examples of which follow:
a. A distribution could be based on attributing the average weekly unpaid overtime
hours to all Class Members and calculating individual payments on the basis of
employment tenure and hourly rate (calculated based on their annual salary and
44 hours per week). Monies could then be paid out of the award fund to a claims
administrator in trust to be distributed to the Class.
i.

Class Members seeking more than the average distribution would apply
to the Administrator to have their claims considered;

ii.

any appeal by a Class Member from a denial by the Administrator of the
Class Member’s claim would be referred to a Referee;

iii.

any appeal from the Referee’s decision would be made to the Common
Issues Trial Judge;

iv.

it may be necessary to establish a reserve in order to accommodate any
claims by Class Members for distributions in excess of the average, in
accordance with the individual assessment methodologies set out above;
and,

v.

the Representative Plaintiff may lead expert evidence to determine the
appropriate quantum of said fund following the determination of the
common issues.

b. In the alternative, a distribution plan could be based on the Class Members
submitting proof-of-claims forms (in a form approved by the Court). The
completed forms could be reviewed by an administrator with the authority to
make distributions from the fund. Denials or disputed claims could be referred to
a Court appointed referee or some other efficient claims resolution mechanism
could be utilized. Any appeal from the referee’s decision would be made to the
Common Issues Judge.
30. In the event that claims to the fund exceed the net quantum of the fund, a claims
administrator could distribute the award fund to Class Members on a pro rata basis
according each Class Member’s entitlement as a percentage of the total of all Class
Members’ entitlements. If claims are less than the net damages fund, cy-pres distribution
could be considered among other distribution options, as considered fair and reasonable
5
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by the Court.
31. The foregoing is only meant to serve as a guide. A distribution mechanism will be
informed by the nature of the case on its merits and is a matter for the Common Issues
Trial Judge to consider. The parties may also agree to certain aspects of a plan of
distribution.
Part 7: Determination of Non-Common & Residual Individual Issues
32. Following a determination of the common issues at trial (or summary judgment), it may
be necessary to establish procedures to resolve any non-common issues (that is, issues
applicable to groups of class members) and residual individual issues, which may
include, but are not limited to, the entitlement of an individual Class Member to a
damage award and the quantum of that award.
33. The Representative Plaintiff proposes that following the determination of the common
issues in favour of the Class, any such non-common and residual individual issues be
resolved in the most efficient and cost-effective manner available. Non-common issues
may be determined on a motion to the Common Issue Judge.
34. In order to resolve residual individual issues, the Representative Plaintiff may request
that the Common Issues Judge appoint, as per section 25(1)(b) of the CPA, one or more
Referees to conduct a reference under the Rules of Civil Procedure and report back to the
Court in order to resolve any individual issues.
35. At such a reference, the Representative Plaintiff proposes to adopt the summary trial
provisions as set out in Rule 76 of the Rules of Civil Procedure in order to place any
necessary evidence before the Court. Any evidence required by the Referee would be
tendered via affidavit from the Class Member. In the interests of efficiency, crossexamination may be limited, as directed by the Common Issues Trial Judge.
36. In any event, the Common Issues Trial Judge will be in the best position to determine the
most efficient and cost-effective manner to resolve any residual individual issues. The
foregoing proposal is meant only to serve as a guide.
Part 8: Proposed Timetable
37. Following the hearing of the Certification Motion, and in the event this proceeding is
certified as a class proceeding, the Representative Plaintiff will ask the Case Management
Judge to set the following timetable (with any necessary modifications) for the remaining
steps in this action:
#

Step

Due Date

1.

Publication of Certification Notice
(“Notice of Certification”)

Date of the decision to certify
(“Certification Date”) + 60
Days

6
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2.

Delivery of the Statement of Defence

Certification Date + 30 days

3.

Opt-Out Deadline

60 days from the
commencement of the opt-out
period

4.

Exchange of Affidavits of Documents

Certification Date + 4 Months

5.

Completion of Examinations for
Discovery

Certification Date + 8 Months

7.

Completion of motions arising from the Certification Date + 12 months
discovery process, if any

8.

Set down for trial of the common
issues

Certification Date + 15 Months

Part 9: Motions
38. Motions arising from the discovery process may be required. Other procedural motions
may arise as the case develops.
Part 10: Settlement & ADR
39. The Representative Plaintiff may serve an offer to settle.
40. If it appears in the interests of the Class, the Representative Plaintiff may conduct
settlement negotiations with the Defendant from time to time.
41. If it appears in the interests of the Class, the Representative Plaintiff may participate in
mediation, or other alternative dispute resolution procedure, in order to narrow the issues
and canvass the possibility of settlement on some or all of the issues in the proceeding.
These discussions may precede or follow the Representative Plaintiff’s certification
motion.
Part 11: Funding
42. The Representative Plaintiff’s legal fees are to be paid on a contingency basis, as
provided for by the CPA.
43. The Representative Plaintiff is making an application for funding to the Class
Proceedings Fund.

7
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Starbucks Canada store managers fight for overtime pay
with $50-million class action
By Sara Mojtehedzadeh Work and Wealth Reporter
Wed., Aug. 12, 2020

 3 min. read

Despite sometimes working up to 80 hours a week, Starbucks Canada store managers are systematically excluded from overtime pay
due to an “unlawful” company policy that mischaracterizes their job, a new class action alleges.
The proposed class action seeks $50 million in damages for store managers who the suit claims are victims of long-standing
“systemic misclassification” that unfairly exempts them from overtime pay.
In a statement to the Star, a Starbucks spokesperson said the company would respond to the class action’s allegations “as
appropriate in the course of litigation.”
“At Starbucks, we pride ourselves on being a great place for our partners to work,” the statement said. “We have a long legacy of
progressive and responsible employment that rewards partners for their contributions, adds to a great work environment and
promotes a shared responsibility for individual and company success.”
The suit, filed earlier this week, must now be certified by the courts to proceed as a class action.
Under Ontario law, employees are entitled to time-and-a-half pay after a 44-hour work week, but supervisors are not — so long as
they only do non-managerial tasks on an “irregular or exceptional basis.”
This is the exemption that Starbucks relied on to disqualify its store managers from claiming overtime, according to the suit.
But Josh Mandryk, a lawyer at Toronto-based Goldblatt Partners which is leading the class action, said store managers regularly do
the same work as baristas and other employees — entitling them to the same overtime protections under the law.
“If you drink coffee from Starbucks then chances are you’ve been cashed out and had your drinks made by a store manager,” said
Mandryk.
While store managers are allotted 12 hours a week to perform supervisory tasks like scheduling and payroll, the class action says
they are also required by Starbucks to work on the shop floor preparing food and drinks, serving customers, washing dishes and
cleaning at least three days a week.
Trevor Hopman is the suit’s representative plaintiff, and worked as a store manager at three downtown Toronto Starbucks between
2010 and 2017. While he was scheduled to work 40 hours a week, the suit alleges he routinely worked between 50 and 80 hours
weekly — performing the same tasks as baristas on top of his managerial duties.
But Starbucks “failed or refused to provide him compensation as required,” the statement of claim says.
“Although all other store employees ‘clocked-in’ and ‘clocked-out’ for all hours worked, Hopman, as the store manager, was not
permitted by the defendant to do so,” the suit says.
Regular Starbucks employees are entitled to overtime pay but it is company policy to schedule them so their hours rarely exceed
provincial overtime thresholds, according to the class action.
https://www.thestar.com/business/2020/08/12/starbucks-canada-store-managers-fight-for-overtime-pay-with-50-million-class-action.html
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By contrast, Hopman regularly worked “additional coverage hours when employees called in sick, quit while still on the schedule,
showed up late, or no-showed for their shifts,” sometimes working 12- to 18-hour days, the statement of claim adds.
According to the class action, company policy dictates that store managers perform their non-managerial tasks on their location’s
busiest days at peak hours.
Hopman said he worked “extremely hard and long hours,” usually performing the same barista duties as other employees — making
him a “working manager” entitled to overtime.
But the suit says Starbucks has failed to adequately monitor and record store managers’ hours, “dissuaded” them from reporting
hours worked beyond their scheduled shifts, and effectively prevented them from “claiming or obtaining compensation for their
unpaid hours worked.”
Hopman said he decided to take on the lawsuit to ensure other store managers are “fairly compensated for all of their hours of
work.”
Starbucks has 1,000 outlets in Canada, according to the statement of claim. The proposed class action would cover all store
managers who work or have worked at Canadian outlets from 2014 onward.
The statement of claim says Starbucks “flagrantly breached” its duty of good faith to store managers “to increase its profits” at their
expense.
Geetha Philipupillai, co-counsel at Goldblatt Partners, called misclassification of working managers to exempt them from overtime
pay a “systemic problem in the retail industry.”
“We hope this class action sends a strong message to retail employers about the importance of properly classifying their working
managers as entitled to overtime pay.”

Sara Mojtehedzadeh is a Toronto-based reporter covering work and wealth for the Star. Follow her on Twitter:
@saramojtehedz

Read more about: Starbucks
More from The Star & Partners
Copyright owned or licensed by Toronto Star Newspapers Limited. All rights reserved. Republication or distribution of this content is expressly prohibited without the prior written consent of Toronto
Star Newspapers Limited and/or its licensors. To order copies of Toronto Star articles, please go to: www.TorontoStarReprints.com
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supervisory or non-managerial tasks on an irregular
or exceptional basis.”
This exemption does not apply to “working
managers” who perform the same non-exempt job
duties as the individuals they supervise, according
to the Starbucks manager misclassifcation class
action lawsuit. These working managers are
allegedly entitled to overtime for the hours they
work in excess of 44 hours per week, jus like the
employees they supervise.
According to the Starbucks class action lawsuit,
there is only one sore manager assigned to a
particular Starbucks location. The sore manager
reports to a disrict manager who monitors and
supervises approximately 10 Starbucks sores.
“It is acknowledged that the Store Manager role
includes the performance of supervisory and
managerial duties,” the Starbucks manager
misclassifcation class action lawsuit sates. “The
supervisory and managerial duties of Store
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Managers include hiring sore employees, creating
the weekly schedule, processing payroll, monitoring
and maintaining inventory, attending meetings with
their Disrict Manager, and conducting one-on-one
performance management meetings with sore
employees.”
However, Starbucks policy requires the sore
managers “on a regular and non-exceptional basis”
to perform the same duties as employees who are
classifed as non-exempt from overtime.
Plaintif Trevor Hopman of Toronto says he worked
as a Starbucks sore manager from 2010 through
2017. He says he worked between 50 and 80 hours
per week, and would frequently work from the time
the sore opened until after it closed, resulting in his
working 12 to 18 hour shifts.
Starbucks was allegedly aware that Trevor worked
signifcantly longer hours than the 40 hours he was
assigned to work, but continued to encourage him to
work overtime hours without providing overtime
pay. He claims he is owed “tens of thousands of
dollars in unpaid overtime,” accrued interes and
vacation pay for the hours he worked in excess of
44 hours per week.
Trevor
says in
the
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schedules are based on sandard scheduling policies
by Starbucks, and that they are regularly required to
work “coverage hours” of at leas 26 hours per
week.
“During their regularly scheduled coverage hours,
Class Members are required to perform, and do
perform, non-supervisory and non-managerial
duties and tasks alongside the individuals they
supervise,” Trevor says in the Starbucks manager
misclassifcation class action lawsuit. These duties
reportedly include opening and closing tasks,
preparing food and drinks, washing dishes, taking
cusomer orders, processing transactions, cleaning,
resocking, and other daily tasks.
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Unlike the individuals they supervise, who are
contractually entitled to overtime pay, sore
managers are considered by Starbucks to be exempt
from overtime.
In October 2014, Starbucks reportedly issued Store
Management Scheduling Principles that required
sore managers to work coverage hours during the
busies days and peak times during the day. In
addition, they are regularly required to work
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additional hours and shifts to complete the
necessary tasks and duties, and are on call in the
event of an emergency at the sore.
These Starbucks scheduling principles essentially
prohibit sore managers from scheduling employees
such that they would work overtime, except in an
emergency situation. Insead, the sore managers
mus cover any additional shifts.
“As a result, the Defendant induces, requires,
permits or sufers Class Members to work overtime
hours,” Trevor says.
However, Starbucks reportedly fails to monitor or
record the actual hours worked by sore managers.
Although all other Starbucks employees are
required to clock in and clock out at the beginning
and end of their shifts, sore managers are allegedly
prohibited from doing so.
Trevor alleges that Starbucks “exerts sysemic,
pervasive pressure” on sore managers to work more
than 44 hours per week. If they fail to work these
excess hours as required to complete their
employment responsibilities, the Starbucks manager
misclassifcation class action lawsuit alleges that the
sore managers risk negative performance reviews,
discipline or even termination.
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Starbucks Class Action Lawsuit Claims Systemic Misclassification of Store Managers | Top Class Actions Canada

292

Trevor fled the Starbucks sore manager
misclassifcation class action lawsuit on behalf of
himself and a proposed Class of current and former
Starbucks Cofee Canada employees who held the
position of Store Manager at Ontario Starbucks
sores since Oct. 1, 2014.
The Starbucks class action seeks $50 million in
general damages for Class Members.
What do you think about the Starbucks manager
misclassifcation class action lawsuit? Should sore
managers be paid overtime? Tell us your thoughts
in the comment section below!
Trevor is represented by Charles Sinclair, Chrisine
Davies, Joshua Mandryk, and Geetha Philipupillai
of Goldblatt Partners LLP.
The Starbucks Manager Misclassifcation Class
Action Lawsuit is Trevor Hopman v. Starbucks
Cofee Canada Inc., Case No. CV-20-0064526500CP, in the Ontario Superior Court of Jusice,
Canada.

Read More Lawsuit & Settlement News:
Canada AE Hospitality Class Action Says
Catering Employees Misclassifed
Amazon Accused of Failing to Pay Delivery
Drivers Minimum Wage
Long-Term Disability Lawyer | Insurance Claim
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Starbucks Canada Facing $50Million Class Action
By Kostuch Media Ltd. - August 12, 2020

TORONTO — A new $50-million class action alleges Starbucks Canada
store managers are being excluded from receiving overtime pay, despite
often working up to 80 hours a week.
The proposed class action, led by Toronto-based Goldblatt Partners, has
been commenced on behalf of all current and former employees of
Starbucks Coffee Canada Inc. who held the position of store manager at
Starbucks-operated stores in Ontario from Oct. 1, 2014 to the date of
certification.
The statement of claim alleges, among other items, that Starbucks store
managers in the province of Ontario are “working managers” who are
entitled to overtime pursuant to Ontario’s Employment Standards Act,
2000 (ESA). It claims Starbucks violated the ESA and its contracts of
employment with its store managers by misclassifying them as persons
who are not entitled to overtime under the ESA and for failing to pay
them overtime pay in accordance with the ESA.
In a statement to The Toronto Star, a Starbucks spokesperson said the
company would respond to the class action’s allegations “as appropriate
in the course of litigation.”

https://www.foodserviceandhospitality.com/starbucks-canada-facing-50-million-class-act... 15/01/2021
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“At Starbucks, we pride ourselves on being a great place for our partners
to work,” the statement said. “We have a long legacy of progressive and
responsible employment that rewards partners for their contributions,
adds to a great work environment and promotes a shared responsibility
for individual and company success.”
The suit, filed earlier this week, must now be certified by the courts to
proceed as a class action.
Under Ontario law, employees are entitled to time-and-a-half pay after a
44-hour work week, but supervisors are not — as long as they only do
non-managerial tasks on an “irregular or exceptional basis.”
This is the exemption that Starbucks allegedly relied on to disqualify its
store managers from claiming overtime, according to the suit.

Kostuch Media Ltd.
Kostuch Media covers the dynamic and ever-evolving hospitality industry
by delivering a diverse array of media products for today’s sophisticated
marketers. Our magazines deliver extensive signature reports and awardwinning editorial, reflecting a continued commitment to provide the
foodservice and hospitality industry with in-depth, quality reporting.

https://www.foodserviceandhospitality.com/starbucks-canada-facing-50-million-class-act... 15/01/2021
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Starbucks could face $50-million class action
Store managers claim they are owed overtime pay

A proposed class action says Starbucks Canada violated employment standards regulations.

By Staff
Aug 12, 2020 / Share

Starbucks Coffee Canada could be facing a $50-million classaction lawsuit filed on behalf of current and former employees.
It’s alleged that store managers in Ontario are “working managers”
who are entitled to overtime according to the province’s
Employment Standards Act (ESA), according to Goldblatt Partners,
which is leading the class action.
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The statement of claim states that the company violated the act by:
classifying the employees as exempt from overtime pay; not
advising them of their entitlement to overtime pay for hours
worked in excess of 44 hours per week; failing to ensure that
employees’ hours of work were monitored and accurately recorded;
failing to implement and maintain an effective, reasonable and
accurate class-wide system or procedure recording all hours
worked by the employees and ensuring they were appropriately
compensated; and requiring or permitting the employees to work
overtime hours but failing to compensate them as required for
hours worked in excess of the overtime threshold.
The plaintiff is Trevor Hopman who was employed as a store
manager at Starbucks in Toronto from 2010 to 2017.
The misclassification of working managers to exempt them from
overtime pay is a “systemic problem in the retail industry,” says
Geetha Philipupillai, co-counsel at Goldblatt Partners in speaking to
the Star.
“We hope this class action sends a strong message to retail
employers about the importance of properly classifying their
working managers as entitled to overtime pay.”

Latest stories
Five legal questions on employee travel in a pandemic
New pay transparency rules now in effect
How should parents be accommodated?

Free newsletter
The Canadian HR Newswire is a FREE weekly newsletter that keeps
you up to date on news, opinion and analysis about the field of human
resources. Please enter email address below to subscribe.
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Former Starbucks manager leads Canadian class action suit
seeking compensation for unpaid overtime
Trevor Hopman was a manager at the chain from 2010 until 2017
The Canadian Press · Posted: Aug 12, 2020 11:36 AM ET | Last Updated: August 12

A former store manager is the lead plaintiff in a class action suit against Starbucks trying to get reimbursed for
years of unpaid overtime. (Maggie MacPherson/CBC)

A former Starbucks Canada employee is suing the company for unpaid overtime for himself
and other store managers.
https://www.cbc.ca/news/business/starbucks-overtime-lawsuit-1.5683348
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Trevor Hopman is the lead plaintiff in a proposed class action that claims Starbucks was wrong
to class store managers as exempt from overtime pay for work in excess of 44 hours per week.
Hopman worked for Starbucks in Toronto from 2010 through 2017 and is making the claim on
behalf of all current and former managers at Starbucks-owned stores in Ontario from Oct. 1,
2014 or later.
The suit, ﬁled Aug. 7 by Toronto-based Goldblatt Partners, asks the court to declare that
Starbucks violated Ontario's Employment Standards Act.
The claim, which requires court certiﬁcation to proceed as a class action, seeks $50 million in
general damages and $10 million in punitive damages — although it leaves the amounts to the
court's discretion.
A Starbucks representative says the company is aware of the suit and will respond to its
allegations in the course of litigation.
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Court File No.: CV-00645265-00CP
ONTARIO
SUPERIOR COURT OF JUSTICE
BETWEEN:
TREVOR HOPMAN
Plaintiff
- and -

STARBUCKS COFFEE CANADA, INC.
Defendant
PROCEEDING UNDER THE CLASS PROCEEDING ACT, 1992
AFFIDAVIT OF LOUISA APPLETON
(Affirmed February 2, 2020)
I, Louisa Appleton, of the City of Toronto, Province of Ontario, DO SOLEMNLY
AFFIRM:
1.

I am a former employee of the defendant, Starbucks Coffee Canada, Inc. (“Starbucks”

or the “Company”) and therefore I have direct knowledge of the matters to which I depose in
this affidavit. Where the information in this affidavit is not based on my direct knowledge, but
is based upon information and belief from other sources, I have stated the source of that
information and I believe that information to be true.
History of my employment with Starbucks
2.

I worked for Starbucks at seven different locations in Toronto and Ottawa, Ontario

from November 2000 to November 2016.

-2-

3.

I began my employment with Starbucks as a Barista at a location in Runnymede

Theatre in Toronto. When that location shut down in 2002, the staff were transferred to the
Runnymede and Bloor location. I worked there until 2005, when I moved to Ottawa. In
Ottawa, I worked at the following locations: Metcalfe & Slater, Elmvale Shopping Centre,
Bank and Slater, Kent and Albert, and Byward Market.
4.

I was first promoted to Shift Supervisor in May 2001. I was first promoted to Assistant

Store Manager near the end of 2006 or in early 2007. However, I attended school full-time for
periods between 2001 and 2008 and so, at times, I elected to be demoted from Shift
Supervisor (and, at one point, from Assistant Store Manager) back down to Barista because I
could not maintain the work hours required of a Shift Supervisor (or Assistant Store Manager)
while I was in full-time school. Each time I completed school and my availability opened
back up, I was re-promoted to Shift Supervisor. I was then re-promoted to Assistant Store
Manager in or around 2008.
5.

I was promoted to Store Manager in June 2009. I worked as a Store Manager at three

different locations in Ottawa. I began as a manager in June 2009 at the Bank and Slater
location. I moved from Bank and Slater to become store manager at the Kent and Albert
location in or around 2012. I worked at Kent and Albert until May 2016, when I moved to
become store manager at what was then a new store in the Byward Market.
6.

I left Starbucks in November 2016 because I was offered a position as a District

Manager at another coffee company. In 2019, that company was purchased by a larger coffee
chain. In early 2020, I was promoted to Director of Operations with the larger coffee chain,
and I remain in that position now.
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Descriptions of in-store jobs at Starbucks
7.

The work of a Barista involves taking orders, preparing coffee drinks, serving

customers, and associated clean-up duties. As a Barista, I was paid on an hourly basis, and
was eligible to receive overtime for hours worked beyond 44 hours per week. My hours were
tracked in a system that I cannot remember the name of, but it required me to clock in and out
with my employee number either on the front POS or on the back computer.
8.

As a Shift Supervisor, I performed the same work as a Barista, but in addition I played

a supervisory role over other Baristas when I was on shift with them, meaning that I provided
guidance as issues arose. I also helped with: inventory management such as ordering,
receiving and verifying the order, and counting inventory; deposits, including counting money
received the previous day and taking it to the bank to deposit; opening and closing the store,
as Baristas do not have keys or alarm-code access but shift supervisors do. As a Shift
Supervisor, I was paid on an hourly basis and was eligible for overtime pay.
9.

As an Assistant Store Manager, I performed the same work as a Barista and as a Shift

Supervisor, except I began to work more closely with the Store Manager in connection with
the day-to-day operation of the store. In my experience, the role of Assistant Store Manager is
simply a stepping stone to becoming Store Manager and is a form of training period for the
Store Manager role, rather than being a distinct position that is meant to be held by anyone as
a career position for any considerable length of time. Once adequately trained, an Assistant
Store Manager is generally promoted to Store Manager at the earliest opportunity. As an
Assistant Store Manager, I was paid on an hourly basis and was eligible for overtime pay.
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Description of Store Manager job
10.

In 2009, I was promoted to Store Manager. I was paid on a salaried basis and was not

eligible to receive overtime pay.
11.

Store Managers at Starbucks were scheduled for a combination of “coverage” and

“non-coverage” hours. When performing “coverage” you are expected to cover the floor in
the same manner as Baristas, Shift Supervisors, and Assistant Store Managers. This work
involved the following tasks:
a) opening and closing;
b) making drinks;
c) preparing (heating up) food;
d) taking orders, serving customers and responding to customer inquiries;
e) working the cash/till;
f) setting up the display case;
g) washing dishes;
h) putting away inventory;
i) bussing condiment stands / restocking (e.g. cups, lids, milks);
j) cleaning café, bathrooms, taking out garbage.
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12.

The coverage work I was required to perform as a Store Manager was the same as the

work of the Baristas and others such as Shift Supervisors and Assistant Store Managers. It
was the same work I had performed when I held those positions. I worked side by side with
other store employees on the floor to perform coverage duties, and I was expected to do so.
To set a good example for my staff, I would often volunteer first for the less pleasant duties
(such as plunging the toilet or cleaning garbage off the ground when a garbage bag exploded)
in front of the staff because it was important to morale to show the other employees that I was
part of the team. The “coverage” work represented the majority of my time (generally about
75%). It was a regular and expected feature of my job.
13.

Store Managers were also allotted a specific number of hours for “non-coverage”

tasks, which included:
a) interviewing potential employees;
b) training new employees;
c) preparing schedules;
d) orders and receiving / creating par levels (properly inventory stock levels) and
standing orders for food;
e) processing payroll;
f) analysing profit/loss statements;
g) auditing inventory and store cleanliness etc.;
h) sending sales reports and other documents to District Manager;
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i) conference calls with District Manager and other local Store Managers;
j) meeting with individual employees.
14.

The number of hours allocated for “non-coverage” work was controlled by Starbucks.

We were allocated between eight to twelve hours a week for the non-coverage work. These
hours had to be used for all non-coverage work done by any employees in the store, whether it
was the Store Manager, Assistant Store Manager, or Shift Supervisors.
15.

On a typical week, then, I would schedule myself for 30 coverage hours and 10 non-

coverage hours. As a Store Manager, there were always far more hours scheduled to provide
coverage than for the non-coverage tasks, and this was the majority of the job. It was
necessary to schedule the Store Manager to work significant “coverage” hours. The
alternatives would be to have significant labour costs on the floor, or to leave the floor shortstaffed, in which case service and quality would suffer, contrary to Starbucks’ expectations.
16.

As a Store Manager, I consistently worked more than the scheduled hours for both the

coverage and non-coverage hours. I estimate that I worked on average 55-60 hours per week,
despite being scheduled for around 40 hours per week (i.e. 30 coverage hours and 10 noncoverage hours). Of those 55-60 hours per week, on average I worked 50 hours per week in
the store on coverage and non-coverage tasks and 5-10 hours per week outside the store
communicating with my employees, other store managers, and/or my District Manager by
phone, email, or text message. My actual hours worked were not recorded in any manner
when I was a Store Manager, and I did not clock in and out as the hourly (non-exempt)
employees did.
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17.

I was regularly required to work additional hours and shifts in order to complete the

necessary tasks and duties that Starbucks required me to do, and to ensure adequate coverage
without exceeding my store’s labour targets. The need for such additional hours and shifts
arose regularly and not only due to emergencies. Starbucks had aggressive sales goals, as well
as strict labour and waste targets. On any given week, if I went over the labour and/or waste
targets I would be in trouble with my District Manager and would be pulled onto a conference
call to explain why the labour and/or waste was too high, even if I had stayed within labour
and/or waste targets for many weeks prior. I was also regularly pulled onto the floor for
coverage during my scheduled non-coverage hours, either because the store would have a
rush or due to labour shortages where employees called in sick, quit while still on the
schedule, showed up late, or did not show up at all for their shifts. I was also required to work
additional hours and shifts due to these labour shortages. Even if I was able to spend all of my
non-coverage hours doing non-coverage work, the hours provided for non-coverage work
were consistently inadequate to complete all of the non-coverage work I was expected to do to
meet the various goals Starbucks set for my store. I regularly worked through my unpaid
lunches and started work prior to my scheduled shifts to complete the necessary tasks and
duties. I was also on call if emergencies in the store arise. As a result of the additional hours
and shifts, which were necessary to the operation of Starbuck’s stores, I worked overtime and
was not paid accordingly.
18.

On a typical day, I would work ten and a half hours and would work through my meal

breaks. Most days I was scheduled to open the store. On a typical opening shift, where the
store would open at 5:30 am, I would arrive at 4:30 am to get a head start on necessary tasks
before the Barista scheduled to open with me arrived at 5:00 am. I generally worked straight
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through from 4:30 am to 3 pm, typically working during my eating breaks. I also did all of my
scheduled non-coverage hours at the store, as we were not permitted to do any scheduled
hours at home. Nevertheless, outside of my scheduled hours at the store, I did additional
administrative tasks at home that I could not complete during the scheduled non-coverage
hours and I used my personal cell phone to communicate with employees and with other store
managers. In or around 2014, Sean Milks became the District Manager and he required all
store managers in our district to maintain a group text chat for all employees at our store and a
group text chat for all of the store managers in our district. I was expected to be available for
both chat groups even when I was not scheduled to work. As described above, I worked on
average about 50 hours per week in the store on both coverage and non-coverage, and then I
worked an additional 5-10 hours per week on average outside of the store with these required
phone calls, text messages, and emails.
19.

As a Store Manager, I would at times be assigned a “specialist” role by my District

Manager. For example, I was once assigned the work of “inventory specialist”, which
involved going into other stores and comparing/completing inventory audits. These roles
involve work in addition to the regular Store Manager duties, but they in no way detracted
from the work I was expected to perform in my own store as a Store Manager; I was still
expected to maintain the same coverage hours and non-coverage hours. My understanding
was that the “specialist” roles were meant to train Store Managers to develop their skills as
part of their career progression within the Company.
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Reporting structure
20.

The organizational and reporting structure at Starbucks was consistent over my time

there and across the three locations where I worked. As a Store Manager, I reported to the
District Manager. I had several District Managers throughout my time as a Store Manager at
Starbucks, including Carma Niceforo, Sean Milks, Chantal McCausland, Dan Wilson, and
Melissa Durocher. I met with the District Manager and the other Store Managers in my
district weekly on a conference call. During this call, we would discuss issues relevant to all
stores in the district, including sales results, upcoming promotions, how to reduce waste and
labour, how to properly set up stores, and our external cleaning audit scores, known as QASA
(Quality Assurance Standards Audit) scores.
21.

I also met with my District Manager in a one-on-one, in-person meeting

approximately once every two months. At these meetings, we would discuss similar issues but
with a more micro-focus on the store I managed, including staffing (hiring, promotions, and
performance management/write-ups), cash logs, duty rosters, completed audits, inspecting the
store to ensure it is in compliance with Starbuck’s policies, my own performance, and rolling
out new offerings or initiatives. The day I met with the district manager was always a big
paperwork day because the District Manager would want to review reports on the status of my
store.
22.

I was aware that the District Manager reported to a Regional Manager. There were

several different Regional Managers responsible for the district I worked in during my time as
a Store Manager. I do not remember all of their names because I did not report directly to
them, but I do remember at one point the Regional Manager was Ryan Brazier.
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Standardized roles and documents
23.

The roles and job duties of the various positions were the same across the seven

locations where I worked. My experience was that the stores operated in a “cookie cutter” and
standardized way, without any significant variation from store to store. Although the
directions for how stores and positions within stores were to operate were delivered to Store
Managers through the District Manager, the directions came from head office and District
Managers did not have the opportunity to change the roles and responsibilities in any
meaningful way.
24.

Starbucks had many employment documents and policies in standard format. Due to

the passage of time, I no longer have all of the documents associated with my time at
Starbucks. However, I was able to find a few documents by going through my old email,
which I have described below.
25.

A copy of a “New Hire Booklet” which we provided to new employees is marked as

Exhibit “A”. A copy of the job description for the Barista position is marked as Exhibit “B”.
26.

Each store had a “Partner Resources Manual” which contained the standard written

policies and practices of Starbucks which were commonly applicable to all stores in Canada.
The 2015 version of this manual, which is called the “Partner Resources Manual – Canada
Stores”, is attached at Exhibit “C”.
27.

The Partner Resources Manual sets out policies, standards, and procedures to be

followed by Store Managers. Further standard written resources are described at p. 18 of the
policy but I no longer have copies of these. There is a general description of the various
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Starbucks positions at page 43. As reflected in the Partner Resources Manual, Starbucks
classifies the in-store positions as either “exempt” and “non-exempt” (page 43):
A partner in an exempt job is paid the same amount per week regardless of the
actual number of hours worked and is not eligible for overtime. Store managers
are exempt.
Partners in nonexempt jobs are paid based on hours actually worked and are
eligible for overtime pay consistent with federal, provincial and local wage and
hour laws. Café attendants, baristas, shift supervisors , assistant store managers
and retail management trainees (RMTs) are classified as non-exempt.
28.

The Manual refers to the following expectations for Store Managers’ hours of work:

“Store managers and assistant store managers are expected to be fully committed to the
operations of their store. These positions are considered full-time and generally require at
least 40 hours of work each week” (p. 52) and “Salaried exempt managers are expected to
work all hours necessary to meet the job objectives and responsibilities. Salaried exempt
managers are not eligible for overtime pay” (p. 53).
29.

A copy of the Starbucks “Store Manager Success Profile & Career Development

Guide” (2015, version updated January 22, 2016) is marked as Exhibit “D”. This is a
document that all employees at Starbucks would have access to that are used as tools to set
goals and plan for how to grow and develop within the Company. There are versions of this
document for each of the positions in the store. For example, when I was a Barista, I would
look at the Shift Supervisor Success Profile so that I could learn about what expectations I
would have in that role and build the right skills to move into that position.
30.

While the first page of the document says it is not a “list of position requirements or a

job description”, in my experience the items listed on the second page are all expectations that
Starbucks has for all Store Managers. It is not a comprehensive list of the expectations, as
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some of the operational expectations are not listed there. However, if I as a Store Manager did
not meet these expectations I could expect a performance management conversation with my
District Manager so that we could address what I had missed and improve my performance.
The third page sets out additional expectations for Store Managers to take on, in their current
role as Store Managers, in order to progress in their careers. For example, a Store Manager
would not necessarily be required to “optimize the contribution of multiple stores”, but this
would be a way to build skills toward becoming a District Manager.
31.

The Partner and Asset Protection Standards attached at Exhibit “E” is a document that

all new partners are required to sign when they are hired.
32.

I have reviewed the affidavit of Trevor Hopman (the “Hopman Affidavit”) in draft

form. The Hopman Affidavit accurately describes the job duties and responsibilities of
Starbucks Store Managers and the problems with unpaid overtime on the part of Store
Managers as I experienced them during my time working with Starbucks.
33.

I reviewed the Management Labour Expectations document attached to the Hopman

affidavit. While I do not remember this particular document from my time working at
Starbucks, I have reviewed the document carefully and I confirm that the expectations set out
in that document are consistent with the expectations the Company communicated to me
when I was a Store Manager, whether it was through this document or by some other means.
34.

I have also reviewed the Store Operations Manual attached to the Hopman affidavit.

The Store Operations Manual is a document that was either on the intranet or in the back of
the store, in the same location as the Partner Resources Manual, and available for all partners
to access if and when they needed it. Generally, the Store Manager would access the
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Operations Manual more than other employees as it was more focused on big-picture
operational issues. The Store Operations Manual was updated on a regular basis so that it
would have up-to-date information, but in my experience the general topics and content did
not change drastically from version to version. The version of the Operations Manual in Mr.
Hopman’s affidavit is from October 2016. Because I resigned from my position with
Starbucks in November 2016, it is very likely that I have not seen this version of the
Operations Manual. However, it looks the same as the Store Operations Manual that I used as
a Store Manager and generally the content appears to be the same.
35.

The Starbucks expectations for the stores are standard. There are inventories and

standard policies to be completed and applied. The customer service expectations are also
standard. Attached as Exhibit “F” is a copy of the World Class Customer Service Agreement,
setting out these expectations.
36.

I affirm this affidavit in support of a motion for certification of this action as a class

proceeding and for no other or improper purpose.
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Job Description
Job Group: Retail Store Support
Job Number: 50000362
Job Family: Operations
FLSA:
Non-Exempt
Job Subfamily:Retail Store Partners
Job Location: United States, Canada, UK (plus N Ireland), Netherlands, Ireland (Republic of)
Job Title: barista

Job Summary and Mission
This position contributes to Starbucks success by providing legendary customer service to all customers. This job
creates the Starbucks Experience for our customers by providing customers with prompt service, quality beverages
and products, and maintaining a clean and comfortable store environment. Models and acts in accordance with
Starbucks guiding principles.

Summary of Key Responsibilities
Responsibilities and essential job functions include but are not limited to the following:
Acts with integrity, honesty and knowledge that promote the culture, values and mission of Starbucks.
Maintains a calm demeanor during periods of high volume or unusual events to keep store operating to
standard and to set a positive example for the shift team.
Anticipates customer and store needs by constantly evaluating environment and customers for cues.
Communicates information to manager so that the team can respond as necessary to create the Third Place
environment during each shift.
Assists with new partner training by positively reinforcing successful performance and giving respectful and
encouraging coaching as needed.
Contributes to positive team environment by recognizing alarms or changes in partner morale and
performance and communicating them to the store manager.
Delivers legendary customer service to all customers by acting with a customer comes first attitude and
connecting with the customer. Discovers and responds to customer needs.
Follows Starbucks operational policies and procedures, including those for cash handling and safety and
security, to ensure the safety of all partners during each shift.
Maintains a clean and organized workspace so that partners can locate resources and product as needed.
Provides quality beverages, whole bean, and food products consistently for all customers by adhering to all
recipe and presentation standards. Follows health, safety and sanitation guidelines for all products.
Recognizes and reinforces individual and team accomplishments by using existing organizational methods.
-

Maintains regular and punctual attendance

Summary of Experience
No previous experience required

-

Basic Qualifications
-

Maintain regular and consistent attendance and punctuality, with or without reasonable accommodation
Available to work flexible hours that may include early mornings, evenings, weekends, nights and/or
holidays
Meet store operating policies and standards, including providing quality beverages and food products, cash
handling and store safety and security, with or without reasonable accommodation
Engage with and understand our customers, including discovering and responding to customer needs
through clear and pleasant communication
Comply with a dress code that prohibits displaying tattoos, piercings in excess of two per ear, and
unnatural hair colors, such as blue or pink
Prepare food and beverages to standard recipes or customized for customers, including recipe changes
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-

such as temperature, quantity of ingredients or substituted ingredients
Available to perform many different tasks within the store during each shift

Required Knowledge, Skills and Abilities
-

Ability to learn quickly
Ability to understand and carry out oral and written instructions and request clarification when needed
Strong interpersonal skills
Ability to work as part of a team
Ability to build relationships

Core Competencies
Customer Focus: Delivers legendary service that meets and exceeds all customers' expectations
Ethics and Integrity: Adheres to Starbucks values, beliefs and principles during good and bad times
Composure: Remains calm, maintains perspective and responds in a professional manner when faced with tough situations
Personal Learning: Takes personal responsibility for the continuous learning of new knowledge, skills and experiences
Dealing with Ambiguity: Able to successfully function during times of uncertainty and
changing priorities
Decision-Making: Makes timely and quality decisions based on a mixture of
analysis, wisdom, experience and judgment
Interpersonal Savvy: Builds effective relationships with all people; up,
down and sideways, inside and outside of Starbucks
Results Oriented: Gets results and achieves goals
Physical Requirements
Proficiency Ratings Legend
O = Occasional (up to 25% of time)
F = Frequent (26%-74% of time)
C = Constant (75% or more of time)
Requirement
Bending/Twisting: Continual, intermittent flexing or rotation of the wrist(s) and spine.
Proficiency: F
Carrying: Moving an object, usually by holding it in hands or arms, or on shoulders.
Proficiency: O - up to 40 lbs
Climbing: Ascending or descending ladders, stairs, ramps, poles, and the like, using feet and legs, and hands and arms.
Proficiency: O
Computer: Usage or other special equipment operated.
Proficiency: C - Bar equipment/POS Register
Handling: Seizing, holding, grasping, turning, or otherwise performing precision work with hand or hands.
Proficiency: C - Around bar area
Hearing: Receiving detailed information through oral communication.
Proficiency: C
Kneeling: Bending legs at knees to come to rest on knee(s).
Proficiency: F
Lifting: Raising or lowering an object from one level to another using hands, arms and shoulders, back and legs.
Proficiency: O - up to 40 lbs
Pushing/Pulling: Exerting force upon an object so that the object moves away from or toward the force.
Proficiency: O - up to 40 lbs
Reaching: Extending hand(s) and arm(s) in any direction.
Proficiency: C - Around bar area
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Sitting: Remaining in the normal seated position.
Proficiency: O
Standing/Walking: Remaining on one's feet in an upright position at a workstation or moving about a work area.
Proficiency: C - Up to 90% of the time
Stooping: Bending body downward and forward by bending spine at the waist
Proficiency: F
Talking: Expressing or exchanging ideas by means of the spoken word.
Proficiency: C
Tasting/Smelling: Distinguishing, with a degree of accuracy, differences or similarities in intensity or quality of flavors and/or
odors.
Proficiency: O
Vision: Clarity of vision at near and/or far distances.
Proficiency: C
All Starbucks Job Descriptions are confidential and proprietary, and are to be handled in accordance with the Starbucks Standards of
Business Conduct. Accordingly, job descriptions cannot be shared with individuals outside of the company without the written
permission of the director Compensation, Starbucks Coffee Company.

