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Request for Reconsider ation after Final Action

Thetable below presentsthe data as entered.

SERIAL

NUMBER 85792872

LAW OFFICE

ASSIGNED LAW OFFICE 112

MARK SECTION

MARK FILE

A http://tmng-al .uspto.gov/resting2/api/img/85792872/1arge

STANDARD
CHARACTERS MO

USPTO-
GENERATED NO
IMAGE

ARGUMENT(S)

See attached written Request for Reconsideration with Exhibits (Declaration in Support of Substitute Speci
Specimen, and Second Supplemental Declaration of Katherine Jean Seawell Under Section 2(f))

EVIDENCE SECTION

EVIDENCE FILE NAME(S)

ORIGINAL

EOEEILE evi_6520722-20151117102944980643 . FINAL Request for Reconsideration.pdf

CONVERTED
PDF FILE(S) \TICRS\EXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0002.JPG
(43 pages)

\TICRS\EEXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0003.JPG

\TICRS EXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0004.JPG

\TICRS\EEXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0005.JPG

\TICRS EXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0006.JPG

\TICRS\EEXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0007.JPG

\TICRS\EEXPORT16\MAGEOUT16\857\928\85792872\xml 13\RFR0008.JPG
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\TICRS\EEXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0013.JPG

\TICRS\EEXPORT16\MAGEOUT16\857\928\85792872\xml 13\RFR0014.JPG

\TICRS\EEXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0015.JPG

\TICRS\EEXPORT16\[MAGEOUT16\857\928\85792872\xml 13\RFR0016.JPG

\TICRS\EEXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0017.JPG

\TICRS\EEXPORT16\[MAGEOUT16\857\928\85792872\xml 13\RFR0018.JPG

\TICRS\EEXPORT16\IMAGEOUT16\857\928\85792872\xml 13\RFR0019.JPG

\TICRS\EEXPORT16\[MAGEOUT16\857\928\85792872\xml 13\RFR0020.JPG
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\TICRS\EEXPORT16\MAGEOUT16\857\928\85792872\xml 13\RFR0037.JPG
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PDF FILE(S) \TICRS\EXPORT16\IMAGEOUT 16\857\928\85792872\xml| 13\RFR0045.JPG

(2 pages)
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1. Refusal Under TMEP § 1202.05 Is Inappropriate Because Applicant’s
Mark Does Not Consist Solely of Color

The Examining Attorney cites wholly inapplicable authority in support of her refusal to
register the Applied-for Mark on the ground that it 1s a nondistinctive color mark. The
Examining Attorney cites TMEP § 1202.05 in support of this refusal, the section addressing
marks consisting sofefy of color. That Applicant’s mark includes color as an element does not
make it a color mark subject to the guidelines set forth in TMEP § 1202.05. Applicant has not
applied for a mark consisting so/efy of color. The Applied-for Mark is not a green cup. It 1s not
a white cup; it 1s the particular placement of a green circle on a white cup. Even prior to the
Qualitex decision, “when color was applied to a defined design or when several colors were
combined in a pattern . . . the courts viewed the design as a candidate for trademark or trade
dress rights.” MCCARTHY ON TRADEMARKS AND UNFAIR COMPETITION § 7.45. Applicant has
already highlighted several examples of similar third-party shape/color combination marks. See
Applicant’s February 10, 2015 office action response at 57-64. Additional examples include:

o .S Reg. No. 997609 for an elongated yellow octagon displayed on boot soles

and heels. Quabang Rubber Co. v. Fabiano Shoe Co., 567 F.2d 154 (1st Cir.
1977); and



















(Second Supp. Seawell Decl., 4 13.)
In October 2015, Starbucks featured the Applied-for-Mark in an email promotion of its
new mobile app. Below 1s a true and accurate copy of the promotional email sent to millions of

Starbucks Rewards members:

(Second Supp. Seawell Decl., 9 14.)
Also in October 2015, Starbucks featured the Applied-for-Mark on menu boards in over
10,000 Starbucks stores, exposing tens of millions of consumers to the Applied-for-Mark.

Photographs of these menu boards are below:
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Author, Article Name, Publication,
Public—*yn Date

Excerpt

Randal Shaheen and Amy R. Mudge, United
States: World’s Greatest Puffery Blog, Part

Two, Mondaq Business Briefing, September
20,2013

The NAD also approved of imagery of the
ubiquitous Starbucks white and green cup
with check marks for latte and 2% and the
addition of “make at home.”

Steven Rosenberg, When Brand Loyalty
Becomes Addiction, The Boston Globe, May
31,2007

I deftly transfer the coffee from the Styrofoam
Dunkin’ Donuts container to the white and
green Starbucks paper cup.

(Second Supp. Seawell Decl., { 9, Ex. B.)

In sum, the record shows that the Applied-for Mark functions as a trademark and that it

has achieved secondary meaning. The Examining Attorney’s continued refusal sets an

unreasonable and unattainable standard with

no basis in law and contradictory to the realities of

consumer decision-making. For these reasons, Applicant requests that the Examining Attorney

withdraw her refusals and immediately approve the Applied-for Mark for publication,

Dated: November 17, 2015

Respectfully submitted,

Starbucks Corporation d/b/a
Starbucks Coffee Company

By:_
J
f 2 a
Finnegan, Henderson, Farabow,

Garrett & Dunner, L.L.P.

901 New York Avenue, NW
Washington, D.C. 20001
Telephone: 202-408-4000
Facsimile: 202-408-4400
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14. In October 2015, Starbucks featured the Green Circle Design in an email
promotion of its new mobile app. A true and accurate copy of the promotional email sent to

nmillions of Starbucks Rewards members 1s below:







App. Serial No. 85792872
marks on a wide range of goods and services, and the enforcement efforts to maintain the
exclusive rights in the mark, when considered collectively, demonstrate that the Green Circle
Design has acquired distinctiveness.

17.  The undersigned, being warned that willful false statements and the like so made
are punishable by fine or imprisonment, or both, under Section 1001 of Title 18 of the United
States Code, and may jeopardize the validity of this application or any resulting registration,
declares that she is authorized to make this declaration on behalf of the applicant; she believes
that the above-referenced mark has become distinctive, as applied to the applicant’s goods, by
reason of applicant’s substantial advertising and promotion of goods in connection with the
mark, and by its substantially exclusive and continuous use of the mark in commerce for over
four years preceding the execution of this declaration; all statements made herein of her own
knowledge are true; and all statements made herein on information and belief are believed to be
true.

I declare under penalty of perjury that the foregoing is true and correct pursuant to

28 U.S.C. § 1746.

STARBUCKS CORPORATION

Date: November L/_, 2015

Title: senior vice president, Americas Category &
Integrated Marketing
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See Notes to Consolidated Financial Statements.
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Never before an activist, Loretta Donnelly has found her cause.’ “Sign the petition to keep this Starbucks open,” the Capitol
Hill retiree called out Friday morning to two men walking by.

“Are they going to close it?” one asked, not stopping.
“Not if T can help it!” she said as they disappeared around the comer.

For about 13 hours a day last week, she collected signatures outside the Starbucks on 15th Avenue East. She has about 1,000
names so far.

On Wednesday, she said, a local TV station’s cameramen will escort her, 40-plus-page petition in hand, to Starbucks’
headquarters in Sodo.

Said Donnelly, 51: “I'm a concerned citizen. Call me nuts, but T am.”

She’s not the only one trying to intluence the coffee giant. After Starbucks published the locations of 616 stores slated for
closure, customers around the nation created petitions, phoned the Seattle coffee chain and sent letters to Chief Executive
Howard Schultz.

Bill Woertendyke, 59, asked Schultz to keep the Capitol Hill location open. He attached to the letter a Quicken printout
of his last year’s coffee purchases totaling more than $6,800. (An occasional purchase was from Tully’s, a competitor.)

A national Web site dedicated to the effort, SaveOurStarbucks.com, is run by customers and tells people how to voice their
displeasure. Tt also links to various petitions.

Comedy Central personality Stephen Colbert mocked the effort on his show last week.

“This is the kind of grassroots activism I like, the kind that helps sprawling corporate behemoths,” Colbert said. “And to
think, I was about to sign this petition to end the violence in Darfur, What was [ thinking? They don’t make Frappucinos.”

To others, the closings are serious. Before Starbucks released its hit list, bloggers and reporters across the country
anticipated the closings as if they were U.S. military base closures, speculating and collecting information tidbits from
baristas.

While local television affiliates broadcast the question, "Will we lose our Starbucks?” others mourned the loss of clean
public restrooms.

In many neighborhoods and towns, Starbucks means status, a green-logo stamp of validity. Thus, losing a Starbucks can
be symbolic, a sign that a neighborhood is on the way down.
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“People are taking the Starbucks closings hard for the same reason they’re taking the Anheuser-Busch sale to the Miserable
Fat Belgian Bastards: because Starbucks is an iconic brand that means something more than just a company,” wrote Rod
Dreher, an opinion columnist for The Dallas Morning News.

“It's become a sign of middle-class American modishness. To get a Starbucks in your neighborhood meant that you were
validated. ... It’s a status thing.”

The Dallas area is losing 28 stores. Dreher told the P-I that people in the Dallas mayor’s office were upset to learn that
many of the closings were in the southern area of the city.

7Tt sends a bad business signal,” Dreher said. “When Starbucks goes, it’s more than just a coffee shop closing. It’s a sign
that the yuppies are in retreat.”

Similar stories are told across the nation. On July 11, a New Milford (Conn.) Times headline inquired, “Would they close
our Starbucks?”

After learning that a Starbucks in downtown Jackson, Tenn., would close, the Jackson Sun reported: “The arrival of the
Seattle-based coffee company to Downtown Jackson was heralded by many Jacksonians. The hope was that a brand-name
store with a nationally recognized seal might help downtown growth.”

The Memphis Commercial Appeal reported that having a Starbucks in town helped draw other big-name businesses to
Covington, a town losing a store, That article also quoted an official in Marion, Ark., who said that losing a Starbucks
makes it more ditficult to recruit other retailers.

Another paper, the Schenectady (N.Y.) Daily Gazette, reported, “The city’s first Starbucks apparently will also be its last.”

Summarizing the view of many localities, a New York Times report carried the headline, “To Starbucks, a closing; To
Newark, a trauma.”

After 25 years of rapid growth, Starbucks is used to battling with those who don’t want a cafe around. But this outpouring
is new territory.

Starbucks’ official line is that it is humbled and working on how to respond. But the company has cautioned that the
closures, which affect 12,000 employees, are an economic necessity.

Omne loyal Seattle customer unknowingly touched on the irony of the situation last Friday. A patient at nearby Group Health,
Joe Petrosky stopped to sign Donnelly’s petition.

”T grew up in a small town, and I’ve been around a lot,” said Petrosky, 53. "When you start closing things and removing
the small-town feel because of money, it hurts the local people.”

Irony is when the presence of a multinational corporation preserves the small-town feel, Or it’s good branding - it anything
can be concluded, it’s that Starbucks has successtully marketed itself to a lot of people.

“It’s more like a home away from home,” said Jeremiah Moore, 21, a Seattle customer.
Another customer said Starbucks rescued him from being a loner.

“T met a lot of great people here,” Thomas Harwood, 58, said. “We can’t just sit in our apartments looking at the walls. The
coffee’s good, and the employees are great. I'd love to meet Howard Schultz.”

He lingered near the petition table, conceding, “We’re all nuts.”

P-I reporter Andrea James can be reached at 206-448-8124 o
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Photo, ANDY ROGERS/P-I: Loretta Donnelly urges passers-by on Capitol Hill to sign a petition against closing the
Starbucks on 15th Avenue East. Fellow supporters Jeremiah Moore, center, and Thomas Harwood, in sunglasses, pitch in,
while Megan Kavanagh, who works nearby, adds her name to the list. Donnelly has so far collected about 1,000 signatures.
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McDonald’s golden arches make us long for a burger and fries.

The green circle around the twin-tailed mermaid sparks a craving for a Starbucks’ espresso. The Nike swoosh and Adidas’
three-stripe mountain send us to the treadmill.

How does the red umbrella makes us feel?

Travelers” iconic image is a brilliant visualization of what an insurance company offers its customer -- coverage for that
unforeseen rainy day. But for anyone who grew up in Greater Hartford, the image represents more than simply a corporate
resident.

The umbrella, first used in advertising by Travelers in 1870, has been something of a symbol for a city defined by the
insurance industry. The umbrella has been almost as closely associated with the Insurance City as it was with Travelers.

And with the arrival of the Travelers Championship, the umbrella will be the symbol of Hartford’s professional golf event.
To branding and marketing experts, it’s a perfect match.

”’Just because of the history of insurance in this region,” Yale marketing professor Ravi Dhar said. “[The logo] clearly has
even more recognition and more positive emotion to people in the area. So in a sense, it’s a good fit.”’

The red umbrella returned to Travelers in February, atter the logo was lost to Citigroup in a corporate breakup in 2002, The
logo was revered by Citigroup’s former chairman Sandy Weill, who wore the symbol on his lapel after his company took
over Travelers in the early 1990s.

Citigroup continued to use the umbrella for its Travelers Life & Annuity subsidiary after the 2002 spinoff, but the logo
faded when MetLife bought that branch two years ago.

Travelers, headquartered in St. Paul, Minn., regained its symbol after a merger with St. Paul Cos. in 2004, just as it was
regaining visibility in Hartford with the PGA event.

Ll

Tt really is associated with Travelers,”” said Margery Steinberg, associate professor of marketing at the University of
Hartford. It never really caught on [at Citigroup] because it’s so recognizable with Travelers.”

Steinberg recalls taking a graduate class at UConn with Herbert Kramer, a longtime advertising executive who was an
executive at Travelers when the logo was adopted in the late 1950s. While the umbrella was used in advertisement for years,

Kramer was behind the decision to use it as the company’s symbol.

And what a perfect logo it was.
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"TLogos are a shortcut to communicate what the brand promises,”” Dhar said. “Having a logo that is visual, it’s easy to see
from a distance and it helps people get a quick sense of the company. When a logo is sort of iconic, people sort of transfer
the good feeling they have for the logo. It becomes interchangeable, in a sense.”’

Said Steinberg, “When [consumers] see the Iogo, they know exactly what it stands for and what your business is all about.
When you see Heinz 57, you know exactly what it is. That’s what every company strives for -- the visual that so strongly
represents your corporate identity.”’

And the umbrella achieves that for Travelers, marketing experts say. But where does it rate in the continuum of corporate
logos?

It can’t compete with the golden arches or the swoosh, symbols that transcend popular culture. But among financial and
insurance companies, the umbrella is near the top of the list.

k]

"Clearly, it’s one of the most recognizable,” Dhar said. “People know the logo.”

Contact Paul Doyle at

MCwanhin

GRAPHIC: (B&W)

GRAPHIC: Recognition Factor Nike: The iconic swoosh was designed by student Caroline Davidson in 1971. NBA: Red
white and blue, with the silhouette of Jerry West dribbling a ball. Starbucks: The green circle around a twin-tailed mermaid
is the latest in a line of evolving logos used by the coftee giant. Adidas: The three-stripe mountain atop the company name
has been used since 1967. Apple Inc.: The apple with the bite mark was multicolored but is now one color.
Harley-Davidson: The bar-and-shield logo was first used in 1910. Coca-Cola: The scripted lettering was written by
bookkeeper Frank Robinson in 1886. McDonald’s: The golden arches were created in 1962. Pepsi: It has used many logo
variations since 1898, but the red, white and blue circle is among the most recognizable. SOURCES: Logoblog.org,
company websites
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Before her last semester of college Emily Nufiez Cavness never imagined starting her own business. On a frigid Vermont
evening in late January 2012 the French literature and international studies major attended Middlebury College’s inaugural
social -entrepreneurship symposium purely out of curiosity. Sitting in the campus’ storied 99-year-old chapel, Cavness
listened to keynote speaker Jacqueline Novogratz, founder of nonprofit VC fund Acumen, share examples of social
enterprises, including one that recycled coffee waste into fertilizers.

Cavness, an Army ROTC cadet who grew up in a military family, immediately thought of the huge piles of military surplus
she saw at the various bases she visited. What if that discarded material could be turned into something beautiful, even
salable? What if such a recycling project could bridge the divide between the military and civilians--a handbag or backpack
as a constant, functional reminder?

As a liberal arts student, Cavness had little real-world experience, but her elder sister, Betsy, encouraged her to enter
MiddChallenge, Middlebury’s business-plan competition. "I didn’t really know what a business plan was. It was daunting,”
Cavness recalls. But her team won first place--and was rewarded with a $3,000 grant.

Since that initial boost, Cavness has taken her e-comimerce startup, Sword & Plough, from an idea to a real social enterprise
that has sold more than 7,000 stylish bags and accessories, while recycling over 25,000 pounds of military surplus products,
supporting 38 new jobs for veterans and donating 10% of profits to charitable causes. “"Without Middlebury and the Center
for Social Entrepreneurship, Sword & Plough would have remained just another mteresting idea rather than an exciting
reality,” says Cavness, 25, now a first lieutenant who joined the FORBES 30 Under 30 roster this year.

With annual symposiums, mentorship programs and funding competitions, Middlebury is one of many small liberal arts
colleges reinventing themselves as modern-day startup incubators--geared toward for-profit enterprises and nonprofits
alike. Driven by market demand and the idea of teaching practical skills that would create larger impacts outside of
traditional liberal arts classrooms, these colleges are encouraging students to pursue entrepreneurship--in particular, social
entrepreneurship. Success stories like Sword & Plough are proving that business is no fonger the exclusive territory of
research universities and specialty colleges.

As many liberal arts colleges have faced a falloff in enroilment over the years as well as criticism about failing to better
prepare students for gainful employment and careers (see p. 70) , teaching and encouraging entreprencurship has emerged
as a smart strategy and powerful tool.

“How do you translate the values of liberal arts education, which is about creating innovative ideas, into something
actionable after you graduate in this startup economy?” asks Patrick Bultema, executive director at Colorado College’s
Innovation Institute. “What we create here is to help with that translation exercise.” Colorado College, which this year ranks
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third on FORBES™ Most Entrepreneurial Colleges list, gives out $50,000 in seed money at its annual The Big Idea pitch
competition. The school is not alone: Other colleges shell out small fortunes to encourage student venture ideas. Hampshire
College, known for its open curriculum and lack of distribution requirements or grades, for instance, created a $1 million
seed fund in 2013 that aims to allocate $200,000 a year for five years.

Middlebury ranks second on this year’s list, boasting more founders and owners among alumni and students on LinkedIn
than even UC, Berkeley or Cornell University (adjusted for student body size). How does a tiny school in rural Vermont
do that? As an umbrella for the college's entrepreneurial initiatives, in 2007 Middlebury founded the Programs on
Creativity & Innovation, including MiddEntrepreneurs--a one-month intensive, full-time course that focuses on starting a
company. Along the way the college converted the Old Stone Mill, a five-story building in downtown Middlebury. into a
co-working space. “It was almost like we were taking these ideas from business schools and figuring out what a Middlebury
version would be,” says Associate Dean Elizabeth Robinson, the program’s founder.

For Cavness, Novogratz’s speech was only the inspiration. On top of the $3,000 grant, the Sword & Plough team raised
funding from MiddStart, Middlebury’s internal Kickstarter-like fundraising site, and a seed investment from Alan
Hassenfeld, former CEO of Hasbro who endowed the college’s -Center for Social Entrepreneurship. Before her
seven-month deployment to Afghanistan as second lieutenant in the 4th Engineer Battalion, Cavness introduced her startup
to the outside world, raising an additional $312,000 on Kickstarter for a campaign that targeted just $20,000. “Middlebury
was there every step of the way, challenging me in every aspect of the business model to incorporate social impact,” she
says. It helped that the Center for Social Entrepreneurship was situated just two floors below her dorm room.

