
Starbucks Reports Q1 Fiscal 2022 Results
 02/01/22

Q1 Consolidated Net Revenues Up 19% to $8.1 Billion
Q1 Comparable Store Sales Up 13% Globally; U.S. Up 18% with 12% Two-Year Growth
Q1 GAAP EPS $0.69; Non-GAAP EPS of $0.72 Impacted by Greater-Than-An�cipated

Infla�on, COVID-19 Related Pay and Staffing Costs
China Surpasses 5,500 Stores, Pushing Global Store Count to Record 34,317

Ac�ve Starbucks® Rewards Membership in the U.S. Up 21% Year-Over-Year to 26.4 Million

SEATTLE--(BUSINESS WIRE)-- Starbucks Corpora�on (NASDAQ: SBUX) today reported
financial results for its 13-week fiscal first quarter ended January 2, 2022. GAAP results in
fiscal 2022 and fiscal 2021 include items that are excluded from non-GAAP results. Please
refer to the reconcilia�on of GAAP measures to non-GAAP measures at the end of this
release for more informa�on.

“This holiday quarter delivered strong revenue growth highlighted by incredible customer
demand for Starbucks. As we enter the third year of this pandemic, our stores con�nue to
play an important role as a community gathering place that offers safe, familiar and
convenient experiences for our customers. Although demand was strong, this pandemic has
not been linear, and the macro environment remains dynamic as we experienced higher-
than-expected infla�onary pressures, increased costs due to Omicron and a �ght labor
market. We remain focused on ac�ons that drive both top and bo�om line growth,
including industry-leading investments to a�ract, train and retain the best talent for our
stores as customer occasions increase,” said Kevin Johnson, president and ceo.

“Starbucks will con�nue to proac�vely address the industry challenges and opera�ng
environment while maintaining our focus on Starbucks partners and customers. Our brand
is more resilient than ever as we navigate the future of Starbucks together,” concluded
Johnson.

Q1 Fiscal 2022 Highlights

Global comparable store sales increased 13%, driven by a 10% increase in comparable
transac�ons and a 3% increase in average �cket

North America and U.S. comparable store sales increased 18%, primarily driven by a
12% increase in comparable transac�ons and a 6% increase in average �cket
Interna�onal comparable store sales decreased 3%, driven by a 5% decline in
average �cket, par�ally offset by a 2% increase in comparable transac�ons; China
comparable store sales decreased 14%, driven by a 9% decline in average �cket and
a 6% decline in transac�ons; Interna�onal and China comparable store sales include
adverse impacts of approximately 3% and 4%, respec�vely, from lapping prior-year
value-added tax exemp�ons in China

The company opened 484 net new stores in the first quarter of fiscal 2022, yielding 4%
year-over-year unit growth, ending the period with a record 34,317 stores globally, of
which 51% and 49% were company-operated and licensed, respec�vely

Stores in the U.S. and China comprised 61% of the company’s global por�olio at the
end of the first quarter of fiscal 2022, with 15,500 and 5,557 stores, respec�vely



Consolidated net revenues of $8.1 billion grew 19% compared to the prior year, mainly
driven by a 13% increase in comparable store sales primarily from lapping the
unfavorable impact of business disrup�on in the prior year due to the COVID-19
pandemic and strength of new U.S. company-operated stores compared to the prior
year performance of stores closed as a part of our North America Trade Area
Transforma�on
GAAP opera�ng margin of 14.6% increased from 13.5% in the prior year primarily
driven by sales leverage from business recovery and the lapping of COVID-19 related
costs in the prior year, pricing in North America and lapping the higher restructuring
ac�vi�es in the prior year primarily associated with the North America Trade Area
Transforma�on, par�ally offset by investments and growth in retail store partner wages
and benefits as well as increased supply chain costs primarily due to infla�onary
pressures

Non-GAAP opera�ng margin of 15.1% decreased from 15.4% in the prior year

GAAP earnings per share of $0.69 grew 30% over the prior year

Non-GAAP earnings per share of $0.72 grew 18% over the prior year

Starbucks® Rewards loyalty program 90-day ac�ve members in the U.S. increased to
26.4 million, up 21% year-over-year

Q1 North America Segment Results (1)

 Quarter Ended   

($ in millions) Jan 2, 2022  Dec 27, 2020  Change (%)

Change in Comparable Store Sales (2) 18%  (6)%   

Change in Transac�ons 12%  (21)%   

Change in Ticket 6%  20%   

Store Count 16,888  16,890  nm

Revenues $5,732.3  $4,675.6  23%

Opera�ng Income $1,083.1  $802.8  35%

Opera�ng Margin 18.9%  17.2%  170 bps

(1) North America store count, revenues, opera�ng income and opera�ng margin for the quarter ended December 27,

2020, have been restated to conform with current period presenta�on.