Job Description Effective Date: 5/25/2006
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Introduction
Intended Audience
This Partner Resources Manual – Canada Stores serves as the store manager’s primary resource for most
Partner Resources-related questions. It is intended to give store managers information about specific
Starbucks policies, standards, procedures and guidelines, and various partner programs and benefits. This
manual is a reference tool only and does not contain all of Starbucks complete policies.

Store Manager Responsibilities
Store managers are responsible for implementing the policies, standards and procedures contained herein,
and communicating and interpreting them for store partners to ensure understanding and compliance.

Overview of Manual
The policies, standards, guidelines and procedures in this manual are intended to govern Starbucks operations
in the Canada. The manual provides Partner Resources policies and standards and the processes and
procedures necessary to support them.
The information contained in this manual changes frequently. Any new or updated information will be
communicated to stores and incorporated into the next update to the manual.
Questions about this manual may be directed to the Partner Resources Support Centre (PRSC). The PRSC can
be reached through the Partner Contact Centre at (866) 504-7368.

Important Notice
All statements contained in this manual are general in nature. Depending on the circumstance, Starbucks
reserves the right to handle individual situations appropriately as they arise.
This manual is not a contract of employment. Starbucks reserves the right to make changes, additions or
deletions to the manual at any time, with or without notice.
The policies contained herein have been adopted with the intent to comply fully with all applicable laws
governing employment practices and procedures in each of the various provinces where Starbucks does
business. Nonetheless, if any policy contained in this manual conflicts in any way with federal, provincial or
local law, it is Starbucks intent to comply fully with the applicable law.

Manual Updates for This Edition
Ethics and Compliance Helpine (throughout)
Updated Helpline verbiage, including that online Helpline is available via Starbucks.com/helpline.

Safety, Security and Health Resource Manual
Added Safety, Security and Health Resource Manual as a resource.
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Mobile Computing [p. 21]
Added under this section that store email access from a personal device is prohibited, including personal cell
phones or any other equipment not owned/issued by Starbucks.

Accommodations [p. 22]
Added a section discussing the various accommodation options available at Starbucks and how to initiate
consideration.

Dress Code [p. 27-29]
The dress code has been revised. Changes include:
 Manager clarification that aprons must not be worn while in the restroom (aligns with Safety, Security and
Health Manual)
 T-shirts are not allowed, excepted for Starbucks promotional t-shirts, which may only be worn during the
promotion
 Black denim pants OK
 Tucked shifts are preferred, but untucked OK
 Only solid black or white cardigan sweaters can be worn over the shirt
 Colourful neckties and neck scarves OK
 Hats are allowed only wear required by law
 A small nose stud OK (except in Quebec)
 Jewellery on the hands and forearms is limited; only one plain reing may be worn (except in Quebec)
 Visible tattoos, other than on face or throat, are allowed

Employment of Minors [p. 30]
Work hours are limited for minor partners under the age of 19 in all provinces. Clarified definitions for when
school is considered to be in or not in session.

Social Media [p. 39]
Updated social media requirements, including that partners may not use Starbucks logos, trademarks or visual
identity in social media to communicate with customers on behalf of the company without Global Marketing
permission.

Processing Mileage Reimbursements [p. 41]
Updated location of procedural instructions and reimbursement rates.

Work-Related Injury or Illness [p. 42]
Added section to guide managers on steps to follow in the event a partner suffers a work-related injury or
illness, with references to Safety, Security and Health Manual and Morneau Shepell.

Workplace Violence [p. 42]
Updated language, including that threatening conduct or behaviour is not limited to in-person verbal or
physical action (can include remote activity), and that domestic violence is also a workplace issue and will not
be tolerated by Starbucks. A partner must immediately inform his or her store manager or the other contacts
listed if he or she observes a display of workplace violence.

Adding New and Rehired Partners to Existing Stores [p. 45]
Retail Salaried new and rehired partners’ information is downloaded into SAP and the store’s labour system
via Taleo.

©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

May 2015

13

344
Partner Resources Manual – Canada. Stores

New Hire/Rehire Partner Cards [p. 46-47]
Updated to include digital version of partner card.

Internal Transfer Process [p. 47-49]
Updated to include revised Internal Transfer requirements and process.

Work Location for Borrowed Partners [p. 52]
A partner who is eligible for unique benefits per provincial or local law may only work as a borrowed partner in
stores covered by those same benefits.

Processing Payroll [p. 59-61]
Revised section to eliminate specific labor system use detail that is covered in the Labour Management
Resource Manual; eliminated reference to obsolete system reports. Updated wage advance references based
on a revised Wage Advance Authorization form available on the Retail Portal.

Holiday Pay [p. 63]
Updated paid holiday list to include Heritage Day in Nova Scotia.

Tip Processing and Distribution [p. 68]
Clarified that café attendants are eligible for tips as well as baristas and shift supervisors. Added training hours
to the types of hours included in the distribution of tips. Managers may contact the Partner Resources
Support Centre (PRSC) for assistance with unclaimed tips.

District Manager Training (DMT) Program [p. 72]
Updated description of the District Manager Training (DMT) Program.

Coaching Roles [p. 72-73]
Updated titles and descriptions for Training Store Manager (TSM) and Training District Manager (TDM).

Vacation [p. 79]
Clarification that vacation cannot be used while on active medical leave of absence.

Sick Pay [p. 81-83]
Updated information on eligibility, accrual, pay rate and usage.

Unpaid Time Off [p. 85-86]
Added further instruction on requirements for requesting a leave of absence, medical documentation, how to
return from leave, and requesting accommodation upon return from leave.

Tuition Reimbursement [p. 91]
Incorporated enhancements to the program.

Partner Market and Discount Benefit [p. 92-94]
Updated to reflect other brands, including Evolution Fresh, La Boulange and Teavana. Revised process for
obtaining the partner discount and weekly markout to include plastic Starbucks Partner Card, and use of
Starbucks App for barcode scan at the POS register. Clarified that store partner beverage benefit is available at
the store in which the partner is working.
14
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What Not to Keep in Partner Files [p. 96]
Updated instructions on proper distribution of partner paperwork

PAN/EPAN Processing [p. 97]
Instruction to print two copies of the completed EPAN before submitting

Pay Associated with Promotions/Demotions, Merit, Lump Sums [p. 101-103]
Eliminated obsolete references to information no longer in the Pay Administration Manual. Clarified processes
for pay increases associated with a promotion, pay decreases associated with a demotion, and merit increases.
Claried that lump sum awards are for merit purposes and the Partner Resources Support Centre (PRSC) is the
contact for both calculation and submission of awards for retail hourly partners.

Separation Checklists [p. 110-113]
After separation, managers should send partner file immediately to Partner Records.
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Resources
District Manager
Contact your district manager with any questions about the content of this manual, including questions about
a policy or how to implement a policy in your store. If your district manager is unable to answer your question
or is unavailable in an emergency, contact a member of your Partner Resources team through the Partner
Resources Support Centre (PRSC).

Partner Resources Support Centre
Throughout this manual, there are numerous references to the Partner Resources Support Centre. The
Partner Resources Support Centre (PRSC) serves as the primary Partner Resources contact for retail partners
within Canadian stores. The team is staffed with internal Partner Resources professionals who are
knowledgeable about all Partner Resources and company policies at Starbucks. The PRSC is fully qualified to
answer questions, offer a variety of consultative services including consultation on management practices, and
assess requests for disability accommodations. The PRSC can be reached during normal business hours
through the Partner Contact Center (PCC) at (866) 504-7368.

Call Centres and Help Lines
There are many references throughout the manual to call centres that support Partner Resources issues at
Starbucks. Following are descriptions and contact information for the main resources that apply to the content
in this manual. If you are unsure of which number to call about a particular subject, look up that subject in this
manual; an appropriate phone number will often be found with the subject matter.

PARTNER RESOURCES SUPPORT CENTRE (PRSC)

(866) 504-7368

Call for assistance with questions, concerns or advice regarding human resources-related matters, including
consultation on management practices, request for disability accommodation assessments, clarification on
company policies, general questions or to report concerns about the workplace.
Hours of Operation: Monday – Friday 5 a.m. to 5 p.m. Pacific Time

PARTNER CONTACT CENTRE (PCC)

(866) 504-7368

Call with questions or concerns about paycheques, partner actions, Total Pay Programs and eligibility, the CUP
Fund, and partner injuries. The PCC may also assist with general questions related to ALS files, My Partner Info
or other issues.
Hours of operation: Monday–Friday 5 a.m. to 5 p.m. Pacific Time

ETHICS AND COMPLIANCE HELPLINE

(800) 611-7792 for English
(866) 614-0760 for French
starbucks.com/helpline

The Helpline is a resource available to partners to report ethics and legal concerns, including harassment,
discrimination, retaliation, fraud or conflicts of interests, and sensitive questions or concerns regarding
Starbucks Standards of Business Conduct. All concerns reports through the Helpline will be taken seriously. All
information provided to the Helpline will be treated in a confidential manner and may be submitted
anonymously.
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Starbucks does not tolerate retaliation against or the victimization of any partner who raises concerns or
questions regarding a potential violation of Starbucks policy that he or she reasonable believes to have
occurred.
Hours of operation: 24 hours a day, 7 days a week

FIDELITY (STARBUCKS STOCK AND SAVINGS PLANS)

(800) 544-0275
or netbenefits.fidelity.com

Questions about the Stock Investment Plan, Bean Stock grants and to enroll or manage account(s).
Hours of operation:
S.I.P. and stock plans: Sunday 2 p.m. through Friday 9 p.m., Pacific Time, excluding holidays of the New York
Stock Exchange
Fidelity website available 24 hours a day, 7 days a week

Resilience (Employee Assistant Program (EAP))

(866) 644-0326

Call for professional assistance with a broad range of personal issues to help balance work and life.
House of Operation: 24 hours a day, 7 days a week.

OTHER BENEFITS-RELATED PHONE NUMBERS
Manulife Financial (Group Benefits Provider)
Manulife Emergency Travel Assistance
Alberta Health Care
Manitoba Health Services
Medical Services Plan of British Columbia
New Brunswick Medicare
Newfoundland Medical Care Plan
Nova Scotia Health Insurance
Ontario Health Insurance Plan
PEI Medicare
Quebec Health Insurance
Saskatchewan Health Care
Yukon Insured Health Services
Great West Life Group Retirement Services

(866) 821-7913
(800) 265-9977
310-0000 then (780) 427-1432
(800) 392-1207
(800) 663-7100
(888) 762-8600
(866) 449-4459
(800) 563-8880
(866) 532-3161
(800) 321-5492
(800) 561-9749
(800) 667-7551
(800) 661-0408
(800) 724-3402

ENTERPRISE HELP DESK (EHD)

(888) 796-JAVA, Option 1

Problems in using the labour system, Time and Attendance or other programs on the Manager’s Workstation
(MWS) may be due to a technical error. If partners encounter such a problem, call the EHD to log the issue and
seek assistance.
Hours of operation: 24 hours a day, 7 days a week

GLOBAL SECURITY OPERATIONS CENTRE (GSOC)

(888) 796-JAVA, Option 8

Call to report a display of workplace violence
Hours of operation: 24 hours a day, 7 days a week

RISK MANAGEMENT

(888) 796-JAVA, Option 3

Call to report damage to store property, partner work-related injuries, customer incidents or product quality
issues
Hours of operation: Monday – Friday, 8 a.m. to 4 p.m. Pacific Time
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Other Resources
Partner Guide – Canada Store Edition – Provides store partners with Starbucks policies and guidelines upon
hire. Acknowledgement form signed and submitted with new hire paperwork. Provided to new hires in the
New Partner Kit.
Safety at Starbucks Guide, A Guide for Store Partners – Provides store partners with workplace safety
information upon hire. Acknowledgement form signed and submitted with new hire paperwork. Provided to
new hires in the New Partner Kit.
Starbucks Standards of Business Conduct – Starbucks operates in a complex and dynamic world; what’s
“right” may not always be obvious. Starbucks Standards of Business Conduct provide practical overviews of
some of the legal and ethical standards that we all must follow on a day-to-day basis. Provided to new hires in
the New Partner Kit.
My Partner Info (MPI) - Partners in the U.S. and Canada can access My Partner Info to view and print pay
statements (including Quarter to Date hours for benefits eligibility), view partner and personal information
such as home address, direct deposit, paid time off balances, and emergency contacts. Access is through the
Starbucks Store Portal; click on the Partner Self Service tab, and log in to My Partner Info. You can also access
My Partner Info from Starbucks.com/partners under the My Benefits & Pay page.
Labour Management Resource Manual – Contains standards and procedures for stores, using the Automated
Labor Scheduling (ALS), including time and attendance.
New Store Opening Guide – Provides district managers and store managers with the operational information
needed to open a new store, including staffing, ordering, marketing and store setup procedures.
ThePartnerCafe.com – Contains tools that support learning and development, resources for new partners and
their managers, and information about coffee and tea. You can also access MyLearning for online courses,
create a profile, network with other partners, and share best practices.
What you will find:
 MyLearning
 New Partner Centre
 Coffee and Tea Resources
 Networking Groups
Retail Portal – The online store portal is accessed from the Back Office PC (BOPC). It provides store managers
and partners with easy access to business functions, communications and resources that support the
management and operations of our stores.
Safety, Security and Health Resource Manual – Contains safety practices and procedures to help make the
workplace a safe place for partners and customers. Helps store managers and partners identify hazards that
could result in an injury to themselves or customers, provides tools and methods to help partners avoid injury,
and provides coaching in how to respond should an injury occur. Available on the Retail Portal > Resource
Documents.
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Section 1: Employment Policies and Standards
It is the store manager’s responsibility to understand these important policies and ensure that new partners are
made aware of them when hired. Many policies listed here are also included and/or summarized in the Partner
Guide that is given to all new store partners.

Multi-Province Compliance
The various provinces and locales where Starbucks conducts its business have enacted a multitude of laws that
govern Starbucks workplace and the employment of its partners. These laws have been considered in the
development of Starbucks personnel policies. Even so, if Starbucks policy is inconsistent with any law, the law
will govern.
Questions about application of a particular law or regulation to Starbucks workplace should be directed to
your manager, the Partner Resources Support Centre (PRSC) at (866) 504-7368, or the Ethics and Compliance
Helpline online at Starbucks.com/helpline or by phone at (800) 611-7792 for English, (866) 614-0760 for
French. All information provided to the Helpline will be treated in a confidential manner and may be
submitted anonymously.

Acceptable Use Standard
The purpose of this standard is to communicate the requirements and controls for the use of Starbucks
electronic communication systems in connection with the Starbucks internal network, the Internet and related
or supporting technologies. Due to the controlled nature of the manager workstation, the security
requirements of the Acceptable Use Standard (AUS) that are most relevant within the store environment are
detailed here.
For additional information specific to use of the store laptop, go to Store Portal > Documents > Resource
Manuals > Store Laptop > Store Laptop Resource Guide.

Electronic Communications Privacy
The Starbucks electronic communications systems are provided to users at Starbucks expense to assist them in
carrying out the company’s business. Starbucks treats all information transmitted, processed, or stored on
these systems, including email messages, as business information. Additionally, information stored on
Starbucks information systems may be subject to disclosure in a legal proceeding.

Notice of Electronic Monitoring
All users should be aware that all information stored, processed or communicated by electronic means using
Starbucks electronic communication information resources, whether work-related or personal, is not private.
Where allowable, Starbucks reserves the right to monitor or review electronic information to analyze the use
of its electronic communications systems, obtain business information, monitor performance, assess the need
for and perform training, review compliance with applicable regulatory requirements, for investigative
purposes and use for other business reasons. Additionally, Starbucks reserves the right to disclose the
information collected during such monitoring to any third parties deemed necessary, and will cooperate with
any authorized law-enforcement agencies as appropriate.
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Verbal Communication
Verbal communication discussing private or secret information should be conducted in isolated locations that are
not susceptible to eavesdropping. This requirement extends to all telephone conversations. Information classified
as private or secret must never be entered into voicemail, automated answering systems, or disclosed to an
answering service.

Appropriate Business Use
Starbucks electronic communications systems are intended for business use only. Store internet access is for
business use only when appropriate while working.

Internet
Users must not:
 Use the Starbucks electronic communications systems to visit or view any web site or download any
information which contains illegal, defamatory, obscene, or offensive material or which would violate
Starbucks equal opportunity and/or anti-harassment policies.
 Use the Starbucks electronic communications systems in any way that would infringe upon the intellectual
property rights of another person.
 Download or install software that is not related to their business function.
Please see the “Store Communications Tools and Public Affairs” section of the Store Operations Manual for
specific operational standards concerning use of the internet and the Retail Portal.

Using Email on the Store Laptop
Email communication is for business use only. Email may be used for communicating with other email
addresses outside of the Starbucks network for business purposes.
Electronic messages are considered company property and subject to monitoring, auditing and discovery.
When composing electronic messages, users are responsible for complying with all standards related to
corporate communication. Users are advised that offers and contracts made by email may be considered
legally binding. For this reason, offers and contracts are only to be sent by authorized individuals.
At all times, email is to be used in a manner that is consistent with the company’s Standards of Business
Conduct. Starbucks electronic mail systems must not be used to:
 “Auto-forward” business email to non-Starbucks email account(s)
 Send chain letters
 Solicit for political candidates
 Engage in any illegal, unethical or improper activities (e.g., harassment; gambling; sharing defamatory,
obscene or offensive materials)
 Conduct any non-Starbucks commercial business
 Disseminate internal mail addresses of partners and non-partner workers to external entities or
mailing lists
 Use Starbucks email addresses to register on social media intended for personal use

Virus Protection
It is the responsibility of the partner to ensure virus scanning is enabled and running on their assigned laptops
or desktops. If the user has any reason to believe the process is not running properly, the user should contact
the Enterprise Help Desk immediately.
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Passwords
Because passwords are the front line of defence for securing critical information, active management of
passwords is required.
See the “Password Management” section of the Store Laptop Resource Guide for specific information
regarding password use for the store laptop.

Password Protection
Because passwords provide access to Starbucks resources, all passwords are to be treated as private
information and are to be protected as follows:
 Do not write passwords down unless they can be stored securely (encrypted, kept in a locked drawer
or cabinet, kept in a password protected file, etc.).
 Do not talk about a password in front of others.
 Do not share passwords over any medium with anyone, including managers, administrative assistants,
or family members.
 Do not configure a system or application for automated entry of a password.
 When using an Internet browser based application (Internet or Intranet) do not check boxes that ask if
you want to remember your password.
 Any password used to access Starbucks resources cannot be used as a password to access resources
outside the Starbucks organization.
 The practice of using the same password for all systems to which a user has access is discouraged.

Starbucks Issued Equipment
Any items, such as laptop computers, PDAs, cell phones, data stored on these items, keys, ID cards, software,
documentation, manuals, etc., issued to a partner are considered to be Starbucks property and must be
returned to their manager when requested or upon separating from Starbucks.

Laptop Computer Security
The laptop is intended for store use and should remain in the store. When the laptop is not in use it should be
stored in a secure, locked location (e.g., in a locked cabinet or drawer). When viewing confidential information
(partner information, store financials, etc.), partners should be aware of their surroundings and environment.
Refer to the “Laptop Security” section in the Store Laptop Resource Guide for specific instructions on reporting
a missing store laptop.

Mobile Computing
The store laptop is intended for store use only. The storing of Starbucks information on unauthorized media
or computing equipment is prohibited. Personal mobile devices may not be used to store Starbucks business
information.
Store email access from a personal device, including personal cell phones or any other equipment not owned
or issued by Starbucks is prohibited.

Reporting an Incident or Violation
For the purpose of this standard, a security incident is defined as any security related event which appears to
involve malicious intent or involves direct harm or the potential of direct harm to information assets, including
any suspected operational or system security weakness or vulnerability. A security incident may also be an act
or omission that impairs information security or is intended to harm information assets. Examples of events
that should be reported as incidents include virus detections, unexplained account lockouts, suspicious
processes or applications, or unknown network connections.
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Partners who suspect unauthorized disclosure of private or secret information or any violation of Starbucks
Information Security Policies and Standards should communicate their concerns confidentially (on a need-toknow basis) to their manager, to Information Security or via the Ethics and Compliance Helpline online at
Starbucks.com/helpline or by phone at (800) 611-7792, (866) 614-0760 for French. All information provided to
the Helpline will be treated in a confidential manner and may be submitted anonymously.

Enforcement
Failure to comply with the policies and standards may jeopardize the confidentiality, integrity, and availability
of the Starbucks information assets and may result in disciplinary action, up to and including termination of
employment.
In addition, if a violation of these policies and standards also constitutes a violation of law or statute, such a
violation could result in a fine or imprisonment if so prescribed.

Accommodations
Starbucks will make reasonable efforts to accommodate partners on a temporary or permanent basis as is
reasonable in accordance with employment standards. The following types of accommodation are available
for consideration:







Physical / cognitive accommodation: visit the Workplace Accommodation page on lifeat.sbux.com to find
out how to request an accommodation
Religious accommodation: Contact the Starbucks Partner Contact Centre (PCC): 888-796-JAVA
Exemption for native status: Contact the Starbucks Partner Contact Centre (PCC): 888-796-JAVA
Workers Compensation accommodation: Make sure your workplace injury has been reported to your
manager and to Morneau Shepell. Morneau Shepell will work with your manager and the workers
compensation board to complete necessary workplace accommodation discussions. To learn more, go to
the Workers Compensation / Workplace Injury page on lifeat.sbux.com.
Allergy accommodation: Contact the Starbucks Partner Contact Centre (PCC): 888-796-JAVA

Communications
Starbucks reputation for integrity flows from our steadfast commitment to our core values and principles
found in Our Starbucks Mission: To inspire and nurture the human spirit—one person, one cup, and one
neighbourhood at a time. Starbucks values its partners and depends on them to fulfill our Starbucks Mission.
For this reason, the company highly values the views of our partners.
Several resources are available to help partners communicate their concerns, provide input about our business
practices, and report matters that fail to uphold the company’s legal, ethical and moral objectives.

Partner Communication with Manager
Starbucks has created a vital learning community for the sharing of talents, skills, knowledge and personal
qualities. We strive to enrich our understanding and culture by focusing on a shared mission and value system.
The essence of management development and training is supported by Starbucks acknowledgment that our
managers and partners are the company’s finest assets.
The most important working relationship partners have is the one with the store manager. The store manager
will support partners so that they can effectively perform their jobs. In order to provide support, however, the
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manager needs to know of any concerns or questions. If partners have any questions, concerns or suggestions
such as their position or their responsibilities, partners are to discuss them with their store manager.
The store manager should instruct partners who need to contact him or her during non-working hours to call
the manager to talk directly rather than sending a text message.
If the store manager is unable to assist the partner, questions or concerns can be referred to the district
manager or the Partner Resources Support Centre at (866) 504-7368.

Conflict Resolution
Starbucks endorses an atmosphere of mutual respect and support. If a partner experiences a disagreement or
conflict with another partner, the manager should encourage the partner to first discuss the problem with the
other partner and make every effort to resolve it in a respectful manner. If unsuccessful, the partner should
seek the store manager’s assistance in resolving the matter respectfully and professionally.
The following chart is provided as a reference guide when resolving disputes. Alternatively, partners may at
any time report concerns or ask for guidance by contacting the Ethics and Compliance Helpline online at
Starbucks.com/helpline or by phone at (800) 611-7792 for English, (866) 614-0760 for French.
The partner discusses the conflict or problem directly with the other partner.
If unsuccessful

The partner discusses the matter with his or her store manager.
If unsuccessful

The partner discusses the matter with his or her district manager.
If unsuccessful

The partner discusses the matter with representative from the Partner Resources Support Centre.

Mission Review and Speaking Up at Starbucks
We take our commitment to listen and respond to partner feedback seriously. It tells us how partners feel
about working at Starbucks and ensure we stay true to Our Starbucks Mission and coffee heritage in all that
we do.
In addition to participating in Partner Open Forums, town halls and webcasts, refer partners to
starbucks.com/partners to find links to the direct communication channels so Starbucks can hear from
partners about their work experience, and receive comments about how Starbucks programs and policies align
with Our Starbucks Mission.

Ethics and Compliance
Note: For further details, refer to the “Standards of Business Conduct” section of this Manual.
The Ethics and Compliance Helpline is a resource available to partners to report issues or raise concerns that
involve ethics, legal issues or potential violatioins of Starbucks policy, including Starbucks Standards of
Business Conduct. The Helpline provides another way for partners to ask questions or report any potential
wrongdoing, in addition to talking to their manager.
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The Helpline is available 24 hours a day, seven days a week online at Starbucks.com/helpline or by phone at,
(800) 611-7792) for English, (866) 614-0760 for French.

Emergency Communication Hotline
Starbucks has established an Emergency Communication Hotline: toll-free at (800) 923-BEAN or (800) 9232326. Through the Hotline, a partner may receive local or regional information that may impact company
operations, such as information about severe weather conditions and procedures during emergency
situations.
All partners are encouraged to use this emergency call-in number if they are unable to reach their store
manager or district manager.

Confidentiality
During employment with Starbucks, partners may have access to information such as drink recipes, product
specifications, systems, other partner records and financial data, as well as new product innovations and ideas.
All information is confidential during the course of employment and after separation, and it is imperative that
any information gained during a partner’s employment with the company is not disclosed to anyone outside
the company, including a future employer, friends or family, or anyone within the company who is not
authorized to receive such information. Partners may not under any circumstances take any records, training
materials, or manuals when they leave.

Information Protection Guidelines
When handling sensitive company information (information classified by Starbucks as private, confidential or
internal), Starbucks requires that:
 All work surfaces will be clear of sensitive information when such information is not in use.
 All sensitive hardcopy information will be stored in locked drawers when not in use.
 All display screens will be clear of sensitive information when such information is not in use.
 All whiteboards containing sensitive information will be wiped clean after use.
 Documents containing sensitive information will not be posted on store walls.
 Sensitive information will never be left unattended or unsecured.

Partner Information
From time to time, Starbucks receives inquiries from outside parties requesting personnel information or an
employment reference regarding a partner or former partner. At all times, partners are expected to keep
confidential any information about another partner and are strictly prohibited from responding to any
requests. Store managers should refer any such inquiries, and have partners refer such inquiries, to the
Partner Resources Support Centre. (For information about employment verification, see refer to the
“Employment and Income Verification” section in this Manual.)

Private, Confidential and Internal Information
All Starbucks partners are expected to protect the confidentiality of information obtained in their capacity as a
partner. Private, confidential and internal information may only be discussed with another Starbucks partner
when that partner has a legitimate business reason to share in the information. Private, confidential and
internal documents must be kept secured and may not be provided to any person, applicant, vendor, supplier,
or consultant outside of the Starbucks organization except under very limited circumstances. For example,
financial information may not be disclosed unless permission is first obtained from Starbucks chief financial
officer. Other information may be disclosed only after an authorized confidentiality agreement has been
executed with the outside party.
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Following are types of private, confidential and internal information. This list is not exhaustive but is provided
to assist in identifying the type of information that must be protected:
















Private, confidential and internal information includes financial information, such as budgets, sales
goals, profit and loss statements, profit margins and pricing lists
Personnel information
Policies and procedures
Training manuals and handouts
Recruiting materials
Marketing and business plans
Strategic plans
Product literature
Software programs and manuals
Artwork, drawings, designs, articles or manuscripts
Production methods
Inventions
Store sites, designs and lease arrangements
Proposals, work plans, interim and final reports, project files, customer contacts, lists or contracts
Coffee blends, recipes, formulas and processes, or trade secrets

If you are unsure whether there is a legitimate business reason for you or your partner to share private,
confidential or proprietary information, contact your district manager, the Partner Resources Support Centre,
or call the Starbucks Ethics and Compliance Helpline at (800) 611-7792 for English, (866) 614-0760 for French
or online at Starbucks.com/helpline.

Conflicts of Interest
Partners are prohibited from engaging in any transaction or activity that may constitute a conflict of interest.
A conflict of interest exists when a personal interest or activity interferes or appears to interfere with the
duties that a partner performs at Starbucks. A conflict of interest may influence even the most honest person,
and the mere appearance of a conflict may cause a partner’s act to be questioned. Partners must avoid
situations that affect or appear to affect the ability to act in the best interests of Starbucks.
Some situations in which a conflict of interest may arise, and therefore must be avoided, are:








Being employed by or operating a business (including consulting) that does or desires to do business
with Starbucks or that competes with Starbucks (e.g., working in a competitor’s coffee shop).
Making a substantial direct investment in such a business, either by a partner or a partner’s
immediate family member.
Developing competing products or businesses while employed at Starbucks.
Diverting potential or actual business opportunities away from Starbucks for personal gain.
Engaging a family member to perform services for Starbucks.
Acting on behalf of anyone besides Starbucks in any transaction with Starbucks (e.g., helping someone
sell products and/or services to Starbucks).
Personally engaging in real estate or other transactions in which Starbucks has an interest.

Managers should ensure that partners carefully review their own situations to determine whether any conflict
of interest exists. A partner must immediately disclose any conflict or potential conflict to his or her manager.
If a partner is unsure of whether an activity or role may constitute a conflict of interest, he or she should speak
with his or her manager or contact the Ethics and Compliance Helpline online at Starbucks.com/helpline or by
phone at (800) 611-7792 for English, (866) 614-0760 for French.
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Disabilities
Partners with Disabilities
Starbucks complies with all federal and provincial laws regarding the employment of individuals with
disabilities. As defined by provincial and federal law, reasonable efforts will be made to accommodate a
partner who has a disability, such as a serious illness or a physical, mental or sensory condition that affects the
partner’s ability to perform the essential functions of his or her job.
Starbucks may rely on one or more doctors’ opinions as part of its reasonable efforts to accommodate a
partner with a disability if there is any question whether a partner’s continued work may pose a health risk, or
if there is reason to believe the partner may not be able to meet the demands of his or her job. Managers will
treat such information as confidential, except to the extent other partners need to know to accommodate the
partner concerned.
A partner whose disability is negatively impacting his or her ability to perform the job is encouraged to contact
his or her manager to discuss the circumstances so that Starbucks can evaluate the situation and make
reasonable accommodations. If a partner requests a workplace accommodation based on a medical condition,
the store manager should contact the Partner Resources Support Centre. Store managers should not make
accommodation decisions without first notifying the PRSC.

Service Animals (refer to the Store Operations Manual)
Serving Customers with Disabilities
Starbucks goal is to provide the Starbucks Experience to as many people as possible. Many of our customers
are persons with disabilities. To ensure that they will be able to enjoy the full Starbucks Experience, the store
manager should ensure and guide partners to understand and follow all standards and procedures in the Store
Operations Manual for serving customers with disabilities, including store access, drink service and service
animals.

Distributing Notices / Soliciting
Distributing Notices
Partners are prohibited from distributing or posting in any work areas any printed materials such as notices,
posters, or leaflets. Partners are further prohibited from soliciting other partners or non-partners in stores or
Company premises during working time or the working time of the partner being solicited. The only exception
that may apply to this policy is when a partner is engaged in distribution or solicitation related to a Starbuckssponsored event or activity.

Personal Solicitation
Starbucks supports partners’ personal financial donations and individual interest in community activities
through our two partner match programs: Partner Match (gift matching) and Starbucks Community Service
Program (volunteering). When soliciting support for charitable programs that are the personal interest of a
partner, not the company, the following requirements apply:
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Partners should not use company resources such as photocopy equipment or email to generate materials
or solicit donations of time or money for their personal charitable initiatives from fellow partners.

For Non-Partners
Persons not employed by Starbucks are at all times prohibited from selling, soliciting, distributing or posting
written materials on company premises. If inappropriate solicitation occurs in your store by non-partners, you
should politely ask the non-partners to stop, or to leave the store. If it involves partners, you should politely
re-direct them back to focusing on work related activities. If you become aware of union solicitation in your
store, notify your DM and Partner Resources respresentative immediately.

Diversity in the Workplace
Diversity is at the core of our culture. Our Starbucks Mission states that, “Together, we embrace diversity to
create a place where each of us can be ourselves.” At Starbucks, we are committed to providing a workplace
that is inclusive of all people and their individual differences. Those individual differences may include, among
others, race, color, religion, sex, national origin, age, disability, sexual orientation, marital status, veteran
status, gender identity and expression, and genetic information.
We believe that our partners are the most important assets in building Starbucks as both a successful company
and desirable employer. Our goals are to attract and retain a diverse workforce, to develop policies and
practices that fully use the human potential, and to build equity for our partners, neighbourhoods and
communities.

Dress Code and Personal Appearance
A partner’s appearance and personal hygiene are important not only to the partner but also to co-workers and
customers.
Starbucks partners should present a clean, neat and professional appearance appropriate for a retailer of
specialty gourmet products. Clothing must be clean, hemmed, wrinkle-free and in good repair. Athletic, fleece,
leather, acrylic and tight stretch materials are not permitted. A partner who comes to work inappropriately
dressed or with unacceptable appearance may not be permitted to start his or her shift.
Starbucks will consider exceptions to dress code standards based on bona fide grounds under the Human
Rights Code. Requests for such an exception should be raised with your store manager and the Partner
Resources Support Centre (PRSC) for approval. Please contact the Partner Resources Support Centre at
1.866.504.7368 for more information about exceptions.
All partners are expected to follow these standards during the workday. Failure to adhere to the dress code
may result in corrective action, including termination of employment.

Aprons
A clean, wrinkle-free Starbucks apron is required at the beginning of each shift. The apron must be worn at all
times while working, but removed while on a rest or meal period, while in the restroom, or while removing or
taking out the trash. The apron must be worn full length; it may not be folded in half and wrapped around
one’s waist.
Names on aprons are worn during each shift as specified by operational standards (refer to Retail Portal >
Documents > Program Materials > Customer Service > Creating Inspired Moments - Names on Aprons
Standard). No other modifications should be made to the apron itself unless specifically permitted by Retail
Operations guidelines.
©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

May 2015

27

358
Partner Resources Manual – Canada. Stores

Shirts / Blouses
Plain black or white shirts with collars, polo-style shirts, turtlenecks or mock turtlenecks should be worn.
Sweatshirts, hooded shirts, crew-neck or V-neck T-shirts are not acceptable, except for Starbucks promotional
t-shirts, which may only be worn during the promotion.
Shirts must be clean and wrinkle-free. Shirts may have a small manufacturer’s logo, but must not have other
colours, designs, writing, or combination of black and white. Shirts may be short- or long-sleeved, but not
sleeveless. Shirts may be worn tucked in or untucked. If worn untucked, the bottom must be long enough not
to expose the partner’s midsection while working, but generally not longer than a typical back pants pocket.
If a visible undershirt is worn, such as a turtleneck or T-shirt, it must be the same colour as the outer shirt.

Pants / Shorts / Skirts
Pants, shorts and skirts must be solid black or khaki (tan). Shorts and skirts must not be shorter than 10 cm
above the knee. Dark, solid-black denim is allowed. Athletic or stretch-style fabrics and leggings are not
allowed.

Sweaters / Jackets
In cooler temperatures, a solid black or white cardigan sweater may be worn over the shirt. If working
outdoors or at the Drive Thru window, a jacket or coat in a solid colour may be worn (solid black or white
preferred). Other than a small manufacturer’s logo, outerwear must not have logos or writings.

Maternity Clothing
Pregnant partners must wear clothing consistent with the above, except that stretch materials and longer
shirts are permitted, and a dress or shift in solid black may be worn.

Neckties / Neck Scarves
A necktie or small neck scarf is optional. If worn, the tie or scarf must be in a solid colour, simple pattern or
print.

Headwear
Hats are permitted only if required by provincial or local laws, or if related to a promotion. The hat must
display the Starbucks logo and must always be worn with the bill forward.
Quebec only: Solid black Starbucks baseball hats must be worn by all partners with bill forward and all hair
covered. When hair is too long to be contained, a hairnet may be worn under the cap to cover. Bangs and/or
ponytails also need to be contained.

Footwear
Footwear should provide support, comfort and safety. Socks or hosiery are required and must be in dark or
neutral colors. Shoes must be brown or black work-type shoes or boots or leather sport shoes with closed toes
and closed, flat heels, providing as much coverage to the top of the foot as possible. Other sport or jogging
shoes, open-toed shoes, sandals, clogs, cowboy boots and canvas shoes are not allowed.
While Starbucks does not require slip-resistant shoes, the company strongly encourages partners to wear
them to reduce the risk of fall injuries.

Hair
Hair must be clean, brushed and look professional. Hair must be kept back from the face and, if it is long, be
tied back with plain clips or hair bands. A scarf in a solid dark or neutral colour may be worn only as a hair
28

May 2015

©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

359
Partner Resources Manual – Canada Stores

band or to tie the hair back. Hair colour should look natural; bright or unnatural colours (for example, purple,
blue or green) are not allowed. Beards and mustaches must be neat and trimmed.

Fingernails
Nails should be clean, well-manicured and of short or moderate length. Nail polish or artificial nail coverings of
any type are not permitted.

Jewellery / Body Piercings
Earrings must be small or moderately sized and should not be a distraction. No more than two earrings per ear
may be worn. Small ear gauges are allowed. A small nose stud is allowed (no septum piercings or rings). No
other pierced jewellery or body adornments are allowed, including tongue studs.
No jewellery is allowed on the hands or forearms, including watches, bracelets or wrist bands, except for one
ring in the form of a plain band.
Any other jewellery, such as necklaces, must be simple in design, not be a health or safety hazard for other
partners, and be worn under clothing. Medical alert necklaces are allowed.
Quebec only: Partners are not permitted to wear earrings, nose or tongue studs, bands or rings (an exception
will be made for wearing a plain band or ring without stones or inclusions), watches, necklaces, bracelets, pins
or other jewellery.

Tattoos
Visible tattoos on the face or throat are not allowed. Other visible tattoos must not contain images or words
that are obscene, profane, racist, sexual in nature or otherwise objectionable.
Disallowed tattoos must be covered with dress-code compliant clothing (i.e., long-sleeved shirts, pants,
turtlenecks) or concealing makeup. Fabric tattoo sleeves and/or sports sleeves are not allowed. Due to hand
washing requirements, there are no acceptable methods for covering inappropriate hand tattoos, including
bandages, makeup or foodservice gloves.

Perfumes / Aftershaves
Perfume, cologne, shaving lotion or highly fragrant deodorants or powders may not be worn because the
smell affects the taste and aroma of our coffee.

Personal Hygiene
Partners must follow all reasonable personal grooming standards, including regular bathing and use of
deodorant.