Startup infrastructure can be a powerful recruitment tool for bright students who appreciate the traditional liberal arts model
but also are attracted to the Silicon Valley ethos. Megan Grassell, who at age 17 founded Yellowberry, a company that
makes and sells age-appropriate bras for girls, said Middlebury’s support for entrepreneurship helped make her college
decision. “For Middlebury to have all the resources at my fingertips and an environment so supportive of young
entrepreneurs, it’s inspiring as an incoming freshman,” says the 19-year-old, who doesn’t want to specialize in business as
an undergraduate, despite her experience. “With the incredible resources at the entrepreneurship program, it’s the best of
both worlds.”

Colleges do best when they build such resources on top of core strengths. Eric Lima, a mechanical engineering professor
who helps run Cooper Union’s popular Invention Factory summer program, intentionally emphasizes making products
rather than becoming an entreprencur. “When students make something exciting, they often want to develop it
commercially,” says Lima. Focusing on problem solving and product creation, New York City’s Cooper Union, whose
curricula are based on engineering, fine arts and architecture, tops the Most Entrepreneurial Colleges list this year.

At many schools that entrepreneurial atmosphere is initially -driven by alumni. Colgate alum and serial entrepreneur Andy
Greenfield started a one-man mentorship program at his alma mater that same vear. Today his Thought Into Action
Entrepreneurship Institute, backed by Colgate’s president, hosts entrepreneur weekends to bring back alumni--along with
big-name entreprencurs such as Richard Branson and Airbnb’s Brian Chesky--to connect with current students. Oberlin
College & Conservatory has taken a sim ilar path. The seven-alumni executive comumittee that leads its LaunchU
accelerator, which supports about 20 students’ business ideas each year, will soon defer to a new employee hired to be the
college’s "Director of Entreprencurship.”

As historically antibusiness colleges begin to look more like Y Combinator, internal debates about academic priorities are
inevitable. “There were some understandable concerns from certain segments of the university about if and how
entrepreneurship fits into a liberal arts college,” Greentield says.

That’s why social entrepreneurship--a marriage of nonprofit idealism and business techniques--fits liberal arts so perfectly.
”The term “social entrepreneurship’ gives students the license to put their -energy and passion into something they wouldn’t
have thought of previously,” says Makaela Kingsley, director of Patricelli Center for Social Entrepreneurship at Wesleyan
University. Without such a pitch, many students tell her, they would never have visited the center because “entreprencurship”
sounds too corporate. For Kings-ley, her first task is to help students adapt a broader definition of business. “Our top

DEBBIE MAGLIONE



Page 3 of 6
Incubators for Poets

priority is social good, and that always has to trump profits, but it doesn’t have to preclude profits,” she says. “Leaming
some practical skills is no doubt going to lead the students to working toward the greater good.”

Social entrepreneurship is quickly becoming a higher-ed staple. Three years ago Middlebury started the first forum to
discuss social entrepreneurship in the context of a liberal arts education, attracting fewer than 60 educators from 16 colleges
and universities. The number of attendees doubled to 115 at the fourth annual forum this June, with professors and school
administrators coming from colleges such as Pomona College in California, Connecticut College, Swarthmore and Rollins
Coliege in Winter Park, Fla. Existing programs at schools are also becoming a larger part of campus life. Over 25% of
students at both Middlebury and Colgate are actively involved with their schools’ entrepreneurial initiatives.

As Sword & Plough continues to grow, Cavness found herself back at Middlebury’s campus to mentor students during the
past Januvary term. Says Cavness, “To give back two and a half years later in the teaching and mentorship role was truly
amazing.”

Most Entrepreneurial Colleges
Top research universities aren’t the only startup launchpads.

1 Cooper Union
Mechanical engineering students must take Principles of Design, a hands-on course modeled after Stanford’s popular Lean
TLaunchPad.

2 Middlebury College
The four-week immersion program MiddCore has brought in over 40 entrepreneur mentors such as Peet’s Cotfee and Tea
CEO Dave Burwick.

3 Colorado College
The school’s Innovation Institute hosts Innovation Thursdays, weekly workshops on nitty-gritty startup skills.

4 Bennington College
Students often start ventures during Field Work Terms--four seven-week winter terms required for graduation.

5 Morehouse College
MLK Jr.’s aima mater hosts an annual Innovation Expo for undergrads from historically black colleges and institutions that
serve minorities.

6 Hampshire College
Thanks to $1 million from alum and VC Michael Viock, Hampshire is shelling out $200,000 a year to student ventures.

7 Skidmore College
Nearly a third of every graduating class takes MB107, in which students give presentations in teams to executives in a
boardroom setting.

8 Trinity University
Incoming first-years can sign up to live on a floor together in Beze Residence Hall, nicknamed the “Entrepreneur Floor.”

9 Wesleyan University
The Patricelli Center of Social Entrepreneurship, endowed by a $2 million alumni gift, has built a network of more than
100 alumni volunteers.

10 Westmont College
Tts entrepreneurship center sends students to Haiti to help launch locaily owned small businesses, like food stands and
moped taxi services.

11 Rollins College

DEBBIE MAGLIONE



Page 4 of 6
Incubators for Poets

The college introduced a social entrepreneurship major in 2014, and over 200 students have enrolled since.

12 Pomona College
The student-run Pomona Ventures organizes an annual Sage Tank, a pitch competition modeled after Shark Tank.

13 Emerson College
The Emerson Experience in Entrepreneurship--a.k.a. E3--is a yearlong business boot-camp course.

14 Claremont McKenna College
Billionaire benefactor Henry Kravis (°67) gives $15,000 amnually to CMC’s Innovative Start-Up Award.

15 Vassar College
Alum Caterina Fake, cofounder of Flickr with ex-hubby Stewart Butterfield (see p. 70), is on her third startup, Findery, a
travel guide.

16 Connecticut College
The Holleran Social Entrepreneurship Initiative has backed projects ranging from a campus bike cooperative to a service
trip to Uganda.

17 Ohio Wesleyan University
An entrepreneurial scholars program combines classwork with internships and competitions.

18 Colby College
The Kennebec Valley Entrepreneurial Network links students at Colby and surrounding Maine colleges with local business
owners.

19 Smith College
Dozens of teams--each led by a woman--pitch startup ideas at Smith’s annual Draper Undergraduate Wonien
Entrepreneurs’ Competition.

20 University of Puget Sound
Nine promising juniors and seniors are selected to live in the Entrepreneurship Flat, also known as the E-House.

Most Entrepreneurial Research Universities
The usual suspects still rule. Newcomers: BYU, Northeastern and USFE.

1 Stanford University
Design for Extreme Affordability challenges grad students to design lifesaving technologies and apply them to
impoverished communities.

2 Massachusetts Institute of Technology
A venture accelerator is a launchpad for student entrepreneurs, including up to $20,000 equity-free funding.

3 University of California, Berkeley
Cal Berkeley’s Startup Competition has awarded nearly $1 million in prizes to budding companies.

4 Cornell University
This fall Comell’s Entrepreneurship Summit NYC will feature Philip Krim and Neil Parikh, founders of sleep startup
Casper.

5 University of California, Los Angeles
Students chosen to manage UCLA’s Smdent Investment Fund control a $2 million portfolio.

6 California Institute of Technology
The Entrepreneurship Club hosts boot camps and takes students on field trips to Silicon Valley.
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7 Brown University
V(-backed custom T-shirt platform Teespring was started by two seniors.

8 Princeton University
Princeton hosts an annual startup competition and has a network of more than 10,000 entreprencurial graduates.

9 Dartmouth College
Spawned numerous iconic franchises, from Dr. Seuss and Mother Jones to BLACKprint, an Afrocentric media platform.

10 Pepperdine University
Offers a master of arts in social entrepreneurship and change with emphasis on Christian values.

11 Yale University
At Tuna Tank a student audience votes on business pitches using a mobile app.

12 Rensselaer Polytechnic Institute
The School of Management has eight Entrepreneurs in Residence, all successtul business leaders.

13 Northeastern University
It has partnered with more than 100 startup employers to connect students with six-month, full-time co-op experiences.

14 Southern Methodist University
An arts-entrepreneurship program is geared toward increasing the chances of making a living in the arts.

15 New York University
Tt has a 6,000-square-foot lab for student entrepreneurs that features co-working spaces, an event space and a fabrication
lab.

16 Clark University
An entrepreneurship class recently inspired Rebecca Liebman to create LearnLux, a leading interactive website that teaches
financial literacy.

17 Brigham Young University
Its Mobile App Competition, which recently awarded student developers nearly $16,000, is just one of many annual startup

contests.

18 University of Colorado, Boulder
Tts Center for Law, Technology & Entrepreneurship teaches crash courses on pitching to angel investors.

19 University of San Francisco
The cofounders of Starbucks met at this school, and the cotfee giant’s green logo is a nod to the university.

20 Howard University
It has 10,000-square-foot of space on campus set up for a Technology & Innovation Hub.
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It’s the most wonderful time of the year.

Of course I'm talking about Christmas, duh. No, just kidding. This is the month where we incessantly stuff oursetves with
turkey and be thankful for all our wonderful blessings. Of course, when I mentioned the most wonderful time of the year,
T was obviously directing my intention towards final exams early next month. As we rapidly approach December and the
end of fall semester, here are some helpful tips on how to make your last few weeks stress-free.

We're hitting the last few weeks of the semester. I know vou’re obviously dragging every 10-page paper you have to turn
in for each and every one of vour classes and quite frankly - you're over it. You’re over writing papers. You're mentally
drained and you just want to karate-chop the table that contains the stack of piled-up homework, into pieces. Although,
believe me, It’ll be so rewarding when you receive those stellar grades and you know you made the etfort to turn all your
work in on time. So put your priorities into perspective, and at least try to get all your assignments out of the way first.
Don’t be that one person who's up until 4 AM. writing a paper that’s due the next morning.

T get it. You have to get your morning cup of coffee or you won’t be able to function properly. You’ll have some tvpe of
mental breakdown if you don’t get to class with that white cylinder-shaped cup with the clearly displayed green logo on
the front. Yeah, I'm talking to you - Starbucks aficionados. Be on time. Make good use of all the great opportunities not
only Rollins, but your professors provide for you as well. Use your tools wisely; that’s why they are there.

And when [ say a "good amount of hours’ - no, I don’t mean 4 after you've been completely hung-over and wasted trom
the party that happened the night before. I mean roughly 7-8. And no, my intent isn’t to transform myself into your mother
- but it wouldn’t kill all of us to be well rested for class. I'm all for naps but the last thing you want to do is become
nocturnal. Instead of your energy diminishing, make an attempt boost it up as these weeks go by. Don’t only do this for
one day. Keep it consistent.

Schedule a conference, talk to them after class, and ask what you can do to bring up your grade. You still have time to
recover your grade even if it’s as sinkable as the Titanic itself. Unlike the ship, you can revive the ietter grade. Use these
last few weeks to your advantage and step it up.

Tt only causes you a pack-load of anxiety and no one wants to be that one person whose dramatically freaking out about
every assignment left that’s due. Although one way to avoid stress to the maximum is if you plan beforehand, finish
assignments as soon as you can, and use your time management skills to the best of your ability. This doesn’t mean you
won’t entirely experience a mental breakdown during the week of finals, but it’ll help tone it down a notch.

Party all you want, buy vourself a nice Rollins hoodie at the Bookstore, go out to dinner with girlfriends or bros. It’s
perfectly okay to take breaks in between study sessions or jog right afterwards, but always remember to not lose focus.
A-grades on your college transcript aren’t given - they're eamed.

Who's with me? No one? No? Okay. On to the next.

Sometimes it can become incredibly easy to get sidetracked. Friends, parties, weekends. Yeah, college is supposed to be
a huge ball of fun and excitement but don’t forget why you came to Rollins in the first place. Perhaps the beautiful campus
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had some influence on that decision, but know you came here because you felt the college fit your educational aspirations.
So, don’t accept mediocrity. Don’t strive for a C in your class and be fully content. If you're going to go all way, do it.

In my utmost attempt to be extraordinarily corny - it’s like they say: go big or go home.
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In ZULZ logo Tedesign was Very popular witn some ol the Diggest brands. From Arby’s o wenay s - witn emsay, L orvette
and Dominoes in between - some of America’s biggest hitters were bent on having a facelift. In fact, the only thing that
outnumbered logo upgrades was the slew of responses to those upgrades. It seems when it comes to redesigning images
seen as global institutions everyone has an opinion.

For businesses thinking of a logo redesign, the experiences of recent years tell you two things, First - if logo change is good
enough for Microsoft, it’s good enough for you. And second - if a corporate giant like Gap can get it wrong, then any
company undergoing an upgrade is taking a risk. In other words, when it comes to logo redesign - can your brand survive?
Asses if Change 1s Necessary

But before you ask if your brand can survive, vou need to ask if change is necessary. Your answer might be "yes’ is if your
logo appears dated. Some designs are timeless (think Coca-Cola - arguably the world’s most recognized brand[1]). On the
other hand, if yours has the appearance of something that should have been left in a bygone millennium, then an update
is vital. But a redesign isn’t just about how your logo looks, it’s about what it represents.

Let Your Brand Guide Your Logo

If your brand is your company’s personality, then the logo is its face. But if your business has changed over time then your
logo might not fit your brand. So when potential customers use your logo to identify who you are, they could be getting
it wrong.

It’s what you do as a company that makes your logo work - a logo gets its meaning from its brand. And brands are created
by the way we perceive them. A new logo won’t make us see a brand in a completely new or different way, but it can
certainly help influence how we respond to a company.

You Don’t Have to be Literal

A common mistake is to feel the need to use an image that details what your business does - like a steaming cup for a coffee
company. Just think how many other coffee sellers will settle on the same idea. Logos don’t need to be literal - often the
best ones are symbolic instead of functional. The newest Starbucks coffee icon has no name and no cup - it represents the
personality of the company, not the product.

Notice how even an established market leader like Starbucks had to advertise their new 2011 logo to their customer base
Consider Color

Color is key, but it’s complex. You can look at leading brands to get an idea that blue is corporate, red is fashion or food
and green is any company wanting to project an ecologically progressive or health-conscious image. What you also need
to think about is the global potential of your brand - a color can mean one thing in the US and something completely
different abroad.

Keeping to the Starbucks example, we can see how a logo’s color helps make the right impact. Most companies selling
coffee opt for brown. Starbucks not only stands out from the crowd with the choice of a green logo, it also sends messages
of a brand that 1s fresh as well as environmentally aware.

Whatever color you settle on, always make sure vour logo looks great in black and white - it’ll be seen this way more than
you’d think.

Strive for Simplicity

There’s nothing simple about redesigning a logo. But that doesn’t mean a logo shouldn’t be simple. One way to achieve
this is to have an uncluttered design. If we retum to Starbucks again you’ll see that over the years the logo has become
simpler and more pared down. This is the way most companies are heading. Amidst the noise of the consumer market it’s
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a welcome respite to come across something simple.

Use Vectors

And a sure way to achieve simplicity is to design in vectors. Vectors are great options over bitmap (jpeg) images because
they don’t use pixels. This provides the ability to create a clear, clean logo, whether it’s reproduced on a stamp or a
billboard. It you’re a graphic artist, vou’ll know exactly what vectors are and what they do. But if, like most of us, you're
not a trained designer then you can find an easy guide to vector icons[2] here.

Use Responsive Images

Vectors help a fogo to work across multiple media types. The ability to upsize and downsize means the logo will fit
anywhere. But when it comes to dimensions and orientation, use responsive images. This means that you can design a logo
that adapts to suit any screen size - from a portrait celi to a landscape laptop. If your company design department is you,
read through a guide to creating responsive images[3].

Keep Cost in Mind

As a business everything comes down to cost. And the price of changing a logo is not just the cost of the image. Even if
vou get your icon for a steal, you have to consider the cost of rolling that icon out across your company.

From business cards to packaging, vour logo will be on everything. Which means a redesign is a huge financial investment.
And changes to the logo will mean changes to your company identity - your icon must fit seamlessly into everything visual
associated with your business, from store fronts to uniforms.

So at this stage your logo may have been approved by the partners and signed off by the CEO, but any successtul business
understands who really holds the power - your customers. Can your brand survive an expensive misjudgement{4]? This is
where the three Rs come into play:

Research. Research. Research.

Any company 1s asking for trouble if vou redesign a logo without first soft launching to at least one focus group - even
if you're a business of one and your test audience is your mom. That said, if your mom isn’t the demographic you're
pitching your product to, then it’s time to work out who is. Because researching your customer base is as important as
getting their opinions once you've found them.

Gap’s logo fail of 2010[5] meant that after a single week of online backlash, the clothes company retreated to their original
icon. The lesson here is always do vour homework. And recognize you don’t need to completely redesign your logo. Like
Starbucks, you can just give it a gentle retouch. This way - with the right marketing of vou company’s new face - you can
keep the trust of your loyal customer base and still reach out to new demographics.

As you make your choices about your logo redesign keep this in mind: the best logos are simple, memorable and timeless.
Qtanl TmamaclA1 neavidad her RinQtacl Dhata
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Just three months after Boone welcomed its first Starbucks, local residents will soon be seeing more of the iconic green
logo.

A second hub for the addictive cotfee shop is set to open April 30 inside the Harris Teeter, store manager Bill Lander said.

The Starbucks-licensed operation will offer evervthing a typical Starbucks offers except for reheated breakfast and lunch
sandwiches, said Catherine Reuhl, communication manager for the Harris Teeter chain. The new setup also includes a
seating area with witi.

Bringing this coffee hub to fruition hasn’t been simpie.
Harris Teeter announced plans last year to include a Starbucks in its widescale store renovation.

That nine-month renovation, which recently concluded, also added 9,600 square feet, a salad bar, an expanded floral
department, a new beer and wine section and several other features.

Reull said the grocery store decided to instead move forward with a Harris Teeter coffee station and seating area rather
than a Starbucks to remain compliant with lease agreements.

“In December, we were informed the situation changed; Harris Teeter could and decided to move forward with a
Starbucks,” Reuhl said.

As the planning continued at Harris Teeter, the Courtvard by Marriott opened in January with a 24-hour Starbucks
refreshment station - and earned the distinction of being “Boone’s first Starbucks.”

Lander said that the Harris Teeter location will offer a greater variety of Starbucks selections than the Marriott site.

Harris Teeter is looking to hire about 15 new employees, and more information is available a
Lander said.

(ranhic

This will be the sign that will greet coffee lovers at Harris Teeter when Starbucks opens there. Kellen Moore | Watauga
Democrat

Maccificatinn

Language: ENGLISH
Publication-Tvpe: Newspaper

DEBBIE MAGLIONE



Page 2 of 2
Starbucks almost complete at Harris Teeter

Subject: MANAGERS & SUPERVISORS (77%); AGREEMENTS (77%)
Company: STARBUCKS CORP (93%); HARRIS TEETER INC (90%); MARRIOTT INTERNATIONAL INC (55%)

Industry: COFFEE & TEA STORES (90%); GROCERY STORES & SUPERMARKETS (72%); BEER & ALE (69%);
BUILDING RENOVATION (69%); ALCOHOLIC BEVERAGES (54%)

Load-Date: November 1, 2012

DEBBIE MAGLIONE



THE DALLAS MORNING NEWS
March 17, 2011 Thursday, EDITION1

Copyright 2011 THE DALLAS MORNING NEWS

Section: WEST METRO; Pg. B0Ol; STEVE BLOW
Length: 558 words

Byline: STEVE BLOW, Sblow(@dallasnews.com dallasnews.com/metroblog

Raodv

People have joked for years that you can’t turn around without seeing a Starbucks.
But let’s be fair. Funeral homes never had Starbucks. Until now.
Talk about coffee to go.

