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Starbucks China Education
Foundation

Starbucks is committed to offering customers the highest quality
coffee and human connection through the Starbucks Experience.
A large part of this experience is striving to improve the social,
environmental, and economic well-being of partners, coffee farm-
ers, countries of coffee origin, and communities served. Howard
Schultz, Starbucks chairman, believes that corporate social respon-
sibility (CSR) plays an important role in the company’s culture and
ultimately will be integrated into every part of the business. In
China, Starbucks wants to contribute to the country’s emphasis on
a harmonious society.

In September 2005, Starbucks made a long-term commitment to
education in China with the announcement of the USD 5 million
(RMB 40 million) Starbucks China Education Project. The first
commitment under this project provides a USD 1.5 million grant
to the China Soong Ching Ling Foundation. The four-year grant
to SCLF will allocate USD 1 million for training for teachers from
rural schools and USD 500,000 in scholarships for poor students
who would otherwise not be able to afford college. Starbucks is
looking at ways to use the rest of the fund towards more opportuni-
ties for education in China.

In addition, a key Starbucks CSR initiative is to encourage partners
from each store to volunteer their spare time towards community
service. By investing in CSR, the company wishes to demonstrate
how Starbucks is a good neighbor to local communities.

Beijing Meida (Starbucks) Coffee
Company, Ltd. Xingzhi Project

The Meida Starbucks Xingzhi Project provides resources and
shares experiences with the students at the Xingzhi School, an of-
ficially licensed migrant school in the Daxing district of Beijing.
The year-long commitment focuses on partner-student relation-
ships. Many of the students come from areas outside of Beijing
and often feel displaced and uncertain in their new surroundings.
Meida Starbucks’ goal is to share experiences with these students
and, through consistent activities and exchanges, help the children
feel more adjusted and welcomed in the vibrant, diverse city.

Meida Starbucks partners and students work together to create “A
Better World” through sidewalk art, book donations, and organized
games/activities throughout the year. By being a constant and de-
pendable presence for this school, Meida Starbucks partners hope
that the students will turn to Meida Starbucks as a resource and

company-friend.

This program, besides benefiting the school, also has become an-
other way for customers and partners to view Meida Starbucks.
Being part of the community is integral to what Starbucks is. The
partnership with Xingzhi has excited Meida Starbucks’ partners,
involved them in the community, and stimulated creative thinking
about new ways to be a part of their city.
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STARBUCKS (CHINA) COMPANY

Core business: Coffee/retail

Year of China market entry: 1999

Worldwide partners: 124,154

Mainland China partners: 2,900

Websites: www.starbucks.cn; starbucks.bj.cn