Pins
Partners are not permitted to wear buttons or pins that advocate a political, religious or personal issue. The
only buttons or pins permitted are those issued to the partner by Starbucks for special recognition or for
advertising a Starbucks-sponsored event or promotion.

Drugs and Alcohol
Starbucks partners are prohibited, to the extent permitted by provincial and local law, from using alcohol,
drugs or any other substance which may impair their work performance or the ability to professionally
represent Starbucks. Specifically, Starbucks forbids working while under the influence of alcohol or drugs and
prohibits the use, sale, manufacture, possession or illegal distribution of alcohol, illegal drugs, drug
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paraphernalia or controlled substances on company premises, while conducting company business or during
working time. For purposes of this policy, working time includes meal and rest breaks. Furthermore, partners
are strictly prohibited from reporting to work impaired by alcohol, illegal drugs or controlled substances not in
accord with a valid prescription. Partners who are taking prescription drugs that may affect their performance
should discuss the situation with their manager prior to working.
The only exceptions to this policy are for moderate use of alcohol as may be appropriate when entertaining
business associates or in similar social settings related to company business. Even in those limited
circumstances, partners must remain professional at all times.
Corrective action, including termination, will be taken against any partner who violates this policy. Excessive
use of alcohol off-duty or off-duty drug activity may affect Starbucks image and thus may also result in
disciplinary action, to the extent permitted by provincial and local law. Starbucks reserves the right to deal
with each case in its discretion, in accord with the specific circumstances involved. This may include requiring
the partner to participate in, and satisfactorily complete, a treatment program.
Under Canadian law, drug and alcohol addiction is a disability that is protected by human rights legislation. As
such, a partner who has or believes he or she may have a drug or alcohol addiction problem is encouraged to
seek treatment from a qualified medical professional and is entitled to accommodation up to the point of
undue hardship. Such accommodation may include time off without pay for treatment or therapy or leaves of
absences to seek intensive or residential care.
A partner who has a problem with drugs or alcohol is encouraged to speak with his or her manager so that
Starbucks can assist the partner in obtaining help.

Employment of Minors
Starbucks sets a minimum age for employment at 16. Store managers, assistant store managers and shift
supervisors must be at least 18 years of age. The hours of work for Starbucks partners under the age of 18 may
be limited on a daily and weekly basis, both during the school year and while on break.
Starbucks requires all partners who are minors to provide a current work permit in compliance with provincial
and/or local laws.
Please consult your district manager or your Partner Resources Support Centre (PRSC) for more information
about ensuring store compliance with the Starbucks work rules pertaining to minors that follow.
Starbucks limits the daily and weekly hours of work of a 16 or 17-year-old partner at all times. When school is
not in session because of summer vacation, or the minor partner has graduated high school or no longer
attends school for any reason, the minor partner may not work:
 Before 7 a.m. or after 12 a.m.
 More than five (5) consecutive days.
 More than six (6) days per workweek.
 More than eight (8) hours per day.
 More than 40 hours per week.
When school is in session (generally September to June including all holidays and breaks), restrictions apply in
addition to those detailed above. Minors may not work:
 While classes are in session, typically 8 a.m. to 3 p.m.
 After 10 p.m. any night of the week.
 More than four (4) hours per weekday.
 More than eight (8) hours on Saturday or Sunday.
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More than 28 hours per workweek

Employment of Relatives
To avoid problems with security, supervision, or conflicts of interest, certain restrictions apply regarding the
employment of a partner’s relative.
Starbucks prohibits the employment of relatives in situations where one relative directly or indirectly
supervises the work of the other or where one is responsible for auditing the work of the other. Furthermore,
a partner will not be placed in a position where he or she may work with or have access to sensitive
information regarding a relative or where the placement of the two related partners may pose an actual or
apparent conflict of interest.
For purposes of this policy, a relative or family member will be construed broadly and will include a domestic
partner.
As an example, a store manager or assistant store manager will not be permitted to employ any relative to
work in the same store. If a situation arises that conflicts with this policy, appropriate action will be taken by
the store manager, which may include a transfer or the termination of employment of one or both partners.

Employment and Income Verification
Starbucks often receives inquiries from other businesses seeking employment references for former partners.
Additionally, if a current Starbucks partner applies for a loan, mortgage or lease, the lender may need to verify
the partner’s employment and salary information.
All requests for employment verification should be forwarded to the Partner Resources Support Centre (PRSC).
Dates of employment, current or last job title, and/or salary information will be confirmed.
Starbucks partners are strictly prohibited from responding to any requests for personnel information or
employment references from any individual or business outside Starbucks.

Gifts and Entertainment
Starbucks is committed to ensuring that our business relationships remain professional and appropriate, and
that partners are supported in maintaining independent judgment and making objective business decisions.
Giving or accepting valuable gifts or entertainment might be construed as an improper attempt to influence a
business relationship. Starbucks desires to treat fairly all persons and companies with whom it does business
such as its customers and vendors.
A Starbucks partner may not give or receive a gift with a market value of more than $75 per year to or from
someone who does or would like to do business with Starbucks. Accepting personal gifts of any kind is
discouraged. A gift of money should never be given or accepted (the exception is hourly retail partners, who
may accept customary tips for service well done – these partners should advise any customers offering cash
gifts that they can only be accepted as tips that will be shared with eligible store partners). A gift of nominal
value may be given or accepted if it is a common business courtesy, such as coffee samples, a coffee cup, pens
or a similar token. A gift or favour should not be accepted or given if it might create a sense of obligation,
compromise your professional judgment or create the appearance that it might. In deciding whether a gift is
appropriate, consider whether public disclosure of the gift would embarrass you or Starbucks.
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May 2015

31

362
Partner Resources Manual – Canada. Stores

A Starbucks partner may not encourage or solicit meals or entertainment from anyone with whom Starbucks
does business or from anyone who desires to do business with Starbucks. Partners may offer or accept meals
and entertainment if it is reasonable and customary, occurs infrequently and is not expensive.
Starbucks prohibits offering, giving, soliciting or receiving any form of bribe or kickback. There are serious
penalties, including criminal sanctions, for engaging in this conduct. Any partner who engages in such conduct
will be subject to corrective action, including termination of employment.
If you have any questions about this policy, please refer to Starbucks Standards of Business Conduct, talk to
your district manager or call the Starbucks Ethics and Compliance Helpline at (800) 611-7792 for English, (866)
614-0760 for French, or online via Starbucks.com/helpline.

Harassment and Discrimination Prohibited
Starbucks strictly prohibits discrimination, sexual harassment, or harassment on the basis of race, colour, sex,
national or ethnic origin, religion, sexual orientation, disability, age, marital status, family status, conviction for
an offense for which a pardon has been granted or any other basis prohibited by law.
This prohibition applies to all partners, vendors or customers. No partner is expected to tolerate any conduct
prohibited by this policy from anyone while at work or while engaged in company business.

Sexual Harassment Defined
Sexual harassment prohibited by this policy includes any unwanted sexual advances, requests for sexual favors
or visual, verbal or physical conduct of a sexual nature when:
 Submission to or rejection of such conduct is used as a basis for employment decisions affecting the
partner; or
 Such conduct has the purpose or effect of unreasonably interfering with a partner’s work performance
or creating an intimidating, hostile or offensive working environment.
The following is a partial list of conduct that would be considered sexual harassment:
 Unwanted sexual advances or propositions.
 Offering employment benefits in exchange for sexual favors.
 Leering, making sexual gestures, displaying sexually suggestive objects or pictures, cartoons, calendars
or posters.
 Making or using derogatory comments, comments about a partner’s body or dress, slurs, epithets or
sexually suggestive jokes.
 Written communications of a sexual nature distributed in hard copy or via a computer network,
suggestive or obscene letters, notes or invitations.
 Physical conduct such as unwanted touching, assault, impeding or blocking movements.
 Making or threatening retaliation after a negative response to sexual advances or for reporting or
threatening to report sexual harassment.
Sexual harassment can occur between Starbucks partners of the same or opposite sex. It is unlawful for a male
to sexually harass either females or males, or for a female to sexually harass either males or females.

Other Prohibited Acts of Harassment
In addition to the conduct highlighted above, Starbucks also prohibits acts of harassment that include, but are
not limited to, the following:
 Threats, degrading comments, epithets or slurs.
 Derogatory posters, photographs, cartoons, drawings or gestures.
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Written communications that could offend individuals in a particular group, such as references to
racial or ethnic stereotypes or caricatures.
Making or threatening retaliation for reporting or threatening to report harassment, violence, threats
of violence or a dangerous condition; or for participation in an investigation of a harassment
complaint.

Complaint Procedure
A partner who believes he or she has been subjected to behaviour prohibited by this policy should make his or
her feelings known to the offending partner, if comfortable doing so.
The partner must also immediately report the offensive behaviour, preferably in writing, to his or her store
manager, district manager or the Partner Resources Support Centre at (866) 504-7368.
If any partner becomes aware of harassing, retaliatory or threatening conduct engaged in or endured by a
Starbucks partner, regardless of whether such conduct directly affects that partner, the partner should
immediately report that information, preferably in writing, to the appropriate manager as indicated above.

Investigation and Discipline
When Starbucks is made aware of a situation that may violate this policy, an immediate, thorough and
objective investigation will be undertaken. Starbucks will protect the confidentiality of those involved to the
extent possible, consistent with the need to investigate and resolve the complaint.
Appropriate action will be taken against any partner found to have engaged in prohibited harassment to
ensure that the conduct will not reoccur. Appropriate action will be taken against any partner who makes a
report of harassment in bad faith. A partner found in violation of this policy may be subject to corrective
action, up to and including termination of employment. The type of corrective action taken will depend on the
severity of the conduct, as well as any other factors presented.
Starbucks will not tolerate any behaviour prohibited by this policy and does not consider such behaviour
within the course and scope of employment, nor is such conduct authorized by Starbucks. Partners, including
managers, may be held personally liable for actions that violate this policy.

Manager Responsibility
As a Starbucks manager, it is your responsibility to do the following, as well as ensuring that your partners
understand that they are to:
 Treat others with respect and dignity; maintain a professional workplace.
 Understand Starbucks Anti-Harassment and Anti-Retaliation Standards, including the Complaint
Procedure.
 Take immediate steps to end the offensive or threatening behaviour by requesting that it stop, if
comfortable doing so.
 Immediately report your concerns to your manager or local Partner Resources contact.
 Apologize if you have offended someone.

Retaliation Prohibited
Starbucks strictly prohibits any form of retaliation against any partner who, in good faith, reports harassment,
violence, threats, a dangerous condition, potential violations of Starbucks Anti-Harassment Standard,
Workplace Violence Standard, Standards of Business Conduct and/or any other Starbucks policies or applicable
laws. Retaliation is prohibited against any partner who raises concerns or questions regarding a potential
violation of any Starbucks policy or applicable law that he or she reasonably believes to have occurred, for
using the Complaint Procedure, or for filing, testifying, assisting or participating in any manner in any
investigation, regardless of the outcome of the investigation.
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Starbucks partners are also prohibited from retaliating against job applicants or former partners who have
reported potential violations or who have participated in an investigation, whether the potential violation
occurred at Starbucks or with another employer.

Inspections / Security Checks
Starbucks strives to maintain a safe and secure work environment for its partners. To safeguard Starbucks
property and our partners’ belongings and to ensure compliance with Starbucks policies and practices,
Starbucks reserves the right to carry out security checks without notice. Generally, Starbucks will respect the
privacy of a partner’s belongings or work area. Nonetheless, circumstances may justify conducting an
inspection. Accordingly, Starbucks reserves the right to open and inspect certain items for prohibited
materials, including weapons, dangerous substances, alcohol, illegal drugs or stolen property.
Items subject to inspection may include, but are not limited to, office equipment and furniture provided by
Starbucks for partner use, desks, cabinets, lockers, computers, and computer memory, as well as the contents,
effects or articles they may contain. An inspection may extend to any personal belongings a partner has
brought onto Starbucks premises, including but not limited to, briefcases, backpacks, gym bags, cars and
electronic devices.
An inspection may occur at any time, with or without advance notice or consent from the partner involved. It
may take place either before, during or after normal working hours and in the absence of the partner involved,
and may be conducted by any manager or security personnel designated by Starbucks.
Any partner who fails to cooperate in an inspection may be subject to corrective action, up to and including
termination of employment.
For more information related to this policy, including the “Partner Bag and Package Check” policies and
procedure, see the “Preventing and Responding to Security Incidents” section of the Safety, Security and
Health Resource Manual.

Security of Personal Belongings
Partners are strongly advised not to bring large amounts of money, jewellery and valuables to work. Starbucks
does not accept liability for the loss or damage to personal possessions while on company premises and a
partner will not be reimbursed by the company for any such loss. Partners are encouraged to place purses,
bags, wallets, backpacks and other similar items in a locked drawer or other secure location while at work. If
the partner has been provided with a locker, the partner should use it for the storage of belongings while on
shift and keep it locked at all times. Partners should not leave personal belongings including clothing, at the
store when not working.

Inventions and Discoveries
All inventions, discoveries, improvements and derivatives pertaining to Starbucks business that any partner
develops in the course of his or her employment, or while using any Starbucks information, are the sole
property of Starbucks. This includes any blends, recipes, techniques, equipment, processes, methods,
formulas, technology or materials related to Starbucks business or based on Starbucks information. Partners
must promptly disclose all such matters to Starbucks, and must assist in obtaining for Starbucks legal
protection for any such inventions and discoveries.
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Media Inquiries
Starbucks partners may receive requests from the media for an interview or filming in a Starbucks store, a
Seattle’s Best Coffee cafe or other Starbucks support locations. Please note that, without exception, only
approved Starbucks Corporation spokespeople are authorized to talk to the media. This includes inquiries from
local or international news, trade publications, school newspapers and other media outlets. Partners must
refer all media inquiries to the Starbucks Media Relations Hotline at (888) 997-8628.
Refer to the Store Operations Manual for additional information.

Phones and Pagers
Cellular Phones and Pagers
Partners are not permitted to have their personal cell phones and pagers on their person while working. Cell
phones and pagers must be turned off and stowed away with the partner’s personal belongings.

Text Messaging
Partners are not permitted to send or receive text messages using personal cell phones while working. In
addition, if a partner needs to contact the manager during nonworking hours (e.g. partner is unable to report
for work); he or she must call the manager rather than send a text message.

Personal Telephone Calls
Providing the Starbucks Experience to every customer who walks in the door should be each partner’s focus.
Personal telephone calls while working can distract a partner from providing this experience. Therefore,
partners are not permitted to receive personal telephone calls at the store, unless the nature of the call is an
emergency. Personal telephone calls may be made only while on break, from the store’s back room or office,
and only if absolutely necessary and without disrupting store operations. Making a personal long-distance
telephone call or accepting a collect personal call using the store telephone is strictly prohibited.

Receipt of Legal Documents
Types of Legal Documents
Legal documents concerning Starbucks are occasionally received in our stores or regional offices, either by mail
or personal delivery. Many of these documents are time-sensitive and must be dealt with quickly and
appropriately. Examples of legal documents include:











A summons and complaint
A notice or threat of legal action
A notice of hearing or court proceeding
Any document containing a legal caption or reference to a case number
Correspondence from an attorney
Any communication from a federal, state, provincial or local government agency, such as the HRSDC
or provincial Ministry of Labour
Order to garnish, assign or withhold the wages of a partner (whether current or former)
A subpoena for document production or personal attendance at a court proceeding
A notice of permit violation
A request for personnel information
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Where to Forward Legal Documents
It is imperative that any document that appears legal in nature be forwarded immediately, via fax or overnight
delivery, to the following address:
Starbucks Corporation
FAX: (206) 318-7793
Attn: Law and Corporate Affairs
2401 Utah Avenue South, S-LA1
Seattle, WA USA 98134-1067

Keep Copies of Legal Documents
Please note that copies of all documents that are sent to Law and Corporate Affairs should be retained at the
store. In some cases, for example, when a store receives a notice of a health violation relating to the operation
of the store, it remains the responsibility of the store manager to correct the permit violation despite the fact
that the violation may have been forwarded to the Starbucks Support Centre in Seattle.

Register Operation and Customer Transactions
All partners are required to conduct themselves with the utmost honesty and integrity. This principle applies
primarily when engaging in any transaction involving a customer of Starbucks and particularly when engaging
in transactions involving the exchange of Starbucks product or merchandise for cash, coupons or store credit.
Each partner will be held responsible for each transaction conducted at the cash register till assigned to him or
her, including all transactions that take place, counting cash and balancing the till. Depending on one’s
position, a partner may additionally be responsible for accessing the store safe and preparing bank deposits.
Refer partners to the POS Register Resource Manual for specific operational standards and procedures.

Relationships with Other Partners / Close Relationships
Starbucks encourages friendship and teamwork, but situations that may lead to a conflict of interest must be
avoided. A conflict of interest may exist whenever a partner’s judgment is affected or can be called into
question because of a close relationship. For this reason, when a relationship develops between two partners
where one partner directly or indirectly supervises or is responsible for auditing the work of the other, one of
the partners will be required to transfer to another store. If this is not possible, it may be necessary to
terminate the employment of one or both partners. Starbucks may also refuse to recruit or hire an applicant,
or transfer or promote a partner, if doing so would breach this policy.
A partner who develops a close relationship with another partner that would violate this policy must notify his
or her manager immediately.

Securities Transactions and Insider Trading
Policy Overview
This policy sets forth a brief summary of the restrictions on securities transactions imposed by the federal
securities laws and the policy of and the restrictions imposed by Starbucks Corporation and its subsidiaries
(collectively, “Starbucks” or the “Company”) regarding transactions in the Company’s securities and the
securities of other companies doing business with Starbucks. This policy applies to all directors, partners
(employees), and independent contractors, advisors and consultants employed by Starbucks (collectively
referred to herein as “Starbucks Personnel”).
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The purpose of this policy is to protect Starbucks Personnel and the Company from legal liability and to
safeguard the Company’s reputation for integrity. As a result, Starbucks policy and restrictions implemented in
accordance with the policy are designed not only to prevent violations of the securities laws and protect
Starbucks Personnel, but also to avoid any appearance of impropriety arising from securities transactions by
persons associated with the Company.
Partners are prohibited from engaging in insider trading, which is buying or selling Starbucks shares while in
possession of “material non-public information” or improperly disclosing such information. “Material nonpublic information” is a difficult concept to define, but generally it is non-public information that is significant
enough that once made publicly available would affect the market price of Starbucks stock. Insider trading is
illegal, may lead to criminal prosecution and will result in separation from employment with Starbucks.

Restrictions under U.S. and Canadian Securities Laws
Starbucks is traded on NASDAQ and is subject to the Securities Exchange Act of 1934 (the “Exchange Act”). In
addition, Canadian partners are also subject to regulation under various provincial securities legislation. More
specifically, the federal securities laws prohibit trading securities while in possession of material non-public
information relating to such securities or disclosing material non-public information to enable another person
to trade on such information.
The term “trading” refers to all purchases and sales of securities for value, including purchases effected
through stock option exercises. The term “securities” includes not only common stock, but also preferred
stock, bonds, notes, options, warrants, puts, calls and other equity and debt instruments. “Material non-public
information” is confidential information that is not available to the general public relating to a company, its
business operations or securities, which would be likely to affect the market price of any of its securities or
would be considered important by a reasonable investor in determining whether to buy, sell or hold securities.
Examples of such information include sales and earnings estimates, the number of stores projected to be
opened, plans for expansion into new markets, details of merger and acquisition activity, internal financial
reports, developments in significant litigation and senior management changes. Trading on such information
and improperly disclosing such information to others who may trade on the basis of such information are
commonly known as “insider trading” and “tipping,” respectively.
In addition to the general prohibitions against insider trading and tipping, the federal securities laws
specifically prohibit directors and officers of the Company from engaging in securities transactions that are
only profitable if the price of the Company’s securities declines. These “short sales” of the Company’s
securities create a conflict of interest for individuals who have a duty to act in a manner that they reasonably
believe to be in the best interests of the Company. Specifically, Section 16 of the Exchange Act prohibits
directors and officers of the Company from (i) selling equity securities of the Company that they do not
currently own, or (ii) failing to deliver equity securities after sale within twenty (20) days or failing to deposit
such securities in the mail or other channel of transportation within five (5) business days after sale.
Insider trading, tipping, and improper short sales by directors and officers may result in substantial liability to
Starbucks and criminal and civil liability for the individual involved. Accordingly, it is the policy of Starbucks to
prohibit Starbucks Personnel from trading on or improperly disclosing material non-public information and to
prohibit short sales of Starbucks securities by all partners, including directors and officers of the Company.
If you are unsure whether an activity may constitute insider trading and/or tipping, call the Starbucks Ethics
and Compliance Helpline at (800) 611-7792 for English, (866) 614-0760 for French, or access the Helpline at
Starbucks.com/helpline.

Starbucks Trading and Disclosure Restrictions Policy
To assist Starbucks Personnel in complying with federal securities laws and Starbucks policies, Starbucks
requires all Starbucks Personnel to abide by the following specific trading and disclosure restrictions.
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Starbucks Personnel may not trade in the securities of Starbucks or a company doing business with Starbucks if
they are aware of material information relating to Starbucks or such company that has not been available to
the public for at least one full business day. Information is generally considered to be “available to the public”
if it has been disclosed in a nationally distributed press release or included in a filing with the Securities and
Exchange Commission or other government agency that makes such information available to the public.
In addition, Starbucks Personnel may not disclose material information relating to Starbucks or a company
doing business with Starbucks to any other person, except when such other person needs to know such
information in order for Starbucks to effectively conduct business, and there is no reason to believe that the
information will be used for improper trading or inappropriately disclosed by such person, until the
information has been available to the public for one full business day.
Under no circumstances may Starbucks Personnel recommend or suggest to another person that he or she
buy, sell or hold securities of Starbucks or a company doing business with Starbucks on the basis of material
non-public information.
In addition to the restrictions set forth above, directors, officers and certain partners of Starbucks with regular
access to material non-public information will be subject to Company blackout periods during which they may
not trade Starbucks securities. The general counsel of the Company will determine when such blackout periods
are imposed and the duration of such blackout periods.
Anyone in doubt about the application of this policy must consult with and seek the approval of the general
counsel before proceeding with any transaction involving securities of Starbucks or a company doing
business with Starbucks and before disclosing material information concerning Starbucks or a company
doing business with Starbucks. A violation of this policy may result in immediate dismissal from Starbucks.
To reach the general counsel, partners may call the Starbucks Ethics and Compliance Helpline at (800) 6117792 for English, (866) 614-0760 for French, or access the Helpline via Starbucks.com/helpline.

Smoking
Starbucks provides a smoke-free environment for all partners and customers. Smoking in all forms, including
electronic cigarettes, is not permitted in any Starbucks workplace. Smoking is not permitted in Starbucksoperated outdoor spaces, such as outdoor customer seating areas and patios, as these areas are extensions of
the workplace.
Partners are not permitted to smoke outdoors within 25 feet of Starbucks-operated facility entries, operable
windows, outdoor air intakes and Starbucks-operated outdoor spaces. Where state, local or provincial laws
have stricter requirements prohibiting outdoor smoking (i.e., greater than 25 feet), Starbucks will follow those
laws.
Managers must ensure that partners adhere to all signage and postings regarding acceptable locations for
smoking. As required by law, Starbucks policy and/or operational standards, managers must ensure that
partners understand their responsibility to take all reasonable measures to enforce compliance by preventing
or stopping workplace visitors from smoking in regulated workplace areas.
Smoke or the smell of smoke is easily absorbed by coffee beans. If a partner chooses to smoke while on break
and outside the premises, the partner must first remove his or her apron and hat, if applicable. The partner is
also required to wash his or her hands before returning to work.
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Social Media
The same requirements and guidelines found in other Starbucks policies, standards, guidelines, and Our
Starbucks Mission apply to partners’ activities in social media. Ultimately, partners are solely responsible for
what they communicate in social media.
Any conduct that adversely affects a partner’s job performance or the performance of other partners, or
otherwise adversely affects customers, suppliers, vendors, people who work on behalf of Starbucks, or
Starbucks legitimate business interests, may be subject to corrective action, up to and including separation
from employment.

General Requirements
Partners must:
 Be fair and courteous to fellow partners, customers, vendors, suppliers or others who work on behalf of
Starbucks
 Be honest and accurate when distributing information or news about Starbucks products and services.
 Remember that almost everything distributed on the Internet is archived; even deleted or altered
information may be searched.
 Express only their personal opinions and never represent themselves as a spokesperson for Starbucks in
social media (e.g., Facebook, Twitter, Instagram). If Starbucks products and services are a subject of the
content, be clear and open that they are partners and that their views do not represent those of
Starbucks, fellow partners, customers, vendors, suppliers or people working on behalf of Starbucks. It is
best to include a disclaimer such as, “The postings on this site are my own and do not necessarily reflect
the views of Starbucks.”
 Respect financial disclosure laws.
 Not distribute internal reports, policies, procedures or other internal business-related, confidential
communications.
 Not use Starbucks logos, trademarks or visual identity in social media to communicate with customers on
behalf of the company without Global Marketing permission.

Social Media Guidelines
When using social media, partners must follow Starbucks Social Media Guidelines, available on
Starbucks.com/partners.

Using Social Media at Work
Partners must not use social media in any manner that interferes with their job responsibilities.
Consistent with the Acceptable Use Standard, Starbucks electronic communications systems, including the
internet, are intended for business use only. Starbucks recognizes the occasional need for personal use of
certain resources, so some personal usage is permitted at the discretion of management.
Partners must not use Starbucks email addresses to register on social media intended for personal use.
Managers should remind partners that they are more likely to resolve work-related complaints by speaking
directly with their co-workers, manager, Partner Resources, or by contacting the Ethics and Compliance
Helpline, than by distributing complaints using social media.
For full details, contact the Partner Resources Support Centre (PRSC) and refer to Starbucks Social Media
Standard.
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Standards of Business Conduct
Starbucks reputation for integrity flows from our steadfast commitment to our core values and guiding
principles which require compliance with the law and ethical conduct. Starbucks depends on its partners to
follow the law and to make appropriate decisions. Starbucks has adopted a code of conduct that provides
partners with this guidance. These guidelines are called Starbucks Standards of Business Conduct and are
documented in a separate booklet that is distributed to all new partners upon hire.
Starbucks Standards of Business Conduct provides practical overviews of some of the legal and ethical
standards that must be followed on a day-to-day basis. Some of those standards are repeated in this Partner
Resources Manual, such as those addressing Alcohol and Drugs, Conflict of Interest, and Wage and Hour Rules.
Store managers should ensure that all partners read and become familiar with Starbucks Standards of Business
Conduct. If a partner is uncertain about something he or she intends to do while acting as a Starbucks partner
or conducting Starbucks business, he or she should contact the store manager. If the store manager cannot
find the guidance needed in Starbucks Standards of Business Conduct or this Manual, the manager or partner
should contact the Partner Resources Support Centre at (866) 504-7368 for assistance.

Ethics and Compliance Helpline
Starbucks Ethics and Compliance Helpline is a resource available to partners to report issues or raise concerns
that involve ethics, legal issues or potential violations of Starbucks policy, including Starbucks Standards of
Business Conduct.

The Helpline is available 24 hours a day, seven days a week online at Starbucks.com/helpline or by phone (800)
611-7792 for English, (866) 614-0760 for French. All concerns reported through the Helpline will be taken seriously.
All information provided to the Helpline will be treated in a confidential manner and may be submitted
anonymously.
Starbucks does not tolerate retaliation against any partner who, in good faith, raises concerns or questions
regarding a potential violation of Starbucks policy. For more information including asking for guidance and voicing
concerns, please refer to Starbucks Standards of Business Conduct.

Travel and Business Expenses
Partners may be required to conduct business travel during the course of their employment. In order to ensure
the safety and well-being of partners who travel, as well as prudently manage the associated costs, Starbucks
has established a global standard related to business travel and expenses.
Starbucks will reimburse partners for approved and compliant business expenses that are:
 Reasonable, necessary and appropriate in the conduct of Starbucks business.
 Approved by the appropriate manager within the partner’s organization.
 Reported in a timely manner.
Properly substantiated and documented in accordance with Starbucks standards and procedures and/or local
requirements.

Mileage Reimbursement
A store partner may be required to use his or her own personal vehicle for business reasons. In such
circumstances, the partner will be reimbursed for his or her mileage at the standard rate per mile.
Reimbursement will be made consistent with Starbucks Mileage Reimbursement Standard.
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The store manager is responsible for ensuring that store partners appropriately document the mileage driven
on the on the appropriate company form. The store manager and store partner are accountable to provide
and submit any other required information to process the mileage reimbursement. Store managers will
monitor business mileage claims to ensure that they are appropriate.
Reimbursement is available for the business use of a partner’s personal vehicle for:
 Mileage driven to/from the bank to perform a bank deposit
 Mileage driven to/from another Starbucks store to pick up or drop off product
 Mileage driven to/from another retailer to pick up supplies
 Mileage driven to/from a training or meeting site
 Note: To the extent any of the above miles are driven by a partner on the way to work from home, or
on the way to home from work, the reimbursable mileage is the number of miles driven beyond the
partner’s normal commute.
 Mileage driven directly from one store to another if a partner is scheduled to work at both stores
This list is not intended to be all-inclusive. Questions on whether certain mileage is reimbursable should be
directed to the district manager or Partner Resources Support Centre (refer to Starbucks Mileage
Reimbursement Standard and Mileage Reimbursement Procedure).
Recording Mileage
When a Starbucks partner drives his or her personal vehicle for business purposes, beyond his or her standard
commute, the partner must record the following information.
 Name
 Partner number
 Date of trip
 Business purpose
 Number of miles driven
 Location driven to
Borrowed partners: Mileage for borrowed partners is typically logged and paid out at the home store to avoid
delays.
Dual store managers: Managers of dual stores should document any miles driven in addition to the normal
commute to / from their home store.
Processing Mileage Reimbursements
Store managers must process mileage reimbursements each week, including proper coding and storage of
receipts. Procedural instructions, including the calendar year reimbursement rate, are located on the Store
Portal > Documents > Program Materials > Daily Records Book. Note: Mileage reimbursement rates are
subject to change each calendar year beginning in January.

Video and Audio Recording
Starbucks installs security cameras in the stores for partner and customer safety and to monitor activities
involving cash. Partners should be aware that these security cameras will capture video and/or audio
recordings.
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Weapons
Starbucks strictly prohibits partners from possessing any weapon in a Starbucks store or on Starbucks
property. For purposes of this policy, a “weapon” is broadly defined to include a firearm, knife, baseball bat or
as otherwise defined by the criminal code of any jurisdiction in which Starbucks does business.

Work-Related Injury or Illness
Starbucks values the safety, health and wellbeing of all of our partners. Starbucks policy is to provide safe and
healthy working conditions and to comply with all laws and regulations regarding partner health and safety.
If a partner suffers a work-related injury or illness, follow the steps outlined in the Safety, Security and Health
Resource Manual, “Responding to Injuries and Incidents” section within 24 hours of the injury.
If the partner has obtained medical treatment and/or requires time away from work, incident reporting and
associated paperwork will need to be completed. Morneau Shepell, a third party vendor, is partnered with
Starbucks Canada to provide guidance and support to the injured partner and their manager. They will also
provide guidance on what paperwork must be completed and the timelines to do so, to ensure compliance
with the provincial workers compensation boards. Morneau Shepell will also assess and assist in the
facilitation of any necessary workplace accommodations in relation to a partner’s workplace injury.
For questions or guidance regarding work related injuries, contact Morneau Shepell by following the
appropriate prompts for ‘Canadian Workplace Injuries’ (888) 796-JAVA, option 3 – available 24/7.

Workplace Violence
Starbucks is committed to providing a safe and secure working and business environment and does not
tolerate violence or threats of violence in the workplace. This includes but is not limited to violence and
threats of violence on Starbucks premises, at Starbucks events or while conducting Starbucks business.
Prohibited conduct or behaviours include, but are not limited to, provoking violence, using threatening words
(delivered in person or by phone, mail, email, text or other forms of social media), participating in or
encouraging violent or threatening acts, destroying property, and any other violent or threatening behaviour
that reasonably could be interpreted as conveying an intent to engage in violence or to cause injury or harm to
a person or property. Threatening conduct or behaviour is not limited to in-person verbal or physical action,
and can also include remote activity.
Starbucks recognizes that domestic violence is also a workplace issue. Starbucks will not tolerate domestic
violence in the workplace.
All partners have a stake in their own safety and security, and are responsible for creating and maintaining an
environment that is free from violence or threats of violence. Any partner who engages in workplace violence
may be subject to immediate termination of employment.
If a partner observes a display of workplace violence, the partner must immediately inform his or her store
manager, district manager, the Global Security Operations Centre at (206) 318-5400. The partner may also
contact Starbucks Ethics and Compliance Helpline at (800) 611-7792 for English, (866) 614-0760 for French, or
online via Starbucks.com/helpline. Partners who believe they are in immediate danger should remove
themselves from the dangerous situation if they can do so safely, and should immediately contact local law
enforcement authorities.
Starbucks strictly prohibits any form of retaliation against any partner who, in good faith, reports potential
violations of this policy.
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Section 2: Staffing
Partner and Job Classifications
Store positions
Starbucks employs store partners in the following positions:


Café attendant: A café attendant contributes to the store’s overall operation by cleaning and
performing some maintenance tasks. Generally employed only in high-volume stores or during peak
seasons, a café attendant generally works fewer than 40 hours per week.



Barista: A barista is responsible for preparation of hot and cold beverages, cash register transactions,
store cleanliness, product merchandising and excellent customer service. A barista generally works
fewer than 40 hours per week.



Shift supervisor: A shift supervisor performs all the duties of a barista, as well as helping guide the
work of others and assisting with ordering and accounting. A shift supervisor is required to be at least
18 years of age. A shift supervisor generally works fewer than 40 hours per week.



Assistant store manager: An assistant store manager assists the store manager with general
operations. An assistant store manager is considered full-time and is generally scheduled to work at
least 40 hours each week.



Store manager: The store manager is ultimately in charge of all store operations and directs the work
of the assistant store manager(s), shift supervisors and baristas. The store manager is responsible for
personnel decisions, scheduling, payroll and fiscal decisions. A store manager is considered full-time
and is generally scheduled to work at least 40 hours each week.



Retail management trainee: A partner participating in the Retail Management Training program in
preparation for a store management position.

Full-time/Part-time
A full-time schedule is defined as equal to or greater than 40 hours per week. A part-time schedule is less than
40 hours per week.

Exempt/Nonexempt
Starbucks classifies jobs into two categories: exempt and nonexempt.
A partner in an exempt job is paid the same amount per week regardless of the actual number of hours
worked and is not eligible for overtime. Store managers are exempt.
Partners in nonexempt jobs are paid based on hours actually worked and are eligible for overtime pay
consistent with federal, provincial and local wage and hour laws. Café attendants, baristas, shift supervisors ,
assistant store managers and retail management trainees (RMTs) are classified as non-exempt.

©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

May 2015

43

374
Partner Resources Manual – Canada. Stores

Active/Inactive/ Separated
An active partner is on Starbucks payroll and works during a specific pay period.
An inactive partner is on Starbucks payroll but is not working because of an approved leave of absence.
A separated worker is no longer employed by Starbucks.

Job Postings
Information about jobs and job openings can be found on the Starbucks Career Centre, which can be accessed
at Starbucks.ca/careers. The Career Centre provides many tools to help partners manage and build a career
with Starbucks. Job openings are also communicated bi-weekly by a Current Opportunities email. Store
Managers should print and post in back rooms.

Applying for a Barista or Shift Supervisor Position
External applicants (those not employed by Starbucks Coffee Company) should apply for barista or shift
supervisor positions through starbucks.ca/careers. Baristas and shift supervisors seeking to transfer between
locations in the same job should follow the Internal Transfer Procedure (see information later in this section
for details).

HIring Retail Hourly Canadidates in RHH
Refer to the retail hourly hiring information located at Retail Portal > Operations > Partner Resources >
Recruitment.

Onboarding Barista or Shift Supervisor Candidates
Refer to the retail hourly hiring information located at Retail Portal > Operations > Partner Resources >
Recruitment.

Applying for a Non-Store Position
A partner is eligible to apply for a posted job, i.e., participate in a competitive opening, when:
 He or she has been in the current position for 12 months. Exceptions may be considered and are
approved by senior leadership.
 The partner must be performing at a Meets Expectations (ME) level or better at the time that he or
she applies for the job.
 The partner must not have been on a Performance Improvement Plan (PIP) within the last six months.
 All partners applying to a job posting will receive a response from the recruiter if they are moving
ahead in the interview process. If they will not be considered, the partner will be sent an email
notification.

New Hire/Rehire Forms
On the first day of employment, prior to commencing work, managers must ensure that all new and returning
partners complete “new hire” forms. The first day of employment refers to the first day in which Starbucks
plans to compensate a partner for hours worked. Time spent completing forms during the onboarding process
is paid time.
All new hires and rehires are required to complete the forms listed below unless indicated as optional. Some
forms are signed and submitted electronically in the applicable hiring system (Retail Hourly Hiring or Taleo).
Other hard-copy forms must be printed from either the Retail Portal or the hiring system, completed, and then
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mailed in the postage-paid envelope provided in the New Partner Kit. Additional information about
completing some of the forms is provided following the chart.
Note: A PAN or EPAN does NOT have to be completed for new hires and rehires entered via RHH (except café
attendants). Please have new hires bring their SIN card on their first day of employment for validation and, if a
retail hourly hire, their username and password to complete the onboarding process through RHH. Please also
have new hires bring proper information to set up direct deposit enrollment.
Document
TD1 Form

Location
RHH

Direct Deposit Enrollment

Store Portal

Send to
Partner Solutions &
Services (S-PSS)
DO NOT MAIL OR FAX

Method of Submission
Interoffice mail envelope

Partner Acknowledgements
for Partner Guide & Safety at
Starbucks Guide
Partner Information and
Availability Agreement Form
AODA Training (Ontario only)

New Partner Kit

Store partner file

To enroll, partners should
log into My Partner Info
on the Store Portal or call
the Partner Contact
Center (PCC) at (866)
504-7368
N/A

Store Portal

Store partner file

N/A

My Learning

Recorded in MyLearning

Online Module

Adding and Maintaining Partner Information
This section covers the various human resources hiring systems that managers use to add new hire partners
and process transfers to the main HR system of record (SAP).
The store labour system stores information about partners in its partner database as downloaded from SAP
and is then able to use it to build store schedules.

Adding New or Rehired Partners for Existing Stores
Two categories of new hire or rehire partners will be added to the HR system:
 Retail hourly nonexempt (café attendants, baristas and shift supervisors)
 Retail salaried (store managers, assistant store managers, and RMTs)
Process retail hourly café attendant new hires and rehires via Word PAN. These positions are not included in
the RHH (Retail Hourly Hiring) system. It is important that this occur on the partner’s first day of employment
to ensure the partner is paid accurately and on time.
Process retail hourly barista and shift supervisor new hires and rehires via Manager Onboarding in the RHH
(Retail Hourly Hiring) system. It is important that this occur on the partner’s first day of employment to
ensure the partner is paid accurately and on time. Data entered incorrectly in RHH may impact pay and
benefits. Partner information will be available in EPAN within 4 hours of the completion of RHH Manager
Onboarding.
Retail salaried new hire and rehire partner files will download to SAP and the store’s labour system for
scheduling purposes as soon as the Taleo generated onboard email tasks have been completed by the new
hire and the district manager has assigned the partner to a store. The district manager will be sent an
onboarding email with link in order to do this. Store managers, assistant store managers, and RMTs should
NOT be entered manually into ALS at the store location.
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Entering New Hires/Rehires for New Stores
For more information about hiring and paying partners for new stores, please refer to the New Store Opening
Guide, Seven Weeks Out, available on the Store Portal.
The store manager who is opening the new store is responsible for ensuring that all new hire/rehires have
been entered into RHH for the respective training location. In RHH, managers provide the training store
number and date the partner will start at the new store.
When the new store opening date arrives, the new store’s partner records in the system will transfer to the
new store and an end date will be sent to the training location. If a new store opening date is changed, the
Partner Contact Centre should be contacted immediately at (866) 504-7368 to ensure that the new store
partners are assigned to the correct store.
New Hires/Rehires should punch into Time and Attendance at the training store with the Job Code “New
Store” to appropriately charge the opening store for the hours worked by new store partners.