At McKinney’s Turrentine Jackson Morrow Funeral Home, it’s now possible to pay your respects to the dead or plan your
own funeral with a venti Caramel Macchiato in hand.

T think we could be the first in the nation,” said funeral home co-owner Terry Turrentine Irby. “"We’re a little progressive
as funeral homes go.”

T couldn’t get confirmation of that first-ever status from Starbucks headquarters. But neither could T find any news stories
about another one in the country.

Terry and I visited in the new mortuary Starbucks coffee shop. T was having a tall Caffe Mocha and thoughts of death.
Terry sees the Starbucks as a natural, not-so-unusual fit. “We’re a full-service tuneral home,” she explained.

Indeed, the small coffee shop sits just across the entryway from a display of grave markers. And the aroma of brewing
coffee competes with sweet smells from the adjacent florist and gift shop.

With a room full of caskets just down the hall, T could have easily done my complete pre-need funeral planning before my
coftee got cold.

There is no Starbucks sign outside the funeral home. But the familiar green logo at the coffee shop inside has definitely
caused some double takes.

”I had somebody the other night take a picture of it. They just couldn’t believe it,” Terry said.
If anyone has been bothered by the unusual confluence of coffee beans and bereavement, they haven’t complained to Terry.

On the contrary, visitors to the funeral home and adjoining cemetery have told her they find the Starbucks both convenient
and somehow soothing.

"How did Starbucks get so big? People tind comfort in their coffee,” she said.

The shop has only been open a few weeks, but Terry said she already knows of people meeting at the funeral home for
coffee just because it’s the most convenient Starbucks location for them.
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And did I mention the free Wi-Fi?
Can caffeinated teens and laptops be far behind? (In a funeral home? Yes, probably far, far behind.)

To be clear, this is not a Starbucks-owned store. It’s owned and operated by the funeral home but licensed by Starbucks
to sell its products, use its brewing equipment and so forth.

It sure feels like any other Starbucks. And what a twist for a business that began as a livery stable.

‘Who could have predicted Iced Tazo Chai tea was in the future when S.J. Massie opened his horse-and-buggy business in
McKinney in 1888?

He began selling coffins and renting out horse-drawn funeral wagons on the side. Then the livery stable evolved into the
S.J. Massie Undertaking Co. in 1913. Tt was just oft the square on Louisiana Street, in the same spot where Doug & Lynda’s
Ski Shop now does big business.

Audie Turrentine and Grady Jackson bought the funeral home in 1945, Later, Jackson’s son-in-law, Doyle Morrow, saw
his name added to the family business.

And it’s still a family aftair, with nine descendants of Turrentine and Jackson on the staft. Terry, 51, is Turrentine’s
granddaughter.

She spent the first 10 years of her life living in the funeral home when it was on Tennessee Street.
In 1973, the funeral home moved to its current McKinney/Allen location on U.S. 75 at Ridgeview Drive.
And that does make a convenient stop for coffee.

Or a burial.
(Iranhic

PHOTO(S): (Louis Deluca/Staft Photographer) A co-owner of McKinney's Turrentine Jackson Morrow Funeral Home
says visttors find the Starbucks convenient and soothing.
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T can’t remember when I had my first cup of Peet’s coffee. It may have been at the original location at Vine and Walnut,
in the heart of what is now called the Gourmet Ghetto but was then called North Berkeley. The store was cheerful and
friendly, and the coffee was good, and 1966 - that’s the year Peet’s opened - was not exactly a good year for premium
coffee.

Most of the coftee I drank that year was instant. I believe T even had a preference in brand, although T can’t remember what
that preference was. I do remember thinking that Yuban was a pretty high-class version of ground cotfee. Peet’s was a little
pricey and far away from where I lived; I made do with lesser brews.

As I led my life in the East Bay, coffee gradually became more important and Peet’s became more central. As a loyal Bay
Area person, [ had a disdain for Starbucks, although # later turned out that Starbucks was inspired by Peet’s and its owners
and had even bought coffee beans from the sainted Alfred Peet, the Dutch immigrant who established the rules of good
coffee retailing when he opened the first store.

Peet’s is no longer a mom-and-pop operation; it has 196 stores in six states but mostly California and will do $300 million
in business this year, according to the New York Times. Starbucks has, according to its own tact sheet, about 11,000 stores
in 49 countries, and has been a flash point of controversy and fistfight-provoking boycotts. So, in terms of big coftee
retailers, Peet’s is still a minnow in the globalization ocean.

Starbucks also serves pretty good coffee. I can remember a flash of pleasure when I drove into a small town along the
Hudson River about an hour north of New York City and saw that familiar green circle. Ah, liquid energy! What does venti
mean, exactly? T still get confused at Starbucks, I regret to say.

In Oakland, I am surrounded by Peet’s locations. Domingo, Montclair, Lakeshore - they’'re all in my shopping ambit. And
now that the new one has opened up within walking distance down on Fruitvale, I’m pretty much in heaven.

Each store feels local, which 1s nice. It has touches, like benches outside for casual sippers many of whom ride bicycles
- apparently cycling and caffeine go well together, and friendly people behind the counter who look a lot like the people
who might live within a block or two of the store. That means that the people behind the counter at the Fruitvale location
look different than Montclair employees, which is in itself comforting.

The Fruitvale store is on a block with the Farmer Joe’s and La Farine and good new Japanese and Indian restaurants, which
I suppose means that it’s being gentrified, but I suppose I is the gentry now and I'm happy about the changing
neighborhood. Life is full of compromises.

Well, it turns out that Peet’s is trying to open up a store in Sausalito, and many of the residents are opposing it. It is a
“formula retail” shop, and the laws in Sausalito prohibit the establishment of chain stores within the city limits. Now some
voters have nothing against Peet’s per se, but they do have something against Wal-Mart, and they fear the slippery slope.
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Let me share with Marin friends our experience here: Neither Olive Gardens nor Targets have followed Peet’s into our
neighborhoods. The Vine Street location is sutrounded by locally owned establishments of great culinary or textile merit.
Indeed, one might think that the stores that have clustered around the various East Bay Peet’s serve their neighborhoods
better than 37 art galleries and purveyors of fine scrimshaw, but one would not wish to make such a judgment. The need
for seascapes might be greater in some places than in others.

Besides, in my experience, all Peet’s become mini-agoras, gathering places for neighbors who want to shoot a little fat and
chew a little breeze. Sometimes dogs are involved too, so there is sniffing going on, and the comical tangling of leashes,
and the general social chaos that reminds me of a street fair or farmers’ market.

I hope the city fathers and mothers take advantage of the opportunity and allow Peet’s into their picturesque commmunity.
Really, we should stick together, us West Bayvians and East, because out there the coftee is not always good and the
counterpeople are not always pleasant and we live here for a reason. Really, try it. You’ll like 1. No Walmarts.

Plus, if you buy beans and don’t want a cup of free coffee right that minute, you get a free gift card. I have about 17.
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REDLANDS - Inside the “doughnut hole,” Starbucks appears to hoid the (caffeine) high ground.
There are three Starbucks at Citrus Plaza.

The Seattle-based chain has a free-standing store in the shopping center, as well as a store inside the Target and one in the
Barnes & Noble.

“Doughnut hole” is the nickname for the rapidly developing area of a San Bernardino County pocket in northwest Redlands.

With so many Starbucks in the area, it’s easy to remember a joke from the movie “Best in Show,” when a married couple
taik about how they met at Starbucks.

But it wasn’t at the same cafe. He went to one Starbucks. She was at the one across the street.

Nearby, inside Redlands proper, another Starbucks is in business around the intersection of Alabama Street and Orange Tree
Lane.

A short distance away, near Alabama Street and Redlands Boulevard, there’s yet one more Starbucks.

It’s not really new to notice that Starbucks are just about everywhere. Remember the episode of “The Simpsons” that
featured a shopping mail with nothing but rows of Starbucks stores?

In the real world, the chain has so many stores in so many cities that an army of baristas could probably use their outlets
to mount a takeover of the free world, if they were into that sort of thing.

But the company that insists upon calling a small drink “tall” doesn’t yet have total control over the Inland Empire’s coffee
drinkers. The several Starbucks inside and around Citrus Plaza are going to have some competition.

“It’s a coffee war,” joked Kelley Connor, assistant manager at the free-standing Starbucks at Citrus Plaza.

Which coffee chain winds up challenging Starbucks is not yet known. Signs outside the doughnut hole’s Palm Grove
shopping center advertise the place as the future site of a store in The Coffee Bean & Tea Leaf chain.

Like Starbucks, The Coffee Bean & Tea Leaf sells hot coffee, tea and cold blended drinks. The two chains already compete
against each other in downtown Redlands with shops across from each other on Orange Street.

Both chains are decorated to feel like a hip, arty cafe but are sufficiently branded so customers can expect a similar menu
whether they’re in Redlands, Rancho Cucamonga or West Los Angeles. Both also seil CDs.

But they’re not the same. Starbucks has green straws. The Coffee Bean's straws are purple.
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To date, Starbucks has penetrated the Inland Empire caffeine market to a greater extent than the Los Angeles-based The
Coffee Bean & Tea Leaf. Coffee cups from about 110 San Bernardino County cafes are emblazoned with Starbucks’ green

logo.

The Coffee Bean & Tea Leaf has seven stores in the county.
And it’s not even a certainty that their purple straws will see the light of day in the doughnut hole.

Charles House, the developer behind Palm Grove, said Friday there’s a chance that his deal with the Coffee Bean may fall
through. His backup plan is to bring in a difterent Starbucks competitor, Peet’s Coffee & Tea.

”We will definitely have a coffee store there,” House said.

And there’s room for more coftee proliferation inside the doughnut hole, House said. He’s observed that the existing
Starbucks in the area are often busy and since the City of Industry-based Majestic Realty Co. is planning another large
shopping center for the area, there’s a strong chance of more coffee shops coming in.

To House, the doughnut hole’s coffee market is far from being saturated. Heck, Palm Grove could have been the site of
vet another Starbucks, but the developer said he wanted to go with something different from what was available across
Alabama Street.

But the plethora of Starbucks around the doughnut hole isn’t exactly a rare situation. The Victoria Gardens shopping center
in Rancho Cucamonga is home to multiple Starbucks. The place is common enough around Southern California to be like
the McDonald’s or Carl’s Jr. of coffee.

“T live in Monrovia, and I don’t know if you've ever been there, but within a 10-block radius there are four Starbucks and
two Coffee Beans,” said customer Frances Calderon while drinking a beverage and reading The Economist at the Starbucks

inside Citrus Plaza’s Barnes & Noble.

Although the dominance of Starbucks is hard to miss, the chain is not the only place around town to get a coffee fix. Smaller
chains like Grounds for Enjoyment and It’s a Grind do business in the Inland Empire.

Other coffee altematives include Stell Coffee and Tea Co. in Redlands, and Fox Coffee House & Patisserie in Redlands
and Loma Linda. Away from the county’s urban core, there are places like the Lake Gregory Coftee Co. in Crestline and
the Water Canyon Coffee Co. in Yucca Valley.

Albert Carreon, a shift leader at Fox Coffee in Redlands, likes the sense of individuality he sees at indie coffee houses.

“Everybody’s different and our customers seem to enjoy it,” he said. “It’s more like neighborhood bartenders for coffee.”
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A cup of coffee is just a drink. But a frappuccine is an experience.

So believes Bryant Simon, a historian who 1s searching for the meaning of modern life amid the round tables and comfy
sofas of Starbucks coffee shops.

Simon, who teaches at Philadelphia’s Temple University, thinks that by spending time at Starbucks observing the teenage
couples and solitary laptop-users, the hurried office workers and busy baristas he can learn what it means to live and
consume in the age of globalization.

%

“What are we drinking, and what does it say about who we are?” Simon asked during a recent research trip to London.

His research has taken him to 300 Starbucks in six countries for a caffeine-fueled opus titled "Consuming Starbucks” that’s
due for publication in 2008. He is one of several academics studying a type of 21st century cate culture Italian cotfee in
an American package that has spread rapidly around the worid.

Founded in Seattle in 1971, Starbucks Corp. now has 11,000 outlets in 37 countries, including 500 in Tokyo. There is a
Starbucks’s in Beijing’s Forbidden City, and the round green logo adorns the streets of Edinburgh and the boulevards of
Paris.

The company expects to open 1,800 new stores this year and aims eventually to have 30,000 outlets, half of them outside
the United States.

British historian Jonathan Morris said that even in Britain a stalwart bastion of tea drinking where there are now almost
500 Starbucks stores the chain has become entrenched in daily life.

While British coffee consumption lags far behind most other European nations, sales of “premium” coffee drinks like lattes
and cappuccinos are on the rise.

“T"m not sure how much Starbucks is American any more for British customers,” said Morris, a University of Hertfordshire
professor who is leading a research project calied “The Cappuccino Conquests” about the global spread of Italian coftee.

Simon, whose last book, “Boardwalk of Dreams,” was a study of Atlantic City, N.J., estimates he has spent 12 hours a week
in coffee shops for more than a year.

“T try to limit myself to two to three coffees a day,” he said over a "tall” that is, small filter coffee at a Starbucks outlet
in London’s bustling Islington neighborhood.
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Starbucks and other coffee houses, he believes, fill “some kind of deep desire for connection with other people.”

But unlike the coffee houses of 18th century London or the bohemian java dens of 1950s New York, “Starbucks makes sure
vou can be alone when you’re out if you really need to be,” he said. “You get the feeling you’re out in public, but you don’t
need to talk to anyone.”

Simon’s research has made him finely attuned to the many varieties of the Starbucks custonmer, from the twentysomething
female friends at a nearby table to the middle-aged man hunched over his laptop computer.

”This kind of guy is renting space,” said Simon, a boyish 44-year-old who visited 25 Starbucks during four days in the
British capital. “"He bought a cup of coffee in order to have some space. These two women in front of us where else can
women meet in urban settings?

”T was at a Starbucks up the street, and there were kids downstairs making out.”

Starbucks’s chairman, Howard Schultz, told shareholders at their annual meeting Feb. § that the company is focusing on
“the Starbucks effect” that is, putting a bigger emphasis on music sales, movie marketing and other non-coffee products.

Simon believes Starbucks succeeds by “selling comfort” in an anonymous, often dislocating world. He says he has lost
track of the number of times people have told him that when they traveled to a strange country, “the first thing I did when
I got off the plane was go to Starbucks.”

“There’s a deep sense of unpredictability in the modern world, and what Starbucks provides a lot of people is
predictability,” he said.

However, there are regional variations. Starbucks introduced green tea frappuccinos in Taiwan and Singapore in 2001. They
proved so popular, they’re now on the U.S. menu.

Simon notes one big difference between British Starbucks and their American counterparts.

”Starbucks is dirty here,” he said, gesturing to a mess of used lids and stir sticks on a stained tabletop. “Americans have
been taught to do part of the labor, and they clean up after themselves. In the U.S., part of Starbucks’ appeal is its
cleanness.”
On the Net:

Cappuccino Conquests

Starbucks

Carrectinn

In an April 17 story about a college professor’s study of the sociology of Starbucks coffee shops, The Associated Press
reported erroneously that the coffee chain has 500 outlets in Tokyo. The company said it has 209 cafes in Tokyo and 616
in all of Japan.

Correction-Date: May 12, 20006
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After the new Starbucks opened, | walked by the place a couple of times, just to see the crowds. Strategically
located midway between the university and the stock exchange, the world's best-known coffee franchise
immediately attracted a well-heeled clientele. Lines twisted around inside the shop and out the door. Up and down
the street, blue-jeaned students and dark-suited stockbrokers carried their white paper cups with pride, the
famous green label facing outward.

Yes, Starbucks has come to Warsaw at last. The brand might be out of fashion in the States; the company might
be losing money. Its shares might be worth a third of what they were at thei 12006; it might have diluted its
ohce-exciusive image through massive overexpansion. (After drinking the waiwei y orew served bv a sullen harista
in a Starbucks at the Salt Lake City airport recently, | mentally cheered the chain's decision tc

But here in Central Europe. the arrival of Starbucks has been greeted with undilutea entnusiasm -- so
mucn enthusiasm, in fact, that the phenomenon seems to require further explanation.

This is particularly true since Starbucks knock-offs have been available in most Polish cities for the better part of
a decade. Older cafes, the kind where you drink coffee out of china cups, have been available for the better part
of three centuries. Looking at that line of 20-somethings, all waiting patiently for the chance to pay twice as much
for a cup of coffee as they would pay across the street, one had to wonder what was up.

The answer lies partly in the magic of brand names and status symbols but also in the psychology of the
post-communist world. The arrival of McDonald's in Warsaw in the early 1990s signified for many the arrival of
capitalism in Poland. The arrival of Starbucks in Warsaw -- as i a few months ago) and possibly Budapest
(where it's been promised for years) -- signifies the entry of Cenua cuiupe not just into the capitalist world but also
into the world of 21st-century-style prosperity.

It signifies, also, a very real set of economic and psychological changes. After half a century of being told by their
communist governments that the future lay in factory joks and mining (it didn't), upwardly mobile Poles now aspire
to different sorts of jobs: in fashion, courtrooms and computers -- jobs that require hardworking employees to drink
their coffee on the run; jobs that also leave them with enough leisure to hang out at Starbucks, doing deals. Many
already have such jobs. A couple of summers ago, | ran into an American who was doing some scouting for
Starbucks on a Polish beach. He was trawiing Baltic summer resorts, trying to work out whether there were enough
people around willing to pay $3 for a cup of coffee. Obviously, someone has decided that there are.

But even if you haven't quite attained that financial latitude, you can pretend to have done so at Starbucks. If you
are still a student, or if you are just starting out in the stock market or fashion, you might not yet have the money
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to buy designer shoes or a new car. You are therefore more likely o indulge in small luxuries, such as overpriced
coffee. (A Hungarian friend reports that business is booming in Budapest beauty salons, for the same reason.)

By the same token, when you don't have an especially nice place to live -- if you live, for instance, in a dormitory
-- you might well prefer to spend your afternoons in an attractive coffeehouse. And this is where the Starbucks
ethos meshes so well with the cultural history of Cenfral Europe: At the height of their popularity, the coffeehouses
of 19th-century Vienna, Warsaw and Budapest were famously frequented by people who didn't live in particularly
lush apartments and thus preferred to spend their time in rooms decorated like the salens of the upper classes.
Hence the association of coffeehouses with poets, literati, revolutionaries and other assorted riffraff. Hence the
attraction for students tadav. As for the stockbrokers, they are simply back where they beieng: Many of the world's
stock exchange 1 coffeehouses, since merchants and traders were cnce outsiders, toc.

In fact, with the opening of a Warsaw Starbucks, one might even say we have reached the end of a cycle. Born in
Central Europe, where it embodied an ideal of luxury and a certain set of aspirations; landing in Seatile, where it
came to embody a different kind of luxury and a different set of aspirations; now reimported to Central Europe,
aesthetically transformed but essentially fulfilling the same function, the coffeehouse appears to have come full
circle, at last.

Granhir

IMAGE; By Peter Andrews -- Reuters; The new Starbucks coffeehouse in Warsaw last month.
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Sochi, Russia -- NBC seems to have the jitters over its secret Starbucks.

Behind the secure walls of the NBC compound here is a Starbucks counter replete with baristas who serve up hot
caffeinated drinks to the network's employees. Some NBC employees were walking around the Olympic grounds
proudly toting their signature green-and-white Starbucks cups, a perk financed entirely by the network.

But suddenly, no Starbucks cups are allowed outside NBC's offices here. In fact, after The Wall Street Journal
published an article about NBC's very own Starbucks, the 15 bharistas that NBC is paying to staff it have been
doubling as security personnel, handing over steaming Starbucks cups only after ascertaining that recipients
don't intend to leave NBC offices.

