
To:  Douglas Walls 
From:  XXXXXX 
Date:  September 20, 2010 
Subject: Writing Audit for Starbucks Corporation 
 
Background 
As requested, I recently completed an audit of documents provided online by the Starbucks 
Corporation (Starbucks). As a result of this examination, I find that Starbucks promotes an 
image of itself that allows it to target a particular audience likely to share many of its same 
political and ethical concerns. 
 
Starbucks makes a wide variety of documents available on its website, including:  
2009 letter to U.S. Senators Harkin and Enzi and U.S. Representatives Waxman and Barton 
in support of menu standardization 

• 2009 letter to U.S. Senators Reid and McConnell and U.S. Representatives Pelosi and 
Boehner in support of health care reform 

• Amended and Restated Bylaws of Starbucks Corporation 
• Board of Directors biographies 
• Board of Directors and Board Committee List 
• C.A.F.E. Practices Generic Evaluation Guidelines 2.0 
• Categories of Partner Concerns Reported to Starbucks Business Ethics and 

Compliance – Fiscal Year 2009 
• Cocoa Practices: Evaluation Guidelines 
• Code of Ethics for CEO and Finance Leaders 
• Company Profile 
• Policy for Communicating Complaints and Concerns to the Company and the Board 
• Standards of Business Conduct 
• Starbucks Company Timeline 
• Starbucks Position on National Heath Care Reform 

 
Examination of Materials 
The sheer depth of documents available online indicate that Starbucks anticipates an 
audience who is technologically savvy, financially stable, and concerned enough about issues 
to seek out further information. The online delivery mechanism provides further reinforcement 
of this; potential readers must seek this information. In addition, documents such as the 
company's position on national health care reform, company timeline, and community 
information remind the reader that, although Starbucks began as a single coffeehouse, it still 
retains its focus on the importance of its employees and the communities in which they live. 
This further appeals to the intended audience, who is supportive of their own communities 
and need to feel that they are supporting a local establishment, rather than an anonymous 
corporate entity. 
 
Many of the available documents reinforce the projected character of Starbucks. The 
sustainability guidelines for coffee and cocoa, along with positions on healthcare and menu 
standardization indicate a company that cares about the world broadly and is committed to 
making a difference. Furthermore, the public availability of ethical guidelines and codes of 
conduct for Starbucks management indicate a desire for transparency, suggesting this 
company desires to do good and has nothing to hide.  
 



The only consistent visual element linking these documents is the Starbucks logo. The logo is 
included in most of the listed documents. However, it is not present in several documents 
related to standards of conduct, ethics, and the Board of Directors. This indicates that these 
documents were not made for public consumption; thus their availability online is a further 
suggestion of corporate transparency.  
 
Many of the same documents establishing Starbucks' ethos also establish its emotional 
appeal. The intended audience is likely to feel a connection with the positions outlined in the 
various healthcare-related documents, as well as the community-based focus that is central to 
the community and sustainability pieces. Starbucks creates an emotional link to its customer 
base by focusing on basic quality of life issues.  
 
Finally, an appeal to logos is seen throughout all of the documents provided online by 
Starbucks. The language used is direct and factual and the reader is reminded that the 
company has arrived at its position based on research and experience, in addition to its 
philosophy. The logical appeal is furthered by the letters addressed to national political 
figures, suggesting that the knowledge and experience of the company is such that it has 
value to our nation's legislature.  
 
Conclusion 
The documents made available online by Starbucks overwhelmingly indicate that it is, despite 
its size, cultivating an identity as a small corporation and seeking to improve communities 
globally. It is notable that few of the documents dealt directly with coffee or other products 
sold by the company.  The cumulative effect of these documents creates an impression of a 
company more interested in improving lives worldwide than selling its wares, appealing to the 
company's intended audience and customer base. 
 