Rehire Eligibility and Procedure
If a former partner applies for re-employment, the hiring manager must call the Partner Contact Centre at
(866) 504-7368 to determine eligibility for rehire. The hiring manager must also check the applicant’s
references with the former manager or the Partner Resources Support Centre (PRSC). The former partner
must apply online again.
The rehire procedure is the same as for a new hire.

How to Make a Rehire Offer
The hiring manager covers the following items with the partner who is being rehired:
Pay
For purposes of determining the pay rate for nonexempt hourly rehires, credit may be given for previous
Starbucks retail experience, provided that the person is rehired to the same position within one year of leaving
the company. Pay rates for partners rehired to different positions or who have not worked for Starbucks for
over one year should be reviewed with the Partner Resources Support Centre (PRSC).
Health Coverage, Benefits Eligibility and Bean Stock
All rehires are subject to the same eligibility requirements as a new hire.
Vacation Accrual/Grant
Rehired partners receive no credit for vacation accrual/grant eligibility for prior service unless mandated by
local law.
Future Savings Plan (RRSP/DPSP)
All rehires are subject to the same eligibility requirements as a new hire. Information regarding this program
can be found at lifeat.sbux.com.

New Hire/Rehire Partner Numbers and Partner Cards
After the new hire or rehire is hired in RHH, a partner number will download to the new partner’s record
within 4 hours. Partners hired in RHH on Tuesdays will not appear in MPI until Wednesday morning.
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Once the new partner number is available within ALS, the partner number can be filled in on the partner’s
Temporary Partner Card (provided in the New Partner Kit).
Partner discount and markout benefits are available to the partner as soon as they have a partner number.
However, it may take up to seven days before the partner number is recognized at the POS, so the partner
may need to restrict their use of the partner markout and markout benefits to their home store during this
time.
A partner can go through My Partner Info to request a digital or hard copy partner card. Your hard copy
partner card will arrive within 14 business days. If you request a digital version you will be provided a 16 digit
card number and security pin in order to register via the Starbucks mobile application.
Partner Cards are not collected upon separation and the POS should be relied upon for validation of markout
and discount eligibility. Monetary balances on a partner card can be transferred to a Starbucks card if
applicable. If a partner believes they are eligible for a markout and discount, but they are ineligible according
to the POS, the individual should call the Partner Contact Centre at (866) 504–7368.
If a partner’s number is not available within ALS after 48 hours or is still not recognized by the store POS
system within one week of being downloaded in ALS, contact the Partner Contact Centre at (866) 504–7368.

Internal Transfer Process
A transfer is a move to another store, to either a like position (e.g., barista to barista) or a different position (e.g.,
shift supervisor to barista), depending on position’s availability.

Partner Eligibility
To be considered for a transfer:
 A barista must have completed barista certification.
 A store manager or assistant store manager should have completed one year in current position.
 The partner must have at least a Meets Expectations performance rating or be in Good Standing,
which is described as:
o Adhering to company policy
o Meeting the expectations of the job as determined by current manager, and
o Has no recent corrective actions

Process Overview






Partner completes a Transfer Request Form (TRF), available on the Retail Portal
Partner submits TRF to his or her current manager.
o Retail hourly partners: Whenever possible, this form should be completed 60 days prior to
the requested transfer date.
o Store management partners: Whenever possible, this form should be completed 90 days
prior to the requested transfer date.
o Exceptions to TRF submittal timelines may be considered on a case-by-case basis.
Manager completes TRF and forwards to sending district manager for approval within 5 days of
receipt.
Sending district manager approves TRF and forwards to receiving district manager(s) within 5 days of
receipt.
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Receiving district manager contacts the partner with a decision as soon as possible but within 2 weeks
of TRF receipt.
Upon acceptance of the approved transfer by the partner, the transfer is processed by the receiving
store manager via EPAN for hourly positions, and by the receiving district manager via WordPAN for
store management positions.

Communicating with Partners about Transfers
Following the outlined internal transfer process will prevent most misunderstandings because of unclear
communication on issues such as pay rates and schedule changes. Managers should:
 Make every effort to support a partner who requests an internal transfer.
 Advise the partner wishing to transfer that:
o The transfer process can take up to 60-90 days to complete, so partners should allow plenty
of time to request the transfer, complete the appropriate paperwork, and obtain approval
from all involved leaders.
o Starbucks does not guarantee that all transfer requests will be approved. Approval will be
based on several factors, including the partner’s eligibility, store staffing levels, business
needs and manager discretion.
o The likelihood a transfer request will be approved may increase if the partner considers being
flexible on transfer date, increasing hours of availability and location.
o Relocation expense reimbursement is not available for partner-initiated transfers. For store
transfers initiated by the business, relocation assistance may be made available at the
company’s discretion.
o The partner’s base pay may change upon transfer based on geographic pay market
differences.
 Ensure that the partner understands that if he or she stops working at his or her home store prior to
the completion of the transfer process, the partner risks losing benefits eligibility or being separated
from employment.
o A partner should plan ahead for a transfer, particularly if the transfer involves relocation to a
new market, so the partner does not experience a gap in employment.
o Starbucks will not place a partner on an unpaid leave of absence or otherwise suspend a
partner from work because a transfer request is still pending.
o A partner who is relocating may request the time off as paid vacation from his or her
manager.
o A partner may be eligible for a Personal Leave or Career Coffee Break to complete relocation
(see Time Away from Work section of this manual); Starbucks will not place the partner on
any other unpaid leave or otherwise temporarily suspend the partner from work.
 For transfers involving a change in position (promotion, demotion/step down): A promotion or
demotion requires the necessary approvals in conjunction with the approval for transfer. A partner
approved for a step down to a different position as part of a transfer may discuss future opportunities
for promotion with the receiving district manager.

Internal Transfer Procedure – Retail Hourly Partners
Manager ensures that store partners are aware of the partner procedures for requesting a transfer:
1. Talk to current store manager (SM) 60 days (whenever possible) prior to the requested transfer date.
2. Identify the specific geography of request, e.g., suburb, community, store number(s)
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3. Work with store manager to complete the Transfer Request Form (TRF), on Retail Portal > Documents >
Forms > Form – Transfer Request Form CANADA.
4. Work with SM to send completed TRF and Partner Availability Form to district manager (DM).
Sending Store Manager (within 5 days of partner transfer request):
1. Discuss the communication points above with partner so he or she understands the transfer process.
2. Work with partner to complete the TRF and approve or deny per the internal transfer process. Contact the
Partner Resources Support Center (PRSC) for any guidance needed.
3. Finalize and send approved TRF and Partner Availability Form to sending DM.
4. Be prepared to discuss the partner’s recent performance.
Sending District Manager (within 5 days of receiving TRF from sending SM):
1. Contact potential receiving DM(s).
2. Send approved TRF and Partner Availability Form to appropriate receiving DM(s).
Receiving District Manager (as soon as possible but no later than 2 weeks of receiving TRF from sending DM):
1. Assess district needs.
2. Contact partner requesting transfer to discuss:
 Current store volume – drive thru or café
 Confirm timing and any other expectations
 Discuss any pay change based on geographic pay market differences
3. Give TRF and Partner Availability Form to appropriate receiving SM.
Receiving Store Manager (as soon as possible after receiving approved TRF from receiving DM):
1. Contact transferring partner to discuss:
 First date in store
 Schedule
 Personal information needed to transfer partner via EPAN
 Confirm any pay change based on geographic pay market differences
2. Transfer the partner using EPAN, completing all required information.
3. Contact sending SM to discuss:
 Current performance/development of transferring partner
 Coordinate sending of the partner file from current store to new store

Internal Transfer Procedure – Assistant Store Managers and Store Managers
Partner Requesting Transfer
1. Talk to current district manager at least 90 days prior to requested transfer date whenever possible.
2. Identify specific geography and region requested.
3. Complete the Transfer Request Form (TRF).
4. Forward completed TRF to current district manager.

Partner Referral Program
Program Guidelines
The Partner Referral Program is designed to reward partners who refer candidates who are hired as new
partners. The program is open to all Starbucks partners excluding partners at the vice president level and
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above, members of the Partner Resources department who are directly involved with recruiting, Partner
Resources managers and directors, and managers who are hiring within their own store or department. All
partners are encouraged to use this program.
This program does not apply to rehire or internal referrals.

Who to Refer
If a partner knows someone who might be a good addition to the Starbucks team, the partner may refer him
or her to the recruitment team for retail and store management positions and to their store manager for retail
hourly positions. Partners are strongly encouraged to refer diverse candidates for employment to support the
diversity component of our Mission Statement. All applicants must meet Starbucks hiring qualifications and be
able to prove employment eligibility.

Referral Bonus
To receive a bonus for a successful referral, the referring partner must be actively employed at the time the
referral begins employment. Referral bonus is taxable income and will be subject to all income tax. If a
business unit has a program different than the general Starbucks award, the manager will need to submit an
EPAN reflecting the correct amount for the business unit in order to ensure correct processing of referral
awards.
The Partner Referral Program: Position
barista
shift supervisor
assistant store manager
store manager
district manager
All non-retail positions – professional services

Referral Bonus
$50
$150
$250
$500
$750
$500

Depending on the needs of a Region or department, the referral bonus amounts and programs may change, or
may not be offered.

Referral Bonus Procedure – retail hourly
Managers should follow this procedure when a partner is eligible for a referral bonus.






When interviewing a candidate, ask where they heard of the opportunity. If they were referred by a
partner, please indicate so.
It is the responsibility of the referring partner’s store manager to complete the referral bonus EPAN.
Information to be included in the EPAN is the referring partners name, partner number and store number
as well as the referred partner’s name, hire date and referral bonus amount in the “Comments” section.
The EPAN for the referral award can be submitted the day the referred partner begins employment.
No approval is needed other than that of the store manager to process a Referral Bonus.

Referral Bonus Procedure – retail management and non-retail positions
If referring an assistant store manager, store manager, district manager or non-retail position, contact the
recruitment department at your local regional office.
The recruiter associate is responsible for processing the Word PAN to request for the referral bonus. The
bonus will be requested upon the partner’s first day in role. The bonus amount will be paid out within one to
two pay periods of this date.
Approval is required from the district manager or manager with a copy to the Partner Resources manager.
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Employment Branding Tools
In Store Hiring Materials
There is a wide selection of Opportunity Branded materials available for in-store hiring.
Examples include:
 Store Window Cling
 Retail Banners
 Application Card
 Join Us Hiring Banner
 WOW Card
 A-frame signage
 VIA Recruiting Cards
 Referral program poster
 Manager business cards

How to Order
Please contact your district manager to place an order for these materials through Design Gallery.
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Section 3: Work Hours and Work Place
This section includes work hours and workplace-related policies and procedures. Managers are responsible to
ensure all time worked and benefit time are recorded accurately. Starbucks is committed to pay all partners
accurately for all time worked. It is the store manager’s responsibility to ensure that the standards listed herein
are enforced, ensuring that all time worked and benefit time are accurately recorded, and to communicate
information to partners accordingly. Store partners also receive some of this information in the Partner Guide –
Canada Store Edition that is given to all new store partners.
Specific operational standards and procedures regarding punching in and/or out and making edits in Time and
Attendance are located in the Labor Management Resource Manual.

Work Place
The store manager is responsible for hiring store partners based on his or her store’s particular business
needs. Depending on business needs, the manager may ask a partner to work at a Starbucks store other than
the normal place of work, and expect the partner to do so.

Work Location for Borrowed Partners
A retail partner may be “borrowed” by another store to work an available shift. However, a partner who is
eligible for unique benefits per provincial or local law may only work as a borrowed partner in stores covered
by those same benefits.

Work Schedule
Store managers and assistant store managers are expected to be fully committed to the operations of their
store. These positions are considered full-time and generally require at least 40 hours of work each week.
Starbucks provides baristas and shift supervisors with the opportunity to work flexible hours. A partner’s hours
of work, as determined by the store manager, are largely dependent on the store’s business needs and the
partner’s availability.
Store managers will ask retail hourly partners to provide a schedule of the days and hours that they are
available to work. With this information, the store manager will create a weekly work schedule for the store,
focusing on creating stable shifts, improving teamwork, and enhancing connections with customers.
A partner’s scheduled hours of work will be based on many factors such as the needs of the business, the
store’s hours of operation, and the availability, skill level and position of each partner in the store. There is no
assurance or guarantee that the store manager will provide any hourly partner the hours desired, the same
schedule each week, or a minimum or maximum number of hours.
An hourly partner who desires a specific work schedule must submit a written request to the store manager.
The manager will evaluate a request for specific hours and, if possible, accommodate by taking into
consideration factors such as business needs and the partner’s position.
Partners will be expected to be available for work for a minimum number of days or hours each week. The
inability or failure to increase one’s availability to work may result in separation of employment.
From time to time, managers can also expect partners to report to work for events such as promotions, store
meetings and inventory at times that may fall outside the partner’s days or hours of availability.
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Working Additional Hours
Hourly or salaried partners in nonexempt jobs will be paid for all hours worked. Overtime pay will also be
provided where required by provincial or federal law. Partners in nonexempt jobs are required to obtain
advance approval from a manager before working any daily or weekly overtime hours.
Salaried exempt managers are expected to work all hours necessary to meet the job objectives and
responsibilities. Salaried exempt managers are not eligible for overtime pay.

Attendance and Punctuality
It is the store manager’s responsibility to ensure that partners understand the importance of attendance, and
that partners report to work when scheduled and are on time, as this is essential to a store’s efficient
operations and in providing customers with the Starbucks Experience.
If a partner cannot report to work as scheduled or the partner will be late to work, it is the partner’s
responsibility to notify the store manager or assistant store manager. As much advance notice as possible
should be given to the store manager or assistant manager directly; leaving notes without first making
reasonable attempts to contact the store manager or assistant manager directly is not acceptable.
If a partner knows in advance that he or she will be unable to report to work for a scheduled shift, it is the
partner’s responsibility to arrange for another partner to substitute. In the event of an emergency or sudden
onset of illness, injury or other emergency circumstances, however, the partner will not be held responsible
for finding a substitute. The partner will still be responsible for notifying his or her store manager or assistant
store manager of the absence; the store manager or assistant store manager will arrange for shift coverage.
Failure to abide by this policy may result in corrective action, up to and including termination of employment.
Some examples of failure to follow this policy include irregular attendance, one or more instances of failing to
provide advance notice of an absence or late arrival, or one or more instances of tardiness.
If a partner is absent due to a medical condition or experiences irregular attendance due to a medical
condition, the store manager may require the partner to provide documentation from a health care provider.
Under certain circumstances, inability to work due to a medical condition may entitle a partner to a medical
leave of absence.

Partners Not Working While Ill
Partners, including managers, who are experiencing symptoms such as vomiting, diarrhea, jaundice, sore
throat with fever, or a medically diagnosed communicable disease should be excluded or restricted based on
the Partner Illness Policy in the Food Safety section of the Safety, Security and Health Resource Manual.

Rest and Meal Breaks
To provide great service to one another and our customers, it is important that managers ensure that partners
take time out to rest, relax and refresh. In addition, all partners in nonexempt jobs (café attendants, baristas,
shift supervisors, assistant store managers, and retail management trainees) are required to take scheduled
meal and rest breaks. Managers must refrain from permitting a nonexempt partner from performing work
during the meal or rest break.
The following is Starbucks policy for rest and meal breaks for partners in nonexempt jobs.
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Paid Rest Breaks
Partners must be provided a paid rest break during a shift. The number of rest breaks will depend on the
length of the shift. Generally, one 15-minute rest break will be provided for every four hours (or major fraction
thereof) worked. Partners do not punch in or out for rest breaks.

Unpaid Meal Breaks
An unpaid, uninterrupted meal break of 30 minutes duration will be provided to each nonexempt partner, if
scheduled to work a shift of a minimum duration. Whether the partner will receive a meal break at some time
during his or her shift depends on the length of the shift and the province in which the partner is employed.
Starbucks automated labour scheduling system will schedule the meal break. The store manager is
responsible for ensuring that partners take their meal break as scheduled.
Partners in nonexempt jobs are required to clock out at the beginning of the meal break and clock back in
when the break is over. Partners are permitted to leave the store when taking a meal break. [Please note the
exception below when only two partners are working.]
Partners are not allowed to use meal breaks to leave work early or come to work late.
When a Meal Break is Cut Short
Business circumstances may require the store manager to cut short a partner’s meal break. This should be the
exception rather than the rule. If the store manager calls the partner back to work before the full thirty (30)
minute meal break has been provided, the store manager must pay the partner for the break of less than 30
minutes, and then provide the partner with another, full 30-minute unpaid meal break as soon as possible.

Meal Breaks When Only Two Partners Are Present
When only two partners are working, Starbucks safety and security rules require that both partners remain in
the store at all times, even when on a meal break. Under these circumstances, the partners will receive a full
30-minute meal break, but the break will be paid. The partners will not punch in or out for the meal break.
To record the paid meal break, the partner and the store manager will follow the directions on the use of the
Punch Communication Log and record the date and time of the paid meal break.

Time Worked
Time Worked is Time Paid
For all partners in nonexempt jobs, time worked includes (but is not limited to):
 All time an employee spends in activities that benefit the employer.
 Taking required rest breaks.
 Attending mandatory store meetings and training classes.
 Reviewing or completing training materials.
 Performing required administrative tasks.
 Setting up displays within the store.
 Preparing schedules or other paperwork.
 Assisting other partners on the floor or doing any other work activity during a meal break.
 Taking the deposit to the bank.
 Counting tips.
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Time spent performing the following activities is not considered time worked:
 Changing into or out of dress code, hat and/or apron.
 Waiting in line to punch in or to purchase a product.
 Volunteer activities outside of the store (provided that the partner is truly volunteering and there is
no implicit requirement to participate).
If a store manager is unsure whether a specific activity is considered compensable work time, he or she should
contact the Partner Resources Support Centre (PRSC).

Approving Overtime Work
Managers must approve overtime for partners before the overtime is worked. If unapproved but worked,
overtime shall be paid, but corrective action may be warranted.

Recording Time Worked
In accordance with federal and provincial wage and hour laws, Starbucks requires the accurate recording of,
and compensation for, all hours worked by nonexempt partners. It is against Starbucks policy for any partner
to work while “off-the-clock,” or without having punched in or otherwise recording the time as time worked. It
is also against Starbucks policy for a shift supervisor, assistant store manager, store manager or district
manager to instruct or permit any partner to work any amount of time for which the partner is not
compensated.
Managers must ensure that all nonexempt partners abide by the following rules.

Use the Timekeeping System to Record all Time Worked
The following rules must be adhered to on a daily basis:
 A partner must not punch in until ready to begin work.
 A partner must not punch in prior to the start of the scheduled shift, unless instructed to do so by a
shift supervisor or manager.
 A partner must not perform any work during a rest or meal break.
 A partner must punch out at the beginning of every meal break and punch in upon return to work
following every meal break.
 A partner must punch out immediately upon completing a shift.
 A partner must not work any pre-shift or post-shift time unless the partner is punched in.

Off-the-clock work is strictly prohibited
If a district manager, store manager, assistant manager or shift supervisor instructs, encourages or permits a
partner to work any amount of time off the clock, the partner must immediately report the violation to the
store manager, district manager, the Partner Resources Support Centre at (866) 604-7368, or call the Ethics
and Compliance Helpline at (800) 611-7792 for English, (866) 614-0760 for French, or online via
Starbucks.com/helpline. District managers, store managers, assistant managers or shift supervisors who
violate the time recording policy by instructing or permitting nonexempt partners to work off-the-clock will be
subject to corrective action, up to and including termination of employment.
Under no circumstances will Starbucks retaliate against a partner for reporting violations of this time recording
policy.
A nonexempt partner who works off-the-clock voluntarily or pursuant to the orders of a district manager, store
manager, assistant manager or shift supervisor and fails to report the time worked will be subject to corrective
action, including a verbal or written warning and a reminder of this time recording policy. Additional violation
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of this time recording policy will result in further corrective action, up to and including termination of
employment.
Absent extraordinary circumstances, a partner who uses the timekeeping system password of a district
manager, store manager or assistant manager to alter time records will be subject to immediate termination
of employment.

Correcting Time Records
If a partner forgets to punch in or out, or if the partner makes an error in recording his or her time, the partner
must immediately notify a store manager, assistant manager or shift supervisor who will record the correction
on the store’s Punch Communication Log. The store manager will correct the partner’s time record in the
timekeeping system. For information on correcting punches in a previous pay period, please refer to section 9
of the Labor Management Resource Manual.

Verification of Hours Worked
Upon receipt of a paycheque, the partner should review the pay stub online through MyPartnerInfo
(www.starbucks.com/partners > My Benefits and Pay) to ensure the receipt of compensation for all time
worked. If the pay is correct, the partner must sign the Attendance-Absence Report, provided by the store
manager, to verify receipt of the paycheque and accurate compensation. If the partner believes that he or she
has not been paid correctly, the partner must make a notation of this on the Attendance- Absence Report and
then notify his or her manager of any errors.

When to Use a Paper Timecard
Partners should only use a paper timecard when their time is being charged to a cost centre other than a store
or regional office. For example, this may include projects or events that will be charged to Marketing.
 Partners should not use a paper timecard for benefit hours such as Manager Teach, vacation time or
missed hours from a previous pay period. All of these hours should be recorded in the timekeeping
system.
 RMTs should not submit paper timecards. All RMTs should punch into the timekeeping system as
RMT at all stores worked.
 Store managers should not submit paper timecards for hours worked in a store other than their home
store. All store manager hours worked outside of their home store should be punched into the
borrowed store’s timekeeping system.
If a timecard is required, please include the department number that will be charged for the hours. Unless
otherwise instructed, contact the Partner Contact Centre (PCC) at (866) 504-7368 for assistance in the entry of
time recorded on paper timecards. All time submitted via paper timecards should be submitted no later than
Monday at 9 a.m. local time to ensure timely processing.
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Section 4: Pay
To ensure that all partners are paid accurately and in a timely manner, the manager must ensure compliance with
all policies and procedures related to payroll.

Payroll Administration
Starbucks is committed to ensuring that partners are accurately paid for all time worked. The partner’s
paycheque will include pay for all hours worked, including any overtime, and reflect appropriate and lawful
deductions, including payroll tax withholding and benefit premiums. In our stores, ensuring pay accuracy is
primarily the responsibility of the store manager.
Store managers must process payroll by the established Payroll Department deadline, including holidays if the
store is open. Refer to the “Processing Payroll” Section for processing guidelines, which includes holiday
processing.
The store manager is responsible for ensuring that payroll information is submitted correctly for processing
and that any inaccuracies are reported as soon as possible. Managers are responsible for ensuring that
partners report time accurately, including all hours worked and any paid time off.
A partner’s failure to punch in or out or failure to receive approval in advance from the manager on duty or
shift supervisor before working in excess of his or her scheduled shift should be treated as a performance issue
and addressed accordingly. The partner, however, must be paid for all time worked, even if that work was not
authorized or scheduled in advance.

Confidentiality
All Payroll information is considered confidential and classified as private information. Every reasonable effort
must be made to ensure that paycheques, electronic pay advice and personal pay information are kept in a
secure location and treated confidentially.

Corrections
Managers should communicate Starbucks expectation that partners review all paycheques and/or pay
statements and immediately report any pay discrepancies. In the event a partner is due additional pay,
Starbucks will correct the partner’s pay and remit the additional amount owed on the next regular pay day or
as required by law.
If a partner forgets to punch in or out, or makes an error in recording his or her time, the partner must
immediately notify a shift supervisor, assistant store manager or manager, who will record the correction on
the store’s Punch Communication Log. The store manager will then correct the partner’s time record in the
time-keeping system. The partner will be asked to verify the change with his or her initials on the Punch
Communication Log.

Passwords
A manager must also ensure the confidentiality of user IDs and passwords used by managers, assistant
managers and shift supervisors.
All passwords are confidential and sharing them with any other partner will result in corrective action. District
managers should have a current list of all available passwords and may, at their discretion, choose to assign a
shift supervisor a password of his or her own. The shift supervisor may not use a password assigned to a store
manager or assistant store manager.
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Payroll Periods
Starbucks pays partners on a bi-weekly basis every other Friday. Pay dates will adjust if Friday is a holiday. The
store manager will receive communication on what that pay date will be. Starbucks workweek begins at 4
a.m. on Monday and ends at 3:59 a.m. the following Monday.

Pay Advances
A pay advance may be provided to a partner in a business emergency if Starbucks Payroll department is unable
to issue paycheques or process a payroll direct deposit to one or more partners. In such a situation, a partner
may receive an emergency wage advance from his or her manager. An emergency wage advance must be
authorized by the manager according to the procedures herein.
Starbucks does not issue pay advances for any other reason, including personal emergencies.

Paycheque Distribution
Pay is distributed to partners via paper paycheque or is electronically deposited on a bi-weekly or weekly
payroll cycle depending on location. The pay period ends on the Sunday prior to pay distribution. Incoming
time is processed on Monday to produce paycheques for delivery that Friday.

Pay Statements
Pay statements are available for viewing electronically through My Partner Info.

Direct Deposit
Managers should enroll partners Direct Deposit for their Starbucks pay to ensure that partners are paid in a
timely manner, regardless of inclement weather or natural disaster.
Starbucks pays its partners via direct deposit so that partners receive their pay without delay. It is a benefit
that allows payroll funds to be automatically deposited into chequeing and/or savings accounts. Direct deposit
eliminates the possibility of lost or stolen cheques and provides partners access to their payroll funds even if
they are away from the store on pay day.
Direct deposit ensures our partners are paid on time regardless of weather conditions, delivery disruptions
or natural disasters, which can negatively impact partner pay.
Partners have the option to have their pay deposited in up to two separate accounts. If enrolling in two
accounts, partners will select one account to have a set dollar amount deposited. The second account will be
the remainder of the cheque or the “net”.

How to Enroll in Direct Deposit
Via My Partner Info
1. Log into My Partner Info.
2. Click on “Direct Deposit”.
3. Enter all applicable information and click “submit”
Over the phone:
 If unable to access My Partner Info, call the Partner Contact Centre at (866) 504-7368.
Partners should keep confirmation information for their records. Direct Deposit Forms should not be
submitted through interoffice mail or fax.
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Direct deposit enrollment may take up to two full pay cycles to take effect, depending on the date of
enrollment.

How to Change or Cancel Direct Deposit
In the event of a banking change or closure, partners should make timely changes to their direct deposit
accounts through My Partner Info or by contacting the Partner Contact Centre at (866) 504-7368.
It is the partner’s responsibility to ensure their direct deposit information has been changed before changing
or closing a bank account. Changing or closing a bank account prior to making updates could prevent or delay a
payroll payment being made to the account.
Note: A partner should verify that his/her Direct Deposit has been cancelled before closing a bank account.

Processing Payroll
Managers must ensure that payroll is processed every Monday by 2 p.m. local time, or as communicated by Payroll
for bank holidays Payroll processing deadlines may be subject to change if there is a bank holiday.
Additionally, managers are responsible for:
 Ensuring that hours recorded represent the actual hours worked by partners in the store.
 Ensuring the accuracy and timeliness of the store’s payroll processing.
 Recording benefit hours in the week requested by the partner.
 Ensuring that payroll is processed in the event the manager is not in the store on Monday due to vacation,
holiday, illness, meetings, etc.
 Ensuring that payroll errors are reported and corrected in a timely manner.
NOTE: If there is a bank holiday on certain days as specified below, the payroll processing deadline changes to
Monday, 10 a.m. local time, to meet critical banking deadlines:
 If a banking holiday falls on a Wednesday, Thursday or Friday
 If New Year’s Day, Canada Day, Remembrance Day, Christmas Day or Boxing Day falls on a Tuesday

Analyzing Punched Time
Managers should analyze time and attendance on a shift by shift basis so less time will be needed to analyze and
process Payroll to meet the Monday 2 p.m. local time deadline. If information is added and corrected daily as
needed, payroll reporting and partner pay will be more accurate at the end of the week.
On a daily basis, management should verify all partner punch information for any incorrect or missing data, as well
as any updates noted in the Punch Communication Log or the Borrowed Partner Log. Daily analysis should also
include checking for benefit hours or Previous Period Adjustments that need to be entered. Managers should
record all changes made in the Punch Communication Log.

Analysis Prior to Processing Payroll
Review the following steps prior to processing payroll:
1. Access and review the analysis reports provided in the labour system. Compare partner time reports with
the Punch Communication Log, Borrowed Partner Log and Paid Time Off Log to ensure that all regular and
benefit hours have been entered into the system.
2. Analyze the Weekly Labour Recap and any other available metrics reports. Look for possible discrepancies
or error, i.e., check that the non-coverage hours have ben punched to the correct job code, look for
excessive daily variances that may be due to hours being improperly punched, etc.
3. Ensure that exempt partners have a weekly total of 40 hours. This may be a combination of scheduled and
benefit hours.
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Processing Procedure
Once payroll punches and edits havbe been reviewed for accuracy, store managers must complete payroll
processing prior to the Monday, 2 p.m. local time deadline as instructed in the Labour Management Resource
Manual (for stores using ALS).
If you are unsure that you successfully processed payroll, contact the Enterprise Help Desk (888) 796-JAVA, Option
1.

Pay Discrepancies
If a partner’s pay is incorrect, the manager should investigate the concern by comparing the hours listed on the
paycheque or pay statement to the:
 Schedule (planned hours)
 Punch Summary Report (punched hours)
 Punch Logs (exceptions and benefits)
 Paid Hours (total hours paid)
If a discrepancy is identified, the manager should edit hours to accurately reflect what the partner should be paid
in the time and attendance system. The edit will be viewable in the system. The added hours will be paid on the
next period cheque.
If the problem cannot be resolved or if an adjustment payment is needed, the store manager should contact the
Partner Contact Centre at (866) 504-7368 for additional research and resolution options.

Wage Correction Procedures
Payroll processing must be completed each Monday by 2 p.m. local time. If it is discovered that a partner is
missing hours after Payroll is processed, there are three different processes for capturing correction of hours.
1. Add missing hours from a prior pay period – This will ensure the missing wages are included in the
partner’s next paycheque. The store manager must enter all missing hours by completing a Prior Period
Adjustment in Time and Attendance.
2. Complete a request for an On Demand Cheque – This process compensates partners who require an
advance exceeding $150.
 Contact the district manager (DM) for approval (authorization is required).
 DM must call the Partner Contact Centre at (866) 504-7368 with time and type of hours to request an
On Demand Cheque.
3. Complete an Emergency Wage Advance Paid Out – This process compensates partners who require
immediate payment for missing funds if Payroll is not processed or if Payroll is unable to issue an ondemand cheque. This process is also followed during emergencies, such as a catastrophe resulting in
systems failure. The partner may receive 80% of the total gross wages earned or up to $150, whichever is
less. Emergency Wage Advance Paid Outs must be authorized by your district manager.
 Contact your DM for approval (authorization is required).
 The store manager must enter all missing hours by completing a Prior Period Adjustment through the
Benefits Adjustment tab in Time and Attendance.
 Calculate the amount of the advance (total hours x rate of pay x 80%).
 Complete a Paid Out on the POS using the Reason Code “Payroll Emergencies” (see “Management
Functions” in section 9 of the POS Register Resource Manual for Paid Out procedures.) You will need
your partner number and your POS password as well as the partner’s number who is receiving the
wage advance.
 Complete the Emergency Wage Advance Log.
 Complete the Wage Advance Authorization and Repayment – CN form(print from the Store Portal >
Documents > Forms). Both the SM or ASM and the partner must sign the form.
 Attach the Paid Out receipt to the signed Wage Advance Authorization Form. The management
partners and store partner receiving the advance must sign the receipt.
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Complete the Emergency Wage Advance Log

Repayment of Wage Advance
The partner has 14 calendar days to repay the wage advance. The partner may repay the wage advance using cash
or a personal cheque
1. Process a Paid In for the amount of the wage advance (see “Management Functions” in the POS Register
Resource Manual for Paid Out procedures). You will need your partner number and your POS password
as well as the partner’s number who is repaying the wage advance.
2. Both the partner and store manager must sign the Paid In receipt. This indicates the partner repaid the
wage advance. Attach this receipt to the Wage Advance Authorization Form.
3. File the Wage Advance Authorization Form in the partner’s store file.
4. Keep the Emergency Wage Advance Log in the Daily Records Book (DRB) and retain the DRB in the store
for 6 months. Return your DRB according to the retention and destruction procedures in the DRB.
Failure to Repay Wage Advance
If a partner fails to repay the wage advance within 14 calendar days, call the Partner Contact Centre (PCC) to
obtain a case number and further instructions. Include the case number on the Wage Advance Authorization
Form. After a case has been established and the PCC has received the form, Payroll will deduct the amount of the
wage advance from the partner’s next paycheque.

Awards/Incentives Reporting
Cash Awards/Incentives Standard
Any amount of cash awarded to a partner is considered taxable income by Canada Revenue Agency (CRA) and
must be reported to Payroll by the party making the award. Cash awards must be paid by Payroll and must not
be distributed from the store POS system or out of pocket.
A district manager, or designate, will submit retail awards and incentives, using the standardized template
available on the Retail Portal (see procedure below).

Cash Equivalent Awards/Incentives Standard
Cash equivalent awards/incentives are taxable income and must be reported to Payroll by the party making
the award. This is true regardless of the procurement method -- PCard, expense report, personal credit card,
etc.
Examples of cash equivalents include, but are not limited to:
 Loaded VISA, MasterCard, AMEX, Discover cards, etc.
 American Express or other gift cheques
 Retail store gift cards or certificates
 Restaurant gift cards or certificates
 Gift cards or certificates for services such as spas, massages, etc.
 Hotel, airfare or other travel meant as a reward
 Any item convertible to cash
 Cards ordered through Partner Services at the SSC are automatically reported to Payroll.

Non-Cash Item Awards/Incentives Standard
Non-cash item awards/incentives are considered taxable income and must be reported to Payroll at their fair
market value. Certain non-cash items are excluded from taxable income and do not need to be reported.
These include, but are not limited to, the following:
 Promotional or logo items of minimal value (e.g., mugs, caps, key chains, t-shirts, pens, CDs)
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Department celebrations such as birthdays/anniversaries/showers/holidays
Picnics or company events
Sporting event, theatre, movie or other event tickets (not season passes)
Coffee/food/soft drinks
Flowers, baskets, etc. for illness or family crisis
Retirement/safety and length of service gifts that meet specific CRA requirements

Payroll Reporting Procedure for Awards
Store managers:
Contact your district manager to report a cash award. The district manager will submit the appropriate
documentation.
District managers will:
 Access the Document Directory/Forms/Form – Awards and Incentives Reporting – US DMs The
Document Directory is available on the Field Leadership Community.
 Complete the form and send as an email attachment to the “Payroll Time” email box. The subject line
should read: “Award/Gift.”
Forward questions to the Partner Contact Centre at (866) 504-7368.

Overtime Pay
Partners in nonexempt jobs are eligible for overtime pay based on applicable provincial or federal law.
For purposes of calculating the number of weekly overtime hours, Starbucks workweek begins at 4 a.m. on
Monday and ends at 3:59 a.m. the following Monday. Non-work hours, i.e., recorded as vacation, sick, or
holiday are not counted toward hours worked for overtime pay calculations.
Overtime hours must be approved in advance. A barista or shift supervisor may not work overtime unless he
or she obtains prior approval from a store manager or assistant store manager. An assistant store manager
may not approve his or her own overtime. If a nonexempt partner works overtime without prior approval,
Starbucks will pay the partner at the overtime rate for such time worked. However, the partner may be subject
to corrective action for failing to obtain prior approval.
At no time should a nonexempt partner be expected or permitted to work “off the clock.” Time worked must
be paid, even if the partner forgets to punch in or out. Partners who fail to gain approval for overtime may be
subject to corrective action.
Starbucks does not provide compensatory time off in lieu of overtime pay.

Overtime Pay Rate
Partners in nonexempt jobs are entitled to overtime pay for all hours worked where required by law. Store
managers should check with the Partner Resources Support Centre (PRSC) for specific overtime laws in their
province.

Recording Overtime
For all retail nonexempt partners, the timekeeping system will record all hours punched and payroll will pay
overtime wages when appropriate. If the partner notifies the manager about a problem with time worked, the
store manager must research and resolve with either a timekeeping system adjustment or if unable to identify
the problem, call the Partner Contact Centre at (866) 504-7368.
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District managers must approve overtime for assistant store managers.

Holiday Pay
Starbucks observes the following holidays in accordance with provincial requirements:
AB
BC
MB NB
NL
NS
ON
PE
New Year’s Day
X
X
X
X
X
X
X
X
Family Day
X
Family Day/Louis Riel
X
X
X
X
Day/Islander Day
Good Friday
X
X
X
X
X
X
X
X
Victoria Day
X
X
X
X
St. Jean Baptiste Day
Canada Day
X
X
X
X
X
X
X
X
BC Day/NB Day/Sask
X
X
Day/Heritage Day
Discovery Day
Labour Day
X
X
X
X
X
X
X
X
Thanksgiving Day
X
X
X
X
1
Remembrance Day
X
X
X
X
X
X
X
Christmas Day
X
X
X
X
X
X
X
X
Boxing Day
X
1

QC
X

SK
X

YT
X

X
X
X
X
X

X
X

X
X

X
X

X

X
X

X
X
X
X

X

X
X
X
X
X

Entitlement with respect to Remembrance Day is in accordance with the Remembrance Day Act of Nova Scotia.

Retail Hourly Partners
Retail hourly partners become eligible for holiday pay based on the provincial law in the province in which the
partners work. If these partners work the holiday, they are usually paid 1.5 times their base hourly rate of pay
for hours worked. In addition, they are paid straight time for the holiday based on the formula prescribed by
the applicable legislation in the province in which they work. If they are not scheduled to work the observed
holiday, they are paid straight time for the holiday based upon the requirements of the province in which they
work. This may result in being paid for six days that week, but they will be paid at straight time rate, since
holiday pay does not count towards overtime.