The rub is that Starbucks isn't an Olympics sponsor. The sponsor designated to serve branded coffee at the
Games is McDonald's, whose McCafes are selling a variety of speciaity coffee drinks.

After the Journal article was published, NBC coffee enthusiasts showed up at their much-loved private Starbucks
and found a new warning sign. "Please enjoy your Starbucks within NBC space only," the announcement said in
capital letters. "Do not leave NBC space with your Starbucks cup.”

Then, security guards began stopping NBC employees irying to exit the premises carrying cups with the verboten
green-and-white Starbucks mermaid, according to people familiar with the network's new ceffee security
measures.

"The same guards that won't let people in now won't let Starbucks cut,” one person with access to the coffee said,
declining to be identified for fear of retribution.

That new policy also ended a smuggling operation wherein some NBC employees had been serving as Starbucks
mules for friends and acquaintances at the Games. Why not share the java, after all, since the drinks -- served
round the clock -- cost "customers" nothing? And with the nearest Starbucks branch in Russia over 350 miles away
by car, Sochi is a kind of Siberia for Starbucks addicts.

But recently, according to one person with access to the coffee, someone trying io leave the NBC offices with a
Starbucks cup was told by a guard: "No gifts. Ne¢ gifts. Pour it out or go back and drink it."
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The person said that he and his colleagues were told that NBC was working on getting new, unbranded cups to
allow employees to travel more freely with their elite coffee. Sure enough, according a number of people, new
generic cups had shown up by Wednesday: an orange-and-brown variant with arguably less cachet.

Baristas have taken to asking whether "customers” plan to consume their coffee on the NBC premises or outside
the broadcaster's cordoned-off area, one coffee drinker familiar with the matter said. If the employees agree to stay
within the NBC cempound, they can get a coveted Starbucks cup; if they plan to travel to the outer world, they
receive a generic cup, the coffee drinker said.

To serve the roughly 2,500 people NBC sent to Sochi, and to serve guests to the NBC compound, the network flew
in baristas from around Russia, which has Starbucks only in Moscow, St. Petersburg and Rostov-on-Don.

NBC says its private Starbucks isn't stepping on McDonald's toes because the special coffee is a "personal item”
and not on sale to the general public. Even journalists with access to the media center who don't work for NBC can't

access the Starbucks and instead must drink McDonaid's offerings or generic-brand local coffee.

NBC declined to comment on what spurred the recent Starbucks lockdown. A spokeswoman for McDonald's didn't
respond to an emailed request for comment.
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Anyone with an ounce of business savvy might giance at Wendy Collie's resume and figure the new CEQ of New
Seasons Market was hired to rocket the Portland-based grocer into the stratosphere.

But no, she maintains. It's much more Portland than that.

"This was a choice | made to stay here, keep my family here and be involved in a company that has a mission |
believe in," said Collie, who left an executive role with a global education company to take over the 12-store chain.

Before moving to Knowledge Universe, the privately held company that operates Portland-based KinderCare,
Collie worked her way up from district manager to senior executive at Starbucks Coffee Co. There, she
experienced the Seattle-based coffee giant's extraordinary pre-recessionary highs and soul-searching lows as it
re-evaluated its fleet of stores on nearly every urban corner and worked to bring back the magic that made its white
and green cups a morning routine for so many.

She spoke Monday with The Oregontan about the lessons learnad up north and the job she begins Jan. 2. Her
answers have been edited for brevity and clarity.

Q: What attracted you to New Seasons?

A: Honestly, this is the way this came down: My family had made a decision that we wanted to stay in Perttand, and
so | began thinking about how my career might move forward. [t was important to me to be a part of acompany that
is mission- and vaiue-based with great people and great product, but also to be a bigger part of the community.

I'd gone through this exercise over the summer and then this position presented itself to me. | realized my mission
and values matched New Seasons' --I'd been shopping at its Raleigh Hills store since we got here three years ago.

When | really started to pursue it, to talk about it and learn more about it, | started to realize it's a very special place.
When | look at what the company stands for and customers' loyaity to the organization --as much as the
employees’ --| realized it's a reaily unique environment.

Q: Is it daunting to step into a leadership role of a company with such a distinct personality?

A: I'm thrilled. New Seasons has a phenomenal personality. | just spent the day meeting people here at store
support, and I've been asking: How long have you worked here, what do you do, and what do you think is the most
important thing about New Seasons and makes you happiest?

What resonates is the level of pride people feel for the organization. This is a company that creates jobs, supports
lecal and regional food economies, does great work in communities, has unbelievable customer service and
creates this level of loyalty that employees feel very bound to and responsible for. That mirrors my beliefs.

For me it's like a warm blanket.
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Q: You spent 18 years at Starbucks, a company once known for its core values and company culture that stumbled
during the recession. What did you learn about how a company can fose sight of its mission and have to work to
bring it back?

A: | can't comment on Starbucks, but there are three things I've learned. The most important thing a company can
do is really look at how it drives its strategy for sustainable growth through its people. You really have to focus on
your employees, creating a great work environment, a progressive werk environment, a place where peapie feel
they are being educated and trained to be at their best potential. Bar none that's one of the greatest gifts Starbucks
gave me.

As | look at New Seasons Market, people in this company have done great things. They have incredible expertise
and great track records, and they're so deeply rocted in this company. My job is to continue to enable them to do
that.

Second is the customer piece. What's really important for any company is tc always hear the feedback of its
customers. It's being able to step back and make sure decisions for the company are goed for customers and
(their) experience so you can deliver every time. That builds loyalty.

Last is sustainability. New Seasons has been working to create a community that supports the regional food
economy.

Cther than the foad economy angle, all of that was very true in what | learned at Starbucks. You can be successful
if you can stay focused on those three things. It's not about one person, it's about a whole community.

Q: What is the biggest challenge New Seasons faces at this point in its trajectory?

A: The biggest challenge any company has is always knowing and meeting the needs of its customers. If you're not
asking the customers how they're doing, if you're not looking for ways to meet and exceed their expectations, that's
arisk. So that's always geing to be a challenge.

The second thing is New Seasons Market is growing. We've got a couple more stores on the bock and maintaining
the culture, the mission-based approach while we groew and be able to continue to evelve the infrasfructure.

It isn't scale, if's about doing things in a very thoughtful way. That's a huge challenge.

Q: You also have increased gracery competition in the metro area, from the spruced up Fred Meyer a stone's throw
from your newest store planned for Northeast Broadway to the Walmart Neighborhood Markets. How does pricing
fit into the picture?

A: Is it pricing that will make us more competitive? | don't know the answer to that. Part of what New Seasons has
--part of its competitive advantage today --is the experience people have in the stores, the quality of the produce
and the imprevement cf the regionai food economy. Those are points that we need o continue to leverage. Some
of the competition may or may not be able to do that, and the question is can they do it in an as authoritative way
as New Seasons can.

Q: Where do you see New Seasons in five years? Will you be here?
A: Heck yeah. I'm committed to my family to stay here and stay put; you're stuck with me.

My gut is to tell you | would hope New Seasons is doing even more for improving regional food econcmies, more
for our communities and creating jobs. | think New Seasons has a tremendous amount of potential to really add
value in our ecenomy today and to do it within our values. Within five years New Seasons' mission and values and
sustainable way of approaching growth should be exactly the same and better.
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This remote southwestern city near the borders of Laos and Myanmar is named after one of China's most famous
teas, grown on mountain terraces painstakingly carved out of the region's rich red soil.

But in recent years, pu'er tea has surrendered prime real estate for a more lucrative brew: coffee. Chinese farmers
have taken to the new crop, which thrives in high-altitude areas of Yunnan province and commands up to three
times as much money as tea.

"My sole income depends on coffee now," said Ma Jia- ying, a farmer from a dab-sized hamlet in Pu'er calied Tea
Tree Viilage.

Behind the change are major foreign producers, including Seattle's Starbucks Corp. and Switzeriand's Nestle.
Those multinationals are training farmers and buying beans from the region to meet the world's growing thirst for
coffee.

More important, Yunnan has the potential to thrive as a production base in a country that is becoming increasingly
hocked on the caffeine-loaded beverage. Long dismissed by many Chinese as being too bitter, coffee has enjoyed
a surge in popularity among the country's young, urban elite.

Few pairings dencte upward mobility more than an iPhone in one hand and a white-and-green Starbucks cup in
the other. In central Beijing, the company's smallest cappuccino costs about $4.33, making a Chinese Starbucks
habit one of the most expensive in the worid.

"Starbucks in China for the young generation is almost like religion," said Liu Minghui, head of Pu'er-based Ai Ni
Coffee, China's largest coffee production and exporting company. "They want to be seen drinking their coffee. Alot
of these Chinese kids have come back from studying overseas where they've been introduced to this new
lifestyle.”

At 120,000 tons last year, China's coffee consumption was only 6% that of the U.S., the world's top consumer of
hot joe. Meanwhile, about 1 million tons of tea was consumed in China last year.

Still, analysts for Barclays expect Chinese coffee demand to grow nearly 40% each year until about 2015.

More stores and shops are stocking instant coffee. Nestie's Nescafe brand has captured more than two-thirds of
the Chinese market, thanks in part to blends mixed with powdered milk and sugar to make it more appealing to
lecal palates.

Coffeehouses are percolating too; sales are projected to expand 23.5% annually on average to about $1.6 biilion
by 2016, according to Euromonitor, a global research group. Much of that growth is expected to come from
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Starbucks, which plans to more than double its Chinese stores to 1,500 by 2015. That would make China its
second-biggest market, following the U.S.

"This is a long-term commitment,” said Jehn Culver, president of Starbucks Coffee China and Asta Pacific.

Part of that effort will be raising the profile of Yunnan coffee. Starbucks released a special blend in 2009 for
Chinese consumers called South of the Clouds, which includes beans from Baoshan, a city northeast of Pu'er in
Yunnan. A year later, the company partnered with Ai Ni Coffee to grow and test four coffee varietals on a plantation
in Pu'er. Those beans could reach domestic and global markets in a few years.

Yunnan, considered one of the most bio-diverse regions in the world, is responsible for almost all of the roughly
60,000 tons of coffee grown in China. The provincial government has plans to increase coffee production to
200,000 tons by 2020.

But growers will have to invest heavily to guarantee consistent quality, experts said.

"It's still very messy," said Safi Malik, co-founder of Shangrila Farms, a boutique coffee brand that carries beans
from Yunnan. "A lot of farmers don't have training. There's great coffee there, it just needs to be found and worked
On.“

A big test is whether Chinese farmers will remain committed to the crop through price fiuctuations. This year,
growers are heing offered about $1.20 a pound, half of what they earned two years ago.

"The best | can do this year is break even," said Ma Xinwen, 40, who grows five acres of coffee on a hillside in Tea
Tree Village about 4,000 feet above sea level.

Neighbor Ma Jiaying alsc worries about the lower prices, but he's confident they will bounce back.

The 48-year-old father of two has grown coffee beans for nine years, primarily for Nestle. Every Monday and
Tuesday, the company sends Ma and other farmers a text message alerting them of prices. They are free to decide
whether to sell their beans.

When coffee prices surged in 2010, Ma made nearly $15,000 for the year, mere money than he had ever seen in
his life. He used his extra cash to buiid a new home.

"This year, tea may he more profitable than coffee," said Ma, wearing flip-flops and relled-up gray slacks. "But |
don't want to switch back. You can't predict where prices are going to go."

Few have profited more from Yunnan coffee than Liu, the founder of Ai Ni Coffee.

The son of subsistence farmers, Liu grew up 300 miles from Pu'er in a remote mountain village with no electricity
or running water. Two of his siblings died of malnutrition. No one thought to brew the coffee that grew nearby.
Instead, they ate the berries as a sweet snack.

After earning a university degree in agricultural studies in 1986, Liu joined a United Nations program in Yunnan
aimed at developing coffee farming.

The crep had helped Vietnamese farmers earn a living after the Vietnam War. Organizers hoped it would have a
similar effect in Yunnan, which remains the second-poorest province in China.

The experience helped launch Liu's export business, which he briefly headquartered in Bay Shore, N.Y. Now a
millionaire, Liu speaks halting English in a city largely isolated from the outside world, except for a small,
single-runway airport.
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That's where Starbucks CEO Howard Schultz landed in 2010 to negotiate a deal with Liu to produce coffee in Pu'er.
Liu likes to show off a photo of the American executive visiting his processing plant.

"My parents were growing rice, cern and sweet potato te survive," said Liu, a stout, highly energetic man. "They
never would have believed that | weuld one day grow luxury coffee.”

Nicole Liu in The Times' Beijing bureau contributed to this report.
GGranhic

PHOTO: FU XIAFENG harvests coffee berries, a crop that commands up to three times as much money as tea.
Starbucks and Nestle, seeking to meet the world's growing thirst for coffee, are forces behind the change.
PHOTOGRAPHER:David Pierson Los Angeles Times PHOTO: FARMERS RAKE raw coffee beans at a plantation.
Long dismissed as being too biiter, coffee has enjoyed a surge in popularity among China's young, urban elite.
PHOTOGRAPHER:David Pierson Los Angeles Times
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Whenever Christmas comes around, | create a sort of "bucket list" in my head of the foods that | need to enjoy
during the season. You know which foods I'm talking about. The ones that if not enjoyed during December, you're
simply not getting the full holiday cheer experience that should happen at the end of the year. Every person has
that list of foods they can't wait to get their hands on, and here are some of the ones that have most commonly
come up in the week after Thanksgiving.

Starbucks Coffee in the Holiday Cups

It's hardly ironic that my Facebook and Twitter pages blew up a few weeks ago with pictures of Starbucks' red
Christmas cups spoerting the "Let's Merry" slogan. Why did this happen? For one thing, the cups are pretty
awesome. Where else do paper cups have a cult following two months out of the year? Second, people were
confused by the phrase, "Let's Merry" and many people posed a question to their friends and followers. | am also
super confused at why Starbucks left out the verb "be" as if it wasn't necessary, but that's Starbucks for you.
Third, any drink from Starbucks just tastes better in the red cup. | like to think there's some extra Christmas magic
in there somewhere. Starbucks in a plain, ordinary white-and-green cup? Good. Starbucks in a red Christmas
cup with a confusing slogan? Great! So yes, Starbucks, yes | will "merry” this Christmas season ... whatever that
means.

Candy Canes

Ever since | was little, peppermints and candy canes have been one of my all time favorite things about Christmas.
It's also one of the main decoration or food themes you see around this time of year, so it's time fer a little history
lesson (I promise this will be educational fun). According to Spangler Candy (maker of Dum-Dums and Circus
Peanuts), candy canes originated from sugar sticks handed out to kids in church around 1670 in order to keep
them occupied during services. By the mid-1800s, a German-Swedish immigrant in Ohio decorated a spruce free
with ornaments made of paper and candy canes. Around the turn of the century, the candy cane was made into a
sort of reminder for kids of the Christian faith, and thus the red stripes were added, representing the blood shed by
Jesus Christ, whom Christians believe was born on Christmas. Who knew a delicious little piece of candy was
created for something educational? Now you know.

Eggnog

This is one Christmas food | would be okay with not addressing because | think eggnog is nasty (yes, | have tried
it, so don't ask me). But | had a request from a friend to write about it, and it is indeed a huge part of Christmas food
for some of my family members and for millions of other people in the world. Just so we're all on the same page,
the traditional form of eggnog involves milk, egg product, sugar and spices, which are typically nutmeg and vanilia.
Some of the more adventurous peopie like tc add some extra "Christmas spirits," if you will, such as whisky,
brandy, rum and sometimes even moonshine. When | was researching eggnog online, | was shocked to see that
there are "alternative" eggnogs involving soymilk and vegan-friendly options, which make sense. However, while
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| am not a personal supporter of this holiday beverage, | am a food purist, and if you're going to have eggnog at
Christmas, go all out and play like a champ. Take Lactaid or whatever you need, and you drink that full-fat, fully
seasoned, dairy-derived eggnog like it was meant tc be enjoyed. Again, this is not the time tc watch your waistline.
That's why there are New Year's resclutions.

Christmas Cookies

What could be more Christmas than Christmas cockies? From sugar cookies to gingerbread and everything in
between, Christmas is the prime time to capitalize on these sweet treats. From foodtimeline.org, these cookies
originate from medieval times, originaily being mixed with various spices, nuts and dried fruits for special
occasions. Sometimes, like in the case of gingerbread, cookies came from the need to preserve foods. The original
gingerbread contained honey and spices, which acted as antimicrobials to create a longer shelf iife for that food
while making it taste better. Luckily, times have changed, so we can make cookies just to be tasty and pretty on the
table during holiday parties and meals. Christmas is not the time to be watching your waistline. Christmas comes
once a year, and | want those delicious butter-laden cookies topped with tons and tons of icing that | long for all
year. Benus points if the icing makes the cookies look extra pretty or crafty.
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Starbucks Corporation's anneuncement that it is shuttering 11 stores in the five boroughs by mid-2009 may have
left java junkies in something of a caffeine coma. But the question on brokers' lips now is, what exactly will happen
to all that prime retail square footage whenthe coffee giant takes its Frappuccino makers and white-and-green
coffee cups and moves out?

While New York's closures represent only a tiny fraction of the 600 stores the overstretched Seattle company is
putting on the block (there will still be more than 220 stores left in the city), the departure of some outposts could
make room for new coffee competitors and other retailers looking to get a toehold in the Manhattan market.

Six of the scon-to-be-closed Starbucks are in Midtown, where, according to a recent report from REBNY, average
retail rents are $145 per square foot. But that varies by submarket: Those average rents can soar as high as
$1,958 on a stretch of Fifth Avenue from 48th to 59thstreets.

The closures slated for Manhattan are at: 340 Madison Avenue, 400 Madison Avenue, 1600 Broadway, 1675
Broadway, 565 Fifth Avenue, and on the third floor of Macy's in Herald Square -- each within a few blocks of another
Starbucks franchise. The Macy's Starbucks, for exampile, is one of two in the flagship store. The company is also
closing one branch on Staten Island, one in Brookiyn and three in Queens.

Some industry experts see the scaleback as a sign of the siowing market, but most said the retail hole wouid be
filled quickly. For more on what the Starbucks void will mean for rents and competition, we turn to our panel:

Andrew Mandell partner, RIPCO Real Estate

What does the departure of Starbucks mean for the retail spots thecompany is vacating? Are they going to be hard
or easy to fill?

| think that Midtown in general is still fairly leased up and remains strong, and | think that smaller stores seem to
be easier to rentthese days than larger cnes. There are just more tenants in that size category. My sense of this
is that they'll probably be leased up quickly.

Will the fact that Starbucks will no longer be as aggressive aboutlooking for sites here have any impact on retail
rents?

[Having] a company such as Starbucks sort of sidelined for the moment just decreased the numbers of tenants that
are out there. Starbucks is a great amenity for office buildings; office tenants tend to like them as well as landlords,
especially in Class A properties. Landlords are very conscious that their retail tenants are desirable -- inthat
respect, it may take a little longer to lease these spaces.
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Will Starbucks as a symbol of gentrification and rising property values become a thing of the pasi?

| think you're going to see a drop-off in that. I'm aware that thecompany has said that it will grow into newly
develcped areas, but Ithink what you're going to find is that those areas that pose the most risk are going to be the
ones that they tend to shy away from, andareas that have been on their radar, which they may not have been able
to penetrate, will be the more likely candidates ... if in fact they are still growing.

Richard Skulnik broker, RIPCO Real Estate
Will the fact that the company wiil no longer be looking for new locations open up more retail spots for its
competitors? If so, what kinds of retailers will benefit most from the fact that they will probably no longer have to

compete with Starbucks?

If they're not going to expand, there will be opportunities for other retailers, but | don't think it's going to cause panic
and drive down the rent.

Bill Melville seniocr managing director, Lansco Corp.
What kinds of retailers do you expect to benefit from Starbucks's scaleback?

