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WHAT YOU WILL HEAR TODAY

© Clear strategic priorities
Operating initiatives driving results

Customer experience and
competitive differentiation

Building the branad

Confidence in growth model




GROWTH AT SCALE ... WITH FOCUS AND DISCIPLINE
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THREE STRATEGIC PRIORITIES
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i Y CHINA AND U.S. GLOBAL REACH RETURNS

BUILD THE BRAND




STREAMLINE FOR FOCUS

RETAIL MARKET ALIGNMENT

BUSINESS SIMPLIFICATION

GLOBAL COFFEE ALLIANCE

ACCELERATING VELOCITY OF INNOVATION
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STREAMLINE FOR FOCUS
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RETAIL MARKET Taiwan

ALIGNMENT (2016) East China France
Germany Acquisition Singapore Brazil Benelux
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E-commerce Site
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STREAMLINE FOR FOCUS

1TH 2017 2H 2017 1H 2018 2H 2018

RETAIL MARKET
ALIGNMENT

BUSINESS
SIMPLIFICATION

GLOBAL COFFEE
ALLIANCE

ACCELERATING
VELOCITY OF
INNOVATION

(2016)

Germany

SKU
Rationalization

Talwan
East China
Acquisition Singapore
Closure of
Teavana Retail
Stores Divestiture
Closure of of Tazo

E-commerce Site

Modern Day

Methods

Brazil

France
Benelux
Operational Enhanced
Excellence: |nventory
New Labor Management
Deployment
Announced Closed Starbucks
Nestlé Nestlé Nespresso
Partnership Partnership Production
Management
Consolidation
Resource
Realignment
Alibaba UberEats

Partnership Partnership
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THREE STRATEGIC PRIORITIES

ACCELERATE GROWTH
In our targeted, long-term growth
markets — U.S. and China

EXPAND THE GLOBAL REACH
of the Starbucks brand leveraging
the Global Coffee Alliance

=€ WIENNOIS

INCREASE RETURNS
to shareholders




THREE STRATEGIC PRIORITIES

ACCELERATE GROWTH
In our targeted, long-term growth
markets — U.S. and China




COMPETITIVE
LANDSCAPE

ACCELERATE GROWTH

U.S. AND CHINA:
STAGES OF MARKET DEVELOPMENT

CONSUMER
BEHAVIORS



STARBUCKS GROWING FASTER
THAN THE GLOBAL SPECIALTY

COFFEESHOP CATEGORY
6% -~
CATEGORY
_ CAGR
6% _~»
CATEGORY
~ CAGR

2012 2017 2022
Sales Sales Sales

Source: Euromonitor, Specialty Coffee Category, December 2018.




THREE STRATEGIC PRIORITIES

EXPAND THE GLOBAL REACH
of the Starbucks brand leveraging
the Global Coffee Alliance
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THREE STRATEGIC PRIORITIES
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RETURNING
INCREASE RETURNS
° to shareholders $25B
TO SHAREHOLDERS

(FY18-FY20)
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WHY DO YOU GO TO STARBUCKS?




WHY DO YOU GO TO STARBUCKS?

STARBUCKS
EXPERIENCE

Starbucks partners make
an effort to know me

Starbucks has great service
and an inviting atmosphere

Starbucks is where
| go to treat myself

QUALITY
OF COFFEE

Starbucks uses only the

highest quality coffee beans

Starbucks is an
expert in coffee

Starbucks has great tasting
and innovative coffee and
espresso-based beverages

PURSUIT OF
DOING GOOD

Starbucks is a brand | trust

Starbucks takes care
of its partners

Starbucks behaves
ethically and responsibly



BUILDING THE BRAND

STARBUCKS QUALITY PURSUIT OF
EXPERIENCE OF COFFEE DOING GOOD
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BUILDING THE BRAND
STARBUCKS
EXPERIENCE




BUILDING THE BRAND

QUALITY
OF COFFEE




PURSUIT OF
DOING GOOD




ol T -

229~
X

AMPLIFY THE BRAND
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STARBUCKS
2018 | INVESTOR DAY