Salaried Partners
Salaried partners become eligible to receive holiday pay immediately upon hire. When the holiday is not
worked, the partner will receive his or her normal salary for the week in which the holiday falls.
If they must work on the holiday, they are paid holiday pay as required by provincial law or if requested in
writing, may be approved to take an alternative day off as follows:
 Salaried nonexempt partners (ASMs and RMTs) who work on a holiday are paid 1.5 times their base
hourly rate for hours worked on the holiday, or holiday pay in accordance with provincial legislation.
In addition, they receive straight time pay for the holiday. These partners are not eligible to take a
paid day off in lieu of the holiday.
 Salaried exempt partners (store managers) who work on a holiday receive regular pay and may take a
paid day off within 60 days following the holiday, unless the provincial laws require that they take the
paid day off within a shorter period of time.
Partners on an unpaid leave of absence do not receive holiday pay.
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Catastrophe Pay
Standard
The Catastrophe Pay Standard sets forth definitions and requirements for the administration of pay to
partners who are unable to work when a store or facility is closed due to a catastrophic event. The Standard
also sets forth the requirements for approval of the payment of catastrophe pay.
A catastrophic event is defined as an unforeseen circumstance of any duration, such as a natural disaster (e.g.,
a hurricane, earthquake or wildfire) or a major incident (e.g., a power outage, ruptured gas lines or public
safety event), that causes one or more Starbucks stores or facilities to close during normal business hours
Starbucks reserves the right to determine whether an event or incident is deemed a “catastrophic event” for
purposes of this Standard.
A catastrophic event may trigger the administration of catastrophe pay for eligible partners for a limited
number of approved days.
Note: Catastrophe pay is not intended to cover situations involving inclement weather (e.g., road closures due
to snow or flooding) that do not cause closure of a Starbucks store or facility. Store managers should refer to
the Inclement Weather Pay section of this manual for more information.

Store Manager Responsibilities
Store managers are responsible for making recommendations about conditions that are serious enough for
consideration as a catastrophic event.
The store manager of an impacted store must notify the district manager and partner resources director as
soon as possible of an event that may be deemed a catastrophic event under this Standard.

Partner Eligibility
Catastrophe pay will be provided only to partners who are scheduled to work but are unable to work because
of work location closure due to a catastrophic event. Catastrophe pay is not intended to compensate any
partner for a day, time or shift the partner was not otherwise scheduled to work. In the absence of actual
scheduled hours, Starbucks will use an alternative means of calculating catastrophe pay.
Catastrophe pay is not available to a partner whose work location is open when the partner is scheduled to
work, but who cannot report to work for any reason. Instead, the partner may use other paid time off to
substitute as compensation, such as vacation pay.

Duration of Catastrophe Pay
Catastrophe pay will be provided to a partner who misses up to three (3) consecutive scheduled days of work
or shifts. Additional catastrophe pay to compensate for missed work not to exceed a total of thirty (30)
consecutive days may be available upon approval as outlined below.

Approvals
The approvals required to authorize the issuance of catastrophe pay are as follows:
 Up to 3 consecutive days: Partner Resources Director and business unit/department vp
 4 to 30 consecutive days: Partner Resources VP and business unit/department svp or higher

Catastrophe Pay Amount – Nonexempt Jobs
Partners in nonexempt jobs will receive catastrophe pay for scheduled hours of missed work at their regular
rate of pay on the day(s) impacted by the catastrophic event. If nonexempt partners arrive at work and are
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subsequently sent home by Starbucks, they are paid the greater of actual time worked or the minimum hours
required by law.
Catastrophe pay is not intended to replace or supplement regular holiday pay if the catastrophic event causes
missed work on a holiday, or the partner cannot work on a holiday as scheduled. Catastrophe pay is not
intended to replace overtime pay if the missed work would have resulted in overtime hours.

Catastrophe Pay Amount – Exempt Jobs
Partners in exempt jobs will receive catastrophe pay only in full day increments if the partners are otherwise
unable to perform any work on the day(s) impacted by the catastrophic event.

Procedure
Store managers should work with their local leadership and Partner Resources representative to ensure that
approved hours are recorded as catastrophe pay in the time and attendance system. Scheduled hours
submitted as catastrophe pay that fall outside the dates approved for catastrophe pay will not be paid to
partners.
For questions or additional information, store managers should contact the local Partner Resources generalist
or call the Partner Resources Support Centre at (866) 504-7368.

Inclement Weather Pay
Standard
The Inclement Weather Standard sets forth definitions and requirements for the suspension of normal
business operations due to inclement weather or a similar event. It also addresses the administration of pay to
partners who report for work but are unable to complete their full scheduled shift as a result of an inclement
weather response by the company.
Note: Inclement weather pay is not intended to cover situations involving catastrophic events (e.g., a hurricane
or earthquake, or major incident such as ruptured gas lines or power outage) that cause a complete closure of
a Starbucks store or facility. Store managers should refer to the Catastrophe Pay Standard section of this
manual for more information.
An “inclement weather event” is defined as severe weather conditions that cause the temporary disruption or
suspension of Starbucks normal business operations, such as ice or snow storms, rain and/or flooding, or high
winds. Starbucks reserves the right to determine whether a situation is deemed an “inclement weather event”
for purposes of this Standard. Other serious environmental conditions (such as a brush fire) that impact
business operations may fall within this Standard as determined by Starbucks in its sole discretion.
Pay may be available to partners who are unable to work due to an inclement weather event.

Approval for Inclement Weather Pay
Upon approval of an inclement weather event for a store and the suspension of business operations,
inclement weather pay for eligible partners may be authorized by the store Partner Resources Director and
regional director (RVP if impact crosses regional area boundaries).

Inclement Weather Pay Amount - Nonexempt Jobs
A nonexempt partner who arrives at work and is subsequently sent home by Starbucks due to an inclement
weather event will be paid the greater of actual time worked or three (3) hours. If provincial law provides for
more pay than this Standard allows, Starbucks will follow that law.
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No pay is available if the nonexempt partner is not scheduled to work. If the store or facility is open for
business but the partner does not report for a scheduled shift because of the weather conditions, no pay is
available. In those cases, the partner may use paid time off, such as vacation or a personal day, to substitute as
compensation. Sick pay is not available for work missed due to inclement weather.

Inclement Weather Pay Amount - Exempt Jobs
Partners in exempt jobs receive regular pay if they are unable to work because of inclement weather or if they
arrive at work and are subsequently sent home by Starbucks. By the nature of their exempt status, these
partners are expected to adjust their schedules accordingly as needed to accomplish their work.

Store Manager Responsibilities
Store managers are responsible for making recommendations about weather or other conditions that are
serious enough for consideration as an inclement weather event.
The store manager must notify the appropriate district manager and Partner Resources director (PRD) as
soon as possible of impending bad weather or other situation that may trigger this Standard.
A weather event may impact facilities in the same geographic area quite differently. For example, a severe
snow storm causing an accumulation of snow midday may not impact a Starbucks store at a low elevation
along a main highway. However, the same situation at a facility at 500 feet of elevation may cause a situation
where partners or customers may be unable to leave the store due to rapidly deteriorating road conditions
Therefore, recommendations around business operations must be initiated by store managers at the local
level in a timely manner.
Managers should inform partners to take personal responsibility to prepare for, keep informed about and deal
effectively with weather conditions for their geographic area, including making any needed adjustments to
transportation plans so they can report for work as needed. Managers must also make sure partners know
that they are personally responsible for notifying their manager of their locations and work plans in case of
inclement conditions.

Procedure
The store manager for the impacted store will consult with their district manager and, as applicable, the
designated Facilities representative, to make decisions that ensure the least amount of disruption to the
business. The Facilities representative will coordinate decision making and communications with local building
management as needed.
The regional director and local Partner Resources director for the impacted store(s) will jointly evaluate the
conditions and, if necessary, approve the suspension of non-essential store operations. In the event a situation
impacts stores across regional area boundaries, the regional vice president (rvp) will have final approval
authority.
Store managers will notify all on-site partners if an official inclement weather response is in effect and provide
information and instructions.

Recording Inclement Weather Pay Hours
Upon approval for inclement weather pay, time for nonexempt partners should be recorded as regular hours.
To designate inclement weather time for a retail store partner as non-coverage, please consult with local
leadership and/or refer to the Labor Management Resource Manual.
For questions on applying this procedure or for additional information (i.e., eligibility for additional inclement
weather pay due to local law), store managers should contact the local Partner Resources representative or
call the Partner Resources Support Centre at (866) 604-7368.
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Travel Pay
Store managers must ensure that nonexempt partners who travel for business purposes count their time as
hours worked as outlined below.

Travel To and From Work
Generally, travel time between work and home is not considered time worked, and therefore, is not paid time.
Travel time from one work site to another during regular working hours is considered time worked and is paid
time.

One-Day Business/Training Trip
Generally, all travel time that exceeds a partner’s normal commute time to and from work is considered time
worked and is paid time.
Time spent taking a break from travel to eat a meal, sleep, or engage in purely personal pursuits not connected
with traveling is not paid time.

Overnight Travel
Generally, all travel time corresponding to the partner’s regular working hours is considered time worked and
is paid time, including those same hours on non-working days, such as Saturdays, Sundays and holidays.
Time spent taking a break from travel to eat a meal, sleep, or engage in purely personal pursuits not connected
with traveling is not paid time.

Tips
Starbucks customers are not expected to pay anything extra to receive the best service. However, some
customers frequently do express their thanks by tipping. The following information helps ensure a consistent,
subtle approach for providing customers with a way to tip our partners, along with specific information for
managers to communicate to partners on counting, receiving and reporting the tips they earn.

Eligibility
Starbucks hourly nonexempt store partners are entitled to share in tips received.

Operational Standards
Refer to the POS Register Resource Manual for direction on the handling and storage of tips.
 Only the standard 4” x 4” plexi-cube container for tips may be used. The container should be placed near
the POS register. No signs should be on the tip container; it should be plain.
 Borrowing from tips or the use of IOUs is prohibited. This includes making change for the register.
 Managers must ensure that tip drop procedures are followed according to operational cash management
policies and standards.

Tip Processing and Distribution





Partners counting, calculating, or distributing tips must be in the store (in the back room) and will be paid
for this time.
Time spent counting and distributing tips is counted as “regular” hours worked and will be included in the
imputed tip calculation.
Store managers and assistant store managers may not count or distribute tips.
Tips must be processed and distributed weekly, no earlier than Tuesday of each week.
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Café attendants, baristas and shift supervisors, including borrowed partners, are eligible for tip
distribution if they worked that week. Store managers and assistant store managers are not included in tip
distribution.
A store may not forfeit or place restrictions on tips earned by partners including borrowed partners.
The following hours are included in the distribution of tips: regular, noncoverage, overtime, double
overtime, and holiday worked..
The following hours are not included in tip distribution: vacation, training, sick, jury duty, bereavement,
and outside event.
Tip-eligible partners voluntarily or involuntarily terminated from Starbucks receive tips for all time worked
up until the time of separation.

Unclaimed Tips Procedure
Managers should store unclaimed tips in a sealed enveloped in the store safe for collection by active or
separated partners. The envelope should notate the date, partner name, partner number, and indication of
unclaimed tips.
The manager should contact the partner to inform him or her that tips are available for pickup at the store. If
tips are still not collected after 30 days, per the date on sealed envelope, or if it is not necessary to wait the 30
days due to the exceptions noted below, then the store manager should obtain a Money Order for the tips
amount, listing the partner’s first and last name, partner number, and address. The manager can use a Paid
Out to be reimbursed for any Money Order charges.
Exceptions to the 30-day waiting period may include:
 A situation where there is a potentially disruptive partner
 When a partner is on LOA for 30 days or more
 When the partner is deceased
 When an active or separated partner provides specific instructions regarding tips and where to send them
The manager should mail the money order for unclaimed tips directly to the partner at the last known address,
and note this action in the partner file. If needed, the manager may contact the Partner Resources Support
Centre (PRSC) to obtain last known mailing address. In the event of a PRSC case, the manager should update
the case to document tip amount, date of mailing, and the mailing address.
If the Money Order is returned to the store, the manager should call the PRSC and open an unclaimed
property case, then mail the money order for unclaimed tips directly to Payroll with the case number.
Note: This process is the same for all provinces, including quick pay provinces, as tips are not considered
payroll.
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Section 5: Partner Development and Recognition
At Starbucks the goal to provide an uplifting experience that enriches people’s daily lives is as true for partners as it
is for customers. Providing opportunities for the development of each partner and recognizing both individual and
team accomplishments is essential to the overall company’s success. This section covers topics related to the
ongoing development and recognition of our partners.

Partner Development
Philosophy
Partners are the heart of Starbucks success. Starbucks Partner Development programs are designed to drive
business performance by identifying the best people, challenging them with work they love and providing
them with the development and support they need to reach their full potential.
Starbucks accomplishes this philosophy through several key programs and processes:
 Performance Management
 Partner Development/Learning
 Career Opportunities
 Partner Engagement and Reward Programs

Learning
Starbucks offers partners many training and development opportunities to help individual contributors and
leaders adjust to new roles, reach full effectiveness and prepare for higher levels of job responsibility and
leadership.
Starbucks curriculum provides targeted training to meet the specific development needs of each job level
including barista, shift supervisor, assistant store manager, store manager and district manager. For more
information, partners may visit thepartnercafe.com or contact their manager.

Promotional Opportunities
Starbucks endeavours to recognize and promote partners based on their accomplishments and record of
service. Generally, a barista who has been employed with Starbucks for at least six months and who has
demonstrated “Meets Expectations” or better performance may be considered for a promotion to a shift
supervisor.
A shift supervisor with at least six months in the position and who has demonstrated exceptional performance
and management capabilities may be considered for a management position. Starbucks’ management training
program provides partners with the skills to be successful store and assistant store managers. Any partner who
is interested in a management position should contact his or her store manager and district manager.
Under certain circumstances, based on exceptional performance and business needs, a barista or shift
supervisor may be considered for promotion before serving the minimum period of time.

Certification Programs
Starbucks offers various certification programs to those eligible partners wishing to develop training and
facilitation skills. For more information, partners may talk with their manager or contact the Partner Resources
Support Centre.
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The Partner Development Path
Overview
The Retail Partner Development Path is a flexible, building-block approach to learning that begins on a
partner’s first day at Starbucks and grows with that partner throughout his or her career. This approach allows
the learner to focus on the specific learning at hand. This integrated plan addresses the learning needs of
newly hired and newly promoted partners. It also builds in assessments to ensure the communication of
performance expectations, learner proficiency, store manager accountability, and operational excellence.

Barista Basics Learning Journey
The Barista Basics program provides the initial training for a newly hired barista on the essential skills and
knowledge required of the barista role at Starbucks. Through the use of simple and intuitive tools, skills are
taught through one-to-one delivery, on-the-job training, and online learning. The result is a highly effective
learning experience for a new barista that quickly enhances confidence and competence, benefiting both the
customer experience and the success of the store team.
The program includes:
 First Impressions Discussion
 Starbucks Experience
 Customer Service Basics
 Espresso Bar Basics
 Food Case
 Warm Food
 Coffee Brewing & Tasting
 Beverage Essentials
 Cold Beverage Preparation
 Coffee: Growing & Processing
 Point-of-Sale Operations
 Cafe Deployment
 Beverage Preparation
 Customer Service Essentials
 Coffee Roasting & Packaging
 Drive Thru & Drive Thru Deployment
 Certification
 Selling Skills

Shift Supervisor Learning Journey
The Shift Supervisor training program provides the initial training for a new shift supervisor on the essential
skills and knowledge required of the shift supervisor role at Starbucks. Through the use of self-guided modules
and online learning, skills are taught through on-the-job training and coaching from the store manager. Shift
Supervisor training begins with First Impressions and ends with Certification.
Managers should discuss the program with any eligible partner interested in becoming a shift supervisor.
The program includes:
 First Impression
 Customer Service
 Store Communications
 Shift Supervisor Skills
 Cash Controller
 Equipment Maintenance
 Point of Sale (POS) Operations
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Inventory
Beverage Quality & Standards
Food Operations
Safety & Security
Drive Thru Operations
Opening & Closing Responsibilities
Practice Shift 1&2
Certification

Coffee Master
Coffee Masters play a significant role in coffee by inspiring their fellow team members to impact coffee
quality, share expertise and sell coffee. Through a combination of self-paced learning, activities, videos,
observations and practice, the coffee master program provides the essential skills and knowledge needed to
become a master of coffee. Certified coffee masters demonstrate one part knowledge and two parts action.
Over an 8 to 12-week period, the coffee master journal guides partners to become a trusted storyteller and an
inspirational role model of coffee excellence for team members and customers. Each section of the program is
designed to immerse partners in a topic and help them retain it by conducting unique coffee tastings and
sharing their knowledge. Midway through their coffee master journey, the partner meets with his or her
manager to check for understanding and gain manager approval for the partner to move forward to
certification.
The final step to certification comes in “The Last 10 Feet” where the partner works with their manager to
design activities that help elevate coffee and inspire others.
Partners who have completed their one year commitment as a Coffee Master and who wish to recertify for
another year must re-certify using the Coffee Master Re-certification guide.
To view the selection criteria and documents for the coffee master program, visit the Coffee Master Program
online at thepartnercafe.com.

Retail Management Training (RMT) Program
The Starbucks Retail Management Training (RMT) program is designed to provide new assistant store
managers (ASM) and store managers (SM) the basic knowledge and skills required for the ASM and SM roles.
Upon completion of the program, the learner will be able to apply the various processes and functions of
management, food quality management, inventory control, cash controls, implement recruitment, selection,
training and development, performance appraisal, promotion, and separation as per employment law(s),
forecast inventory control, staffing, and training.
The program includes:
 First Impressions
 Managing Our Labour Investment
 Business and Financial Acumen
 Inventory Management
 Managing at Starbucks
 Staffing
 Training Implementation
 Communication
 Drive-Thru
 Customer Service
 Food Management
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Safety and Security
Problem Solving and Prioritization at Starbucks Coffee Company
Putting it All Together Preparation
PIAT Presentation
End of Program Evaluation
Local Requirement (Drive-thru training, Food Safety training, First Aid, etc.)

Store and district managers should discuss the Retail Management training program with partners who may be
interested.

District Manager Training (DMT) Program
The Starbucks District Manager Training (DMT) is a 30-day program designed to provide new district managers
the basic knowledge and skills required for the DM role. This program consists of required and ongoing
development topics for company operated and license store district managers, as defined by the training
plans.Activities vary throughout the training and range from eLearnings, to reflection, to practical application,
supported by a personal district manager coach. The training district manager (TDM) provides the foundation
for mentoring and coaching, and acts as a role model in the areas of Our Mission and Values, standards,
effective operational and management practices, and people management. TDM creates a culture of warmth
and belonging by being present and connecting with transparency, dignity and respect.
Upon completion of the program, the learner will be able to embrace coffee at our core; inspire and engage
Starbucks’ vision of community service and social responsibility; hold ourselves accountable for an exceptional
customer experience; create and nurture a diverse and inclusive workplace; learn how to support store
manager plans through the lens of district priorities; develop strategies to write an effective business case;
develop good relationships, build credibility, cultivate support and communicate persuasively; develop
strategies in change management; develop business acumen and gain familiarity with resources for
continuous partner development; develop strategies to use conflict as a tool for opportunity and growth;
develop strategies for effective time management; establish and maintain a safe work environment;
understand role and responsibilities in the development and maintenance of stores; anticipate change and
recognize strategic opportunities for change; Provide a central location for important and frequently used
resources; cultivate and develop skills for an effective mentor-mentee relationship; Develop and refine
strategies in assessment and partner development.
There are several evaluation measures built into the DMT program. Progress Checks occur at the end of each
learning block to review the assigned topics and evaluate the DMT’s understanding of those topics. The RD or
TDM observes the DMT demonstrating the required skills for each topic in the learning block. Skill Checks are
located at the end of each topic. The RD or TDM determines if any adjustments need to be made to the DMT’s
training plan to improve the learning experiences.

Coaching Roles
Barista Trainer
This certification teaches high performing baristas how to coach newly hired baristas. By becoming a barista
trainer, a partner can develop professionally by enhancing skills and abilities as a leader and coach while taking
part in the development of other Starbucks partners.
Store managers, assistant store managers, shift supervisors and baristas that meet the selection criteria are
eligible to be Barista Trainers. Managers should discuss partner availability and eligibility with their partners
and consult the Barista Basics Program Guide for selection criteria. Serving as a Barista Trainer is an excellent
way for baristas to demonstrate their possible readiness for the shift supervisor position.
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Training Store Manager (TSM)
The training store manager is responsible for providing Retail Management Trainees (RMTs) with a high-impact
training experience. Interested store managers should talk to their district manager for availability and
eligibility.
Training District Manager (TDM)The role of the Training District Manager is critical to the overall success of the
DMT. It includes Leader, Coach, Mentor, Teacher, Ambassador of Starbucks culture, Role Model, and Peer.
The TDM collaborates with the RD to ensure the new DM’s training activities align with the operational
activities on his/her monthly calendar, and provides regular feedback to the RD on the accomplishments and
improvements observed during initial new DM training. Interested DMs should talk to their regional director
for eligibility information.

Performance Review Process
Performance Philosophy
Success at Starbucks is a combination of the what (the results and goals we achieve) and the how (the
knowledge, skills and behaviours we use to achieve those results). Ongoing conversations between a manager
and partner are the cornerstone of performance management at Starbucks.

Process
The Performance Management process focuses on both setting expectations and achieving results. It is an
ongoing process that includes regular check-ins and performance reviews. Regular performance feedback
helps partners better perform their jobs and contribute to our business success. Performance feedback also
assists the partner in recognizing strengths and areas where improvement is needed, and facilitates the setting
of the partner’s development goals.
Each hourly partner will receive a performance evaluation from the store manager approximately six months
after the partner’s date of hire, and then at regular six month intervals. Salaried and non-retail hourly partners
will receive performance reviews once per year.
A performance evaluation will result in one of the following ratings: Must Improve, Meets Expectations, Above
Expectations or Consistently Exceeds Expectations. The outcome of the partner’s evaluation will determine
whether the will receive a merit increase in pay.

Key Responsibilities of the Manager
Performance planning, guidance, mentoring and coaching are ongoing leadership responsibilities. Managers
are accountable for using the Performance Development Cycle to evaluate each partner’s performance and
guide his or her development. Managers also are responsible for:
 Providing a work environment that promotes and models Our Starbucks Mission on a daily basis.
 Building open, honest relationships with partners and providing performance coaching throughout the
fiscal year.
 Asking partners what they can do (as managers) to help partners be more effective.
 Reviewing job description and success profile with each partner.
 Providing partners with accurate feedback and information concerning their current job performance.
 Coaching partners on areas in which they perform well, along with areas in which they need
improvement and/or continued development.
 Gaining agreement with partners on plans to improve and/or correct job performance that are
appropriate for both the business and the partner.
 Linking partner performance to promotional opportunities and recognition.
 Submitting EPANs to document ratings and any pay changes as a result of the performance review.
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Key Responsibilities of the Partner
Managers must ensure that partners understand their role in the performance development. Partners must be
active participants in the Performance Development process. Partners are responsible for:
 Being open to and participating in two-way conversations with their managers regarding job
performance and developmental ideas.
 Sharing personal and professional goals with their managers.
 Sharing ideas with their managers on effective ways of coaching them.
 Being open to receiving helpful, constructive feedback.
 Asking managers for clarification of expectations when they are unclear.
 Asking for help when needed.
 Making suggestions for improving the way the work is done.
 Using tools, such as the Partner Development Plan, to identify goals and plan activity for their shortterm and long-term growth at Starbucks.
 Gaining agreement on the manager’s role in supporting the Partner Development Plan.

Performance Check-ins
Salaried partners who are on an annual review cycle will receive a Performance Check-in midway through the
annual review cycle.
During the Performance Check-in, the manager and partner review the partner’s performance since the latest
Performance Review. The manager and partner will use the Performance Review to document the
conversation. The goal is to provide an opportunity for the partner to understand how his/her performance
may have changed since the review and how he/she can improve performance prior to the next review. It is
the partner’s responsibility to ask questions if any expectations or comments are unclear. Both the partner and
manager need to sign the Performance Review form under “Six Month Check-in” when the discussion is
complete.
If the partner’s performance meets or exceeds expectations, the partner can choose to spend time creating a
Partner Development Plan. If a Plan was created prior to the Performance Check-in, the partner and manager
can review and update it.

Partner Development Plan
The Partner Development Plan is a simple, one-page tool designed for both hourly and salaried partners that
allows partners and their managers to identify and establish plans for strengthening areas of growth and
development.
Each manager is responsible for assisting partners in identifying their knowledge and skill gaps and discussing
ideas for ongoing development. This activity may include assigning resources, projects, coaching, training
and/or immersion opportunities that exist in or outside Starbucks.
Note: The Partner Development Plan form is for partners whose performance currently at least Meets
Expectations. Store managers must document a partner’s performance that needs improvement in one or
more areas on the partner’s Performance Review form or a Performance Feedback form, if necessary.

Coaching and Feedback
Ongoing coaching and feedback are essential parts of the Performance Development Cycle. It is critical that
managers coach and offer feedback to their partners throughout the Performance Development Cycle.
 Coaching is forward looking; describes “how to.”
 Feedback is reflective; compares partner’s performance/observed behaviour to expectations.
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Ongoing conversation between the manager and the partner will acknowledge contributions and
accomplishments as well as keep the partner up-to-date on his or her progress. This will prevent surprises
during the Performance Review.
Both the manager and partner are responsible for discussing the partner’s progress during the year and how
they both can be more effective.
It’s the manager’s responsibility to ensure that all partners understand their role to support learners in the
barista, shift supervisor and assistant manager training programs. Managers are also responsible for selecting
the right learning coaches so training is consistent and comprehensive. Although managers don’t always act as
the trainer or consistently work with the learner, he or she is ultimately responsible for the learner’s overall
development and performance.
In addition to defining partner roles and selecting learning coaches, managers participate in developing
partners by establishing performance expectations and measuring performance during and after training. The
first opportunity to establish performance expectations with the learner is during the First Impressions
discussion, which is the introductory conversation between the manager and the new barista or shift
supervisor. This conversation also sets the framework and tone for the learner’s training and development.
Performance expectations are reinforced within each training module and during each training program
assessment.

Corrective Action
Purpose
Corrective action communicates to the partner that performance problems exist or that the partner is
engaging in unacceptable behaviour. The intent of corrective action is to give the partner a reasonable
opportunity to re-establish an acceptable level of performance or behaviour.

Corrective Action
Corrective action may take the form of a verbal warning, a written warning or termination from employment.
The form of corrective action taken will depend on the seriousness of the situation and the surrounding
circumstances. The evaluation of the seriousness of the infraction and the level of corrective action taken will
be within the sole discretion of the manager. There is no guarantee that a partner will receive a minimum
number of warnings prior to termination of employment, or that corrective action will occur in any set manner
or order.
In cases of serious misconduct, immediate termination of employment may be warranted. Examples of serious
misconduct include, but are not limited to:










Violation of safety and/or security rules
Theft or misuse of company property or assets
Falsification or misrepresentation of any company document
Violation of Starbucks drug and alcohol policy
Possession of or use of firearms or other weapons on company property
Harassment or abusive behaviour toward partners, customers or vendors
Violence or threatened violence
Insubordination (refusal or repeated failure to follow directions)
Violation of any other company policy

In situations where termination of employment is warranted, the store manager should first consult with his or
her district manager and the Partner Resources Support Centre at (866) 504-7368.
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Partner Services Recognition Programs
The mission of the Partner Services department is to create, implement and maintain a variety of work-life
programs that help recruit, motivate and retain partners.
Starbucks partners have the opportunity to acknowledge, recognize and motivate one another on all levels of
achievement, including improving work and solving problems. In addition to the following company-wide
recognition awards, many local and regional recognition awards exist.
For a full list of awards available to either receive or give, go to sbuxrecognition.com. Contact
Starbucksrecognition@sunriseid.com with questions.

Bravo! Award
The Bravo! Award recognizes a store partner’s achievements in the areas of exceeding the standards of
Starbucks customer service, significantly increasing sales and increasing savings in costs and resources. Any
store partner is eligible to be nominated for this award by another partner. Nomination forms are available at
sbuxrecognition.com.

Green Apron “On the Spot” Recognition
The Green Apron “On the Spot” recognition cards are designed to reinforce and recognize the actions that
make up the behaviours of being Welcoming, Genuine, Knowledgeable, Considerate and Involved, as outlined
in The Green Apron Book. Partners may direct questions about the program, recognition tools and ordering to
their manager or by sending an email to GreenApron@starbucks.com.

Manager of the Quarter Award
The Manager of the Quarter Award recognizes a manager who has made a significant contribution in all areas
of Starbucks store operation and demonstrates leadership consistent with Starbucks culture and values.
The seven criteria of excellence are:
 Leadership: A role model who inspires others to achieve excellence.
 Partner Development: Creates a constructive and powerful work environment by being dedicated to
the ongoing training, development and continual learning of his or her partners. He or she accepts
and encourages full participation from partners in creating goals and developing plans to achieve
their goals. This individual identifies and develops potential in partners and creates an environment
that welcomes diversity.
 Quality: An individual whose actions reflect the highest-quality standards in all areas of responsibility.
He or she ensures the quality of Starbucks® products and equipment.
 Customer Service: An individual who consistently exceeds customer expectations and develops
enthusiastically satisfied customers all of the time. This individual responds to the customer’s needs
in a proactive manner.
 Operations: An individual who positively approaches and follows operational policies and procedures,
yet also recognizes when it is appropriate to challenge them. He or she understands the importance
of taking risks when necessary to increase the success of the store and Starbucks.
 Community & Environment: Someone who recognizes that his or her role as a leader includes a
responsibility to develop and preserve both the community and the environment.
 Savings, Efficiencies & Profits: An individual who recognizes and implements ways to promote the
efficient use of company resources and positively contributes to the bottom line.

Manager of the Year Award
This award recognizes the outstanding Manager of the Quarter for a region for a specific fiscal year.
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M.U.G. Award
The M.U.G. (Moves of Uncommon Greatness) Award is presented to one partner by another in recognition of
the partner’s efforts and contributions to a particular project or goal. It’s a way of saying, “Thanks for helping
out, I couldn’t have done it without you!”

Spirit of Starbucks Award
The Spirit of Starbucks Award is awarded to a partner or a team that makes a significant contribution to the
company. This award recognizes a single, exceptional achievement outside the partner or team’s performance
objectives or job expectations. Nomination forms can be found at sbuxrecognition.com.
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Section 6: Time Away from Work
This section describes the different types of time away from work available to store partners. Much of this
information is also provided to partners directly in the Partner Guide – Canada Store Edition.
Note: While the intent is to maintain these benefits, Starbucks reserves the right to modify or terminate any of
these benefits at any time. Therefore, the information provided in this section is subject to change.
For the most up-to-date information and full details, please refer to lifeat.sbux.com. Please note that if there is a
discrepancy between this information and the legal plan and trust documents, the terms of the legal plan and trust
documents will govern.

Overview
Starbucks offers partners several forms of paid time off, as listed below. Eligibility for each type of paid time
off may vary depending on the partner’s length of service and position.
 holidays
 vacation
 sick pay
 jury/witness duty
 bereavement
 absence for birth or adoption (Quebec only)
 wedding or civil union pay (Quebec only)
Starbucks offers partners leaves of absence for extended periods, depending on the reason the partner needs
time off. These leaves are unpaid and include:

 Compassionate Care
 Maternity/Parental
 Medical
 Military
 Personal
 Career Coffee Break
 Voting Time
 Other provincially legislated leaves
At all times, Starbucks complies with provincial and/or federal laws in providing partners with time away from
work.
Detailed information about time away from work follows.

©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

May 2015

78

409
Partner Resources Manual – Canada Stores

Paid Time Off
The various types of paid time off offered by Starbucks include:
 holidays
 vacation
 sick pay
 jury/witness duty
 bereavement
 absence for birth or adoption (Quebec only)
 wedding or civil union pay (Quebec only)
Eligibility for paid time off varies by the partner’s length of service and position.
At all times, managers must comply with provincial and/or federal laws in providing partners with paid time
off, and with the specific eligibility requirements listed for each paid time off type.

Holidays
Eligibility
Store managers, assistant store managers and retail management trainees (RMTs) are eligible for holiday pay.
Retail hourly partner are eligible for holiday pay in accordance with the requirements of the applicable
province.

Administering Holiday Pay
There are different pay rules that apply when partners work on a company-recognized holiday, depending
upon the partner’s position. Managers should refer to “Holiday Pay” in the Pay section of this manual for
details about administering holiday pay.

Vacation
Starbucks offers paid vacation to its partners to refresh and relax. The following principles apply to all
partners:
 For retail hourly partners, vacation time is not available until the partner has worked at least six
months, unless provincial law stipulates otherwise.
 Vacation time must be requested in advance, preferably at least 30 days, to plan for the partner’s
absence. The partner should submit a vacation request to his or her manager.
 Vacation time may not be donated, borrowed or taken as cash in lieu of time off.
 Vacation is paid at the rate of pay the partner is earning at the time vacation is taken or as required by
provincial law.
 Prior employment with Starbucks will not increase the amount of vacation time to which the partner
is entitled, unless provincial law requires that the prior service be recognized for vacation purposes.
 The partner may be required to use paid vacation to substitute for any or all unpaid leave, depending
on the reason for the absence. Refer to the section “Unpaid Time Off.”
 Vacation time cannot be used while on an active medical Leave of Absence. Vacation time can only be
used once a partner resumes regular work/regular hours.
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How the Plan Works
Accrued Vacation (retail hourly partners only)
Paid vacation time accrues for a retail hourly partner with each hour the partner works, beginning with the
date of hire. The accrual rate increases the longer the partner remains employed.
The following table summarizes the accrual limits for retail hourly partners.
Completed Months of Employment
Less than 60 months
60 to less than 120 months
All provinces and territories except Saskatchewan
2 weeks
3 weeks
Saskatchewan
3 weeks
3 weeks

120 or More months
3 weeks
4 weeks

Vacation hours are paid to partners at their current rate of pay at the time they take their vacation and are
paid on the regular paycheque. Additionally, each pay period, Starbucks calculates vacation pay owed on
overtime differential and performance based bonuses. Overtime differential is the difference between
your regular hourly pay rate and your overtime pay rate. We call this additional vacation payment the
“vacation differential,” and it is paid in the pay period the partner earned the overtime or eligible bonus,
subject to any requirements under provincial law.
When employment ends, a partner will be paid any accrued but unused vacation hours at the time of
separation from employment, as required by provincial law.

Vacation Grant (all partners excluding retail hourly)
On the first day of each fiscal year, partners receive their annual vacation grant for the year with the
understanding that this vacation time will be earned over the course of the Vacation Year.
Partners hired after the first day of the fiscal year will be granted a pro-rated amount of annual vacation
based on their most recent hire date. Partners must use their vacation grant in the year for which it is
granted. Vacation time may not be carried forward and partners will not receive compensation for
unused vacation time.
The following table summarizes the vacation granted for all partners excluding retail hourly.
Completed Months of Employment
Less than 36 months
36 to less than 60
months
All provinces and territories except Saskatchewan
2 weeks
3 weeks
Saskatchewan
3 weeks
3 weeks

60 to less than 120
months

120 or More months

4 weeks

5 weeks

4 weeks

5 weeks

Vacation is paid at the rate of pay the partner is earning at the time vacation is taken and is paid on the
partner’s regular paycheque. Starbucks calculates any additional vacation pay owed on other types of
earnings, for example, performance based bonuses. This vacation payment is referred to as your “vacation
differential,” and is paid as a percentage of eligible earnings and is paid on the pay period when it is
earned. The eligible amount is determined by provincial statutory standards.
When employment ends, the unused grant portion of the statutory minimum vacation entitlement is prorated based on the actual time worked during the year plus any vacation differential owed to the partner
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based on their vacationable earnings is paid out to the partner on their final pay and as per applicable
provincial standards.

Transferring Roles
If a partner transfers from a retail hourly role to another role within the organization, the partner’s
vacation time will be adjusted accordingly. For details impacting role change please contact the Partner
Resources Support Centre (PRSC) at (866) 504-7368.

Sick Pay
Starbucks Sick Pay is an income replacement benefit provided by Starbucks to eligible partners who miss work due
to:
 Personal illness or injury
 A medical or dental appointment
 The need for a partner to provide immediate care for an ill or injured family member (on occasion).
Ongoing/continuous time away from work to care for an ill or injured family member cannot by covered
by Sick Pay. A partner may be eligible for continued time away from work under a provincially mandated
Employment Standards Act leave.

Eligibility
Store managers, assistant managers, retail management trainees and non-retail partners are eligible for sick pay
after 90 days of employment. If a partner requires time off for a purpose that would normally be covered by sick
pay during the partner’s first 90 days of employment, the time away would be unpaid.
Retail hourly partners are not eligible for Sick Pay. Store managers are responsible for ensuring accurate record
keeping of their store partners absences due to medical / disability. It is required for a retail partner to provide
their SM with a medical note after missing three consecutive shifts due to medical illness/disability. Hourly retail
partners who require time off work due to a medical condition / disability for a period extending beyond 7
calendar days, must apply for an unpaid Leave of Absence. This process is listed on the lifeat.sbux.com website.
If federal, provincial or local law sick pay requirements exceed Starbucks policy, managers must follow the local
law, with guidance from Partner Resources.

Accrual
Sick Pay accrues from the partner’s date of hire at a rate of approximately 10 days (80 hours) per year. Sick Pay is
not accrued during a Leave of Absence.

Maximum Accrual
A maximum of 65 days (520 hours) of sick pay will accrue. If accrued but unused, no additional Sick Pay will accrue
until the partner uses some Sick Pay and the total balance falls below the maximum accrual limit.

Sick Pay Rate
Sick pay income replacement is issued at the partner’s current rate of pay (100%).

Sick Pay Use
Sick Pay can only be used in 8 hour increments as per Starbucks payroll system allowances.
To determine a partner’s accrual of sick time, go to My Partner Info (MPI). If there are any discrepancies, please
call the Partner Contact Centre at (866) 504-7368. Partners are eligible to use Sick Pay as soon as it is accrued,
following the first 90 days of employment. Two exceptions apply (please see below).
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All people managers are responsible for communicating the policy and procedure to their partners and monitoring
Sick Pay usage and accumulations. Partners and their people managers are responsible to indicate hours not
worked in MPI and designate the missed time to the appropriate accrued Sick Pay for up to 7 days for personal
sickness/disability.

A Partner’s Personal Illness/Injury
If a partner wishes to continue to utilize Sick Pay for their personal illness/disability beyond 7 calendar days,
the Canada Leave team must be engaged immediately as continued Sick Pay usage must be approved by
Manulife Financial. If no accruals are available, Partners will need to apply for an unpaid Leave of Absence. This
process is listed on the lifeat.sbux.com website.

Emergency Care for ill/injured family member
Starbucks recognizes that sometimes a family member's illness or injury requires a partner’s time and care. For
that reason, Starbucks allows staff to use Sick Pay for the care of an eligible family member. This Sick Day
usage must be managed by the partner’s manager and does not require the Canada Leave Team’s
involvement.
Family Member Definition:
A “family member” includes a partner’s spouse, domestic partner, partner, stepparent, grandparent, child,
stepchild, foster child, grandchild, step grandchild, sibling or a partner’s spouse’s / domestic partner’s parent,
grandparent, sibling or child

Partners may not use Sick Pay for absences related to the care of family members not listed above; however, a
partner may request time off as vacation or unpaid personal leave.

Partner Medical Appointments
Partners may also use Sick Pay for scheduled medical and dental appointments. This Sick Day usage must be
managed by the partner’s manager and does not require the Canada Leave Team’s involvement.

Pregnancy
Pregnant partners can use Sick Pay for any period of her pregnancy that is considered by her health care
provider to be a period of medical disability for up to 7 days. If a partner wishes to continue to utilize Sick Pay
for their personal illness/disability beyond 7 days, the Canada Leave Team must be engaged immediately as
continued Sick Day usage must be approved by Manulife Financial.
Please contact the Canada Leave Team at CanadaLOA@starbucks.com to ensure proper processing of Leave of
Absences and Sick Day usage when a partner wishes to utilize Sick Pay for a period greater than 7 days.