A number of the [ccffee] nationals ... may be locking at this and saying 'This is our chance.' You've got Peet's
Coffee, Tea Leaf & Coffee Bean. Then you've gct local people like Oren's and Pret a Manger.

Will Starbucks as a symbol of gentrification and rising property values become a thing of the past?

A Starbucks franchise has always delivered the message that 'yes, this is a valid neighborhood," and | think that will
continue. When an area is [not doing as well], Starbucks ... has to question whether they should be there.

Neil Dolgin executive vice president, Kalmon Dolgin Affiliates

What do you take away from the combination of closures in Midtown,on Staten Island, in Queens and in Bay
Ridge?

They're downsizing. Closing 12 stores in the metro area is not going to affect anybody. The stores aren't that big
that it's going to hurt the local ecenomy.

Will the fact that Starbucks will no longer be looking for more sites have any impact on retail rents? Did they help
drive up retail rents in the city?

No, not at all. They don't contro!l the retail operations here.

Classification

Language: ENGLISH
Publication-Type: Magazine
Journal Code: 2LBS ASAP
Acc-No: 193139068

Subject: FRANCHISING (73%); REAL ESTATE VALUATIONS (62%); Trade; Coffeehouses Facility closures;
Retail trade Forecasts and trends



Page 3 of 3
Coffee talk: What's next for Starbucks.

Company: STARBUCKS CORP (93%); Starbucks Corp. Facility closures

Ticker: SBUX (NASDAQ) (93%); SBUX

Industry: COFFEE & TEA STORES (90%); RETAIL PROPERTY (89%); RENTAL PROPERTY (89%); REAL
ESTATE (89%); COMMERCIAL RENTAL PROPERTY (89%); COFFEE (77%); RETAILERS (73%); OFFICE
PROPERTY (72%); REAL ESTATE VALUATIONS (62%); REAL Real estate indusiry; SIC: 5812 Eating places
Product: 5200000 (Retail Trade)

Geographic: NEW YORK, NY, USA (94%); NEW YORK, USA (58%); United States

EVENT: Facility closures
EVENT: Forecasts and trends

Load-Date: March 7, 2009






The Walil Street Journal
February 24, 2015 Tuesday

Copyright 2015 Factiva ®, from Dew Jones
All Rights Reserved

The Charlotte Cbserver

Faund on Charlott :am

Copyright © 2015, Dow Jones & Company, Inc.

THE WALL STREET JOURNAL.

Section: Pg. A15
Length: 819 words
Byline: By Jared Diamond

Rodyv

PORT ST. LUCIE, Fla. -- This city on Florida's Treasure Coast, the Mets' spring-training home since 1988, isn't
exactly a booming metropolis.

A big night out here consists of dinner at the local hibachi restaurant, ice cream at Friendly's and a few rounds of
bowling at Superplay USA, the huge entertainment center that serves as the area's premier attraction. It has 48
lanes, nine holes of miniature golf. laser tag, arcade games, batting cages and an enormous sign out front that
illuminates the night sky like the ones in Times Square.

But for about six weeks a year, Port St. Lucie is overrun by professional baseball players -- and hordes of fans
hoping te catch a glimpse of them.

Naturally. the best place for face time with the Mets is Tradition Field, the team's training complex. Workouts are
usuaily open to the public, and fans can get close enough to watch batting practice and bullpen sessions from a
few feet away. The players are relaxed this time of year, and more available and willing to sign autographs and take
pictures than they are during the regular season.

But even the most die-hard fan will eventually have fo leave the complex and venture out into the suburban sprawl.
And that's the beauty of Port St. Lucie: No matter where you go, you're bound fo run into Mets players.

To make it easier for out-of-towners, here's a guide to hot times in this city:

1. Tradition Square: A planned community located a few miles down Interstate 95 from the ballpark, Tradition has
emerged as sort of a town center. Throughout the spring, the main square in Tradition hosts a food-truck festival
on the first and third Fridays of the month. On these nights, fans are almost guaranteed to see players roaming
around, often playing with their kids in the grassy central area.

2. Fishing: Besides golf and bowiling, fishing has become a popular pastime for Mets during their time in Port St.
Lucie. The most ardent anglers cast a line anyplace they can find a body of water, but a pond hidden behind
Tradition Field has become a favorite.

3. Big Apple Pizza: It's not quite a iocal hangout, but it is semething of a tourist attraction for Mets fans. In 2004,
outfielders Karim Garcia and Shane Spencer were involved in an altercation with a delivery man outside the
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restaurant, the result, allegediy, of the delivery man telling one of the Mets not to urinate in the parking lot. Garcia
and Spencer were both fined for their role in the incident. More than a decade later, the pizzeria is still going strong,
so grab a pie from a place that will always hold a bizarre place in Mets history.

4. superplay USA: There is no better place to find Mets players than at Superplay. For the past several years, the
team has held weekly spring-training bowling nights, typically on Sundays. Over time, these outings have turned
into unofficial fan-fests, and the staff at Superplay ropes off a designated area behind the Mets' lanes for
spectators. Afterward, the party moves over to Duffy's, a popular hangout for fans and players alike.

5. Starbucks: Port St. Lucie has one standalone Starbucks (there's a second one inside the local Target) and it
happens to be right down the road from the stadium. As a result, it's not uncommen {o see the familiar white and
green cups in the Mets' clubhouse in the morning before a day's workout.

Fans won't necessarily see the players getiing their coffee, though: This location offers a drive-through option.

6. Chipotle: When a branch of the popular burrito chain opened here in 2009, there were lines out the door. Nearly
six years later, that hasn't changed -- and its proximity o the stadium makes it a good choice for some postgame
guacamole.

"We like to say that we're one of the staples of Port St. Lucie,” said John Alberto, who runs the restaurant.

7. Berry Fresh Cafe: Spring-training days start early, but that's no excuse for skipping the most important meal of
the day. Berry Fresh Cafe, a popular breakfast spot near the ballpark, is what former Mets relief pitcher LaTroy
Hawkins called "one of the best breakfast spots I've been te anywhere.”

8. Vine & Barley: Five minutes from Tradition Field, Vine & Barley offers a hipper, more sophisticated experience
than Duffy's. This wine bar and craft-beer lounge would fit just fine in Manhattan, with its selection of 75 wines and
50 micro-brewed beers, menu and upscaie atmosphere.

9. PGA Village: You're in Florida. You have to play golf. It's practically a state law. And the PGA Village, located
about 3 miles from Tradition Field, has you covered. It has four championship courses, as well as a six-hole short
course designed for families and novices. It also offers the PGA Center for Golf Learning and Performance, a
training center for golfers of all skill levels.

(See related article: "Sports: A Pro's Guide to Interacting With Mets in the Wild" -- WSJ Feb. 24, 2015)
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Which raises a question: Why tinker? Our colleague Janet Adamy, who covers Starbucks and has
chronicled the company’s repositicning efforts in great detail, tells us CEO Howard Schultz expects the
retro cup to draw attention. I think the logo’s going to be somewhat disruptive,” Mr. Schultz said. “We
want people to talk about it.”

In that sense, it’s working. (And articles like this, of course, only boost the attention-getting effect.) Jim
Romenesko, who tracks the retailer at his Starbucks Gossip site, sees the move as indicative of just how
much the company wants to erase some of its difficulties in the past few years and a sign of “doing
everything possible to return to ‘the good old days.””

At Buzzwatch, where we're typically delighted when the company’s signature red holiday cups arrive, we
won't mourn the passing of the temporary retro logo. Give us the familiar green version. It's a classic.

What do you think?

Is the new Starbucks cup with its brown, retro logo better or worse than the traditional green-
loao version?
Jetter

Norse

Jo difference
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The most popular spot for NBC employees at the Olympics is the free Starbucks in the International Broadcast
Center.
It's open all the time and staffers are frequently stating their gratitude.

But Paul Waugh at PoliticsHome asked a great question:

How did NBC get past the stringent branding laws at the Olympics?

Olympic branding enforcers have been notoriously strict this year.

BBC Radio presenter Jonathan Agnew's umbrella was confiscated because it wasn't designed by a sponsor. And
the signature Pimms liqgueur were banned at Wimbleton.

Starbucks isn't an official sponsor of the games, yet hundreds of journalists are walking around Olympic events
(and cameras) with the green and white cups.

Other beverages available for free for NBC employees include Coca-Cola products, an inside source tells us, but
the soda giant is an official spansor of the games. McDonald's, with its McCafe, is an official sponsar of the games
as well.

We've contacted the Olympics and NBC for an answer for how they pulled off this awesome feat for NBC
employees.

DON'T MISS: Olympics Called A 'Complete And Utter Disaster' For London Businesses >

Please follow Business Insider on Twitter and Facebook.

See Also: The US Wemen's Soccer Team Just Did Some Truly Terrible Cartwheels After Scoring A GoalBob
Diamond Probably Won't Be Showing His Face At The Olympics This Year Track & Field Has Started And We've
Already Got Very Large Men Throwing Hammers Into Nets
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Four decades. Hard to believe. There is no way they couid have known that it would take off the way it did. None
of us could have known, or else | assume we all would have purchased stock. Heaven knows | have done my share
to help fill the company's coffers.

All you need to do is look in the backseat of my car and see the half-dozen ubiquitous white and green cardboard
coffee cups to realize | have thrown at least 10 bucks to Starbucks in recent days.

Starbucks turns 40 years oid this month. Yep, the first store opened in Seattie way back in 1971. The expansion
that put a Starbucks on what seems like every corner of the world didn't begin until the '80s, but it is hard to
remember what the pre-Starbucks era was even like.

The white cup, with its green lettering and brown thermal sleeve, became the accessory of a generation. Heck,
the name Starbucks even became a synonym for coffee. Instead of asking if someone wants to grab a cup of
coffee, nine times out of 10 the question is, "Want to grab a Starbucks?"

More than a few of my friends are Starbucks haters. You know the type. They hate everything that is mass
produced, mass merchandised and loved by the masses. They would much rather frequent a mom-and-pop coffee
bar where they can bask in their uniqueness and discuss the reusable grocery sacks made entirely of hemp they
are saving the pianet with. Hey, more power to them. If the lines at Starbucks are any indication, | really don't think
their impact is being felt.

| like Starbucks for the same reasons | like McDonald's: consistent product and convenience. You never have to
hook a U-turn if you drive past a Starbucks or McDenald's because you know there will be another one at the next
intersection. Or the intersection after that. Or the one after that. You get the idea.

Like the place or not, there is no denying the impact Starbucks has macde on life as we know it. Espresso used to
be something you would only order at the end of a fancy ltalian meal or if you were traveling abroad. Back then,
most of us pronounced it "expresso.” What'd we know?

There was a time when, if someone fold me they were a barista, | would have thought they worked in the criminal
justice system.

There was a time, pre-Starbucks, when coffee only came in ¢ne size. You simply ordered a cup. it came in a
ceramic mug, and the waitress would refili it until your teeth were floating. Now, size is just one of the decisions.
It can't be small, medium or large either. Starbucks-speak gives you the choice of sher, tall, grande and venti. |
always go large, but | have to admit | feel sort of stupid saying venti out loud. Even a regular cup of coffee is called
a drip. That is what | get every time. A venti drip. Very low maintenance for the barista. It sort of gives them a break
between the people ordering a tall, half-caf cappuccino with low-fat soy milk heavy foam served in a larger cup.
Heck, I'd just order a large coffee, but | am pretty sure they wouldn't know what | mean.

Mirhaal  OYRaurka  ie  hinhly  caffeinated on Thursdays and Saturdays in S.A. Life. E-mail:
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Now that Williamsburg residents are used to having a Starbucks around—"I{ is more convenient to my commute
than Gimme," they may have caught themselves saying recentily, cluiching a green-and-white cup—the
mega-chain is bringing a second, boozier outpost to the neighborhood.
Yes, last month's rumors[1] that the Starbucks slated to open on Bedford Avenue and North 7th Street would
serve beer and wine are true, The Brocklyn Paper reports[2]. If the license is approved, this Starbucks will be one
of only 30 locations that are allowed to pour Chardonnay alongside pumpkin spice lattes.
"We are proud to be a part of Williamsburg and are committed to bringing the right coffee, food, and store
experience to each neighborhood we serve," a spokesperson said of the honor Starbucks has bestowed upon

Bedford Avenue. "Just as every customer is unique, so are our stores.” Another store experience Starbucks plans

to offer in this outpost: limited-run "reserve" coffee.
- Qtarhiirke Manfirme Plane far Ranza at Kaw 'Riira Minitnnetl TEatar KNV
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TAMPA - Doors opened Thursday morning cn a new Innovaticn and Collaboration Building at the University of
Tampa, giving the school's blossoming entrepreneurship program and its startup incubator a brick-and-mortar
location.

Startup incubators are one place where it is socially acceptable for an educated adult to sit in a beanbag chair and
doodie on a whiteboard. Incubators like UT's also are seen as a key to retaining talented young graduates and
bolstering the local economy by providing fertile ground for entrepreneurs and the new ventures they launch.

We want to keep the creative minds in Tampa Bay, said university spokesman Eric Cardenas.

The university boasts an annual economic impact of $850 million in the Tampa Bay area - a figure it aims to
increase by finding ways to keep graduates in the region to start businesses of their own. It has set its sights on
becoming the premiere entrepreneurial training center in the United States.

We want fo be internationally known as the place to go, said Rebecca White, director of the entrepreneurship
center, which began life in 2004. We bring all these bright minds from all over, the United States and all over the
world. Tampa benefits from having them here.

The new John P. Lowth Entrepreneurship Center occupies the penthouse floor of the new Innovation and
Collaboration Building, a $40 million, eight-story, brick-faced building at the corner of West Kennedy Boulevard
and North Boulevard.

The building alsc houses facilities for a new cybersecurity major, classrooms, faculty and administration offices
and a Starbucks Reserve, the latest uliramodern roastery from the Seattle coffee company.

The penthouse center will be the permanent home to UT's once-nomadic entrepreneurs. It features dedicated
areas for play and inspiration, as well as offices for entrepreneurs-in-residence and venture capitalists.

Gifts from individuals and funds from the private university paid for construction.
Planning took three years, construction a year and a half. The Beck Group of Atlanta was the primary contractor.
The center is named for John P. Lowth, a 1982 UT graduate and president of a life insurance firm.

Tony Francisco, president and CEO of the Tampa-based software firm Var Dynamics, took time to tour the new
center Thursday and described it as jaw-dropping.
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Innovation central [JUMP]Center aims to keep talented UT graduates in Tampa, grow new businesses; Center
aims to keep talented UT graduates in Tampa, grow hew

Backing by a center with a world-class reputation can validate the work of an entrepreneur, Francisco said, and
after seeing the place, he said, how can that be called anything less than world class?

Bringing together students, faculty and professionals was the idea of the entrepreneurship program's directors.
A business venture may look like a solo effort, White said. But really it is a team effort. It takes a village.

Students from UT's Sykes School of Business, white-and-green Starbucks cups in hand, have been in and out
of the new center's high, grey stone haliways since fall semester classes began Monday, but Thursday was the first
day the public could see the top floor.

It's amazing, said Leah Kedzuf, a senicr and entrepreneurship major. I'm glad at least | get to use one year of it.
Kedzuf said she intends to stay in Tampa after graduation.

The center will feature space for four teams of student enirepreneurs and up to nine businesses. UT said it will be
hosting a number of local business ventures, with names like Classsuite, Avatar DSS, Cuteraction, Sauce Digital,
Tembo, Midnight Waxers and DJ Dayve and Associates. The companies will enjoy amenities including a resource
center and a multimedia presentation area for pitching and practice.

UT's entrepreneurship program has seen success with Tembo, a startup providing early childhood education for
children living in developing naticns. The company is run by UT students and alumni and is among five finalists for

the Huit prize, a million-dollar grant by the Clinten Global Initiative.

Ancther success story, Matthew Rutkovitz, is a 2013 graduate in entrepreneurship and has been selected to base
his new company, Surge Curve Learning, out of the incubator.

It will be easier for students to start a business, and the center itself is a promotion tocl, Rutkovitiz said. This is
something people want tc be a part of.

Proof of the center's effectiveness will be measured by enroliment in the entrepreneurship program.

A goal of the center is to increase the amount of majers and minors in entrepreneurship, Cardenas said. Not just
business majors, but marine bio majors and English majors with a miner in entrepreneurship.

Further proof will come as a companies launch from the center and begin {o expand and hire.

White said the center will study the current conditions in the Tampa Bay economy and the affect it may feel from
the incubator.

Jake Van Loon is a Tribune intern and student at the University of Tampa.
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Unlike the decoraied trees you see in a Neiman Marcus window or on the cover of Martha Stewart Living, our
Christmas tree doesn't boast uniform colored balls or hand-blown glass baubles. Our tree is a potpourri of hanging
objects. Nonetheless, it is a thing of beauty. If's a menagerie of memories. There are miniature frames containing
photos of our three daughters’ first Christmas. A small, ornate metal frame brackets a picture of Wendy's and my
first Christmas as a married couple. There are handcrafted objects that our giris made in preschool.

Cur tree is also decorated by symbols recalling activities that punctuated our kids' growing years. A plastic
ballerina. A soccer bail. A musical instrument. There are ornaments from Mt. Rushmore, Cape Canaveral and
Disneyland that call to mind famiiy vacations.

My oldest daughter’s post-college job as a Starbucks barista is documented by a tiny, white to-go coffee cup
(complete with the familiar green logo). Our tree boasts significant national events we faced as a family. A pig
ornament recalls the swine flu epidemic. Another homemade symbol recalls September 11.

The objects on the Christmas tree are like icons on a computer screen. Clicking on them with a glance opens up
a season of life long since past. | hear voices and laughter. | smell the distinct fragrance of plastic Barbie dolls. |
picture the promise associated with a new job. | visualize the pain of losing one unexpectedly.

Cn this the twelfth day of Christmas, | am reminded of how the Lord provided for us when income diminished as
college tuition increased. | think back to how He shepherded us through the valley of death’s shadows when we
had to put our much-loved Shih-tzu to sleep or when my dad passed away.

But of all the ornaments on our family tree, one unlikely object is my faverite. It is a non-symmetrical hunk of cold
metal that is wedged between the boughs. It's a reminder that the most important things in life are not purchased,
taxed or wrapped and placed beneath a Christimas tree.

In 1991 while | was serving a congregation in the San Francisco Bay area, a wildfire swept through the Oakiand
hills. The inferno killed 25 individuals, destroyed over 3,000 houses and 2,000 cars and left some 5,000 people
homeless. A couple of days after the fire had finally been extinguished, | drove my young family through the
charred neighborhoods. Fireplace chimneys still standing indicated where muiti-million dollar homes had once
stood. It resembled a cemetery of brick grave markers.

Parking the car by the curb, | got out and walked along the sidewalk. Spotting a silvery object reflecting the sunlight,
| stooped and picked up the cold hunk of metal. It most likely had been the metal grill of an expensive car that had
become molten and then dried in its present shape when it cooled. The eerie looking object called to mind what
really matters in life. Things don't iast. Homes can burn down. Expensive cars can, too. What it tcok years to save
for in order te finally purchase can be destroyed in a few minutes. What matters most are the memories no one can
steal and the people with whom we make them.
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Lessons from the family tree

This year as you pack up your Christmas free ornaments, take time to reflect on what each one represents.
Embrace the emotions they call to mind. Thank the Lord for His faithfuiness during the hard times. Ask Him to help
you maintain a perspective of what really is important as you face the coming year.
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SEATTLE | "Grey's Anatomy" star Patrick Dempsey may be the real "McSteamy.”

The actor, who was dubbed "McDreamy" as a star of the hospital drama while his co-star was called "McSieamy,”
may soon be serving hot, steaming cups of Joe.

