


P R A I S E  FOR  
L E A D I N G  THE S T A R B U C K S  WAY

“Starbucks Coffee and Tea Company began just a few blocks 
from my business, the Pike Place Fish Market. Joseph Michelli 
helped me tell the story of how we create engaging and powerful 
experiences at Pike Place Fish. He has also been trusted to work 
with and share business principles used at companies like Star
bucks, The Ritz-Carlton Hotel Company, and Zappos. In Leading 
the Starbucks Way, Joseph takes an incisive look at the leadership 
excellence of Starbucks. Unlike his prior book about the coffee 
leader, Leading the Starbucks Way helps you leverage the con
nection you build at the person-to-person level while expand
ing your customer bond globally, through technology, and even 
onto your products and goods. What are you waiting for? Buy 
the book, dive-in, gain practical tools, and be transformed!”

— J o h n  Y o k o y a m a ,

Owner of the World Famous Pike Place Fish 
Market and coauthor of When Fish Fly

“Joseph Michelli offers interesting insights into the fundamentals 
involved in creating the world’s biggest coffee chain. As a busi
nessperson, you will learn how Starbucks leaders drive success 
as well as how they learn from setbacks. By reading Leading the 
Starbucks Way, you will be able to bypass many business pitfalls 
and streamline your pursuit of desired business objectives.”

M a r t i n  I t n p s t h o m , 

bestselling author of Buyology and 
Brandwashed

“Culture is everything! This fast-moving, fascinating book gives 
you countless practical ideas you can use immediately to create a 
company climate of inspiration and loyalty.”

— B r i a n  T r a c y , author of Full Engagement



grab a cup of coffee, put your feet up, and read this book!”
—  K e n  B l a n c h a r d ,

coauthor of The One Minute Manager* and 
Leading at a Higher Level

“As a Seattleite who remembers when there was just one Starbucks 
store on the planet, I continue to be fascinated by the company’s 
evolutionary journey to corporate icon. Michelli identifies the 
principles by which Howard Schultz and his team passionately 
perform in a culture that loves, respects, and rewards suppliers, 
employees, customers, shareholders, and the community.”

—  R o b e r t  S p e c t o r ,

author of The Nordstrom Way and coauthor 
of the forthcoming What’s Love Got to Do 
with It?: Courting, Catching, and Caring for 
the Ideal Customer

“Leading the Starbucks Way provides the key success factors of a 
lifestyle brand that is globally scaled, locally relevant, and pow
ered by the passion of the Starbucks culture.”

—  J o h n  T i m m e r m a n , P hD ,
Senior Strategist o f Customer Fxperience 
and Innovation, Gallup
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This book is dedicated to the memory o f my wife,

Nora Leigh Michelli (September 7, 1961, to February 11, 2013)— 

the woman with whom I shared more than half my life. 

You’ve been released from  your six-year battle with breast cancer, 

and I know you heard, “Well done, good and faithful servant.” 

Nora, it is your time to enjoy the Master’s happiness!
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Foreword

Many business leaders today face a dynamic set of challenges. 
How does one choose employees who have the talents and in 
terpersonal qualities necessary to deliver memorable customer 
experiences? How can leaders bring on board, train, and accul- 
turate team members so that they develop a passion for p rod
uct excellence and the skills required to become consum m ate 
service professionals? How can technology be leveraged to 
strengthen, not diminish, personal service delivery?

If you are fortunate enough to be a m anager or leader in 
a company with a global footprint like The Ritz-Carlton Hotel 
Company or Starbucks, you face the added challenges of con
stantly refining your products and services to connect with 
changing and culturally diverse customer groups—all the while 
maintaining operational excellence and the loyalty of your exist
ing custom er base.

Each of Dr. Joseph Michelli’s books offers a learning labora
tory that’s rich with examples from leaders as they address the 
aforementioned challenges and opportunities. They provide in
formation, insights, and analysis on how leaders seek to create a 
high-perform ance organization that operates through the lens 
of humanity. This book demonstrates both the setbacks and the 
breakthroughs that the Starbucks leadership has encountered as 
it has attem pted to position its products and people to deliver 
consistent, engaging, and loyalty-enhancing experiences.

I first met Dr. Michelli approximately six years ago. At that 
time, he brought his background as a customer experience pro
fessional, business consultant, and author to The Ritz-Carlton 
Hotel Company and chronicled our never-ending com m itm ent