Sick Pay Use Exceptions:





Sick Pay will not be paid while a partner is being paid Short Term Disability (STD) benefits (i.e. Sick Pay
cannot be used to top-up STD benefits) thus the accrued Sick Pay will remain in the partners accrued Sick
Pay during this period.
A partner receiving benefits for workers’ compensation will not be paid from both workers’ compensation
and accrued Sick Pay for the same hours.
An hourly partner will begin to accrue sick pay starting on the date of their promotion to a salaried
position. The partner may receive credit for time previously worked and be awarded up to 40 hours of sick
pay at the time of the promotion. A previously eligible manager who is demoted to an hourly position will
stop accruing sick pay but will be permitted to retain up to 40 hours of sick pay for future use.

Appropriate and Inappropriate Sick Pay Use
Examples of when a partner would be eligible to use Sick Pay:
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 absence for a doctor or dentist appointment or to take a family member to similar such appointments
 absence due to an illness or injury preventing a partner from working
 absence to care for a partner’s ill or injured family member (as defined above)
Examples of when a partner would not be eligible to use Sick Pay:
 For a parent/teacher conference or other school function
 For a family member who is not suffering from an injury/illness however requires a partner’s
care/attention (i.e. elder care, childcare)
 While on a non-medical leave of absence (i.e. Personal, Military, Career Coffee Break)
The above examples are illustrative only, and are not meant to represent every situation where use of sick pay
would or would not be appropriate. If a partner is uncertain about Sick Pay use, they are encouraged to speak
with their manager, the Canada Leave team, or contact the PRSC at (866) 504-7368.

Requesting Sick Pay
Partners should give as much notice as possible when requesting time off as a Sick Day. Whenever possible,
partners should schedule Sick Pay off in advance, according to their store/department’s needs.

Notification
For unexpected medical absences (e.g. the flu), partners should notify their manager immediately. Failure to
call-in may result in performance management, which may lead to employment consequences.

Partner Sick Day Usage – 3+ days
When a partner is using Sick Pay for greater than 3 consecutive days for their own personal illness/disability,
the partner must provide a physician note to substantiate their absence from work. This information should be
provided to their manager.

Partner Sick Day Usage – 7+ days
When a partner is off work for personal illness/disability for 7+ consecutive days the Canada Leave Team must
be engaged as Sick Pay cannot be used after 7 days until Manulife Financial substantiates the partner as being
medically disabled from performing their job duties. Referrals to the Canada Leave Team may be done in
advance of 7 days if it is known that an absence may extend beyond 7 days. Providing advance notice to the
Canada Leave Team will assist in timely processing and decisions by Manulife Financial. Contact the Canada
Leave team by emailing CanadaLOA@starbucks.com.

Medical Absences When No Sick Pay is Available
For partners who are unable to work due to a medical condition, have no Sick Pay available, and are not
eligible for short-term disability (STD), the partner must then apply for a medical leave of absence online at
lifeat.sbux.com.
Managers should contact the Canada Leave Team immediately if an absence is expected to be greater than 7
consecutive days.

Jury/Witness Duty
If summoned to serve on a jury or if subpoenaed to testify as a witness, the store manager should immediately
obtain a copy of the summons or subpoena from the partner and make arrangements for the partner’s time
away from work.
Starbucks will pay the partner’s regular salary or wages for up to 10 consecutive days missed for jury or
witness duty. Jury/witness pay under this policy is available only if the partner actually missed work or a
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scheduled shift as a result of the jury or witness duty. Time off in excess of 10 days is unpaid. The store
manager should direct the partner to contact the local Partner Resources generalist if he or she has been
selected to serve on a jury and the trial is anticipated to exceed two weeks.
To receive pay, the partner must record the jury duty in the Paid Time Off Log, and the store manager must
obtain written documentation of service as a juror from the partner.

Bereavement
Starbucks provides time off for a partner who experiences the death of a family member. The partner will
receive up to two consecutive days off to attend the funeral. If overnight travel is required, up to two
additional consecutive days (for a total of four days) of time away from work will be provided. If the partner is
notified of the family member’s death while working, the partner will be permitted to take the remainder of
the shift off with pay.
For purposes of this policy, a “family member” includes the partner’s spouse, domestic partner, parent, stepparent, grandparent, child, stepchild, grandchild, step-grandchild, sibling or the partner’s spouse’s or domestic
partner’s parent, grandparent, sibling or child.
Starbucks recognizes that certain provinces may provide for additional days off without pay. A partner will be
first required to take paid bereavement leave under Starbucks policy and if additional unpaid days are
permitted under provincial law, is entitled to take additional unpaid leave.
To receive time off for bereavement, the partner must submit a written request to, and receive approval from,
the store manager or district manager. An hourly nonexempt partner will receive pay for any scheduled shift(s)
missed because of bereavement leave. Store managers and assistant store managers will be paid their regular
salary for the week in which bereavement leave is taken.
The store manager must ensure that the time off is recorded in the Paid Time Off log. To submit pay, the store
manager will enter a full day (8 hours) of pay for any workday missed by a store manager or assistant store
manager. For an hourly nonexempt partner, the store manager will submit the scheduled hours not worked by
the partner while on leave.

Absence for Birth or Adoption (Quebec only)
Starbucks provides time off for a partner who experiences the birth of his or her child, the adoption of a child,
or where there is a termination of pregnancy in or after the twentieth week. Starbucks will pay the partner’s
regular wage for the first two days of absence if the partner has been employed more than 60 days. A mother
who is already on maternity leave cannot profit from this leave. The partner must provide notice at least 2
weeks in advance.
To receive pay, the store manager must call the Partner Contact Centre at (866) 504-7368 and request the
hours be paid out to the partner.

Wedding or Civil Union Pay (Quebec only)
Starbucks provides one paid day off for the purposes of a partner attending his or her own wedding or civil
union. The partner must notify their manager at least two weeks in advance. Pay is only provided if the event
is taking place on a day the partner would normally be working.
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To receive pay, the store manager must call the Partner Contact Centre at (866) 504-7368 and request the
hours be paid out to the partner.

Reporting Paid Time Off
For Managers
A manager or assistant store manager who misses a day of work must accurately report the time off during the
same week the time off occurs.
A store manager is required to receive approval for vacation, a personal day, jury/witness duty or
bereavement leave from his or her district manager, and the assistant manager must receive approval from his
or her store manager. Similarly, the store manager is expected to notify the district manager, and the assistant
manager is expected to notify the store manager, as far in advance as possible if absent due to illness or injury
and a sick day is being used.
All salaried managers (both exempt and nonexempt) report paid time off in the timekeeping system as full-day
(eight-hour) increments only. Therefore, if less than a full day is worked, no time is recorded as paid time off.
For example, if a manager must leave early for the day due to illness, no time is reported as sick time. If,
however, a manager misses a full day of work due to illness, eight hours is entered into the timekeeping
system for that day as “sick.” Paid time off as vacation or sick leave is not available if the manager has not
accrued at least eight (8) hours.
The store manager must ensure that the time is recorded in the Paid Time Off Log.

For Hourly Partners
An hourly partner is required to receive approval for paid time off from his or her store manager. The store
manager will report paid time off in the timekeeping system for each day that work is missed. This time off
must be recorded as vacation, jury duty or bereavement. The amount of pay that an hourly partner will receive
for the day missed may be based on the average number of hours the hourly partner has worked for a certain
period of time preceding the day off.
The store manager must ensure that the time is recorded in the Paid Time Off Log.

Unpaid Time Off
Starbucks offers partners leaves of absence for extended periods of time, depending on the reason for the
request.

Types of Unpaid Leave
Starbucks currently offers the following unpaid leaves of absence:
 Compassionate Care
 Maternity/Parental
 Medical
 Military
 Personal
 Career Coffee Break
 Voting Time
 Other provincially legislated leaves
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At all times, Starbucks complies with provincial and/or federal laws in providing partners with leaves of
absence.
For detailed information on the unpaid leaves available at Starbucks, please refer to lifeat.sbux.com.

Requesting a Leave of Absence
To request a leave of absence, a partner must notify their manager and initiate the application process by
going online to lifeat.sbux.com.
Following a Leave of Absence request, the Canada Leave Team will respond to all stakeholders to advise
whether a leave request is approved and to provide an expected return to work date (leave end date). If a
partner does not provide the request leave information within the established timelines, a partner’s
leave/absence will be considered UNAPPROVED, and employment consequence may result. Additional details
are available at lifeat.sbux.com.

Continuation of Benefits While on Leave
For information on continuing benefits while on leave, please refer to specific information on lifeat.sbux.com.

Performance Reviews and Merit Increases While on Leave
All leaves at Starbucks are considered continuous. When a partner returns from leave, he/she should receive a
performance review and any corresponding pay change that was scheduled to occur during his/her leave. The
effective day of the increase will be retroactive to the date on which the review was scheduled, with no
change to the schedule for upcoming performance reviews.

Return to Work following a Leave
The partner should connect directly with their manager in advance of their expected return to work date to
confirm their intentions to return to work. Ideally this action should be taken 14 days in advance of their
return to work to avoid scheduling challenges.
Starbucks will make reasonable efforts to reinstate the partner returning from Leave to the same or similar
position.

Accommodation
Should a partner require a workplace accommodation as part of their return to work process following a leave
of absence, a partner’s physician must complete a Functional Abilities Form (FAF) outlining the necessary
accommodations, and submit the form to the Canada Leave Team for consideration. Further details and forms
are available at lifeat.sbux.com.

Medical Documentation
Generally, medical documentation verifying the reason for and the expected duration of the leave will be
required. A partner’s failure to submit medical documentation may result in denial of leave and/or corrective
action, up to and including separation from employment. Upon receipt of the required medical
documentation, Starbucks will conduct a review to determine whether the requested leave may be reasonably
accommodated. Please be advised that the cost of any required medical information is a partner’s
responsibility.
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Leave of Absence Procedures for Retail Managers
These procedures are provided to store managers and district managers to assist in handling a partner’s leave
of absence.

Leave Types and Resources
Be Knowledgeable: Familiarize yourself with the various leaves of absence offered by Starbucks, and
understand the eligibility and approval processes.
Additional information is available in the Partner Guide – Canada Store Edition, Time Away From Work section,
and online at lifeat.sbux.com.

Partner Requests for Leave
Be Welcoming and Be Considerate: When a partner expresses a desire or need to take a leave of absence,
direct him or her to the appropriate resources. Advise the partner to refer to the Time Away from Work
section of this Partner Resources Manual, and online at lifeat.sbux.com. For general information. It is the
partner’s responsibility to initiate a leave of absence and follow the directions online at lifeat.sbux.com. The
partner should request a leave of absence by completing the online application and providing documentation
if applicable. In extreme circumstances, a manager may contact the Canada Leave team to initiate a leave for a
partner that is unable to do so. Throughout a partner’s leave, you will receive communication from the
Canada Leave team that will provide important information on the status of your partner’s leave and prompt
you to take action when needed.

Communications and Administration
Be Genuine: As your partner’s leave draws to an end, it is important that you connect with your partner and
help plan his or her return to work or if necessary, explore other options.
Be Involved: As a manager, you play a key role in the leave of absence process. Actively communicate with
your partner about his or her desire to take a leave and continue to remain in contact with your partner
through the duration of the leave to coordinate use of vacation and sick time (if applicable) and to make
arrangements for his or her return to work.
When you receive the advance notification that your partner’s approved leave will end, contact your partner
at home and discuss the schedule for the first week back to work. Ensure that your partner is back on the
store’s schedule the week in which the partner is expected to return.
If the partner advises you that he or she is unable to return to work and needs additional time off, instruct the
partner to request an extension of the leave online at lifeat.sbux.com.
Finally, if your partner returns to work on the expected return to work date, communicate the return to work
date to Partner Resources.

Canada Leave Team
In addition to the manager, the Canada Leave Team plays important roles in managing partners’ leaves of
absence.



Counsels partners about leave of absence eligibility, required documentation, use of paid time off, shortterm disability benefits, continued health coverage and other topics.
Fields all requests for short- and long-term disability applications.
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Guides partners requiring a leave of absence and/or accommodation to the appropriate forms and
reference materials
Updates the partner’s leave status in the Starbucks Payroll/HR system.
Stops autopay for salaried partners (if appropriate).
Sends approval/denial letters and other leave related communication directly to the partner.
Communicates regularly by email with the partner’s manager regarding the partner’s leave status

Questions/comments/feedbacl regardomg the leave process can be directed to the Canada Leave of Absence
Team at Canada LOA@starbucks.com.
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Section 7: Total Pay
This section provides an overview for managers of many benefits available to Starbucks partners as part of their
Total Pay package—Compensation, Benefits, Savings, Stock and Partner Perks, as well as resources for more
specific information.

Group Benefits
Starbucks offers life insurance, accidental death and dismemberment (AD&D), disability, and extended health
and dental care coverage under its Group Benefits plan to eligible Canadian partners and partners of affiliated
companies. For details regarding these Starbucks Group Benefits, contact Manulife Financial at (866) 821-7913
or visit lifeat.sbux.com.
While the intent is to maintain these benefits indefinitely, Starbucks also reserves the right to modify or
terminate any of these benefits at any time.

Eligibility and Enrollment
Upon hire, all full- and part-time partners can immediately take advantage of Starbucks Employee Assistance
Program.
To establish initial eligibility (become “benefits eligible”) for other Starbucks benefit plans, a partner must be
paid for at least 160 hours in a consecutive two-month period. Once this requirement is satisfied, an
enrollment notification will be mailed to the partner at his or her current home address on file with Payroll.
The partner must enroll by the enrollment deadline outlined in the enrollment notification. A missed deadline
will result in no coverage. Partners are not automatically enrolled in benefits and must go online at
manulife.ca/planmember to make their benefit selections.
After the partner becomes eligible, coverage will begin on the first day of the second month after establishing
eligibility. For example, if a partner is hired in April and the partner’s paycheque for the months of April and
May reflect pay for at least 160 hours, the partner’s benefits will begin on July 1 following timely enrollment.
Maintaining eligibility: To maintain eligibility for Starbucks benefits plans, a partner must be paid for at least
240 paid hours in each calendar quarter. “Paid hours” are the number of hours that are reflected on the
partner’s paycheques issued during the calendar quarter. Calendar quarters are January 1 through March 31,
April 1 through June 30, July 1 through September 30, and October 1 through December 31. Eligibility is
determined by the hours reported on the last paycheque you receive in the calendar quarter. This date is often
before the end of the calendar quarter. At the end of each calendar quarter, Starbucks conducts an audit to
determine each partner’s ongoing eligibility based on the hours paid up to the last paycheque received in that
calendar quarter.
For more information about benefits eligibility, including initial, maintaining and re-establishing eligibility, refer
to lifeat.sbux.com.
Losing eligibility: If a partner’s paid hours fall below 240 in a calendar quarter, he or she will lose eligibility and
coverage on the last day of the month following the end of the calendar quarter. For example, a partner who is
paid less than 240 hours from October 1 through December 31 will lose eligibility and coverage on January 31.
A written notice and information about available options will be mailed to the home address on file for each
partner who loses eligibility as a result of the audit.
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Re-establishing Eligibility: A partner can re-establish eligibility if the partner is paid for at least 240 hours in a
subsequent calendar quarter. If eligibility is re-established, coverage will commence on the first day of the
second month of the new calendar quarter. For example, a partner who is paid for at least 240 hours from
January 1 through March 31 will be reinstated on May 1. Depending on when a partner re-establishes
eligibility, the partner may be required to reenroll for desired coverage.

Extended Health Care and Dental Highlights
Partners must be enrolled in the provincial health plan in which they reside if they wish to enroll in Starbucks
Extended Health Care and Dental coverage provided through Manulife Financial.
Starbucks Extended Health Care extends coverage for eligible expenses associated with semi- private
hospitalization, prescription drugs, medical equipment and supplies, paramedical services, and emergency
travel assistance. The Extended Health Care also provides coverage for eye exams, lenses, contacts or laser eye
surgery.
Starbucks Dental covers preventive, basic and major services, as well as orthodontia care.
Visit lifeat.sbux.com for detailed information about the plan.

Disability Coverage
Starbucks disability plans provide partial replacement of wages if a partner is unable to work for an extended
period of time due to an illness or injury. Depending on your role, the level(s) of coverage available are:
 Short-term disability coverage is automatically available at no cost to all partners who are eligible for
Starbucks benefits. This coverage provides a partner with partial replacement of lost wages for up to
17 weeks for salaried partners and up to 35 weeks for retail hourly partners for disability due to
illness or injury that is not work related.
 Long-term disability coverage is automatically provided at no cost to store managers and assistant
store managers. Long-term disability protection provides continuation of the partial replacement of
lost wages for an eligible condition extending beyond 17 weeks. Hourly retail partners are not eligible
to receive long-term disability coverage.

Basic Life Insurance and Accidental Death & Dismemberment (AD&D)
Basic life insurance is available at no cost to partners. Partners may elect to purchase optional life insurance
for themselves, an eligible spouse, domestic partner or dependent child. Accidental Death & Dismemberment
(AD&D) insurance is also available at no cost to all partners when benefits eligibility is satisfied. Partners may
elect to purchase optional AD&D insurance for themselves or the partner’s family.

Adoption Assistance
Starbucks provides financial assistance to partners who choose to adopt a child. A partner eligible for this
benefit may receive up to $4,000 per attempted or successful adoption to help pay for the qualified expenses
related to the adoption of an eligible child under the age of 18. Reimbursement is limited to a maximum of
$12,000 per partner or per couple, if both spouses or domestic partners are employed by Starbucks. Qualified
expenses include reasonable and necessary adoption fees, legal fees, court costs and traveling expenses
directly related to and for the principal purpose of the adoption.
Refer to lifeat.sbux.com for additional information and instructions on how to apply.
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Starbucks Tuition Reimbursement Program
Starbucks Tuition Reimbursement Program helps eligible Canadian partners with some of their educational
costs upon successful completion of approved courses.
Accredited courses that are part of an undergraduate, post-baccalaureate or eligible certificate program will
be considered for approval.
The maximum reimbursement is based on position and length of continuous service at the beginning of each
calendar year as shown below:
Partner Position
All Levels

Continuous Length of Service as of
January 1 Each Year
6 to less than 36 months
36 but less than 60 months
60 MONTHS OR MORE

Maximum Calendar Year
Reimbursement
$500
$750
$1000

Tuition reimbursement is available to all eligible partners in Canada, regardless of performance rating. To be
eligible, a partner must:
 Have completed at least six months of continuous service from the date of most recent hire;
 Be considered Starbucks “benefits eligible” at the time the class term begins;
 Have earned at least a “C-“ grade or a “Pass” in “Pass/Fail” classes; and
 Be actively employed at Starbucks when the reimbursement is processed
For detailed information on eligible programs and/or courses, visit lifeat.sbux.com.

Future Savings Plan (RRSP/DPSP)
This program is designed to help partners prepare for a financially secure future. If you contribute to our group
Registered Retirement Savings Plan (RRSP) through automatic payroll deductions from your eligible pay,
Starbucks will match your contribution dollar for dollar (to a maximum of 2% of your salary) directly into a
Deferred Profit Sharing Plan (DPSP).

Eligibility and Enrollment
If you are a retail hourly partner you need to be age 18 or older and have completed 60 days of service at
Starbucks. All other partners need to be age 18 or older and have completed 90 days of service at Starbucks.
Once eligible, instructions will be mailed to the partner’s home address.

Vesting Schedule
Partner’s RRSP contributions are 100% vested (i.e. owned by the partner). After two years of participating in
the Future Savings Plan, Starbucks’ contributions (DPSP) becomes fully vested.

Rollover Contributions
A partner may transfer funds from another eligible retirement plan into their RRSP in the Future Savings Plan
at any time after enrolling. Please contact Great-West Life at (800) 724-3402 to determine if there are any
transfer fees applicable as a result of rollover contributions.
For more information about the Future Savings Plan visit lifeat.sbux.com or call Great-West Life at (800) 7243402.
©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

May 2015

91

422
Partner Resources Manual – Canada. Stores

Stock Investment Plan (S.I.P.)
Starbucks Stock Investment Plan (S.I.P.) is formally referred to as “Starbucks Corporation Employee Stock
Purchase Plan—1995”. This plan provides eligible partners the unique opportunity to buy shares of Starbucks
stock each calendar quarter at a discounted price through regular payroll deductions, after taxes. After the end
of each calendar quarter, each participant’s contributions are used to purchase Starbucks stock at a 5%
discounted price. The discounted price is applied to the fair market value of Starbucks stock on the last
business day of the quarterly offering. A partner can elect to set aside from 1% to 10% of his or her gross base
pay to purchase stock through S.I.P.

Eligibility and Enrollment
A partner is eligible to participate after 90 days of employment. Shortly before the quarterly open enrollment
period, an enrollment kit is mailed to the partner’s home address. Enrollment in S.I.P. takes place four times
per year: December 1–15, March 1–15, June 1–15, and September 1–15.

Questions about S.I.P.
Call Fidelity at (800) 544-0275 or visit netbenefits.fidelity.com.

Bean Stock
Bean Stock is formally referred to as “Starbucks Corporation 2005 Company-Wide Sub-Plan to the 2005 LongTerm Equity Incentive Plan”. This program is designed to give a broad base of partners the opportunity to own
Starbucks stock. Bean Stock is one example of how Starbucks rewards partners for the many contributions
they make every day that contribute to Starbucks overall financial success.

Eligibility
To become eligible for a Bean Stock grant, a partner must:
 Be employed by Starbucks on May 1 of the fiscal year preceding the grant date;
 Be paid for at least 360 hours during the fiscal year; and
 Are in a position up to, but not including, the director level

Questions about Bean Stock
For questions about Bean Stock, call Fidelity at (800) 544-0275 or visit netbenefits.fidelity.com (click on the
NetBenefits Worldwide login link).

Partner Markout and Merchandise Discounts
All Starbucks partners may purchase Starbucks® beverages and merchandise at a discounted price at companyowned and -operated Starbucks, Evolution Fresh, La Boulange, Seattle’s Best Coffee and Teavana retail stores.
Additionally, the “markout” benefit is available at Starbucks company-operated retail stores as a means for
partners to sample and enjoy Starbucks® coffee and tea.

Partner Coffee and Tea Markout (Starbucks retail locations only)
“Markout” is the term used for coffee and tea that partners may receive each week at any company operated
Starbucks Coffee retail location. The intent of this benefit is to provide partners with the opportunity to
explore the many coffees and teas offered, as well as introduce these products to friends and family. For a
current list of products that are eligible for “markout”, please visit the Partner HUB, lifeat.sbux.com, or send
an email to partnercard@starbucks.com.
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Partners are encouraged to take advantage of this benefit each week. For the purpose of this benefit, a
“week” is Monday through Sunday. If a week is missed, there is no opportunity to make up for it in future
weeks. Reselling the partner markout or using it for personal profit is prohibited.

Partner Discount (all company-operated locations)
Eligible Starbucks partners may receive a 30% discount on the purchase price of beverages (espresso
beverages and ready-to-drink), food items and merchandise (including sale items) purchased in companyoperated Starbucks, Evolution Fresh, La Boulange, Seattle’s Best Coffee and Teavana retail stores.
Items that may not be purchased with the partner discount include, but may not be limited to, Starbucks
Cards, coupon books, and newspapers.
The merchandise discount is a benefit offered to partners only. Partners may purchase items for personal use
or to give as gifts. Partners may not use the partner discount to purchase items for others—such as family
members, friends or acquaintances—and then receive reimbursement for the cost.Reselling items purchased
with the partner discount or using the discount for personal profit is prohibited.

Obtaining the Partner Discount and Weekly Markout
To obtain the weekly markout and merchandise discount, a partner must present his or her current Partner
Card at the Point of Sale (POS) in the participating company-operated store. The partner may present a
Partner Card in one of the following versions:
 Temporary paper partner card along with a photo identification (the barista will enter the partner
number to validate for discount)
 Plastic Starbucks Partner Card (the barista will swipe it in the POS to validate for discount)
 Starbucks Partner Card image on the Starbucks App (scanning the barcode at the POS will validate for
discount)
Refer to the “Discount Procedures” section of the POS Register Resource Manual for information and
procedures related to partner discount benefits.

Some Limitations Apply
The weekly markout is only available at Starbucks company-operated locations (excluding both stores located
st
in the Seattle Support Center, and the 1 and Walker store in Seattle). The partner discount is not available at
licensed store locations (such as airport locations, etc.) and most International locations (those stores located
outside continental North America).
The weekly markout and merchandise discount is available only to regular, temporary and seasonal partners
on Starbucks payroll. It is not available to vendors, consultants, independent contractors or leased employees.
Purchasing items with the partner discount and reselling the merchandise—on the Internet, for example, or in
a side business—is strictly forbidden. Partners may not use the partner discount in any manner that would
result in a profit to the partner.

Upon Retirement
A partner who retires from Starbucks at a minimum age of 55 with at least 10 years of continuous service will
receive the partner markout and merchandise discount benefits for life.

Free Beverages While Working
A store partner may consume—free of charge—any coffee, tea or milk-based beverage while on break during
his or her shift or during the 30 minutes prior to or after the partner’s scheduled shift.
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Ready-to-drink beverages, including juices, bottled water, Tazo® bottled tea and bottled Frappuccino® drinks,
are excluded from the partner beverage benefits. These items must be purchased using the partner’s 30%
discount.
The partner beverage benefit is available for the partner’s personal consumption only; a partner may not give
away his or her partner beverage to any other individual. The partner beverage may not be consumed while
the partner is actually working, but only while the partner is on a rest or meal break. Additionally, the partner
is required to wait in line with other customers to receive his or her partner beverage, and another partner
should ring out the partner’s beverage.

Other Programs
Resilience (Employee Assistance Program (EAP))
The Employee Assistance Program (EAP) provides short-term counselling for emotional issues including stress,
anxiety and coping with difficult situations. The EAP also provides work/life counselling that includes child and
elder care referrals and legal and financial planning services. This program is free of charge and is available to
all active partners. For service in English call toll free at (866) 644-0326 and for service in French call toll free at
(888) 361-4853.

CUP Fund
The CUP (Caring Unites Partners) Fund is a financial-assistance program helping Starbucks partners in times of
special need, such as illness not covered by insurance, death of a family member, natural disaster or other
extreme circumstances. The CUP Fund is supported by voluntary partner contributions through payroll
deduction. All active partners are eligible to apply for this financial assistance. Each application is treated with
confidentiality and carefully screened.
To learn how you can apply for assistance from the CUP fund or to support fellow partners through payroll
deductions, visit lifeat.sbux.com.
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Section 8: Partner Records
This section outlines the policies, procedures and guidelines for making changes to partner records.

Partner Records Information
Important events in each partner’s history with the company are recorded on documents and maintained in
partner files located at the partner’s work location.
Store managers must create and maintain files for each active partner. The partner’s primary file is kept at the
store where the partner works. Duplicate copies of some information may also be found in files maintained at
the Starbucks Support Centre.
Partner files are company property and may not be removed by the manager or partner under any
circumstances from the store.
If the partner separates from employment, the store manager must send the partner file to Partner Solutions
& Services, mail stop S-PSS.

Partner Request to Review/Copy File
Partners may make a written request to view or copy their files. Active partners may review their partner files
up to two times per year. A written request to do so should be directed to the store manager or Partner
Resources manager. A store manager who receives a request by a partner to review or copy his or her file
should notify a Partner Resources manager.
The store manager or Partner Resources partner must be present at the time of review. Partner files are
company property; items may be copied but may not be removed from the files.
If the partner believes that certain material is irrelevant, inaccurate or obsolete after reviewing his or her
partner file, he or she may submit a written statement that may also be included in the file. A partner may also
request to have copies of specific documents in his or her file. Managers should consult with their field Partner
Resources manager for more guidance.

What to Keep in Partner Files
These files should be included in the partner’s store file:
 Signed and/or delivered performance reviews
 EPANs and/or Word PANs
 Action Plans/Performance Improvement Plans
 Copies of corrective action forms
 Miscellaneous correspondence from the
partner
 Signed policy documents (e.g. Partner Guide
Acknowledgement, Anti-Harassment Form,
Apron Policy, Key, Safe and Alarm Agreement,
etc.)
 Exception Based Reporting (XBR) letters
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Training certifications (e.g., signed New Partner
Training Plan, Barista 101 Certification, etc.)
Customer comments regarding the specific partner
Request for leave of absence
Time away from work request
Hours availability forms
Commendations, awards, etc
Partner pay statements
Letter of resignation
Performance feedback forms
Partner Development Plan
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What Not to Keep in Partner Files
These documents should not be included in the partner’s store file:

96

Document

Action

Applicant records for all applicants (hired and not
hired), including RHH Interview Guides,
employment applications, resumes, interview
notes, reference checks and employment
verification forms

Maintain in store for two years in separate file. After
two years of retention and no legal holds, submit as
instructed during bi-annual confidential document
return process.

Credit report

Send to Regional Office.

Incident Report Form

Send one copy to Risk Management (S-RM1) via
Regional Office. Maintain other copy in store for seven
years in separate file. After seven years of retention,
submit as instructed during bi-annual confidential
document return process.

Investigation notes

Maintain in separate file.

Manager’s notes or communication about
partner’s employment

Maintain in separate file.

TD-1 (Personal Tax Credits Return) Form

Must be sent to Partner Solutions & Services
immediately (S-PSS) via Regional Office.

Legal documents (e.g., notice of garnishment,
hearing or legal claim, subpoena, etc.)

Must be sent to Legal immediately (S-LA1). Refer to
Section 1 Receipt of Legal Documents in this manual.

Workers’ Compensation claims, correspondence
and/or documents

Must be sent to Canada Leave (MS 4000) via Regional
Office.

All medical documentation
(not Worker’s Compensation related)

Must be locked in a separate file. A partner's file must
not include any documents that reflect the existence of
a disability. Incident Report Forms regarding an injury to
the partner, a doctor’s note excusing a partner’s
absence, and any other medical documentation should
be kept in a separate file for each partner and locked or
kept in a locked room, where access is limited to only
the store manager or assistant store manager. And
medical information pertaining to a leave of Absence,
refer to Leave section of this Manual.
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PAN/EPAN Process Overview
The Partner Action Notice (PAN) or electronic PAN (EPAN) is one of the official documents of record used to
support and verify employment transactions. All employment transactions must be recorded and submitted
on a PAN/EPAN, except for the following:
 New hires and rehires processed through HMC.
 Personal information changes that can be entered via My Partner Info.
 Leave of Absence
PANs/EPANs contain critical information that directly impacts a partner’s employment records and pay. All
fields for a given transaction must be completed with accurate information. PANs/EPANs will be entered with
the information provided, unless the information can be clearly identified as inaccurate.

Submission Process
Before submitting, print two copies of the completed EPAN (see EPAN/PAN Filing section ot this manual).
EPANs for store partners should be submitted electronically via the EPAN 2 link found on the Store Portal
under the Operations tab. Using EPAN ensures quick delivery and processing of partner record updates.
A copy of a PAN can be printed from the Store Portal > Documents > Forms > Form - Partner Action Notice for
emergency situations only. It is not advised to mail or fax PANs unless instructed by the Partner Contact Centre
(866) 504-7368.
The store manager should ensure that all PANs are legible and that PANs and EPANs have all required
approvals. If the transaction requires additional district manager or Partner Resources manager approval, it
must be submitted on a “Word PAN” template. The district manager or Partner Resources manager should be
contacted for submission.

EPAN/PAN Filing
Partner signatures should be obtained on EPANs filed in the store. Print two copies of the EPAN before it is
submitted in the EPAN system.
Distribute the two copies of completed EPANs as follows:
 Have the partner sign one copy and place in store file, and
 Give one copy to the partner.
Note: EPANs or Word PANs will serve as the permanent Starbucks Support Centre copy. Do not mail
additional copies to the SSC.

Incomplete or Incorrect PANs/EPANs
If there is a problem with a PAN/EPAN, such as incomplete or incorrect information or missing approvals, entry
of the transaction will be delayed until the required information can be obtained.

Impact of Submitting an Incorrect PAN
It is important that PAN/EPAN information is complete and accurate to avoid delays, errors and other
problems. An inaccurate or incomplete PAN/EPAN may have one or more of the following impacts:
 Partners may be paid at an incorrect rate. This could result in a future pay adjustment and may
adversely impact store labour costs.
 Partners may be incorrectly denied eligibility for benefits, stock or savings plans.
 Benefits that should be cancelled due to a partner’s separation may be continued at a substantial cost
to the company.
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In states with mandated timelines for a partner’s final payment upon separation, the company may be
subject to fines for failure to comply with regulations.
Headcount and turnover information may be incorrect.
Partners may have incorrect tax deductions.
Partners may not receive time sensitive Total Pay (benefits, stock or savings) enrollment information.

EPAN Guidelines
EPAN is used in place of a regular PAN in most but not all situations. Listed below are guidelines for using
EPAN.
 All partners have access to My Partner Info to make changes to personal information.
 Only the store manager has access to the EPAN 2 link located on the Store Portal on the Operations
tab.
 Do not fill out, mail or fax a paper PAN as a backup. Duplicate PANs can cause delays or errors in
processing.

When to Use EPAN
Use EPAN for:
 Performance reviews/merit increases
 Promotions/demotions (to/from barista and shift supervisor positions only)
 Other pay changes (pay rate corrections or changes to a transferred partner’s pay rate; please include
notes indicating reason for change)
 Referral bonuses
 Transfers
 Separations

When NOT to Use EPAN
Do NOT use EPAN for:
 Any transactions that require a district manager or Partner Resources manager approval. Use a PAN
instead.
 New hires and rehires. Enter new hires and rehires into HMC.
 Store managers, assistant store managers, and RMTs. PANs must be completed by the district
manager and Partner Resources manager through the regional office.
 Merit increases that exceed the guidelines. The district manager and Partner Resources manager
must complete Word PANs. Refer to the Pay Administration Manual for approvals.
 Lump Sum Awards. The district manager and Partner Resources Support Centre must complete
Word PANs. Refer to the Pay Administration Manual for approvals.
 Individual market adjustments (equity increases). Refer to the Pay Administration Manual for
approvals.
 Leave of Absence. To apply for a leave of absence or to obtain more information a partner must go
online to lifeat.sbux.com.

Submitting an EPAN
The EPAN 2 link is available on the Store Portal > Operations tab. All required fields must be completed to
ensure accurate and prompt processing.

EPAN Submission History
Once the EPAN has been submitted, confirmation of the transaction can be found in the Transaction History
link located within the left side navigation of EPAN 2. Transaction History will display all transactions
successfully submitted within the past 90 days.
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Success Status EPAN
EPANs listed with a status of “Success” have been loaded into the payroll system. Pay and position impacting
changes and will appear on your partner’s next regularly scheduled cheque.

Error Status EPAN
EPANs that remain in an “Error” status could not be immediately processed and will require a member of the
Partner Records team to investigate. If the submission can be processed, the status of the EPAN will change to
“Success” within 5 business days. Those EPANs that remain in an “Error” status may require your district
manager’s assistance.

EPAN Problem Resolution Process
The table below outlines some sample situations and corresponding resolutions for EPANs received with
missing, incorrect data or a non-EPAN transaction.
EPAN Issue

Partner Resources Records Resolution



EPAN remains in “Error” status



An EPAN that remains in an error status or
falls outside of the acceptable date range
may require the submission of a Word PAN
submitted by your district manager.



The EPAN could not be processed
because the effective date is either
over 90 days in the past or greater than
30 days in the future.



When submitting an “Other Pay Change”
transaction, make sure you have included
comments to clarify the purpose for the
EPAN submission. The comments field must
be used on all “Other Pay Change”
submissions.

PAN/EPAN Processing Schedule
EPANs can be submitted at any time; however, those that require Partner Records to investigate must be
submitted no later than 5 p.m. on the Tuesday prior to the week partners are scheduled to get paid. EPANs
received after the processing cut-off time will be processed but the change may not appear on the partner’s
next paycheque.
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week of paycheque
or electronic pay

one
week out

Monday

Tuesday

Wednesday

Thursday

Friday

EPANs
received by 5
p.m. will be
included on
next
paycheque
Partner Records processes PANs
for the following
week’s paycheque

Paycheques
processed
by Payroll

Paycheques sent
to stores

$
Partners
receive
paycheques
or electronic
pay

Partner Information Update Process
When an EPAN is submitted, it triggers a series of changes to a partner’s information. Once the transaction is
submitted to the SAP system, the partner’s information is downloaded into store systems:
1. Manager Submits EPAN
2. EPAN loads into SAP
3. Updated information downloaded to store systems based on effective date of transaction.

Personal Information Changes
It is important for partners to regularly review and make updates to their personal information that is on
record.
Personal change transactions include changes to name, address, phone number, birth date, marital status, SIN,
emergency contact information, direct deposit enrollment, and/or TD-1 tax withholding changes. Personal
change transactions are made effective the day of submittal and do not affect review date, promotions or
transfers.

Changes via PAN
Changes to a partner’s personal information including Social Insurance numbers, date of birth, name, and
marital status should be submitted via Word PAN. To begin this process, please call the Partner Contact Centre
at (866) 504-7368.

Changes via My Partner Info
My Partner Info can be used to make all other personal changes for store partners. For more details, refer to
the My Partner Info topic information in this Manual.
No action is needed upon completing changes and clicking “Submit”.
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Pay Increases Associated with a Promotion
A promotion occurs when a partner accepts a new job with a significant increase in responsibility and scope.
This could be a move from one job group to another, such as shift supervisor to assistant store manager, or a
move within the same job group, such as barista to shift supervisor.
The promotion involves a change of pay grade for salaried partners or pay group for retail hourly partners, and
consideration for an increase in base pay.
For salaried and non-retail hourly partners, promotional increases are based on the annual promotional
increase guidelines issued by the Compensation Department.
For retail hourly partners, promotional guidelines depend on which type of pay structure applies to the new
job.



Promotional increases to other retail hourly positions are typically up to 10% of base pay, or to the
new job’s hourly pay group range minimum.
For promotions from retail hourly positions to other positions (non-retail hourly or salaried), there is a
change to a completely different type of pay structure. Therefore, the promotional increase should
properly position pay at the appropriate position in range (PIR) for the new job assignment.
Additional approvals may be required for these promotions (see Assumptions section below).

All promotions should be discussed in advance with the district manager or Partner Resources.
 Promotion to retail hourly position: The store managers should work with his or her district manager
and/or the Partner Resources Support Center (PRSC) to determine the appropriate pay range and
placement of pay within the range.
 Promotion to salaried or non-retail hourly position: The store manager should work with his or her
district manager and local Partner Resources generalist to determine the appropriate pay range and
placement of pay within the range.

Assumptions
Partner is current with all reviews. If not, the performance reviews should be completed as needed.

Procedure
1. Submit an EPAN or Word PAN for the promotion depending on the promotion type. For EPAN, complete
all fields in the promotion/demotion section. For a Word PAN, complete the Basic Information,
Promotion/Demotion and Approval & Comments sections.
2. For retail hourly partners, the partner’s next review date will be reset for six months from the promotion
effective date. For salaried partners, the next merit review will occur on the common date established by
the Compensation department.
3. Verify the starting pay for the position.

Pay Decreases Associated with a Demotion
A demotion occurs when a partner moves from one position to another at a lower scope of responsibility with
a lower pay rate. A demotion can be at the partner’s request or the result of a management decision.
Pay rate guidelines for demotions are generally consistent with those covering promotional increases.
Upon demotion, the current manager is responsible for reviewing the partner’s pay rate for adjustment
downward in accordance with one of the following reasons:
 Non-performance of duties in the current position
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The degree of diminished responsibility
Comparable wages of partners in the newly assigned pay reference point
Pay rate above maximum of the newly assigned pay range
Skills and experience

All demotions should be discussed in advance with the district manager or Partner Resources.
 Demotion to retail hourly position: The store managers should work with his or her district manager
and/or the Partner Resources Support Center (PRSC) to determine the appropriate pay range and
placement of pay within the range.
 Demotion to salaried or non-retail hourly position: The store manager should work with his or her district
manager and local Partner Resources generalist to determine the appropriate pay range and placement of
pay within the range.