Dempsey won a bankruptcy auction to buy Tully's Coffee, a small coffee chain based in Seattle. Among those he
beat out is Tully's much bigger Seattle neighbor, Starbucks Corp., which is known for its ubiquitous white cups
with a circular green mermaid logo.

Dempsey, whose company Global Baristas LLC plans to keep the Tully's name, declared victory on the social
media site Twitter: "We met the green monster, locked her in the eye, and...SHE BLINKED! We got it! Thank you
Seattie!

The win for Dempsey deals a rare setback for Starbucks on its home turf. Starbucks has long been both praised
for bringing "coffeehouse culture” to the U.S. and criticized for crushing smaller chains. The coffee giant, which had
planned to convert the Tully's cafes to its own brand, last month anncunced plans to expand its global footprint to
20,000 cafes over the next two years, up from the current 18,000.

Dempsey said in an interview on Friday that as the underdog in Seattle, Tully's will need to find its identity.
"It's a much smaller chain that has a lot of potential that hasn't been given the proper care,” he said.

But in a statement shortly after the auction on Thursday, Starbucks insinuated that Dempsey shouldn'i celebrate
just yet.

Starbucks, which wanted to convert the Tully's cafes fo its ewn brand, said that a final determination on the winning
bid won't be made until a court hearing on Jan. 11. Starbucks said it's in a "backup"” position" to buy 25 of the 47
Tully's cafes, with another undisclosed bidder making an offer for the remainder.

The combined bids of Starbucks and the undisclosed bidder come to $10.6 million, above the $9.2 million
Dempsey's company is offering to pay through his company, which was formed in order to purchase Tully's. The
other investors in Global Baristas aren't being disclosed.

Tuliy's Coffee, which is known for serving Joe with a milder taste than Starbucks brand, filed for Chapter 11
bankruptcy protection in October, citing lease obligations and underperforming stores. Tully's wholesale business,
which includes Tully's Coffee in bags and single serve K-cup packs that are sold in supermarkets and other stores,
is owned separately by Green Mountain Coffee Roasters Inc.

TC Global Inc., the parent company of Tully's, said in a release Friday that it was "encouraged and excited" about
Dempsey's commitment to the chain.
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'McDreamy' says he beat Starbucks for coffee chain

Tully's President and CEQC Scott Pearson called the deal a "great match" and that the goal is to make sure creditors
get paid and to keep as many people employed as possible.

A bankruptcy court document signed late Friday by Pearson and Dempsey said TC Global had determined that
Global Baristas submitted the successful bid.

"With this court filing, it's official - our group has been chosen as the successful bidder," Dempsey said in a
statement. "We look forward to the court's final approval on Jan. 11."

Earlier in the day, Dempsey said he planned to be very involved in the running of the company, adding that the
immediate challenges were to address bookkeeping issues, staff morale and sprucing up the coffee shops. Once
the business is stabilized, Dempsey said the long-term goal woulid be to take the chain national.

"We can pull this off. We just have to take steps that are siow and smart," he said. "I'm going to get behind the
counter. I'm going to serve coffee...I'm going to give the company a boost of energy."

Although Dempsey lives in Los Angeles, he plans to spend mere time in Seattle, the city where "Grey's Anatomy”
is set in. Dempsey said he believed there is room in the city for Tully's and the much larger Starbucks; he noted
there might be people who are rooting for the underdog.

"In a society where there are so many kig corporations that swallow the little guy, we thought, let's not let this
happen to this company," he said.

Dempsey made an appearance Friday morning at a Tully's near Pike Place Market, shaking hands with workers
and greeting customers before visiting other stores. Several dozen people, mostly women, came into the store.

Patrease Estelle, 45, works nearby, and came in with a small group from her office.

"I will take whatever | can get. A phaote, a hug, a 'hey, how you doing,’' a wink," said Estelie, who got a picture and
handshake with the actor.

Blankinship reported from Seattle and Choi from New York.
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Monarch butterfiies spread their wings. Stars dance on a midnight sky. Fall flowers reach for the last rays of
sunshine.

These three distinct images cn Starbucks reusable cups were designed by baristas who won the first White Cup
Contest for partners (employees). The new cups are available now, while supplies last, in participating U.S. and
Canada Starbucks stores.

Meet the designers and find out how purchasing one of the cups helps Starbucks partners support each other:
Ben Cowley

Drawing, space and science fiction are three things Ben Cowley has been interested in from an early age. Growing
up in England, he spent hours drawing space ships, the solar system and galaxies with his brother.

'I'm super interested in everything NASA does and often spend time locking through images from the Hubbie
Space Telescope,' said Cowley, who has a degree in photography. 'lI've always loved the night sky as well.'

Cowley has also always loved coffee, which he admits defies the cliche of 'an Englishman who needs his tea.' He
met his wife, who's from Texas, while studying in England. They moved to the U.S. years ago and he 'jumped at
the chance' to work for Starbucks in Austin.

"It combines my love of talking with people and being a part of the coffee experience. | couldn't be happier to be with
Starbucks.'

For his design, Cowley covered an iconic Starbucks cup with a dark sky, allowing a comet, tree, plant and moon
to appear in white. He hopes anyone who purchases his design will think about the environment when they use the
reusable cup.

'We are obligated to take care of the resources we have around us, and | think we have a responsibility to keep the
beauty of our planet intact,' Cowley said. 'Maybe the cup will inspire scmeane to just take a look upwards the next
time it's a beautiful, clear night. That would be nice.'

Brynn James

Scandinavian immigrants brought their Nordic traditions with them when they arrived in Poulsbo, Washington in
the late 1800s. Those included a style of art that Brynn James learned as a child and incorporated into her design.
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Rosemaling is a decorative form of folk painting that began in eastern Norway around the 1700s. Peopie who
rosemailed for their livelihoods back then were generally poor. They traveled from county to county to paint for the
wealthy, and much of their work was done in churches.

'The art is a big part of my life and heritage,’ said James, who recently left the company to spend more time with
her family. 'The style is reflective of Nordic folkiore and fairytales, and more than anything it's whimsical. There are
a lot of dark, gloomy days back there, so the art is a reminder that it's not going to be winter forever.'

Cn the cup James designed, spring flowers and delicate sprigs of greenery surround the Starbucks logo.

James is excited to see her cup design in her Starbucks store and she plans to put a few away for her daughter -
in a treasure box for the time being because the 10-month-cld wouid just chew on them now. And one day, James
will tell her little girl about how she 'stepped out of her comfort zone' to create a design that won a nationwide
contest.

'My husband was very encouraging, and my takeaway from this experience is to make sure that I'm as supportive
of my daughter and the things that she wants to try when she gets oider.'

Brandon Fragua

Holding a white Starbucks cup with its green Siren logo in the center, Brandon Fragua didn't have much doubt
about what he'd draw.

'‘Butterfly' was the Native American name given to his grandmother on her wedding day when she married
Brandon's grandfather, a member of the Jemez Pueblo Tribe. A symboal of transformation, his grandfather had a
butterfly fattoc and Fragua has a similar one on his forearm. Inspired by its meaning, Fragua drew monarch
butterflies around the cup, fluttering from the bottom to the top.

The recognizable orange and black wing pattern of the monarch is 'both simpie and complex,' said Fragua. 'It's
beautiful. I'm inspired by nature.’

After the Starbucks dress code changed allowing visible tattcos, Fragua began receiving cempliments on his
butterfly tattoo. He expects his customers will be thrilied to see the pattern on reusable cups when they become
available. Fragua's said his family is excited for him and they realize Grandfather Paul, who passed away a few
years ago, would be proud.

'He was a big part of my life,' said Fragua. 'l grew up close to my grandparents and felt lucky to have them be such
a strong influence on my childhood. He wouid be proud of me today no matter what, but | know that he'd be more
than happy with me that | designed a cup that was so personal for our family.'

Caring Unites Partners

The partner-designed images on Starbucks reusable cups are available for purchase in participating Starbucks
stores beginning today. Stores in the U.S. will feature one design out of the three, depending on the region. In
Canada, Cowley's night sky reusable cup is availabie in participating stores.

For each partner-designed reusable cup purchased, $ 0.50 will be donated to the Starbucks Caring Unites
Partners (CUP) Fund - a financial assistance program started by partners in 1998 to help each other in times of
need. The fund acts as a safety net for partners by providing monetary help following family emergencies, natural
disasters or unexpected expenses.

To date, the CUP Fund has provided about $ 16 million in grants to more than 15,000 partners.
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Lisa Price, Rene Suruda, Dixie McCullough and Joan Moffat created the fund, not knowing it would impact
thousands of partners.

'We started small. We initially started that as a test in the Pacific Northwest region, but it quickly grew,' said Lisa
Price, Starbucks vice-president, Partner Resources. 'The CUP Fund is about demonstrating respect, dignity,
empathy, care and compassion for each of us as human beings.'

Sign up for Starbucks news alerts here, and follow @StarbucksNews on Twitter

[Editorial queries for this story should be sent t
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We are a naticn obsessed with pumpkins. The fall fruit once reserved feor pies - or as something upon which to
carve out a face - has found its way into nearly anything that could be sipped or savored, adding a dash of autumn
to muffins, M&Ms, Eggo waffles and, of course, coffee.

Soon, Starbucks will ne doubt begin its annual campaign to grant early access to its Pumpkin Spice Latte {which
actually deesn't contain pumpkin} to its most loyal membkers. Some of the premotion for the beverage is done
through the company's Twitter account, whose followers are treated to the distinctive white and green cup making
sand castles or musing about its spirit animal.

It might seem silly until you see the responses to this inanimate cup, which usually fall into two camps: the
desperate and clingy, begging for Pumpkin Spice Latte tc come back; or the more realistic, content simply to tell
Pumpkin Spice Latte how much they miss him/her/it.

While no single beer can muster that kind of seasonal sex appeal, the pumpkin beer category is getting close. And
every year, botties of pumpkin beers land on shelves earlier and earlier. In the beer world, we call this seasonal
creep.

At first, NoDa Brewing resisted putting its Gordgeous pumpkin ale out io market in the summer, even when other
craft brewers had done so as early as July. Before Chad Henderson became head brewer at NoDa Brewing, he
homebrewed an early iteration of the beer by mashing the grains in a 74-pound pumpkin before spicing the beer
with brown sugar, ginger, cardamom, c¢loves and allspice.

He would later brew it on a much larger scaie. in 2012, NoDa Brewing released a production-sized batch of the
beer in early October. And while that might seem the perfect time to drink a pumpkin beer, it wasn't the best fime
o release one.

"We unfortunately didn't sell as much as we could have," said Suzie Ford, the brewery's co-owner and president.
"By the time fall rolled around, everyone had their pumpkin beer taps filled and no one wanted to change them in
the middle of the season. You have to capture the pumpkin taps as soon as you can.”

And sc they've moved up the release of Gordgeous in the years since. in a tongue-in-cheek last year, Henderson
- sunning himself with baking pans in sunglasses and a black tank top - urged people to "come on down and try this
delicious fall beer, before fall gets here."
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The brewery is in on the joke, well aware this might seem silly to some. But for every person whao scoffs at drinking
Gordgeous in the summer, there's another coming into the taproom from the summer heat to ask about the beer.
And if people are asking about the beer, that means bars and restaurants are also asking about it. NoDa Brewing's
choice is to either wait and lose sales, or get the product out as soon as there is a demand for it.

"it's absolutely crazy," said Suzie Ford. "And it seems like the hype and the excitement is building more and more,
not just for Gerdgeous but for pumpkin beers in general.”

To better meet demand this year, NoDa Brewing has aiready brewed 120 barrels of Gordgeous. It will be released
in the taproom Monday, and then in area bars beginning the next day. Fans of the pumpkin ale wili be happy to
know it will be canned for the first time this year in 16-ounce four-packs, which should be out around Labor Day.

That's a couple weeks before the official start of autumn, but I'm willing to bet plenty of people will indeed buy this
delicious fall beer before fall gets here.

Event of the Week: 10-Year Pop the Cap CelebrationWHEN: 11 a.m.-10 p.m. Saturday. WHERE: Brawley's
Beverage, 4620 Park Read. Ten years ago, a grassroots movement called Pop the Cap successfully campaigned
to raise North Carolina's ABV cap from 6 percent to 15 percent. House Bill 392 passed on Aug. 13, 2005, and on
the following Monday, Michael Brawley at Brawley's Beverage sold the first high-gravity beer in the state. The shop
is celebrating Pop the Cap's 10-year passage Saturday by tapping special beers and selling a selection of vintage
bottles. At 2 p.m., it will tie-dye T-shirts (bring or buy one); at 3 p.m., Papi Queso will roll up and serve grilled
cheese; at4 p.m. is a "low stress"” bocce tournament; at S p.m., there wili be face painting for the kids; and at 7 p.m.,
John Godwin will DJ out on the patio.
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SEASIDE - Mikaela Norval has been on the job for two months and has plans for Seaside.

Norval is the city's new director of tourism and has already started taking steps toward enhancing tourism by
applying for a $10,000 matching grant from Travel Cregon. If the grant is awarded - Norval will hear next week
whether Seaside was chosen - the funds will be applied to a tourism sustainability plan.

"It's foundation work, a road map for the department," said Norval. "It will help us move forward not just as a
department but as a community.”

That foundation work will include a "strengths, weaknesses, opportunities and threats" {SWQT) study and a
creation of a list of pricrities for the department and city. These two foundation-building steps will allow the city of
Seaside to find a way to make tourism appealing year-round and provide for the ability to "brand" the community
in some way. Branding is a process often seen in the advertising industry - Volvo is the "safe” car, Starbucks is the
white to-go cup with the green emblem - and somewhere down the road, Seaside will be able to develop a brand
for itself after the foundation has been built.

"I don't want this department built on quicksand," said Norval. She went on to say that until the SWOT study has
been completed it is difficult to know to whom or what is being marketed by Seaside.

Norval has her eye on the competition as well and thinks it is important for Seaside to get "its fair share" of the
tourism the ceast generates. For that reason, she chose to return to a print advertisement campaign that stretches
from Alaska to New Mexico and goes to Utah. The advertisements are also spread over areas that other coastal
cities target when promoting tourism.

"I'm very aware of our competition and | want to make sure we can differentiate ourselves from other communities,"
said Norval. "Print ads have been very successful in the past.”

Those ads will also help Norval bring in more tourism beyond the summer months and into what she calls the
"shoulder" and winter months.

Also at the top of Norval's to-do list is her desire to build relationships with the owners and managers of the hotels
and other lodging facilities in Seaside. She'd like that relationship-building process to begin with site tcurs of every
facility in Seaside.

"The only way to recommend a place is to have visited it," said Norval. "We get asked foer recommendations all the
time at the visitor's center.”

Norval says that, for now, she is still in the process of getting better acquainted with the city and its merchants and
that she hopes to have a much better knowlecdge of the city after her first year in Seaside.
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"Il be in less of that 'get to know you' stage." said Norval. "Professionally, on a personal level, | will know more
peaple and more about the community in 12 months."
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Tod Wilson, an entrepreneur with a knack for motivational speaking, spoke to Kinnelon High School (KHS)
students about his struggles and successes building his namesake business, Mr. Tod's Pie Factory, and his time
spent as a contestant on ABC's "Shark Tank."

KHS business teacher Anna Ellington heard Wilson drew rave reviews after a speaking engagement at another
New Jersey high school and invited him te speak to her entrepreneurship class. Wilson visited KHS on Oct. 20.

"The first time | spoke with Tod in July, | knew he would be the perfect guest speaker for my business and
entrepreneurship students. He was so positive, professional and upbeat - exactly what | tell my students to be once
they get in the business world,” said Ellington.

The program opened up at KHS with a viewing of the debut of "Shark Tank." Wilson was a contestant on this first
episode, which aired on ABC on Aug. 9, 2009. "Shark Tank" features contestants who are aspiring entrepreneurs.
They make a business presentation to a panel of potential investors, aka: sharks. Wilson asked for $460,000 in
exchange for a 10-percent stake in his business and seemingly struck a deal with Barbara Corcoran and Damond
John, who wanted a 50-percent stake in his business.

Wilson told the panelists when he started out and was so eager to get his company off the ground, he made some
bad business decisions. Wilson said he had three bank ioans, so loans were no longer an option. Wiison said he
did almost $1 million in sales at his retail and whoiesale bakeries in Somerset and Englewood and was having
difficuity keeping up with the demand and needed an infusion of funds to take his business to the next level.

"I got my MBA in the streets. | started off too big, too soon. | ended up sleeping in my car," said Wilson.

After the viewing of the show was over, Wilson addressed the students and said it was still difficult for him to watch
the clip after all these years. Uitimately, he did not end up taking money from the investors because he did not want
to give up the 50-percent stake, but the experience opened up doors for him and he ended up being a guest on
several shows inciuding Rachel Ray.

Wilson said Mr. Tod's Pie Factory is still a work in progress. As an entrepreneur, he said he is always looking for
his next fix. Still faced with challenges - he recently lost the lease on his Somerset location - Wilson is poised to
open bakeries in Harlem and Brocoklyn. He expects to have a half-dozen shops open in the near future.

Wilson's advice to the students was for them to do their homework and know how much capitai they would need
before cpening a business. Plan on having enough money to go 12 months without making money and be
conservative in your estimates, he told the students.

Wilson suggested nottrying to re-invent the wheel, but make it spin better. Wilson said packaging and branding are
also important. Like McDonald's, he has opted to have a mascot similar to the "Hamburglar.”
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Mascots help bring in children and children will bring their parents, he said. Wilson also said Howard Schultz of
Starbucks was able to convince people in the United States and elsewhere that they wanted the coffee he sold
in white cups with green logos - that his coffee was special.

Though he admits his personal favorite is the chocolate pecan pie that he makes, Wilson said his signature pie is
a sweet potato pie and he would like Mr. Tod's sweet potato pie to be the first nationally branded sweet potato pie.

He is hoping to strike a deal with a top fast food chain to carry his pies. Though money is important, Wilson said
he would not sacrifice quality to hit a homerun.

"Make sure whatever you do. you have a passion for it. That's what gets you through the potholes. | can't wait to
get to my shop each day. When someone tells me they never had a pie that tasted like that, it's a great feeling. As
they say, if you are passionate about what you de, you will never work a day in your life," said Wilson.

Wilson said he feels it is important to give back. Besides public speaking, Wilson has a "Pies for Good Grades"
program. Wilson was born in Yonkers and grew up in Virginia, but in the summers he worked at his godfather's
bakery in Paterson.

Wilson played football through college at the University of Richmond and said some of the greatest lessons he
learned were ¢n the playing field. Besides sports instilling a competitive drive, it also taught him how to deal with
adversity.

"My high scheol football coach molded me into the man | am today. | can hear him say, 'Never give up. Getup and
don't feel sorry for yourself.' | was nervous when things went wrong and | was sleeping in my car on the turnpike,
but | couid hear my ccach saying, 'Get up," said Wilson. "If sleeping in your car is the worst thing to happen, then
you'll be all right. People sometimes think it won't get better, but it will."
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Sally Boyedoe strode right fo glass-encased pastries at a San Jose Starbucks, her eyes devouring the red velvet
cupcakes, petite vaniila bean scones and glistening iced lemon pound cakes.

Mustering willpower, she asked the barista for the reduced-fat coffee cake.
"If there's nothing that's low-calorie, | don't order anything,” Boyedoe said.

When confronted with the calorie counts of sweet and savory treats, Starbucks patrons often changed their
ordering habits, reducing their food calories by 14 percent, according to a Stanford University study released this
month.

The results suggest that California's push to put nutrition facts on every restaurant chain's menu next year will
sway customers toward healthier food choices.

For the study, Stanford ecenomics professors scrutinized every Starbucks transaction in New York City for one
year. That city mandated calorie counts on the menu in 2008. Researchers found some patrons ditched the sugary
side dishes, while others opted for the low-cal versions.

"When you post calories, people are less iikely to purchase the scene with the coffee,” said Alan Sorensen, a
co-author on the Stanford study.

Starbucks card-carrying members continued to make lower-calorie choices outside the city where nutrition facts
weren't posted, suggesting that the new habits don't disappear when the nutrition facts are gone.

Giving up vanilla lattes, however, wasn't up for debate. To their surprise, the researchers found no change in the
calories consumed from the iconic white and green cups. Beverage buyers consistently overestimated the
calories in their drink by 90 calories, so the real nutrition facts may have come as a pleasant surprise, according
to the study. In contrast, customers lowbailed the calories in a blueberry muffin by 70 calories.

More states are foliowing New York's calorie-divuiging lead.
Next January, chains with 20 or more restaurants in California will have to post calories directly on their menus.

A provision in both versicns of the House and Senate health care bills would expand menu labeling to all states.
Calories for alcoholic drinks would also have to be posted, as would calories for items on drive-through menus,
according to Dr. Harold Goldstein of the California Center for Pubiic Health Advocacy.

But it's unclear whether the behavior of the health-conscious, mocha-sipping crowd at Starbucks can forecast a
calorie reduction in other restaurants. Few studies have tried to answer the guestion, and the ones that have are
limited by tiny data sets.
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ANew York University team couldn't find evidence of calorie-cutting after they collected receipts from McDonald's,
Burger King, Wendy's, and Kentucky Fried Chicken customers in low-income areas of New York, but they only had
1,000 receipts to go on. The Stanford study tracked 100 million Starbucks transactions; however, the researchers
warn their results can't be generalized to fast food.

Menu labeling will likely increase awareness of health issues, researchers said.

"It's going to provide an incentive to teach what calories are in school,” said Goldstein.

Contact Marissa Cevallos at 408-920-5064.
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STARBUCKS COFFE had aline out the door during the Black Friday shopping at Westfield Valley Fair in San Jose,
Calif. on Friday, Nevember 27, 2009 {(Josie Lepe/Mercury News)

* FILE ™ J.J. Geise reads a paper as he treats himself to coffee and a baked good at a Starbucks coffee shop in
Seattle in this Jan. 25, 2008 file photo. Starbucks Corp. is teaming up with AT&T Inc. and will start offering a mix
of free and paid wireless Internet service in many of its U.S. coffee shops, beginning this spring. (AP Photo/Elaine
Thompson, file)

Customers drink coffee and check messages inside a Starbucks Coffee store in downtown Indianapolis,
Wednesday, Jan. 20, 2010. Starbucks releases quarterly earnings after the market close, today. (AP Photo/Michael
Conroy)

Photo of Starbuck’s Coffee, located on Stevens Creek Boulevard in Santa Clara and photographed on January 13,
2008. This story is about McDonald's plans to introduce high-end coffee drinks in 2008. (Joanne Ho-Young
Lee/Mercury News)

= ADVANCE WEEKEND AFPRIL 21-22 ** Bobbie Ishikawa, left, makes espresse drinks at the original Starbucks,

store kept as is was in the beginning complete with items with the original logo, in the Pike Place Market in Seattie
on Thursday, April 12, 2007. Employee at right is unidentified. (AP Photos/Kevin P. Casey)
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TAYLOR CLARK is a freelance journalist living in Portland, Oregon. Starbucked is his first book.

While many of the tactics outlined in "Starbucked” make TAYLOR CLARK uneasy, he can't help admiring the
company's psychelogical savvy. "I'm not usually interested in business stories,” says Clark. "But | view this more
as a story about the human brain." After all, Clark realized, coffee is something pecple can get anywhere- at home,
at their coffice, and often for free. Yet by appeaiing to cur desires, Starbucks charged 10 times more than its
competitors and still became the most frequented retail chain ever.
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Coffee may be addictive, but Starbucks owes its stratospheric rise to more than the magic bean. How the company
turned itself into America's living room.

WHEN two researchers from the University of Massachusetis at Boston did a comprehensive chemicai analysis
of Boston Harbor in 1998, they found something that surprised them: The waters of the harbor contain a significant
amount of caffeine. The concentration wasn't high encugh to give the fish a buzz, but the findings were puzzling
nonetheless. Caffeine forms only in a few land-dwellingplants, so how did it get into Boston Harbor? The polite
answer: Human waste. People now drink so much coffee that it's started seeping into the environment around us.
In fact, caffeine shows up in hundreds of the nation’s rivers, lakes, and bays-as well as in treated drinking water.
Edward Furiong, a U.S. Geological Survey researcher, has a nickname for this phenomenon: "the Starbucks
effect.”

That's a iot to pin on one company-but then, this is a company that influences automotive traffic patierns, affects
the welfare of 25 million coffee fanners, and sways the cultural customs of entire nations. The chain has inserted
itself into the American urban landscape more quickly and craftily than any retail company in history-and has
forever changed the way Western companies market themselves fo consumers.

It's tough te say which boggles the mind more: the scope of the Starbucks empire, or the speed with which it arose.
Frem a base of just 100 stores 15 years ago, Starbucks has grown into a 13,000-strong ccoffeehcuse armada. It
operates cafés in all 50 states and in 37 countries; you can find it in airports, libraries, casinos, hospitals, and even
churches. No chain has ever become so ubiquitous so quickly. Sure, Starbucks is no McDonald's-which serves 50
million customers a day at its 30,000 restaurants-but give it time. The company now opens moere than 2,000
coffeehcuses per year, an average of six new stores a day. The Starbucks brand now stands as one of the most
powerful in existence, ranked by the consulting firm Interbrand as the fourth-meost effective brand in the world,
behind Apple, Google, and lkea.

ButStarbucks' worldwide explosion wasn't fueled by coffee; itwas the way they sold it. Starbucks closely tracked
consumers' desires, their hidden needs, even their favorite colors and music. This awareness of customer
psychology has netted Starbucks 40 million ioyal custemers per week. The average customer visits the chain 18
times a month-a higher rate than any other retailer in the world.
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The secret behind Starbucks' magnetic pull lies in the extraordinary amcunt of control it exercises over its image.
At Starbucks, nothing is accidental. Everything the customer interacts with, from the obsessively monitored store
environment down to the white paper cups, is the product of deliberation and psychological research. The
coffeehcuse as we know it is a calculated creaticn, tweaked and refined in large part by Howard Schultz-
Starbucks' charismatic, Brooklyn-born chairman-and his army of designers. In an age when homogenous ad
campaigns cover every surface thatcanbe bought, Starbucks chose a novel marketing approach: It became an ad
for itself. Stores became billboards, cups and bags mobile brand beacons. No longer would consumers just grab
coffee; they would come for the "Starbucks Experience."

AMERICA'S PUB

INASENSE, STARBUCKS NEVER SHOULD HAVE WORKED. TWENTY years ago, people just weren't drinking
coffee. But Starbucks offered an antidote to an cverworked culiure: somewhere to just hang out. It eased the
problem of social disconnection while offering an item that made people feel coddled and tranquil; it became
America's version of the British pub. Where else but a coffeehouse could you pay a few dollars for a drink, then
fritter away four hours splayed across a couch, reading a book? And how many other businesses would let
lenesome telecommuters-whose ranks guadrupled in the '90s-use them as makeshift offices?

Starbucks filled America's need for a public gathering spot-what sociology professor Ray Oldenburgcailed a "third
place," with home and work being places one and two. This became Starbucks' community rallying cry: It wasn't
a coffee company, but a place for bringing people together through the social glue of coffee.

KNOW YOUR AUDIENCE

CREATING THE PERFECT COMMUNITY HAVEN IS NG EASY TASK, however. It's not just a matter of inventing
some New Age iconography, jammingstores with overstaffed couches, tripling prices, and watchingthe cash flow
in. As of the mid-'90s, Starbucks' stores hardly encouraged lingering. Efficiency, not coziness, had been the design
goal. Store walls cften blared the loud colors of the ltalian flag, and customers had to perch on an "eight-minute
stool"-so-called because, with no place to put your feet, your butt fell asleep after eight minutes.

So in 1896, Starbucks executives set out to find out exactly what people wanted in a coffeehouse, luring two
seasoned consumer experts from Nike to investigate the customer's associations with coffee and cafés. They
interviewed hundreds of coffee drinkers, asking participants to close their eyes, go into a "dream state,” and
describe what they wouid see, taste, hear, touch, and smell in the greatest coffee experience imaginable.

To the dismay of the company's coffee-focused hardiiners, the interviewees talked very little about the coffee itself,
but quite abit about feelings and atmosphere. Customers didn't really care about coffee minutiae like flavor profiles
and acidity; instead, they craved a sense of relaxation, warmth, and luxury. They wanted a coffee experience, an
idealized version of the much-loved "coffeebreak,"and they were willing to pay for it. The coffee wasn't the point-the
feel of the place was.

For the Starbucks brass, this was shocking news. Company executives already knew that few customers wished
to sit down in the stores {(only two or three out of every 10) and even fewer said a word to anyone but the barista-so
it was puzzling that people would crave a cozy social atmosphere above all else. But the message was clear:
Starbucks needed to concentrate on its customers' feelings.

BUILDING THE BRAND

IN SCHULTZ'S EYES, PERHAPS THE MOST ESSENTIAL PART OF THAT experience was the customer's
impression of the Starbucks brand. He'd always been obsessed with the company image, signing off on everything
down to fonts used in company literature.

Schultz considers himself the guarthan of Starbucks' image, and he's careful about the ideas he asscciates with
the company and its core product. You'll never see Starbucks drinks discounted. Schultz wants you to view his
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product as the epitome of opulence; would ycu ever see a "buy one, get one free" deal at a Jaguar dealership? On
national issues, the company stakes out its positions with brand enhancement in mind. Its print ads usually "thank"
customers for helping Starbucks provide humanitarian services like tsunami relief, thereby aligning itself with the
righteous cause in the consumers' minds-makingthem feel that buying a Starbucks laite is a form of global
altruism.

The famed white-and-green cups in particular were devised te maximize brand exposure; Starbucks intended
them to be handheld ads. "We agree now that the Starbucks cup is probably the most effective piece of media that
Starbucks has," says Terry Heckler, who shaped the lock of both the cups and the logo. "Forty miliion people a
week-that's a lot of billboards." Indeed, in the iate '80s, as the Schultz-run Starbucks was taking its first toddling
steps, the cups provided one of the first signs that the espresso bar idea was catching on. When Starbucks
managers spotted people totingaround their distinctive cups, they'd sometimes observe that the logo faced
conspicuously outward, broadcasting the customers' refined tastes to all passersby.

Butthe company's signature marketing innovation was the creation of an entire proprietary language for its
products. The terms "tall," "grande," and "venti" are now entrenched in the national vocabulary, yet they were
coined off-the-cuff in a single planning meeting in Starbucks' early days. Want a double espresso? Order a doppic.
And did you say you wanted a medium latte with arange syrup? You obviously meant to ask for a grande Valencia
latte.

Not everyone is thrilled to have to use ridiculous made-up terms-when your smallest listed size is called "tall,"
people will inevitably feel manipulated (though you can still get a "short" if you ask for it). But Starbucks-speak
works. For which of the following options would you pay more, a "grande caffé misto” or a "medium coffee with
milk"? The former reeks of European sophistication, while the latter sounds dully American. Starbucks bet correctly
that once customers learned the lingo, they weuld feel out of place at other coffeehouses; if your native coffee
language is Starbucks-ese, Feet's or Tully's seems foreign. Customers don't just tolerate the Starbucks
vernacular-some actually go out of their way to get the phrasing of an "iced venti cinnamon nonfat mocha" order
exactly right. The company accommodates them by publishing a 22-page booklet called "Make It Your Drink,"
which explains the syntax and helps custemers "build confidence in beverage ordering." It even includes work
sheets.

FINISHING TOUCHES

DRINKS AREN'T THE ONLY thing that Starbucks tailored to each customer's desires. The company designs its
stores with the consumer's subconscious in mind, and the seft and fuzzy specter of the "Starbucks Experience”
hangs over every aesthetic judgment. Warmth, luxury, and emaction are the focus, with an emphasis on subdued
and gentle colors. Whimsical flourishes like waves and swirls of steam abound, while sharp edges are verboten.
Counters curve around merchandise displays to reach a circular handoff platform. Natural materials like warm
woods and stone are favored over plastics and glaring metallics. Tables are small and round to preserve the
self-esteem of customers drinking alone, since a circular table has no "empty" seats.

You have tc chuckle at the amount of thought that goes into even the smallest decision at Starbucks today, like the
new summer Frappuccino fiavors it announces each spring. As you read this, minions in the company's research
and development kitchens are trying to figure out what the hot colors in the fashion werld will be a year from now.
The flavor they eventually pick will correspond to the color they expect to be trenthest; after all, people want to look
good carrying the product. For example, Starbucks unveiled vanilla and coconut "Créme Frappuccinos" in 2002 to
capitalize on the expected popularity of the color white.

Cf late, with the company tryingto vault itself above 40,000 stores worldwide, Starbucks has strayed from its
experienceoriented design. Half of new stores will be drive-throughs-which bring in $3C0,000 a year more than
their automotive-inaccessible counterparts, but without providing any kind of "third place" experience. Schuitz has
publicly stated nothing but certainty about this direction, but he admiited in an internal memo leaked in February
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that his company has been guilty of "watering down...the Starbucks experience," and lamented that Starbucks'
new store designs seem "sterile” and "cookie cutter." The antidote for these ailments, Schultz says in the memc,
is a return to "the true Starbucks experience," focused as it was on the consumer's desires.

With every passing week, Starbucks looks more like a permanent fixture in the global iandscape. To some, this

ubiquity is the height of convenience. To others, it's a sign of the apocalypse. For the latter, there is some
consolation. If this is truly the end of the universe, at least there's comfortable seating.

SIDEBAR
[AS YOU LIKE IT]

The tall soy nonfat decaf sugar-free vanilla latte is one of more than 50,000 possible drinks.

SIDEBAR

Starbucks discovered that customers don't care about flavor profiles and acidity; they crave a warm, relaxed,
luxuricus "coffee experience”

[CLOSE ENCOUNTERS OF THE THIRD KIND]
Starbucks aims to provide a "third place” to relax when not at home or at work.
SIDEBAR

Tables are small and round to preserve the self-esteem of customers drinking alone, since a circular tabie has no
"empty" seats.

[SMALL STORE, BIG BUCKS]

Contrary to popular belief, Starbucks actually boosts sales to nearby mom-and-pop coffee shops.
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"Jurassic World" is a ginormous hit.

The movie set a new record for highest-grossing box-office opening weekend of all time, as the story of Steven
Spielberg's original movie comes full circle in Jurassic World, a fully operational luxury resort off the coast of Costa
Rica. There, 20,000 guests explore the wonder of Earth's most magnificent living prehisteric marvels--of every
shape and size--and interact up close with them every day.

In the center of this fictional luxury resort, there's a Starbucks.

Requests to have Starbucks preducts included in films and television are so pientiful, the company has one partner
(employee) with the enviable job of helping the Starbucks Entertainment team determining "if, when, where and
how" Starbucks will be included. Picking Projects that Make Partners Proud

Beth Jayne, a 13-year partner, has been part of Starbucks Entertainment team for a decade. She's the associate
brand manager who cocrdinates in-store filmings, product placements and marketing partnerships. Her work has
led to actors holding Starbucks iconic white cups and scenes shot with the familiar Siren logo and green
apron-wearing partners in the background.

"I have a strong love for Starbucks. My first priority is to make sure a production is right for the brand," Jayne said.
That involves reading every script that lands on her desk, looking for "uplifting themes" and film or TV projects that
Starbucks partners would be proud to be associated with.

Jayne negotiates contracts, works with Starbucks teams to gather the products requested, and is on site when
filming in a store is required.

"I want to make sure partners are treated well and the production company is deing everything they promised,” she
said. "Partners are excited o see behind-the-scenes action before a movie comes out and they're proud when
their store has been chosen as a movie or TV location.”

Early last year, she got a look at the film script for Jurassic World.
"I thought it would be a blockbuster and knew instantly it made sense to integrate our brand in the way they

suggested.” she said. "Our team and executives decided to pursue it. A year-and-a-half later, it turned out as we
expected. It's great.” Meet Me at the "Jurassic World" Starbucks
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Starbucks Built a Store in "Jurassic World" - How Did that Happen?

Long before Jurassic World operations manager Claire Dearing runs from dinosaurs, she's seen in the park's
control center with a Starbucks cup in hand. In other scenes, visitors throughout the park's food and shopping area
can also be seen with Starbucks white cups.

Where did they get those beverages?

From the Starbucks that's in the film's dinosaur theme park, of course, near other popular global stores.

"They built the Starbucks store from the ground up on a setin New Orieans," Jayne said. To ensure its authenticity,
the studio sent a truck to Starbucks headquarters in Seattle to be filled with furniture, lighting, signage, pastry

cases, cups and "anything else needed” to make it ook iike a genuine Starbucks store.

That store, in the center of the Jurassic Woerid set, is evident during a heart-pounding scene toward the end of the
movie. No spoilers here....

And Jayne can't contain her excitement for the work she's able to do on behalf of Starbucks brand.

"This is a dream job," she said. "There will always be fascinating movies coming out, now I'm working on
relationships with projects that support Starbucks commitment to veterans, Oppertunity Youth and education.”

Watch for Starbucks appearing in more major motion pictures in the months and years ahead, including Warner
Bros. Pictures' "The Intern," starring Academy Award winners Robert De Nirc and Anne Hathaway. The film,

directed by Oscar-nominated and award-winning filmmaker Nancy Meyers, hits U.S. theaters on September 25th.
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Bangor Township
Starbucks, Panda Express adding locations in Bay County
Attention Bay County residents: Starbucks is coming.

The Seattle, Washington-based coffee giant, best known for its green and white cups featuring a mermaid logg,
is opening a new location near the intersection of State and East Wilder roads in Bangor Township, according to
a Starbucks spokesperson.

The new ccffee shep is to be located at the former Lone Star Steakhouse site, 4107 E. Wilder Road, along with a
new Panda Express. The site is in front of the Bay City Mall.

In May, crews from Oak Park-based Seerco Inc. tore down the former steakhouse, which closed in 2010.

"Starbucks is always looking for great locations to better meet the needs of our customers, and we are happy to
confirm that we will be opening a new location in Bay City," a statement from the spokesperson read.

The store is expected to open in late September. It will employ 15 people.

Starbucks currently has no Bay County locations. The nearest stores are located on Eastman Avenue in Midland
and in Saginaw County on the campus of Saginaw Valley State University, on Tittabawassee Road in Saginaw
Township and in Birch Run.

-- Heather Jordan

@bc-news @bc-river @mm-business bangor-township bay-city-business dining-great-lakes-bay starbucks
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At the start of a wintry semester, students were greeted with a hot new change in the Student Union's food vendor
lineup. On Jan. 20., Starbucks opened for business in the former location of Seattle's Best and within its first week
has shown noticable success, according to Executive Director of Campus Auxiliary Services Steve Deutsch.

In addition to the popularity of the Starbucks brand and the success of its locations on other SUNY campuses, this
semester's coffee shop swap was also due in part to complications that CAS faced with Seattle's Best.

Deutsch said that since the location in the SU was a fully-licensed Seattle's Best store, they wouldn't aliow CAS to
make medifications to the service line in order to move customers along quicker in the mornings.

"Because we had a contract with Seattie's Best, the only way they would allow us out of it would be to go to their
sister company, Starbucks," Deutsch said. "Seattle's Best allowed us out of the contract, and it's sort of like the
perfect storm. We knew Starbucks was going to be successful and we would have more flexibility."

Since the new addition isn't a fully licensed Starbucks location, CAS can decide which products they will and will
not have available for purchase.