Assumptions
Partner is current with all reviews. If not, the manager will need to complete the merit reviews as needed.

Procedure
1. The store manager should submit an EPAN or Word PAN* for the demotion, depending on demotion type.
For EPAN, complete all fields in the promotion/demotion section. For a Word PAN, complete the Basic
Information, Promotion/Demotion and Approval & Comments sections.
2. For partners in retail hourly positions, the partner’s next review date will be reset for six months from the
demotion effective date. For salaried partners, the next merit review will occur on the common date
established by the Compensation department.
3. Verify the pay for the new position.
*Due to the required approvals, demotions from RMT, assistant manager or store manager positions must be
submitted by a district manager using a Word PAN.

Merit Pay Increases
Merit pay increases are designed to reward the partner’s performance for a specific time period. A partner will
be considered for a possible merit increase following receipt of a “meets expectations” or better performance
evaluation. Merit increases are not guaranteed, however, regardless of performance.
Salaried Partners: Merit increases for salaried partners are completed through the annual pay review process.
Hourly Partners: The merit increase/performance review section of the EPAN is used when giving a scheduled
performance review for a retail hourly partner.
 Performance reviews for barista and shift supervisor take place every six months.
 Performance review dates can be found in the labour system and within EPAN.
 Performance review schedules are reset after a partner is promoted or demoted

Assumptions
The pay increase is in accordance with guidelines outlined by the Compensation Department.

Procedure
1. The store manager should complete a performance review conversation with the partner.
2. The store manager should submit an EPAN indicating the performance rating and any merit increase
associated with that rating. Refer to the Pay Administration Manual for current guidelines.
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3. The store manager should place the signed performance review and a copy of the EPAN in the partner’s
store file.

Lump Sum Merit Awards
A partner’s pay position in the salary range impacts his or her eligibility for a merit increase or a lump sum
award. Partners with base pay below pay range maximum should not receive lump sum awards.

Retail Hourly Partners
Retail hourly partners who receive a “consistently exceeds expectations” performance rating and whose base
pay is at or above the maximum of the pay range may receive the equivalent of the merit increase guideline
percentage as a lump sum merit award.
Lump sum merit pay is calculated on earnings for the review period, including paid time off and overtime (if
applicable). The lump sum is paid on a regular paycycle as close as possible to the review period, and is
separate from base pay.

Salaried Partners
Salaried partner lump sum merit awards are addressed as part of the annual pay review process.

Procedure
Contact the Partner Resources Support Centre (PRSC) at (866) 504-7368 for the calculation and submission of
lump sum merit awards for retail hourly partners. Lump sum awards cannot be submitted via EPAN due to the
required approvals.

Bonus Pay
For exempt partner bonuses, such as Manager Coach Mentor bonus or Retail Store Management Incentive
Plan, contact your district manager or field Partner Resources manager.
Bonus transactions must be submitted by a district manager using the Word PAN or Retail Bonus Workbook
(for the Store Management Incentive Plan) due to the approvals required.

My Partner Info
My Partner Info is available on the Store Portal > Partner Self Service. My Partner Info allows all store partners
to view their personal data on record with Starbucks and make changes in real time. Additionally, My Partner
Info allows partners to view personal information such as vacation balances.

Procedure
My Partner Info is available 24 hours a day except for the following times:
 Saturday 12:01 a.m. - 04:00 a.m. Pacific Time
 Sunday 3:00 a.m. - 02:00 p.m. Pacific Time

First Time Login
From the Login screen, select “Forgot password/First Time User”, then follow the instruction on the following
page to validate your credentials. From there you will be instructed to create a password.
©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.
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Passwords
The following requirements apply to passwords:
 Must have a minimum of 8 characters and a maximum of 40 characters.
 Must contain a mixture of letters, numbers and at least one special character, i.e. -, *, >, etc.
 Must not contain any spaces.
 Must not be a previously used password.
 Must not include common words describing coffee, coffee blends, colors, fruits, countries or sports
teams. Examples of passwords that will not be accepted: Coffee11, yellow23, 12lake34.
 Passwords should only be reused after one year of non-use.
 Passwords should not contain any part of the user name.
If you can not remember your current password or your account is locked please use the “Forgot
password/First Time User” link.

Available Transactions in My Partner Info


Electronic Pay Statements – Ability to view and print current and past pay statements (back to July 2008).



Electronic Timecard – Allows non-retail partners to submit time directly to payroll.



CUP Fund – Allows partners to enroll, change, or cancel an existing payroll deduction, make a one-time
payroll deduction, and gives instructions on how to send in a one-time donation.



Direct Deposit – Allows partners to enroll or make changes to direct deposit.



Emergency Contact – Allows two emergency contacts; one for a local contact and one for an Out of Area
emergency contact. The Out of Area Emergency Contact will be used in the event of a regional disaster
when your local emergency contact cannot be reached.



Address, E-mail, and Phone – Ability to update home mailing address (where your benefits and savings
information is sent), e-mail and phone number. Office address is used for email distribution lists.



Partner Information – Ability to view hire date, vacation, and sick time balance quotas.



Personal Information – Ability to view Legal and ‘Known as’ name. You are also able to view your gender,
marital status, date of birth, and Social Insurance Number (SIN).



Tax Area – Allows you to view your Provincial and Federal withholding status

Logout
To log out:
 Click on the logout link in the upper right-hand side of the screen
 All partners must ensure that they are fully logged out after completing their session to protect their
personal information.
 After three minutes of inactivity My Partner Info session will automatically logout.

Help Documents
Select the Help link for troubleshooting and commonly asked questions anytime during the session.

104

May 2015

©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

435
Partner Resources Manual – Canada Stores

Security
My Partner Info allows partners to view and update their personal information on the Manager Work Station
(MWS). With this comes the responsibility for maintaining the security and privacy of this personal
information. All partners are responsible for protecting their own My Partner Info session prior to walking
away from the computer.
Store managers should ensure that partners have access to My Partner Info in a secure environment so that
the personal information is not inadvertently viewed by other store partners. Access to the MWS for My
Partner Info usage should not, however, interrupt other MWS tasks such as completing deposits.

Printing
Partners may select the Print View in the upper right side of the screen to print the information on the current
screen after the changes are made. It is the partner’s responsibility to maintain the confidentiality of any
printouts.

Access
The store manager should permit access to My Partner Info through the MWS. It is the store manager’s
responsibility to monitor appropriate usage. Access to the MWS for My Partner Info should not, however,
interrupt other MWS tasks, such as completing deposits.

Contact
For questions about login or the information viewed within My Partner Info, please contact the Partner
Contact Centre at (866) 504-7368.
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Section 9: Leaving Starbucks
This section outlines the separation process, includes procedural information for the store manager, and includes
information for the manager to communicate to store partners.

Separations
Separation of employment results when the employment relationship between Starbucks and the partner
ends.
The Partner Resources Support Centre (PRSC) at (866) 504-7368 is available to provide consultation for all
separations. Per the process below, the PRSC should be contacted for all escalated separations.
Separations should be completed in a timely manner for all partners leaving the company. Company property
must be returned directly to the departing partner’s manager on or before the last day of work.

Giving Notice
Starbucks appreciates two weeks’ notice from partners who voluntarily terminate their employment. Upon
notification, managers should submit an EPAN for all barista and shift supervisor separations as soon as the
effective date is known.

Termination by Starbucks
The manager should consult with the Partner Resources Support Centre if contemplating the termination of a
partner. Starbucks complies with the minimum statutory requirements imposed by provincial law in terms of
notice (and or severance, where required), unless there is just cause for termination.

Important Procedural Notes
Do not separate partners who are transferring to other stores. Receiving managers for transferred partners
should perform a transfer action via EPAN.
Do not separate partners to remove partner files in the labour system. If there are partner files within the
labour system for partners no longer working at your store please contact the Partner Contact Centre at (866)
504-7368 to research and resolve.
The company periodically reviews the status of partners who have not worked or have not been paid for a
period of time and who are not on an approved leave of absenceSuch a review may result in an follow-up
action to the store or district manager for review and resolution. It is therefore imperative that store
managers accurately process EPANs in a timely manner to change the status of partners (i.e., separation, leave
of absence).
Store managers should immediately contact their district manager or the Partner Resources Support Centre
(PRSC) if there are any concerns as a result of a voluntary or involuntary separation.
Reversing a prior separation will be approved only under extraordinary circumstances. Contact the Partner
Resources Support Centre (PRSC) at (866) 504-7368 to discuss whether a separation reversal may be
appropriate.
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Separation Process
The following procedural documentation is provided to assist managers when separating a partner. The
documentation consists of the following:
1. Separation Procedure – To assist the manager in determining the best procedure for separating a partner
and ensuring all key actions are considered
2. Partner Separation Checklist – A checklist and FAQ document given to separating partners
3. Manager’s Separation Checklist for Store Partners (Standard) – A process and checklist for managers
to use during standard separations of store partners
4. Manager’s Separation Checklist for Store Partners (Escalated) – A process and checklist for managers
to use during escalated separations of store partners
If you have any questions or would like further assistance, please contact the Partner Resources Support
Centre (PRSC) at (866) 504-7368.

Separation Procedure
This Procedure is provided to managers overseeing the separation of a Starbucks partner. It covers some of
the basic decision-making steps, and provides an overview of required partner-separation actions. While this
Procedure covers many of the areas needing attention, it cannot be all-inclusive for all departments in
Starbucks. Please contact the Partner Resources Support Centre (PRSC) if you have questions or feel that there
are areas in which you need further assistance.

Upon determination of separation:
A. Discuss separation with the PRSC
Whether the separation is due to a partner resigning or corrective action, contact your Partner Resources
generalist (the PRSC for retail store escalated separations). Ensure that all actions are taken in a way that
not only protects Starbucks interests, but are also respectful to the partner leaving.

B. Determine type of separation (Standard or Escalated)
When a partner is leaving Starbucks, consider whether the partner leaving may potentially cause damage
or disruption to Starbucks or other Starbucks partners. To this end, Starbucks has defined two categories
of separations, Standard and Escalated, each with specific needs.
Standard Separation
A Standard Separation is one in which a partner who either resigns or is separated from the company
shows no malice towards the company and does not have access to information or systems which need to
be protected. A Standard Separation is the most common type of separation at Starbucks.
Escalated Separation
An Escalated Separation is one in which one or more of the following exists:
1. the separate partner show direct malice towards the company, or
2. the partner is being separated involuntarily, or
3. when the manager overseeing the separation needs additional assistance, such as when protection for
the company is needed because a separating partner has:
a. elevated computer system privileges,
b. access to proprietary information or systems, or
c. access to highly sensitive information.
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An Escalated Separation refers to our internal categorization of the separation process and is not a
judgment cast upon the departing partner.
Escalated Separations are usually stressful, and rarely easy. In many cases, Escalated Separations happen in a
very condensed timeframe, with no notification to either the partner or, in some instances, the manager.
During this time, Partner Resources, P&AP and Information Protection Services will be available to assist you
in all aspects of an escalated separation.
For assistance with an Escalated Separation, please work with Partner Resources and contact P&AP’s
Global Security Operations Center (206-318-5400) and Information Protection Services
(InformationProtectionServices@starbucks.com). P&AP and IPS will assist you in all facets of this type of
separation, ensuring that Starbucks and Starbucks partners are protected and treated with dignity.
Escalated Separation Details
If any of the following apply, it is recommended that the manager overseeing the separation should use the
escalated separation procedure:
 Partners with elevated privileges to systems/data or access to highly sensitive information (i.e.,
partner personal information)
 VPs and above
 Risk of violence against other partners (both physical and verbal)
 Risk of violence against Starbucks property (both physical property and data)
Elevated privileges
Elevated privileges are often granted to those within Information Technology (IT) to carry out various
responsibilities. In general, most IT partners have some level of elevated privilege and in an ideal scenario
should be interviewed the week prior to their last day so that appropriate planning and removal of those
elevated privileges can be managed. Some examples of roles and areas in which elevated privileges are
often granted:

Engineers who have elevated privileges to one or multiple Active Directory domains

Web developers who have elevated privileges to one or multiple source code repositories

Partners that have been in the role as lead Subject Matter Resource or Subject Matter Expert for

a specific technology

IT or other partners with access to sensitive data or applications housing sensitive data such as

found in hardware or software from SAP or Safenet, Personally Identifiable Information (PII) or

legal information.
If you have any concerns or questions regarding questions of elevated privileges, please do not hesitate
to contact IPS.
Risk of violence
Violence is seen primarily in two ways: violence against people and violence against property. Violence
against people can be either physical (pushing, hitting, etc.) or verbal (shouting, cursing, threatening,
etc.). Violence against property can either be physical (destruction or damaging of equipment) or
databased (erasing or changing Starbucks electronic data).
In general, separation of employment rarely involves violence. However, some types of people are more
likely to react violently to separation of employment than others, especially if the person is being
released rather than resigning. Research shows that persons most likely to react violently may show
some of the characteristics listed below:
 Single or recently divorced
 No friends or family
 Increased talk of personal and/or family problems
 Financial troubles (bankruptcy, foreclosure)
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Very little social interaction with people on or off the job; withdrawn
Has openly displayed anger or frustration in the workplace; increased severe mood swings or
unstable or emotional responses
Unexplained increase in absenteeism and/or vague physical complaints
Has been known to make disparaging remarks about company or individuals, especially
management
Has made comments about abilities with and/or knowledge of weapons or inflicting physical
harm, directly or indirectly

It should be noted that just because a partner shows any of the first four characteristics listed above, it
does not automatically predict violence. However, should one of the first four be present with any of the
other remaining characteristics, then the likelihood of potential violence is increased. In any event, you
should consult with P&AP and Partner Resources before making any determination of this nature.
When separating someone who demonstrates some of the above characteristics, it is imperative that the
separation follow escalated separation procedures. In these circumstances, extra security should be
made available to assist with the transition.
If you have any concerns or questions regarding questions of violence, please do not hesitate to contact
Partner and Asset Protection (P&AP) as soon as possible.
C. Use the applicable Separation Checklist as a guide throughout the separation process
D. Share the Partner Separation Checklist with the partner
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MANAGER’S SEPARATION CHECKLIST FOR STORE PARTNERS (STANDARD)
Partner Name: _________________________________

Last Day Worked: ______________________________

PRSC Generalist (if consulted): ____________________

Phone Number/Ext: ____________________________

Upon notification or determination of a voluntary separation for a store partner1:
Initial Steps
 Contact the District Manager or relevant next-level manager to inform of separation.
 You may contact the PRSC at (866) 504-7368 for consultation around the separation conversation, or for
any other assistance throughout the separation process.
 For voluntary separations, meet with partner to give and review the Partner Separation Checklist and
begin transition planning. Early exposure allows the departing partner time to plan for items to be
turned in. Additionally, the checklist provides the departing partner answers to frequently asked
questions and important contact information.
2
 Complete and submit the separation ePAN, including last expected day of employment.
 Complete the separation ePAN as soon as possible (preferably at least one week prior to the
partner’s last day)
 Complete sections 1, 9, and 11. In section 9, be sure to state the partner’s separation effective
date, separation reason, and rehire eligibility
 Indicate the location where the cheque should be sent (e.g. store, regional office, home address
etc.)
 For all Canada provinces, submit separation ePAN no later than 11:00 a.m. Pacific time on Tuesday
to ensure direct deposit and/or final cheque delivery by Friday of the final pay week.

1

Store manager, assistant store manager, shift supervisor, barista or café attendant

2

Note – exempt partners will continue to be paid until the separation PAN is submitted.
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Collect immediately upon notification (either notice from the partner of resignation or notification by
management of pending separation):
Collect:

Take action or return items to:



Store manager’s Travel &
Entertainment / P-Card (procurement
card)

Cut in half and send interoffice to ACCOUNTS
PAYABLE (MS-AC3)



Other important items not essential to
partner’s productivity before last day
(operations manuals, training manuals,
etc.) It is important to ensure that all
sensitive information is accounted for
and not copied.

Per regional operations process. Contact district
manager for questions.

On partner’s last day, before separation meeting:


Contact PRSC if you need any support preparing for or conducting the separation conversation.

On partner’s last day:



Delete partner’s safe code and alarm code if applicable.
Collect and return the partner’s company equipment.
Collect:



Take action or return items to:



Starbucks Facility Keys (store keys,
desk, office, master keys)

Store/district manager



Outstanding Expenses (Receipts)

Complete expense report and turn in to Partner
Reimbursements (MS-AC9)

All other personal items not gathered by the partner on the last day should be forwarded to the
partner’s home address within one week of separation (use of UPS or similar service for tracking is
recommended).

Ensure Data Protection:
 Gather and store any information subject to an Information Hold.
Gather and Transfer Information
 Immediately send partner file to Partner Records at mailstop S-PSS via Regional Office
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MANAGER’S SEPARATION CHECKLIST FOR STORE PARTNERS (ESCALATED)
Upon notification or determination of an involuntary separation for a store partner3:
Partner Name: _________________________________

Last Day Worked: ______________________________

PRSC Generalist: _______________________________

Phone Number/Ext: ____________________________

Initial Steps
 Contact the District Manager or relevant next-level manager to inform of separation. Arrange for
District Manager to attend separation meeting or identify another management-level witness to be
present for separation conversation.
 Contact the PRSC at 1-866-504-7368, Option 5 for initial guidance. A PRSC generalist will assist you
throughout the separation process.
 Ensure that the PRSC generalist contacts the Global Security Operations Center (206-318-5400)
to request P&AP assistance, if available. If possible, please contact P&AP at least 72 hours in
advance of the separation meeting.
 Work with the PRSC to determine if the partner is subject to an Information Hold.
4
 Complete and submit the separation ePAN, including last expected day of employment.
 Complete the separation ePAN as soon as possible (preferably at least one week prior to the
partner’s last day)
 Complete sections 1, 9, and 11. In section 9, be sure to state the partner’s separation effective
date, separation reason, and rehire eligibility
 Submit separation PAN. Submit no later than 11:00 a.m. Pacific time the day before the partner is
to be separated to ensure direct deposit and/or check delivery on the final day in the following Quick
Pay states. Some states require quick pay only for involuntary separations, as noted.

Ensure payout of all monies owed on the last day as required (tips, etc.)
 For all Canada provinces, submit separation ePAN no later than 11:00 a.m. Pacific time on Tuesday
to ensure direct deposit and/or final cheque delivery by Friday of the final pay week.

3

Store manager, assistant store manager, shift supervisor, barista or café attendant

4

Note – exempt partners will continue to be paid until the separation PAN is submitted
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On partner’s last day, before separation meeting:
Planning:
 Contact District Manager or next-level manager to validate meeting place and time.
 Contact the PRSC if you need any support preparing for or conducting the separation conversation.
 Arrange for a witness during and/or after the separation meeting, as applicable.
 Delete partner’s safe code and alarm code if applicable.

On partner’s last day, during the separation meeting:



Give partner the Partner Separation Checklist.
Collect or determine the location of company equipment.
Collect:

Take action or return items to:



Starbucks Facility Keys (store keys,
desk, office, master keys)

Store/district manager



Outstanding Expenses (Receipts)

Complete expense report and turn in to Partner
Reimbursements (MS-AC9)



Travel & Entertainment / P-Card
(procurement card)

Cut in half and send to ACCOUNTS PAYABLE
(MS-AC3)



Other important items not essential to
partner’s productivity before last day
(operations manuals, training manuals,
etc.) It is important to ensure that all
sensitive information is accounted for
and not copied.

Per regional operations process. Contact the
district manager if you have questions.

On partner’s last day, after separation meeting:
Departure:
 Supervise partner in leaving the meeting location and gathering personal belongings (coat, car keys,
medications, etc.). With a witness, escort partner out of the building.
 All other personal items not gathered by the partner on the last day should be forwarded to the
partner’s home address within one week of separation (use of UPS or similar service for tracking is
recommended).
Gather and Transfer Information
 Immediately send partner file to Partner Records at mailstop S-PSS.
Ensure Data Protection:
 Gather and store any information subject to an Information Hold if applicable.
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PARTNER SEPARATION CHECKLIST
If you have any of these or other company-issued items, please make sure you return them to your
manager before leaving Starbucks on your last day. Please ensure the following items, as applicable,
have been returned to your manager:

















Partner Card
Building Access Card / Badge
Garage Access Card
Starbucks issued apron(s)
Starbucks issued transportation pass (ferry, bus, light rail, etc.)
Starbucks Facility Keys (desk, office, store keys, master keys)
Starbucks issued cell phone / PDA
Corp. VISA, AMEX, car rental, or other corporate cards
Travel & Entertainment / P-Card (procurement card)
Any outstanding expense receipts
AT&T Calling Card
AT&T Token
Starbucks issued pager
Starbucks Laptop
Laptop cable lock and code
Starbucks computer equipment (include USB flash drives or any other storage device which may
contain E-files.)

Please review the following questions. If you have a question and it is not listed please contact the
Partner Contact Centre (PCC) at (866) 504-7368.

PAY & SEPARATION SPECIFICS
1. When can I expect my final paycheque?
Your final pay will be issued on the next regularly scheduled pay day following your employment
separation, or sooner if required by provincial law.
2. How do I ensure I have the correct home mailing address on file with Starbucks?
Call the Partner Contact Centre at (866) 504-7368 to provide updates.
3. How do I submit outstanding expenses?
 Please send all original receipts to your notifying manager.
4. If I have a company-issued cell phone, can I keep my phone number?
 No. This is a Starbucks phone number.
5. What do I do if I need employment verification?
Contact the Partner Resources Support Centre (PRSC). A Record of Employment (ROE) will be
automatically sent electronically upon separation.
6. Am I eligible for CUP Fund?
The CUP Fund is available only to active Starbucks partners.
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7. Am I eligible for Employment Insurance?
A person who is separated from employment may be eligible for unemployment benefits. Please contact
Human Resources and Skills Development Canada (www.hrsdc.gc.ca) for clarification on eligibility rules.
8. If I would like to retire, is that an option?
 To meet the requirements for Starbucks retirement program, which includes early vesting of
stock options and continuing partner mark out and discount benefits, you must be at least age
55, have 10 years of service with Starbucks and meet performance expectations.What happens
to my restricted stock units (RSUs) upon retirement?
Upon retirement, your unvested restricted stock units (RSUs) will be forfeited. Any vested RSUs
that have been issued and delivered into your account are yours.
TOTAL PAY AND BENEFITS
9. What happens to my health coverage when my employment with Starbucks ends?
If you are enrolled in a Starbucks health plan, your coverage will remain active through the end of the
month in which your separation occurs.
10. What happens to my Starbucks life insurance coverage and can I continue my Starbucks life
insurance coverage?
Your life insurance coverage, both Starbucks provided and supplemental coverage you may be
purchasing (including dependent coverage) ends the date you separate employment. Life insurance paid
for by Starbucks can be converted to a personal policy within 60 days of your employment separation.
Contact Manulife Financial at (866) 821-7913 immediately to convert or port coverage. Your application
and first premium must be received by Manulife within 60 days of your separation date.
11. Can I continue my spouse/child life insurance coverage?
Yes. Spouse and/or child life insurance may be converted within 31-days of your employment separation.
Contact Manulife Financial at (866) 821-7913 immediately to convert coverage. Your application and first
premium payment must be received by Manulife within 31-days of your separation date.
12. What about my Accidental Death & Dismemberment (AD&D) and disability coverage?
Accidental Death & Dismemberment (AD&D) coverage ends the date you separate employment. AD&D
paid for by Starbucks can be converted to a personal policy within 31 days of your employment
separation. Contact Manulife Financial at (866) 821-7913 immediately to convert coverage. Your
application and first premium must be received by Manulife within 31 days of your separation date.
Disability coverage ends the date you separate employment. If you become disabled prior to this date
and are actively at work at the time of your disability, your benefits may continue through the duration of
your approved disability.
13. I didn’t use all of my vacation. Will I receive pay for the time I didn’t use?
Granted but unused vacation hours are forfeited upon separation of employment, less statutory
minimums.
Accrued but unused vacation hours will be paid as part of your final paycheque.
14. What happens to my unused sick time?
Unused sick time is not paid out upon separation.
15. What happens to my stock options after I separate from the company?
Upon separation from Starbucks, any unvested Bean Stock or Key Employee stock options are forfeited.
If you separate for reasons other than misconduct, you have 90 calendar days or three months,
depending on the plan under which the options were granted from the date of separation to complete
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the exercise of any vested shares before they are cancelled. If you have specific questions, please contact
Fidelity directly at (866) 697-1048, Sunday 2 p.m. through Friday 9 p.m. Pacific Time.
16. What happens to my restricted stock units (RSUs) after I separate from the company?
Upon separation from Starbucks, any unvested restricted stock units (RSUs) are forfeited. Any vested
RSUs that have been issued and delivered into your account are yours.

17. I am participating in S.I.P. (Stock Investment Plan). What happens to the funds I have contributed to
the plan?
Upon separation from Starbucks, you will no longer be eligible to participate in the Stock Investment
Plan. The balance of your S.I.P. contributions not used for purchase will be refunded to you as soon as
practical after your separation is processed. For more information, please contact Fidelity at (800) 5440275, or the Partner Contact Centre (PCC) at (206) 318-6800 or toll free (866) 504-7368.
18. I’m participating in the Future Savings Plan (RRSP/DPSP). What happens to my account and how do I
request my account balance?
Call Great-West Life directly and withdraw or transfer your funds over the phone at (800) 724-3042.
19. What happens to my Tuition Reimbursement?
Partners must be active on the day their reimbursement for an approved and completed course is
processed by payroll. If you are currently taking a course that was previously approved for tuition
reimbursement, you will no longer be eligible for reimbursement.
20. What happens if I’ve applied for adoption assistance?
Adoption assistance is available only to active partners.
STARBUCKS CAREER OPPORTUNITIES
21. Will I be eligible for rehire?
Separated partners may be eligible for rehire. You are welcome to explore opportunities by visiting
Starbucks.ca/careers.
22. What happens to my benefits if I accept a position with Starbucks Coffee Company in the future?
If you are re-employed with Starbucks Coffee Company following your effective date of separation, you
will be required to re-satisfy the eligibility requirements for benefits upon re-hire.
CONFIDENTIALITY
23. What is my obligation related to confidential information?
You must return to Starbucks all confidential or proprietary information. You remain bound by terms of
the Confidentiality Policy you signed upon hire. If you have confidential or proprietary information,
please notify your manager.
24. May I explore opportunities with a competitor?
If, at any time during your employment with Starbucks Corporation, you signed a Non-Compete
Agreement, you are bound by the terms of the Non-Compete Agreement in accordance with its terms.
Below is a list of telephone numbers that you may want to keep as a reference. Please call the
Partner Contact Centre (PCC) at toll free (866) 504-7368 if you have additional questions and are not
sure who to contact.
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Great West Life Group Retirement Services

(800) 724-3402

Fidelity Stock Plan Services
(Bean Stock & S.I.P. General Information)

(866) 697-1048,
Sunday 2 p.m. - Friday 9 p.m. Pacific Time
or www.netbenefits.fidelity.com

Employee Assistance Program

(800) 663-1142

Human Resources and Skills Development
Canada

www.hrsdc.gc.ca

Payroll Processing for Separations
Quick Pay Separation Payroll EPAN Procedure
1. Verify the partner number, name and effective date of the separation for accuracy.
2. Completely fill out all the sections of the EPAN for separation.
3. In the EPAN comments section:
 Provide a summary of the hours due to the partner listed by date and type. Include hours worked but
not yet paid. Do not round out the hours. Time recorded should reflect what was actually worked by
the partner and captured in tha labour system.
 In the Comment section, any anticipated hours scheduled for the partner prior to the separation date
should also be included on the EPAN for accurate and timely payout.
 Indicate the location where the cheque should be sent (e.g., store, regional office, etc.).
 For involuntary separations, provide details on the reason for separation.
4. Submit the completed EPAN.
EPANs submitted by 11 a.m. Pacific Time for quick pay separations will be processed, and the cheque will be
delivered on the next business day.
When a partner applies for unemployment, Starbucks is required to provide timely and accurate details about
the partner’s separation. HRSDC uses this information to determine whether or not the partner is due
unemployment benefits. For this reason, is critical that all requests for information from the Starbucks Payroll
or Partner Resources team receive a timely response.

Store Manager Responsibilities
As a store manager, you can directly impact unemployment by:
 Submitting separation EPANs in a timely manner and including the appropriate separation reason
code and clarifying comments.
 Maintaining up-to-date files that contain all corrective action documentation, letters of resignation,
and other applicable documents per partner file guidelines.
 Faxing all unemployment forms received at the store immediately and providing any information
requested by the Starbucks. Payroll or Partner Resources team.
 Promptly returning phone calls from a Starbucks representative and answering all questions they have
regarding a partner’s employment history.

Retiring from Starbucks
A partner who separates from Starbucks Coffee Company at the age of 55 or older and with ten or more years
of service will be deemed a “retiree” for purposes of receiving certain benefits. These benefits are:
 Continued partner markout and discount benefit with Partner Card for the partner’s lifetime
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This is Exhibit “D” to the
Affidavit of Louisa Appleton affirmed
2
February 2021.
before me this ____day
of ________,
_____________________________
A Commissioner, etc.

Descriptions of expected behaviors for each component
of performance

•

Hands-on learning activities that you can help you prepare
for your next role

•

©2015 Starbucks Corporation. All Rights Reserved. For Internal Use Only.

The examples provided in this tool are intended as guidelines to support your growth and
development; they do not guarantee employment or promotion. Starbucks reserves the
right to handle employment situations on an individual, case-by-case basis, in accordance
with local employment laws and regulations. Talk to your DM if you have questions about
these tools.

Information about how to advance to the next level, such
as from store manager to district manager, or grow in your
current role

•

A development tool for you and your DM that includes:

What is a Career Development Guide?

Examples of success in your current role that can help you on
your development path

•

A performance and development tool for you and your district
manager (DM) that includes:

What is a Success Profile?

To achieve our goals together, we must deliver our best each day—one
person, one cup and one neighborhood at a time. As a store manager,
performance means Achieving Results, Living our Mission and Values and
Helping Others Succeed. Use this Store Manager Success Profile and
Career Development Guide to learn about what contributes to success in
your role, and which skills and experiences may help you grow.

OVERVIEW

For all salaried store roles (e.g., assistant store manager, shift manager)

OWNING

ADVISING

Find hands-on learning activities and experiences
•

Version updated 1/22/2016

A checklist (not all activities are appropriate for all
partners, everywhere)
•

B

A list of position requirements or a job description
•

These tools are not…

Create your Partner Development Plan (PDP)

Explore your career opportunities and interests
•
•

Understand what success looks like for a store manager

•

Use this information in your 1:1 Performance & Development
Conversations and regularly with your DM to:

How should I use these tools?

LEARNING

The development path:

Store Manager Success Profile &
Career Development Guide

450

Prioritizing activities that will deliver the most positive impact

Leveraging existing tools, resources, programs and frameworks to
achieve operational excellence

Initiating improvements to existing programs and elevating problems
to leadership when appropriate

Regularly analyzing data and leveraging observation to inform
decision making and improve customer experience and store results

Effectively using forecasting and scheduling tools and proactively
hiring new partners to avoid staffing gaps
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 Role-modeling personal growth through self-awareness and reflection

 Building strong working relationships with district team, willingly
helping fellow store managers and contributing to the success of
the district

 Inspiring great performance by demonstrating passion for our culture,
coffee and customers

 Ensuring partners have the skills and information they need to create
the Starbucks Experience

 Seeking to understand partner challenges, needs and objectives and
applying the appropriate coaching principles in order to help them
improve and succeed

 Supporting growth for individual partners using existing performance
and development tools

The impact that comes from contributing to the success of
others, beyond your role.

HELPING OTHERS SUCCEED

Identifying store growth opportunities and creating and
communicating plans to achieve goals



Your accomplishments, outcomes, and impact, relative to goals.

ACHIEVING RESULTS

Tip for Success: Work with your DM to pinpoint behaviors you can
continue to develop, as well as areas of strength to build upon.

 Actively participating in changes
that are important to the business

 Being curious, trying new things and
taking thoughtful risks

 Sharing candid feedback to help
others grow and being open to and
taking action on coaching and
feedback provided to help
you grow

 Seeking new and challenging
opportunities to improve your skills
and knowledge

Acting with courage, challenging the
status quo and finding new ways to
grow our company and each other.

 Acting with genuine care for others

Version updated 1/22/2016

 Upholding our company's reputation
when wearing the green apron

 Demonstrating a commitment to serving
the needs of those in our communities

 Identifying and acting on opportunities
to enhance your and
others’ performance

 Recognizing and celebrating the
contributions of other partners

 Connecting your work to current team
priorities and being accountable
for results

Delivering our very best in all we do, holding
ourselves accountable for results.

 Openly sharing your opinion and
engaging other partners in sharing their
opinions to accomplish goals

 Actively listening and seeking to
understand others’ points of view
and experiences

 Being authentic and considerate in your
interactions with others, ensuring they
feel heard and involved

 Embracing diversity and welcoming
and learning from people with
different backgrounds
and perspectives
 Asking for others’ points of view and
willingly sharing your own knowledge
and perspective

Being present, connecting with
transparency, dignity and respect.

Creating a culture of warmth and
belonging, where everyone is welcome.

Our Mission: To inspire and nurture the human spirit - one person, one cup
and one neighborhood at a time.

LIVING OUR MISSION AND VALUES

Store Manager Success Profile

Example Behaviors

Store Manager

451
463

 Participate in internally or externally offered training courses and
experiences to develop in a specified area

 Communicate compelling messages that motivate partners

Version updated 1/22/2016

 Support onboarding and training of store managers and
district managers

 Create systems or lead conversations which invite the store
or district team to engage in problem identification, prioritization
and solving

 Seek opportunities to coach and develop partners, beyond those
you manage (e.g., providing feedback to peers as well as upward)

 Leverage two-way communication and Performance &
Development Conversations to improve the performance and
contributions of a struggling partner

What will you put on your PDP?

 Demonstrate coaching and leadership that gets people to think versus just do

 Use two-way communication; leverage multiple communication vehicles to
meet audience need; focus on providing context/connecting the dots
and the “why”

 Actively seek/act on feedback, pursue personal learning and self-awareness

 Have tough, candid conversations with partners, ask questions to gain
understanding and provide meaningful feedback; develop this skill in others

 Assess and develop bench both internally and externally, seeking out diverse
backgrounds, skillsets and perspectives to strengthen the overall team

 Demonstrate ability to quickly shift between coaching techniques

 Develop a presentation and communicate message in a
professional context to diverse audiences

 Expand coffee education beyond Coffee Master certification
(e.g., leading an effort to coach aspiring Coffee Masters in
the district)

 Adopt a long-term perspective towards developing relationships with
customers and the community; see the store from the customer’s eye and
respond accordingly

 Create a strong team and model positive team behaviors (e.g. share
information, establish shared goals, identify mutual benefits etc.)

 Serve on a community board or committee

 Remain flexible, adapt to changing demands calmly and quickly

Resolve customer issues/complaints and incorporate them into
store or district improvement plans based on theme



Make timely and effective decisions with limited or ambiguous information



Manage a larger scope (e.g., interim DM assignment, vacation
coverage, higher volume/more complex store)

Communicate strategy and clear direction for a broader portfolio; support
peers to translate broader targets into relevant store level goals





Plan against longer timelines (e.g. multiple planning periods) and identify
where time would be most effectively spent; allocate time to reflect and
analyze; adapt effectively as priorities shift



Help peers more effectively leverage SM Approach or other
work methods

Spend time with a DM (other than own)



Know the local market, customer and industry trends and analyze customer
experience and results to inform actions




Assist in a new store opening or support/manage a challenged or
underperforming store



Develop and use a consistent approach to communicate priorities, monitor
progress and coach desired behaviors
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HELPING
OTHERS
SUCCEED

LIVING OUR
MISSION AND
VALUES

ACHIEVING
RESULTS

Participate in area calls and/or area meetings with a specific
learning objective



Optimize the contribution of multiple stores

Example Hands-on Learning Experiences

Tip for Success: Work with your DM to determine activities that will provide the best
opportunities for you, while maintaining great results and outcomes in your current
role. Remember, this is not a checklist or a complete list of development
experiences. Work with your DM to determine a development plan and path
that’s right for you. After each experience, discuss what you learned with your DM



Example Developmental Shifts

Whether your goal is to develop in your current role or for the next one, the
behaviors and experiences listed here can help you become an even better
store manager or prepare you for your next role, whatever that may be.

Career Development Guide

Store Manager

452

453

This is Exhibit “E” to the
Affidavit of Louisa Appleton affirmed
2
February 2021.
before me this ____day
of ________,
_____________________________
A Commissioner, etc.

454

Partner and Asset
Protection Standards
The following is a document outlining Starbucks safety and security standards that are to be followed at all
times.
•
•
•
•

Partners should never be alone in the store
Partners should enter and exit the store through the front doors only
Partners should not take trash out after dark
The back door is to be opened to receive a delivery and/or take out trash during daylight only

•
•
•
•
•
•
•
•
•

The store’s deposit should be delivered to the bank each day before 3 pm
The daily/weekly requirements of the Cash Management Log should be completed daily
Cash Controller keys should be kept by the Cash Controller on duty at all times
Only the Cash Controller on duty can activate the safe’s time delay
Each partner should have their name on his/her till drawer and drop box
Till sharing is not allowed. Partners are responsible for all POS activity on their till
Leaving tills/store funds unattended at any time is a very serious offense
Leaving the safe open and unattended at any time is a very serious offense
Vendors are not permitted in the backroom while cash is being counted.