"We don't carry a lot of the cther items you would find at a regular Starbucks, which actually gives us a lot more
flexibility to set up the store the way that we want it," Deutsch said.

Despite it not being fuliy licensed, the Starbucks in the SU offers all of the typical staple products of the company
including coffee, teas, blended frappuccine beverages, smoothies and hot chocolate.

Psychology graduate student Jeysa Williams said her caramel macchiato tasted better than ever.

"I'm surprised that it tastes just like a regular Starbucks," she said. "l am so happy about the switch - it's great
here."

The campus first got a glimpse of the green and white Starbucks coffee cups last fall when a small Starbucks
kiosk was opened in the lobby of Sojourner Truth Library. According to Deutsch, this didn't replace the Jazzman's
coffee stand that once occupied the space - it was already closed down during rencvations of the library and the
decision was made to try a different brand instead.

"In the interim we decided to try Starbucks there, and that had been phenomenally successful," Deutsch said.
"That little kiosk [in the library] was doing the same amount of business as the Seattle's Best [in the Student Union]
was."

Deutch said along with other students, he is happy about the change.
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someone behind the counter who routinely puts a smile on my face.

His name is Clint.

| have gotten to know Clint through our daily interactions at the register because, like many Americans, | begin my
day with a fresh cup cf coffee. As a senior at the University of Michigan, | wake up every morning and go tc "my"
Starbucks -- yes, my Starbucks (we all have "our” places). Since | met Clint last year, he has singiehandedly made
each and every day of mine better than it was before | had walked through the Starbucks doors.

If | had been one of those custemers who tunes out, plugs in and isolates him or herself, | would not have had the
goad fortune of meeting Clint. | wouid not have known he is 22-years-old old, is an aspiring history teacher who
leves mac n' cheese and orchids, and is currently finishing his Bachelors in Education {(while working at Starbucks
in his spare time). Nor would | have known that he recently took a trip to California to marry his fiancé, Will, this past
December, because same-sex marriage is not legal where they currently reside -- the great state of Michigan.

If you are someone who encounters a barista on a regular basis, ask yourself this: How do you interact with others
when you enter the coffee shop?

Do you de anything and everything in your power to avoid conversation from the time that you order to the moment
that you receive your drink? Do you maintain eye contact with your smartphone, keep your headphones plugged
in and only check behind the counter not for the person on the other side, but for your drink?

If you answered yes te any of these questions, | am confident you have failed to recognize the charm and character
of the person standing behind the counter. Thanks to Clint, | have seen how the power of a smile, friendliness and
awareness can go a long way.

Clint KNows | love the Starbucks RKed Lups, so on a brutally cold December day, when | stopped at Starbucks
befere a final exam, he ncticed there were no Red Cups left when | placed my order. To compensate for the
shortage, Clint took it upon himself to write a message on the side of my traditional green and white Starbucks
cup that said: "Good luck, Sydney!!!" (He even underlined it).

1 NIS SMail act 0T KINANESS gave Ime me connaence | neeaea o enter my test feeling not only motivated, but also
special. That cup, which would have been disposed of on any other day, is currently sitting on my desk as a
reminder of his theughtful gesture. Something that may seem frivial to some meant a lot to me, and his words, all
three of them, lifted my spirits during finals.

If you are a frequent retail-coffee shopper, be sure to note the charm of the person serving you behind the counter.
No matter how eariy in the morning it is, or whatever mood you are in, there is a person out there looking to make
your day better. For me, that person is Clinton Toledo-Milhollin.
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The taste-offsHow Seattle and Denver match up with regional favorites

Forget for a moment about whether the team with the best offense or defense will take home the Super Bowl title
this year, we- big fans of food - are interested in another competition: The Super Bowl of regional cuisine, pitting
Seattle's best eats against Denver's must-have culinary delights. The face-off includes its share of strange entries,
a little bit of history, and a glimpse into the two cities' futures.

Denver's most infamous speciaity dish has nothing to do with oysters, but in fact is a dish made up of calf, bull or
bison testicles, stripped of its outer membrane, dredged in cornmeal and deep-fried. Not to be outdone, Seattle
has a lesser-known gross-out delicacy with no euphemistic name: cow placenta. Cn an episode of "Bizarre Foods
America," host Andrew Zimmern visits a farm outside Seatfle where he samples cow placenta, which he says
tastes like "poultry liver."

Winner: Rocky Mountain oysters; everything tastes better deep-fried.

When you think of Seattle, the first image that's likely to come to mind is a green-and-white Starbucks cup and
Nirvana's Kurt Cobain shredding it to "Nevermind.” While grunge has given way to indie rock and synth pop, the
smell of roasting java still permeates this city. Seattle boasts some 131 coffee sheps. Boston, a similar size city,
has a mere 60, according to the Seattle-blog Pacificnorthwestcoastbias.com. In the Denver area, the smeli of hops
brewing is likely to catch your nose. The nation's largest brewery, Coors in Golden, Colo., anchors a region that's
become known as the Napa Valley of beer, with nearly a hundred brew pubs and craft breweries. Some
award-winning Colcrado craft labels: Oskar Blues Brewery, Avery Brewery and Great Divide Brewing Co.

Winner: Colorado craft beer; after all, we'll be watching the Big Game.

Whether smoked cn a cedar plank or served in a salmon cake or chowder, Seaitle's Pacific salmon is
waorld-renowned. Tourists flock to the port city in late summer and fall to watch the annual saimon run and then to
Pike Place Market to glimpse brawny fishermen toss the pink-fleshed fish. It's hard for the landlocked city of
Denver, sitting at the foot of the Rocky Mountains, to compete on the seafood front, but its freshwater mountain
trout, often smoked, is the closest contender.

Winner: Smoked Pacific salmon.

Because of East Asia's influence on the Pacific Coast, teriyaki has become the ubiquitous, cheap ethnic food of
Seattle (the city has as many as 85 teriyaki restaurants). At its most basic, teriyaki is a sweet soy-based sauce
slathered over burgers, chicken and chopped beef, then grilled so it caramelizes. Denver's ethnic food obsession
is green chili, a fiery thick sauce with roasted green chilies and pork, jalapefios, tomatoes and onions served over
burritos, nachos, eggs and french fries.
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Winner: Green chili; it's cold outside, and we need some heat.

More cammonly known as a Western omelet - ham, cheddar cheese. belil pepper, onion- the Denver omelet began
as the hearty breakfast of choice (served on a roll) for cowboys on the cattle run. The lesser-knewn Hangtown fry,
invented by raitway workers in California, is Seattle's signature omelet, with bacon and fresh-shucked oysters.

Winner: Hangtown fry; bacon and oysters sound like a winning combo.

Seattle's signature hot dog is served with what we in the Northeast like to smear on bagels. Yes, a strip of cream
cheese! Sometimes they add caramelized onions. The Mile-High City does not lay claim to an eriginal hot dog
topping, but it does get rather creative with what goes into its wieners. Popular Denver restaurant and food stand
Biker Jim's Gourmet Dogs features reindeer, elk, wild boar and rattlesnake/pheasant hot dogs.

Winner: Seattie dog; we're still recavering from the Rocky Mountain oysters.

Considering that the two teams going to the Super Bowl also happen fo be from the only states that have legalized
recreational marijuana use, the weed jckes have been overdene and then some. But there is a slight difference
between the two: In Washington, it's still illegal to sell cannabkis. The state is still hammering out regulations, and
sales are expected to be legalized in the spring. That means Colorado is getting a head start on its marijuana-infused
culinary scene with brownies, cookies, chocolates, pies and sodas selling-out since January.

Winner: Neither; recreational cannabis use is illegal in New Jersey, so we're not qualified to judge this one.
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Clympics in the United States until about 500 years past Ragnarck, has a secret weapon as they cover the 2014
Winter Games in Sochi, Russia. That amazing secret is a secret, free, staff-only Starbucks.

Here's the thing with coffee at the Olympics: since McDonald's is a sponsar, they're the enly company allowed to
sell cups of coffee. McDonald's coffee is nice and all, but it's not the same if you're an espresso addict. So we hear.
The mysterious Starbucks is deep inside NBC's offices in Sochi. At the beginning, NBC employees (there are
2,500 of 'em in Sochi) were able to smuggie drinks out te their friends who waork for other media outlets. NBC set
up the coffee stand, flying in baristas from the new Starbucks outlets in Russia, all of which are hundreds of miles
away from Sochi. They could freely carry their green-and-white cups around the area, inspiring envy. Then it all
stopped. Well, the coffee kept coming, but the Starbucks went on lockdown.

Was there some kind of terrorist threat? No. lockdown is to protect the rest of Sochi from learning that there's a
Starbucks at all. After the Wall Street Journal published an article about the secret shop, though, baristas began
to crack down on coffee for others...and coffee smuggled out of the NBCplex for non-employees. The Wall Street
Journal stuck with this story[2], letting the world know that customers were no ionger allowed to take their cups cut
of the Starbucks area, and baristas ordered them to either consume their drinks on the premises or pour them out.
Harsh.

Now employees who want their drinks to go can walk around with them in a more generic cup: the coffee clearly
isn't from McDonald's, but not advertising Starbucks, either.

Here's a picture from inside the Starbucks, original source unknown:
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Christmas seems to come earlier and earlier each year. Retail windows decocrated in snowy wonderlands,
Christmas tunes filling department stores and seasonal beverages appearing on restaurant and bar menus.

| always know the official Christmas season has begun when Starbucks switches over from its iconic white cups
with green emblem to its red holiday cups; this year the coffee house chose snowmen, carolers and a fox in wintery
scenes o welcome the holiday season.

I'm not the oniy one who looks ferward to this changeover. A quick Google search reveals there is a website
dedicated to counting down the days until the red cups return and millions of search results return for the words
"Starbucks hcliday cups.”

But the seasonal return of these fun and festive cups also seemed to come a bit earlier this year. It was early
November when | walked into a Starbucks outside of the South Kensington tube station in London craving a
Pumpkin Spice Latte only to find a menu of Christmas-themed coffees--Eggnog Latte, Gingerbread Latte, Toffee
Nut Latte and Praline Mocha.

"Are you making Pumpkin Spice Lattes still?" | asked with my fingers crossed that they could still make the fall
drink.

"No," the barista replied. "I'm sorry." Se, | opted for the Praiine Mocha, new for this Christmas. It's warm bittersweet
chocolate infused with the flavor of hazeinut combined with espresso and steamed milk topped with whipped
cream and a drizzle of mocha sauce.

Even though | was disappointed that fall was over and winter had begun--at Starbucks, anyway--l found myself
switching gears and getting into the holiday spirit, making a mental Christmas list, getting excited about upcoming
holiday parties and enjoying my tall Praline Mocha, no whip.

Cn the alcohol side, breweries continue their seasonal offerings moving into darker beers, bourbon barrel aged
ales, beers with higher alcohol. Anheuser-Busch Winter's Bourbon Cask Ale, Freemont Brewing's Bourbon Barrel
Abcminable and Widmer Brothers Brrr Seasonai Ale are just among a few of the many beers crafted to warm us
up during the winter months.

At arecent Bacardi holiday event, the brand showcased how to spice up the holiday season with drinks other than
traditional eggnog. Take the Coquito for example. A traditional holiday drink of Puerto Rice, the Ceoquite is made
with half a bottie of Bacardi Superior, one can of evaporated milk, one can of condensed milk, two cans of cream
of coconut and two teaspoons of cinnamon. Slowly blend the evaporated milk, condensed milk and the cream and
coconut. Then add the cinnamon and slowly add Bacardi Superior until everything is incorporated.
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'Tis the season.

Brand ambassadaor David Cid tock us through a selection of five other cocktails at NY's Abe & Arthur's--The
Bacardi Cocktail, The Selleck, Airmail, Bacardi Holiday Punch and La Noche. Bacardi Holiday Punch, for instance,
consists of 750 ml of Bacardi Superior or Bacardi Gold rum, 2 liters of ginger ale chilled, 8 ounces of arange juice,
one ounce of lime juice and one and one-half ounce of lemon juice.

Now that the holidays have officially arrived, take your drink menus to the next level and introduce your guests to
some new flavors. Happy holidays.

Jennifer Cirilio, Contributing Editor, International
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We know we feld you our Tropicana post yesterday was the Woerld's Greatest Blog. But this is too. We can say that
because it is not a claim, but just harmless puffery. There was nothing in the title that was objectively measurable.
And it was not the sort of thing any reasonable reader would believe. Or at least that is our story and we are sticking
to it as we cannot afferd a credible survey to show preference for our advertising blog or yesterday's blog in
particular over others. And you, loyal readers, would not count as you are not a random sample.

Puffery does have a bit of a feel of the last refuge of scoundrels defense. And it is also risky to rely on this defense
without having a Plan B. In arecent NAD challenge to Starbucks ads for the Verismo Single Serve Coffee System,
Starbucks raised two defenses - that their ads were puffs or aiternatively truthful and substantiated. And the NAD
agreed in large part for the ads disseminated by Starbucks. The NAD had issues with some ads run by retailers
selling the machines. {(And we do not have all of the facts here but we fiag this as an area to watch - whether NAD
will hold manufacturers on the hook for claims made by their reseilers.)

Starbucks sells a single serve home coffee system. Claims included "perfectly crafted Starbucks coffeehouse
quality lattes;" "lattes are made to cafe standard;" "all-natural milk pods produce lattes just like the criginal;" and
"with rich espresso, high-quality Arabica coffee, and the creamy foam of pure 2% milk, your favorite Starbucks
beverages come together at the touch of a button." The challenger claimed that these words implied the coffee
beverages made with Verismo were identical in taste and otherwise to the drinks made at Starbucks. There were
differences in the coffees according to the challenger as the miik peds used in the Verismo machine used real milk
powder with 2% fat while your neighberhood barista steams 2% milk.

Starbucks said "coffeehcuse quality lattes” and "Starbucks quality fattes" were nonactionable puffery. NAD
disagreed and found that reasonable consumers could understand these phrases as claims that the at-home
coffee was identical in ali material respects with the store-made treat. Starbucks asserted that even if these words
did make a promise that the claims were substantiated but NAD disagreed as the customer testing information
presented was either not detailed enough for NAD to assess or based on sample sizes that were too small (16
cities) and not sufficiently diverse of the general coffee house drinking U.S. population (2 cities).

NAD concluded that the rest of the claims were substantiated, that the coffee was high quality and that the
powdered milk was pure milk (rejecting the contention that a reference to milk would be only understood as liquid
milk). The NAD also approved of imagery of the ubiquitous Starbucks white and green cup with check marks for
latte and 2% and the addition of "make at hame". lts only beef was with the express reference fo cafe or Starbucks
quality.

It is probably too soon to make broad pronouncements but the Tropicana and the Starbucks cases read together
might suggest NAD is taking a more liberal view of when messages are puffs rather than claims.

The content of this article is intended to provide a general guide to the subject matter. Specialist advice should be
sought about your specific circumstances.



Mr Randal Shaheen
Venable LLP

575 7th Street, NW
Washington

DC 20004

UNITED STATES
Tel: 8888362253
Fax; "nnasennn
E-m:

URL

Classification

Language: ENGLISH

United States: World's Greatest Puffery Blog, Part Two

Publication-Type: Newswire

Page 2 of 2

Subject: POLLS & SURVEYS (77%); Media; Telecoms; IT; Entertainment; Advertising; Marketing & Branding

Company: STARBUCKS CORP (93%); Venable LLP

Ticker: SBUX (NASDAQ) (93%)

Industry: COFFEE & TEA STORES (90%), BLOGS & MESSAGE BOARDS (90%); SINGLE SERVING
BEVERAGES (88%); MILK (86%); TEST MARKETING (76%); RETAILERS (71%); DAIRY PRODUCTS (69%)

Geographic: United States

Load-Date: September 20, 2013



The Boston Globe
May 31, 2007 Thursday, FIRST EDITION
Copyright 2007 Globe Newspaper Company All Rights Reserved
Section: NORTH; Pg. Reg7
Length: 735 words

Byline: Steven Rosenberg

Roddvs

GLOBE NORTH 1/ SUBURBAN DIARY

Change is inevitable as we move through life, and as | grow older, | have embraced shedding patterns and trying
new paths.

Lately, | have been thinking hard about whether | should continue to attend to my morning Dunkin' Donuts
preference.

As | ponder change I present the facts: Almost every day for the past 25 years, | have purchased at least one coffee
from Dunkin'; as | have aged | have becoeme increasingly loyai to the brand. And now, when | fravel to far-flung
places like Los Angeles or Jerusalem, | go out of my way to locate one of the franchises.

Call it a preference, a predilection, a fondness for a large French roast with cream. That's a lot less confrontational
than saying it's a habit or an addiction. Part of me says it's time to move on and drink any old coffee that's availabie.
| couid even grind the beans myself, and make my own.

Indeed, back in the 1980s | was a coffee maven, and bragged to my friends about my bean grinder and different
varieties | kept in the freezer. Bui, with the proliferation of Dunkin' Donuts franchises, | have grown lazy and, in the
process, dare | say, a loyal customer?

| write now because of the behavior madification | have undergone over the years. It's not a full-blown
transformation, but | now am fuily aware that | am part of a culture that is greater than my own existence. Along with
the coffee, there's a familiarity of being in a place that's just like the coffee shop down the street from my house.
There's the same smiling cashiers; the letters that adorn the familiar logo; the parking lot trash cans that provide
a home for all of the junk that happens o be in my car.

All of this appeals to the mobiie worker. But with this attraction, ultimately, comes change.

Consider the case of a close friend who requested anonymity while recently retelling how he risked - and ultimately
broke up with - a woman partly over his allegiance to Dunkin' Donuts. About eight years ago, he walked into cne
in Westport, Conn., and ordered a coffee with his then-girifriend. As a collector of baseball caps, he asked one of
the employees about the possibility of purchasing a Dunkin' Donuts hat. A deal was quickly consummated. He
handed the clerk $15, and the person handed him the hat.

His girlfriend immediately chjected to the hat, which was tan and brown, and had an embroidered steaming cup of
coffee and chocolate doughnut stitched above the lid. "l won't go anywhere with you and the hat," she said. And
she didn't. The two broke up. "The way | see it," says my friend, "is the woman I'm going to marry has to be
comfortable with me wearing a hat like this.”

|, too, have made wardrobe sacrifices that have drawn stares from acquaintances and friends. In recent years, a
recently retired Dunkin' Donuts manager happily gave me two hats that | wore on occasion.
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Lately, my friends have been encouraging me to join them for their Sunday morning soiree at Starbucks. | will not
use this occasion to knock Starbucks and | admire much about their operation, especially the Bob Dylan music
they sell and the comfy chairs they offer. | do not drink their coffee simply because it is dark roasted.

To participate in the regular Sunday conversation, | improvised a scheme that makes me feel a lot like George
Costanza and Jackie Mason. | still drive to my hometown Dunkin' Donuts, get my coffee, and then head over to the
nearby Starbucks where my friends sit by the window. | walk in, shake hands with everyone, and then casually
stride over o the cashier and ask for a large empty cup. My request is always fulfilled and | go back to my car, grab
my coffee, and walk toward the side of the building.

It's at that location where asphalt runs up against a neat brick Starbucks retaining wall where | often wonder if |
am losing it. | deftly transfer the coffee from the Styrofoam Dunkin' Donuts container to the white and green
Starbucks paper cup. At that moment, | feel a sense of chutzpah and shame. Then | stride inside with a wide smile
like | own the place.

Actions like these put the whole coffee routine into perspective. From now on, | resolve not to take note of every
new Dunkin' Donuts that pops up on a local highway or inside a filling station. | will wean myseif slowly so | can
consider the cptions out there, such as a good cup of hot tea.

Steven Rosenberg is a Globe staff reporter. He can be reached a
Granhic
A Dunkin' Donuts hat drove a wedge between a guy and his girl.
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