•
•
•
•

The safe’s time delay cannot be activated within the first/last 30 minutes of business
Store managers should record each management partners’ individual safe/store alarm code slot(s)
Management partners should not share safe or alarm codes
The closing management partner should activate the store alarm and lock all doors

•

The partner beverage key is to be used to record beverages enjoyed by partners a half- hour
before their shift, during their shift, and a half- hour after their shift at their scheduled store only
Partner beverages and partner discount are for partners with a valid partner card only
Partners cannot re-sell or be reimbursed for any Starbucks items obtained with their mark out or
discount

•
•
•
•
•

The store’s Evacuation Plan should be posted and updated as needed
Partners are responsible for reading and signing off on the monthly Safety & Security meeting
topics
Store manager is responsible for posting Monthly SS topics for partners and completing the
Monthly SS inspection

Store managers are responsible for ensuring full compliance with all of these Partner and Asset Protection
standards, with non-compliance potentially resulting in corrective action for the store manager.
I have read and understand the Partner and Asset Protection standards outlined above. I have had an
opportunity to ask my manager questions about the standards. I understand that all partners are
responsible for complying with these standards at all times, and failure to comply with any or all of the
above-mentioned standards may result in disciplinary action up to and including termination.
As Starbucks partners, we all have a duty to report violations of company policies in order to fully protect our
partners, customers, and assets. Should you witness non-compliance to the Partner and Asset Protection
standards above, talk to management, Partner Resources, or anonymously contact the Starbucks Corporate
Helpline at: 1-800-611-7792

__________________________________
Partner Printed Name & Number

________________________________
Partner Signature

________________
Date
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Commitment to
‘World Class Customer Service’
This notice is to verify that all partners in our district team understand the expectation of our commitment to creating a
‘World Class Customer Service’ environment for our customers, which has been set out by Starbucks Coffee Company.
The following key points are paramount to ensuring that World Class Customer Service becomes an active part of our
daily routine at the store:

World Class Customer Service Expectations:
 We create inspired moments in each customer’s day by anticipating, connecting, personalizing and
owning our customer service experiences. Learning who are our customers? What do they drink?
What are their names (marking them on their cup)? What type of service do they expect? These
are all key factors in creating this environment.
 Partners working have huge, warm smiles; Partners are enthusiastically greeting our customers;
Partners are calling drinks and following recall procedures with energy and enthusiasm (think
theatrics); Partners are enthusiastically thanking our customers and inviting them to return.
 Partners working are looking for every opportunity to meet the needs of our customers by asking
appropriate discovery questions and suggestive / cue based selling.
 The customer is the most important aspect of every position in our organization. We need to
ensure that we remain planted in our positions and ensure that we are attentive to customers
entering the café.
 Our commitment to the environment - offering our customers the opportunity to have their food and
beverages for here with every transaction.
 When you are done serving your customers in your position, look to see who you can help serve
customers in their positions – STOP DROP AND SERVE!! If one partner has a customer, we all
have a customer!
Speed Expectations:
 The Floater is the main position on the floor directing all partners to ensure that they are deployed
properly at all times. Understanding your role and slide positions is paramount to a smooth
operation – whether you are a register partner, barista or bar support, or a warming partner, they all
play a critical role.
 Ensuring that Beverage Routine / Cold Beverage Routine are being used at all times is imperative
to ensure beverage quality, consistency in timely delivery of beverages, customers receiving drinks
in the correct order, and ease of deploying partners to the bar.
 We must be able to serve our customers within Three Minutes even during peak periods.
 Customer are always our top priority – ensuring that there is only ever one partner off the floor at a
time to complete filler tasks, and that we are calling that partner back as soon as we are unable to
meet that 3 minute service time.
 Attentiveness to customers (stopping conversations immediately when customers come to the
cash) and adjusting our personal speed when business dictates is imperative for customers to see
that their wait time matters to us.
Cleanliness Expectations:
 Ensuring that proper buses are completed at all times is imperative to the comfort of our customers
and their perception of their environment. Busing and straightening tables and chairs, stocking and
cleaning the condiment stands, sweeping and spot mopping the café floor, cleaning and stocking
the washrooms, cleaning the windows at customer entrance and exit points, checking the outside
environment around the store and busing the patio, sweeping the customer walkways and drive
thru areas are all important to the customers’ perception of the cleanliness of their environment.
 Ensuring that the 10 minute bussing timer is in use at all times when it is assigned to you – when
used properly it always has an effect on overall store cleanliness.
These points are paramount to the success of our business. We have built a great core business based on quality coffee,
tea and merchandise – now we need to ensure that our level of service in the last 10 feet is deserving of the passion and
pride that goes into every product that we sell.
The main aspect of our job, as a Starbucks Partner, is to ensure that World Class Customer Service occurs. We
understand that it is our duty to help direct others to provide World Class Customer Service in our store, regardless of
his/her position. We understand that if we do not provide World Class Customer Service as evident through ‘Customer
Voice’ results or as observed by the management team, that a Coaching Conversation will be had and this may result in
Corrective Action up to and including dismissal.

______________________
Partner Name & Number

________________________
Partner Signature

_____________________
Dated
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Court File No.: CV-00645265-00CP
ONTARIO
SUPERIOR COURT OF JUSTICE
BETWEEN:
TREVOR HOPMAN
Plaintiff
- and -

STARBUCKS COFFEE CANADA, INC.
Defendant
PROCEEDING UNDER THE CLASS PROCEEDING ACT, 1992
AFFIDAVIT OF CHRIS TEEL
(Sworn January 27, 2020)
I, Chris Teel, of the City of Toronto, Province of Ontario, DO SOLEMNLY AFFIRM:
1.

I have direct knowledge of the matters to which I depose in this affidavit. Where the

information in this affidavit is not based on my direct knowledge, but is based upon
information and belief from other sources, I have stated the source of that information and I
believe that information to be true.
2.

I am an employee of the defendant, Starbucks Coffee Canada, Inc. (“Starbucks” or the

“Company”). I began working for Starbucks in 2012 and held the position of Store Manager
until approximately July 2019, when I accepted a voluntary demotion to the position of Shift
Supervisor.
3.

The job duties, organizational and reporting structure at Starbucks was consistent over

my time there and across the five locations where I worked.

-2-

4.

As a Store Manager, I worked at two locations in Toronto, including Hudson’s Bay

Centre (2012-2017), and Bay St. and Cumberland Ave. (2017-2019). Since voluntarily
assuming the role of Shift Supervisor in 2019, I have worked at three other locations,
including Bedford Rd., Roxborough (near Rosedale subway station), and Lakeshore Blvd. and
Leslie St.
5.

The position of Store Manager reports to the District Manager. During my time as a

Store Manager, I reported to four District Managers, including Kathy Mavretic (approx. 20122013), Heather Sherlock (approx. 2013-2015), Brenda Podetz (approx. 2015-2019), and
Jennifer Juby (a one week period during 2012).
6.

Store Managers at Starbucks are scheduled for a combination of “coverage” and “non-

coverage” hours. When performing “coverage” you are covering the floor in the same manner
as Baristas and Shift Supervisors. This work involves the following tasks:
a) opening and closing;
b) making drinks;
c) preparing food;
d) serving customers and responding to customer inquiries;
e) working the cash/till;
f) washing dishes;
g) putting away inventory;
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h) restocking (e.g. cups, lids, milks);
i) cleaning.
7.

The difference between the Store Manager job and the Shift Supervisor job is that the

Store Manager has some additional responsibilities related to recruitment, payroll, scheduling
and discipline. This difference relates only to the hours spent performing “non-coverage”
duties. However, there is no difference between these two jobs when providing “coverage” on
the floor. When working on the floor, both Store Managers and Shift Supervisors carry out all
aspects of providing service to customers, and as necessary, ensure the customer service
experience remains smooth and efficient (e.g. looking out for and addressing bottlenecks that
may arise).
8.

The “non-coverage” duties I performed included interviewing job applicants, training

new employees, meeting with individual employees, running payroll, preparing schedules,
dealing with inventory/ordering, reviewing statements, and preparing for promotions and
special offerings (e.g. holiday drinks), and doing outreach (promoting the store). I participated
in district calls approximately once a week with other Store Managers and the District
Manager. Occasionally, I was invited to join regional calls.
9.

The number of hours allocated for “non-coverage” work was controlled by Starbucks.

We were allocated between eight to twelve hours a week for the non-coverage work. A
typical arrangement for a Store Manager would be to have around 32 scheduled coverage
hours and 8 scheduled non-coverage hours. There were always far more hours scheduled to
provide coverage than for the non-coverage tasks, and this was the majority of the job.
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10.

Starbucks had common expectations for Store Managers’ hours and duties. These

included opening/closing the store a certain number of times per month, working the busiest
days of the week, working statutory holidays, and the limited number of “budgeted” hours for
administrative (non-coverage) duties.
11.

As a Store Manager, the need for additional hours beyond the scheduled hours arose in

part from the fact that the budgeted amount of administrative hours was insufficient to
complete all of the required tasks. As a result, it was typically necessary to work more than
budgeted number of hours performing non-coverage tasks. However, we could not leave the
store short-staffed without suffering a decline in the customer service experience, because the
schedule was built on the presumption that any hours not spent on administrative tasks were
spent on the floor. As a result, the extra administrative hours were generally performed on top
of the hours scheduled for “coverage” duties. Furthermore, if an employee missed work, I
often stepped in to take over their shift (i.e. if I could not find another employee to replace
them). Typically, as a Store Manager I spent around 75-80% of my total hours performing
“coverage” duties and around 20-25% performing my “non-coverage” duties. Although the
specific numbers fluctuated from week-to-week, it was always the case that the coverage
hours far exceeded the non-coverage hours and constituted the majority of my job.
12.

The Store Manager is responsible for scheduling. Currently, Starbucks uses a program

called Teamworks for scheduling. Prior to Teamworks, Starbucks used a different program,
ALS, for scheduling. The same programs and systems were used across all of the locations
where I worked.
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13.

During my time as a Store Manager, I recall seeing a document entitled Management

Labour Expectations. I did not retain a personal copy, but I have reviewed the copy which
counsel has advised me will be attached to the affidavit of Trevor Hopman, and confirm this
appears to be the same document used during my time at Starbucks. I recall that the
expectations set out in that document were brought to my attention when I took on the role of
Store Manager (ie Store Managers are expected to work statutory holidays, the busiest days of
the week, weekends and evenings, for reasons of floor coverage, and to ensure we work with
all of the partners). I also recall that District Managers would refer to the document as needed
during conversations with us and in conference calls, particularly when there was a concern
about non-compliance with Starbucks’ expectations.
14.

I also recall seeing a Store Operations Manual, which I understand was updated from

time to time. I specifically recall being introduced to this document at the time I underwent
training to become a Store Manager, and it was available as a reference tool throughout my
employment. Again, I did not retain a personal copy, but I have reviewed the copy which
counsel has advised me will be attached to the affidavit of Trevor Hopman dated 2016, and
confirm this appears to be the same document used during my time at Starbucks (with the
caveat that I understand the document was updated from time to time).
15.

All employees other than the Store Manager, including the Shift Supervisor and the

Assistant Store Manager (if any), track their hours. There is no mechanism in place for Store
Managers to track their actual hours of work. The Baristas clocked out using “Time Clock”
which they could do from the back of the house computer or the cash register. Managers did
not do so. “Time Clock” still used today. As a Store Manager, I once tried to clock in and out
but the system would not permit me to do so and gave me an error message. My actual hours

461

-6-

of work were not reflected in the schedule, and even if I inputted them, it did not change my
pay.
16.

Some of the duties we performed, such as working the cash register, required a login.

As a Store Manager, I also had to log into the email and “partner hub” daily, and I had to use
alarm and safe codes which were unique to me. As a result, there may be some records that
correspond to my actual hours of work.
17.

In addition to my hours at the store, as a Store Manager, I used my personal cell phone

to stay in touch with employees outside of work and communicate with employees and other
managers through WhatsApp.
18.

At the time I left the position of Store Manager, I was experiencing a lot of stress,

which was negatively affecting my health. I was making an effort to work fewer hours (45-50
hours per week instead of 50-60 hours per week) in order to have better work-life balance and
focus on my health, but as a result of working fewer hours, the store was suffering and we
were sometimes not meeting Starbucks’ expectations. The company was concerned about my
store’s failure to meet expectations, and after a number of meetings, it was mutually decided
that I would move into the Shift Supervisor role. Since leaving the Store Manager role, I feel
much less stressed and my health has improved. I now work approximately 37-40 hours a
week. I am paid for all my hours of work, and I am eligible for overtime. I recently worked
overtime as a Shift Supervisor and was paid at the overtime rate.
19.

I swear this affidavit in support of a motion for certification of this action as a class

proceeding and for no other or improper purpose.
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AFFIRMED BEFORE ME remotely
in the City of Toronto, Province of
Ontario this 27th day of January,
2021, in accordance with O. Reg.
431/20 Administering Oath or
Declaration Remotely.

Signed using “annotate document” by Zoom, January 27, 2021

A Commissioner for taking Affidavits (or as
may be)

Christine Davies LSO# 57390F

HOPMAN v. STARBUCKS COFFEE CANADA, INC.

Lawyers for the Plaintiff

Geetha Philipupillai LS#: 74741S
gphilipupillai@goldblattpartners.com

Joshua Mandryk LS#: 68823D
jmandryk@goldblattpartners.com

Christine Davies LS #: 57390F
cdavies@goldblattpartners.com

Charles Sinclair LS#: 43178A
csinclair@goldblattpartners.com

GOLDBLATT PARTNERS LLP
20 Dundas Street West, Suite 1039
Toronto, ON M5G 2C2
Tel: 416-977-6070 / Fax: 416-591-7333

AFFIDAVIT OF CHRIS TEEL
(Sworn January 27, 2021)

PROCEEDING UNDER THE CLASS PROCEEDING
ACT, 1992

Proceeding commenced at Toronto

ONTARIO
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Court File No.: CV-00645265-00CP
ONTARIO
SUPERIOR COURT OF JUSTICE
BETWEEN:
TREVOR HOPMAN
Plaintiff
- and -

STARBUCKS COFFEE CANADA, INC.
Defendant
PROCEEDING UNDER THE CLASS PROCEEDING ACT, 1992
AFFIDAVIT OF THOMAS PARDO
(Sworn January 28, 2021)
I, Thomas Pardo, of the City of Toronto, Province of Ontario, DO SOLEMNLY
AFFIRM:
1.

I have direct knowledge of the matters to which I depose in this affidavit. Where the

information in this affidavit is not based on my direct knowledge, but is based upon information
and belief from other sources, I have stated the source of that information and I believe that
information to be true.
2.

I am a former employee of the defendant, Starbucks Coffee Canada, Inc. (“Starbucks”

or the “Company”). I worked for Starbucks at four locations in Toronto from August 2013 to
December 2019. The job duties, organizational and reporting structure at Starbucks were
consistent over my time there and across the four locations where I worked.
3.

When I began working at Starbucks, I started as a Barista at a store at Yonge and Dundas

-2-

in Toronto. The work of a Barista involves taking orders, preparing coffee drinks, serving
customers, and associated clean-up duties. I was quickly put on a management track, and within
a few months, began working as a Shift Supervisor. This involved all of the same work as a
Barista, plus other tasks such as handling the opening and closing of the store. However, at the
time, I decided I was not interested in pursuing a management position, and therefore remained
as a Shift Supervisor for a few years. I worked at other locations during this time, including
Dundas St. and Elizabeth St. (from approximately 2014-2018) and the Indigo location at the
Eaton Centre in Toronto (as of 2018).
4.

In January 2019, I commenced training to become a Store Manager. I worked as an

Assistant Store Manager at 439 University while completing this training. A document
describing this training is marked as Exhibit “A”. Typically, the training takes 12 months, but
I was encouraged to push through it quickly, because there was a need for a Store Manager at
another location, which presented an opportunity for me to take on the Store Manager role
sooner. The training consisted of doing scheduling and running payroll for the store, in addition
to doing all of the same duties as being a Shift Supervisor. I formally became a Store Manager
at Yonge and Shuter (in the Eaton Centre) in around April 2019. As a Store Manager, I reported
to a District Manager, Mican Buynak.
5.

Store Managers at Starbucks are scheduled for a combination of “coverage” and “non-

coverage” hours. When performing “coverage” you are covering the floor in the same manner
as Baristas and Shift Supervisors. This work involves the following tasks:
a) opening and closing;
b) making drinks;
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c) preparing (heating up) food;
d) taking orders, serving customers and responding to customer inquiries;
e) working the cash/till;
f) setting up the display case;
g) washing dishes;
h) putting away inventory;
i) bussing condiment stands / restocking (e.g. cups, lids, milks);
j) cleaning café, bathrooms, taking out garbage.
6.

The coverage work I performed as a Store Manager was the same as the work of the

Baristas and others such as Shift Supervisors and Assistant Managers. It was the same work I
had performed when I held those positions. The “coverage” work represented the majority of
my time (i.e. around 80%). It was a regular and expected feature of my job.
7.

Store Managers were also allotted a specific number of hours for “non-coverage” work,

i.e. administrative or managerial tasks, which did not involve being on the floor. These
included:
a) interviewing potential employees;
b) training new employees;
c) preparing schedules;
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d) orders and receiving;
e) processing payroll;
f) conference calls or meetings with District Manager and other local Store Managers;
g) meeting with individual employees.
8.

The number of hours allocated for “non-coverage” work was controlled by Starbucks.

We were allocated between 8 to 12 hours a week for the non-coverage work. A typical
arrangement would be to have around 32 coverage hours and 8 non-coverage hours. There were
always far more hours scheduled to provide coverage than for the non-coverage tasks, and this
was the majority of the job. Essentially, the expectation was that one day would be for
administrative non-coverage tasks, and the other days would be for coverage on the floor (a
split of roughly 20%/80%). We could allocate all of the non-coverage hours to one day, or split
the non-coverage hours across multiple days.
9.

Starbucks was strict about the limited time we were permitted to schedule for the non-

coverage tasks. I am aware of this because I once tried to schedule myself for more than the
“budget” I was given for administrative work. I was returning to work after being off with a
broken arm, and I scheduled myself for 14 hours of non-coverage administrative time, because
I felt this would be helpful to catch up. This was shortly after there had been a big management
meeting in Chicago and we had been told we would have an additional 4 hours of non-coverage
time to do managerial work. However, I soon learned from my District Manager at a meeting
with the other Store Managers that I had completely used up my budget for non-coverage hours.
The District Manager met with me and gave me feedback about scheduling my non-coverage
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hours “appropriately”. My budget for non-coverage hours was also adjusted down to 8 hours a
week because of “overspending”.
10.

I consistently worked more than the scheduled hours for both the coverage and non-

coverage hours. I estimate that I worked on average 60 hours per week, despite being scheduled
for around 40 hours per week (i.e. 30-32 coverage hours and 8-10 non-coverage hours). My
actual hours consisted of around 40-45 hours doing “coverage” work (i.e. customer service/
Barista duties) and the remaining hours were spent on non-coverage tasks (i.e. administrative
or management duties). I found it necessary to try to do the administrative tasks during my meal
breaks, in order to stay on top of things. I tried working only 40 hours per week on a few
occasions and consistently found that I was falling behind and that it was truly impossible to
complete all of the work in the scheduled number of hours. I recall conversations with my
District Manager as well as my Training Manager confirming that the expectation was that
Store Managers would work around 60 hours a week even if the scheduled hours were only 40
hours a week.
11.

The vast majority of my work as a Store Manager involved performing the same

customer service role as the Baristas and Shift Supervisors. I recall being told many times that
we were to work “shoulder to shoulder” together while serving the customers. I recall this being
mentioned in meetings with the district, and in a larger meeting where the CEO was present in
around 2018. I specifically recall being told that the majority of my job was being on the floor.
As if to reinforce this, I recall the District Manager specifically directing me to do menial tasks,
such as cleaning the floor, in front of the other employees, to show that I was just like them.
This happened after our store was written up for not meeting cleanliness expectations during
the Christmas rush. However, I am aware that this experience was not unique to me, and during
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my time at other stores, I remember seeing other store managers being directed by the District
Manager to clean floors as well.
12.

During my time at Starbucks, across multiple locations, I saw that the Store Managers

consistently worked long hours well beyond their scheduled hours. This was necessary to
complete all the duties of the position in a manner consistent with Starbucks’ scheduling
practices and expectations, as well as the expectations for customer service and overall store
performance. The hours were long, and the demands were especially high in connection with
rolling out new products or offerings. I recall one manager who slept in the store overnight in
order to prepare for the Christmas launch. I recall another manager who complained to me about
once working 50 days straight without a day off. In every location where I worked, the majority
of the Store Manager’s tasks consisted of the “coverage” duties, i.e. performing the same work
as the Baristas alongside them. This was a regular feature of the job, and the majority of the
job.
13.

It was often necessary as a Store Manager to work extra shifts because an employee

called in sick. As a result of covering these extra shifts, in addition to my own shifts, I
sometimes worked 12-18 hour days, which on occasion meant both opening and closing the
store. However, even when I did not have to cover someone’s shift, the demands of the job were
such that it was consistently necessary to work more than the scheduled hours to get everything
done and meet Starbucks’ expectations.
14.

For most of my time at Starbucks, the work, including the administrative non-coverage

hours, had to be completed at the store. In around 2018, we were provided with laptops so we
could do some of this work at home. I also used my personal cell phone for work, to
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communicate with employees (i.e. about scheduling).
15.

Starbucks used a program called Teamworks for scheduling. Non-management

employees used this program to clock in and out. As a Store Manager, I did not clock in and
out. I recall being advised by my Training Manager not to clock in and out. I recall several
times logging in to Teamworks anyway, because I was frustrated there was no recognition of
my additional hours, but no one spoke to me about it, and it did not change my pay at all.
16.

While my true hours as a Store Manager were not specifically tracked, some of my tasks

required a personal log in process, such as using the cash register, as each person had their own
account. While performing the administrative non-coverage duties, we used programs such as
Outlook and OneDrive.
17.

During my time at Starbucks, I remember that there was a Store Operations Manual. I

recall this was referenced during my training and would also be referred to by the District
Manager as a reference tool from time to time if there was a concern about a deficiency and to
ensure expectations were being met. I have reviewed the copy which counsel has advised me
will be attached to the affidavit of Trevor Hopman and confirm this appears to be the same
document used during my time at Starbucks.
18.

I have also reviewed the document entitled Management Labour Expectations which

counsel has also advised me will be attached to the Hopman affidavit, and while I do not
remember reviewing it previously, I can confirm that the content of the document is consistent
with my understanding of the company’s expectations for scheduling, which were
communicated and applied to me over my time at Starbucks.
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This is Exhibit "A" referred to in the
Affidavit of Thomas Pardo
sworn before me this 28th day of January, 2021

��TC.

474

Assistant Store Manager - Temporary
Placement Agreement
PURPOSE & SCOPE
Starbucks has designed the ASM position to provide opportunities for a partner in the role to
develop the skills and experience needed to become a Store Manager, including completion of
the RMT materials.
The ASM position is therefore intended to be a temporary placement, generally for 12 months. If
at the end of this training period Starbucks determines you should be promoted through the
application and interview process, Starbucks will notify you that you are eligible for promotion to
Store Manager, and you will remain in the ASM position until Starbucks places you in an
available Store Manager opening based on business needs. Should Starbucks determine you
do not have the attributes necessary, Starbucks will return or move you to a shift supervisor
position at the shift supervisor rate of pay; while this generally will happen at the end of a 12
month placement, Starbucks may make this determination earlier, based on your performance
in the ASM role.
By accepting employment as or promotion to ASM, you accept and agree that this practice of
utilizing the ASM position as a temporary developmental position constitutes a term and
condition of your employment with Starbucks.
CONFIRMATION OF DATES
This agreement will confirm that you are being promoted to ASM as of

2. I \ . 201 C\

(start date in role) with an expectation that you successfully complete the application and
interview process by

2... i \ . 1-02.0

[12 month end date].

AGREEMENT
If you accept the above terms and conditions, please sign, date, and return one copy of this
letter of acknowledgment to your direct manager as soon as _possible.
C> '2. / {

Date

•

f / 2.0 f '1.

HOPMAN v. STARBUCKS COFFEE CANADA, INC.

Lawyers for the Plaintiff

Geetha Philipupillai LS#: 74741S
gphilipupillai@goldblattpartners.com

Joshua Mandryk LS#: 68823D
jmandryk@goldblattpartners.com

Christine Davies LS #: 57390F
cdavies@goldblattpartners.com

Charles Sinclair LS#: 43178A
csinclair@goldblattpartners.com

GOLDBLATT PARTNERS LLP
20 Dundas Street West, Suite 1039
Toronto, ON M5G 2C2
Tel: 416-977-6070 / Fax: 416-591-7333

AFFIDAVIT OF THOMAS PARDO
(Sworn January 28, 2021)

PROCEEDING UNDER THE CLASS PROCEEDING
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Proceeding commenced at Toronto
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SUPERIOR COURT OF JUSTICE

Court File No.: CV-00645265-00CP
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Court File No.: CV-00645265-00CP
ONTARIO
SUPERIOR COURT OF JUSTICE
BETWEEN:
TREVOR HOPMAN
Plaintiff
- and -

STARBUCKS COFFEE CANADA, INC.
Defendant
PROCEEDING UNDER THE CLASS PROCEEDING ACT, 1992
AFFIDAVIT OF SUSAN OGILVIE
(Affirmed February 4, 2021)
I, Susan Ogilvie, of the City of Toronto, Province of Ontario, DO SOLEMNLY
AFFIRM:
1.

I have direct knowledge of the matters to which I depose in this affidavit. Where the

information in this affidavit is not based on my direct knowledge, but is based upon information
and belief from other sources, I have stated the source of that information and I believe that
information to be true.
Background
2.

I am an employee of the defendant, Starbucks Coffee Canada, Inc. (“Starbucks” or the

“Company”). I began working for Starbucks in October 2010. I worked as an Assistant Store
Manager for 12 months from October 2010 to October 2011, and then held the position of Store
Manager until approximately November 2019, when I requested a voluntary demotion to the
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position of Shift Supervisor because I was feeling burnt out from working excessive hours for
many years without being paid for these overtime hours. Since July 2020, I have been on a
“coffee break” which is an unpaid leave Starbucks store employees are entitled to after every
10 years of service.
3.

The job duties for Store Managers, organizational and reporting structure at Starbucks

were consistent over my time there and across the six store locations where I worked.
4.

As an Assistant Store Manager, I worked at two locations in Toronto. I initially worked

at Starbucks’ Yonge and Roxborough location from October 2010 to March 2011. From April
2011 to October 2011, I worked at the Bay and Cumberland location, also as an Assistant Store
Manager. During this time, I clocked-in and out and was eligible for overtime. To my
knowledge the clocking-in and out and overtime eligibility for Assistant Store Managers
remained the same for all of the time I worked at Starbucks.
5.

After working as an Assistant Store Manager, I was promoted to Store Manager in

November 2011. As a Store Manager, I was a salaried employee and I was not eligible for
overtime pay. I also did not clock-in or clock-out. This was consistent across all three Starbucks
stores I worked at as a Store Manager. All other Starbucks store employees in the stores I
worked in were eligible for overtime, and clocked-in and out for every shift.
6.

As a Store Manager, I worked at three store locations in Toronto. I primarily worked at

Indigo in the Manulife Centre at Bay and Bloor (November 2011 – November 2015) and 110
Bloor Street West (December 2015 – November 2019). While I was working at 110 Bloor Street
West, I was assigned to work as a Store Manager at the Bloor and Jarvis store for two months
around December 2016 to January 2017. I was assigned to work exclusively at the Bloor and
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Jarvis store to assist the Assistant Store Manager at that store who was struggling with
managing the store. There was no other Store Manager working at Bloor and Jarvis. I did not
sign a new contract during this period, nor did I work at 110 Bloor Street West at the same time.
Rather, during this time, the Assistant Store Manager at 110 Bloor Street West took over the
management of that store. This arrangement ended when a new Store Manager was hired for
the Bloor and Jarvis store and I returned to 110 Bloor Street West.
7.

After requesting a voluntary demotion to the Shift Supervisor position, I worked at

Starbucks’ location at 1 Bloor Street East (December 2019 – May 2020); and again at Bay and
Cumberland briefly (June 2020 – July 2020).
8.

The position of Store Manager reports to the District Manager. During my time as a

Store Manager, I reported to three District Managers: Kathy Mavretic (approx. November 2011
– November 2013); Heather Sherlock (approx. December 2013 – December 2016) and Brenda
Podetz (approx. January 2016 – November 2019). Since I became a Shift Supervisor in
December 2019, Brenda Podetz has remained the District Manager assigned to the two stores I
worked at.
My Duties While Working “Coverage” Hours
9.

Store Managers at Starbucks are scheduled for 40 hours of work per week. As described

further below, my actual hours of work always exceeded the hours I was scheduled to work,
averaging 50 hours per week, and sometimes more. The 40 scheduled hours are divided into
“coverage” and “non-coverage” hours. When performing “coverage”, I worked on the store
floor. The on-floor “coverage” duties I performed as Store Manager did not differ significantly
from the duties performed by Baristas, Shift Supervisors and Assistant Store Managers. This
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work involves the following tasks:
a) opening and closing the store;
b) making drinks;
c) preparing food;
d) serving customers and responding to customer inquiries;
e) working the cash/till;
f) washing dishes;
g) putting away inventory;
h) restocking (e.g. cups, lids, milks);
i) cleaning washrooms, washing windows, sweeping floors, and cleaning up spills; and,
j) serving and interacting with customers.
10.

The duties I performed during “coverage hours” were consistent across the three stores

I worked at as a Store Manager. These duties are also consistent with the duties I have observed
Store Managers performing at all stores I have worked at.
11.

As Store Manager when I was working “coverage” hours I was assigned to a specific

position on the floor, and did not work as a ‘floater’. For example, I would be assigned to work
on bar, or as order support, or on the oven. This was the same for Baristas, Shift Supervisors,
and Assistant Store Managers working on the floor in that they were also assigned a position
during the shift. This was consistent at the three stores I worked at as Store Manager and is
what I have observed of Store Managers when I was working as a Shift Supervisor.
12.

As the Store Manager working on the floor, I sometimes addressed customer complaints

and resolving bottlenecks in service or responding to customer rushes. The same issues were
dealt with by Shift Supervisors and Assistant Store Managers as part of their duties when they
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were on the floor. As such, there was no meaningful difference between the roles of Shift
Supervisors, Assistant Store Managers, and Store Managers when performing “coverage” work.
My Duties While Working “Non-Coverage” Hours
13.

The “non-coverage” duties I performed included interviewing job applicants and hiring,

training new employees, meeting with individual employees for performance reviews,
conducting cash audits, implementing promotions and process improvement, running payroll,
and preparing schedules. I also participated in weekly conference calls with my District
Manager and other Store Managers in the same district.
Allocation of “Coverage” and “Non-Coverage” Hours
14.

I spent the majority of my scheduled and actual hours performing “coverage” hours

across the three stores I worked at as a Store Manager. I was regularly scheduled for around 30
“coverage” hours a week. I always worked many more “coverage” hours per week than “noncoverage” hours regardless of the particular store I was working at. My observations of Store
Managers at the stores I worked at as a Shift Supervisor were consistent with my own
experiences in that they also worked more “coverage” hours than “non-coverage” hours.
15.

Starbucks controlled the number of “non-coverage” hours Store Managers could

perform. At the stores I worked at as Store Manager, the specific limit for “non-coverage” hours
per week usually varied from 10 to 15 “non-coverage” hours. I do not know how Starbucks
calculated how many “non-coverage” hours to allocate to a specific store. As a Store Manager,
I received the allocation of “non-coverage” hours for my store on a quarterly basis from
Starbucks which dictated how many “non-coverage” hours were assigned to the store.
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16.

While I do not know how Starbucks calculated or determined how many “non-

coverage” hours to allot to a specific store, I did notice over my time at the company that when
profits were lower for a particular quarter, the next quarter Starbucks would reduce the number
of “non-coverage” hours allotted to my store. In this way the number of “non-coverage” hours
for my store varied from as low as 10 hours when profits were low, to as high as 15 hours per
week.
17.

On some occasions, I was assigned eight additional “non-coverage” hours for the

purpose of attending an administrative meeting with other Store Managers and District
Managers. This was an exceptional situation I recall where Starbucks permitted Store Managers
to work additional “non-coverage” hours specifically for the purpose of attending the meeting.
Working with an Assistant Store Manager
18.

The “non-coverage” hours allocated to my store would be split with the Assistant Store

Manager if there was one assigned to my store. I did not have an Assistant Store Manager when
I was working at the Manulife Centre at Bay and Bloor (November 2011 – November 2015).
When I was working at 110 Bloor Street West (December 2015 – November 2019), I recall that
there was an Assistant Store Manager assigned to the store from approximately December 2015
to January 2017 and another one for around 9 months in 2019. During this time, I worked more
“coverage” hours on the store floor because the usual 12-15 “non-coverage” hours were split
between myself and the Assistant Store Manager. While there was an Assistant Store Manager
assigned to my store, I recall being scheduled for 5-8 “non-coverage” hours and 32-35
“coverage” hours.
19.

I recall that while many stores do not have an Assistant Store Manager, around 4 of the

481

-7-

12 stores in the district I worked in had an Assistant Store Manager.
20.

When I was working at the Bloor and Jarvis store the store did not get any additional

“non-coverage” hours. I recall that the Assistant Store Manager and I split the store’s “noncoverage” hours which ranged from 10 to 15 hours per week. The Assistant Store Manager and
I worked opposite shifts to ensure that at least one of us was in the store as much as possible. A
new Store Manager was eventually hired for that store and I returned to the 110 Bloor Street
West store.
Starbucks’ Expectations of Store Managers
21.

In my experience, based on having worked at several locations, Starbucks had common

expectations for Store Managers’ hours and duties. I worked at 3 stores as Store Manager, and,
since 2014, at 2 other stores under the supervision of Store Managers. From my experience and
observations, the job duties and roles of a Store Manager were consistent across these stores.
22.

These duties included opening and closing the store a certain number of times per

month, working the busiest day of the week, working statutory holidays, and the limited number
of hours for administrative (“non-coverage”) duties.
23.

I was aware from the time I was hired that the Store Manager role involved significant

on-the-floor work and duties. Although I no longer have a copy of the job description I received
as Store Manager, I recall that Starbucks’ expectations that Store Managers work on the floor
were set out in the job description. I had previous experience as a VP of Operations at a
telecommunications company, and I was aware when I began working at Starbucks that the
Store Manager role would not be a hands-off management position. Store Managers do not
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spend most of their working hours in meetings, or strategizing based on the reports presented
by their subordinates. As a Store Manager my role was always very hands-on and required me
to learn new processes for new foods and drinks as they were introduced and apply this
knowledge on the floor when working “coverage” hours, just as Baristas and other store
employees do.
24.

In my experience, District Managers also communicated their expectations for Store

Managers to have an active, hands-on role on the store floor. District Managers would come
into my stores to observe me working on the store floor. District Managers would also monitor
my weekly schedules by checking them when they came into my store to make sure I was not
scheduling more “non-coverage” hours than the company permitted.
Overtime as a Store Manager
25.

As a Store Manager I was only permitted to schedule myself for 40 hours a week. This

was consistent across all 3 stores I worked at as a Store Manager. However, my actual hours
were regularly more than 40 hours per week. On average, over my 8 years at Starbucks as a
Store Manager (November 2011 – November 2019) I estimate that I worked on average 50
hours per week. I do recall that my total hours sometimes exceeded 50 hours a week. For
example, when I was responsible for opening the Starbucks store at 110 Bloor Street West in
and around December 2015, I recall that I regularly worked 50-60 hours per week.
26.

The overtime hours I worked included “coverage” as well as “non-coverage” hours,

depending on the week. Generally, I recall that most of my overtime hours were spent working
“coverage” hours, as described further below.
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27.

I had to work overtime as a Store Manager because the demands of the position,

including covering shifts for employees who called in sick for their shifts, exceeded the 40
hours I was scheduled to work for. In addition, I faced pressure to limit the labour costs for nonexempt store employees, such as Baristas and Shift Supervisors. I did not schedule other store
employees for overtime, even in emergency situations, because I knew the District Manager
would write me up for incurring overtime costs for store employees. I knew I was expected to
either cover the shift myself, or find another employee from my store or another store to cover
the shift. I had once been written up for a minor issue so I expected the District Manager to do
the same if I scheduled an employee for overtime. If a store employee worked paid overtime,
this would negatively affect the store’s profits, and as a Store Manager you were responsible
for keeping up the store’s profits. As a result, whenever something went wrong, or there were
additional pressures which led to additional work, it was the Store Manager’s responsibility to
work additional hours to address the issue. When I worked additional, non-scheduled hours I
couldn’t subtract those hours from my 40 scheduled hours because I had to maintain the
expected 40 scheduled hours.
28.

Other reasons that I had to work overtime as a Store Manager include:
(a)

Lack of sufficient time allotted to complete “non-coverage” duties, especially
when I had to work additional “coverage” hours during my scheduled “noncoverage” hours to assist on the store floor when it was busy;

(b)

Inability to take lunch or breaks because there was always more work to do;

(c)

Starbucks’ expectation that Store Managers be on-call to respond to WhatsApp
messages from the District Manager throughout the day;

(d)

When a store employee called in sick or was late and I had to cover their shift,
or part of their shift, or spend time finding another employee to cover their shift
by calling store employees and other Store Managers in my area;
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29.

(e)

When there was a rush of customers when my shift was scheduled to end and I
had to extend my shift to ensure service ran smoothly;

(f)

When emergency issues arose at my store, such as power failures, or equipment
breaking;

(g)

Assisting other Store Managers in my district with emergency issues at their
stores; and,

(h)

Participating in what Starbucks called “pep rallies” which involved a group of
Store Managers and other store employees conducting a “deep clean” of a
specific store in the district a couple times a year.

I was not the only Store Manager who regularly worked overtime. I worked with 12

other Store Managers in my district and know from discussions with them that they all regularly
worked overtime as well. I also saw many Store Managers over the years leave the company
from burnout because they couldn’t balance this highly demanding work with their personal
lives. I am aware that some Store Managers were regularly required to work 70-hour work
weeks to manage their stores because of staffing issues (including frequent turnover).
30.

I tried to be efficient with my non-coverage duties, and I came to Starbucks with prior

management experience, but even with my experience and efficiency, I still ended up regularly
working overtime of approximately 10 hours per week.
31.

I am aware that in 2019, towards the end of my time as a Store Manager, Starbucks

started to allow Store Managers to schedule Shift Supervisors for some overtime because
Starbucks was having difficulty retaining Store Managers due to their heavy workload and
burnout.
Programs and Systems for Logging Store Managers’ Hours
32.

All employees other than the Store Manager, including Baristas, Shift Supervisors and

the Assistant Store Managers (if any), track their hours. There is no mechanism in place for
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Store Managers to track their hours. The Baristas clocked out using “Time Clock” which they
could do from the back of the house computer or the cash register. Store Managers could not
do so.
33.

The Store Manager is responsible for scheduling. I believe there would be a record of

my weekly scheduled hours which were usually between 10-15 hours “non-coverage” and 2530 hours “coverage” hours. During my time working at Starbucks, the Store Manager was
responsible for sending confidential documents from the store, including weekly schedules, to
Iron Mountain for storage and archiving every six months. This was known as the “confidential
document return.” This same process occurred at every store I worked at. When I was Store
Manager, I filled up a box of documents every six months and sent it to Iron Mountain. The
documents included the store’s weekly schedules as well as daily records books with cleaning
schedules, temperature checks, notes on store operations, resumes we had received, and any
other confidential information. I believe Starbucks retained these records for six years, but I
cannot be certain of the specific record retention practices. Starbucks also tracked the allocation
of “non-coverage” hours per store, including by having records per store of quarterly noncoverage hours allotted and remaining.
34.

As of the date when I was last actively at work, Starbucks used a program called

Teamworks for scheduling. Prior to Teamworks, Starbucks used a different program called ALS
for scheduling. The same programs and systems were used across all of the locations where I
worked.
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35.

Some of the duties Store Managers performed, such as working the cash register,

required a login. I used my Partner number to log into the cash register. As a result, there may
be some records that correspond to my actual hours of work.
36.

I also used a Starbucks e-mail address which was tied to the specific store I was working

at. Only the Store Manager had access to the e-mail address. This may also have some records
that correspond to my actual hours of work.
37.

In addition to my hours at the store, I used my personal cell phone to stay in touch with

employees outside of work and communicate with employees and other managers through
WhatsApp.
My Voluntary Demotion to Shift Supervisor and Subsequent “Coffee Break”
38.

In December 2019, I requested a demotion to the position of Shift Supervisor. I did this

because I could not continue working the regular and significant unpaid overtime I was required
to work as a Store Manager. I was exhausted from maintaining the lifestyle and demanding
hours of a Store Manager since November 2011.
39.

As set out above, after leaving the Store Manager role, I worked as a Shift Supervisor

until July 2020, when I accepted the “coffee break”.
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40.

I affirm this affidavit in support of a motion for certification of this action as a class

proceeding and for no other or improper purpose.
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