(2) Includes only Starbucks® company-operated stores open 13 months or longer. Comparable store sales exclude

the effects of fluctua�ons in foreign currency exchange rates and Siren Retail stores. Stores that are temporarily

closed or opera�ng at reduced hours due to the COVID-19 pandemic remain in comparable store sales while

stores iden�fied for permanent closure have been removed.

Net revenues for the North America segment grew 23% over Q1 FY21 to $5.7 billion in Q1
FY22, primarily driven by an 18% increase in company-operated comparable store sales,
driven by a 12% increase in transac�ons and a 6% increase in average �cket, the



performance of new stores compared to the closure of under-performing stores in the prior
year and higher product and equipment sales to our licensees.

Opera�ng income increased to $1.1 billion in Q1 FY22, up from $802.8 million in Q1 FY21.
Opera�ng margin of 18.9% expanded from 17.2% in the prior year, primarily driven by sales
leverage from business recovery, the impact of pricing, lower restructuring expenses
primarily associated with the North America Trade Area Transforma�on, sourcing savings
and the benefits of the closure of under-performing stores. This expansion was par�ally
offset by enhancements in retail store partner wages, increased supply chain costs due to
infla�onary pressures and higher spend on new partner training, onboarding and support
costs to address labor market condi�ons.

Q1 Interna�onal Segment Results (1)

 Quarter Ended   

($ in millions) Jan 2, 2022  Dec 27, 2020  Change (%)

Change in Comparable Store Sales (2) (3)%  (3)%   

Change in Transac�ons 2%  (10)%   

Change in Ticket (5)%  8%   

Store Count 17,429  16,048  9%

Revenues $1,875.9  $1,681.9  12%

Opera�ng Income $299.6  $283.0  6%

Opera�ng Margin 16.0%  16.8%  (80) bps

(1) Interna�onal store count, revenues, opera�ng income and opera�ng margin for the quarter ended December 27,

2020, have been restated to conform with current period presenta�on.

(2) Includes only Starbucks® company-operated stores open 13 months or longer. Comparable store sales exclude the

effects of fluctua�ons in foreign currency exchange rates and Siren Retail stores. Stores that are temporarily closed

or opera�ng at reduced hours due to the COVID-19 pandemic remain in comparable store sales while stores

iden�fied for permanent closure have been removed. For the first quarter of fiscal 2022, the Interna�onal

segment's comparable store sales included a 3% adverse impact from lapping the prior-year value-added tax

benefit in China.

Net revenues for the Interna�onal segment grew 12% over Q1 FY21 to $1.9 billion in Q1
FY22, driven by 1,381 net new store openings, or 9% store growth, over the past 12
months, higher product sales to and royalty revenues from our licensees and the conversion
of the Korea market from a joint venture to a fully licensed market in Q4 FY21. These
increases were par�ally offset by a 3% decline in comparable store sales, all of which was
a�ributable to lapping the prior-year VAT benefit in China, and the impact of unfavorable
foreign currency transla�on.

Opera�ng income increased to $299.6 million in Q1 FY22 compared to $283.0 million in
Q1 FY21. Opera�ng margin of 16.0% decreased from 16.8% in the prior year, primarily



driven by investments in partner wages and other strategic investments as well as higher
product and distribu�on costs from sales mix shi�, par�ally offset by sales leverage.

Q1 Channel Development Segment Results

 Quarter Ended  

Change (%)($ in millions) Jan 2, 2022  Dec 27, 2020  

Revenues $417.1  $371.4  12%

Opera�ng Income $183.2  $180.8  1%

Opera�ng Margin 43.9%  48.7%  (480) bps

Net revenues for the Channel Development segment of $417.1 million in Q1 FY22 were
12% higher rela�ve to Q1 FY21. The increase was primarily driven by growth in the Global
Coffee Alliance and the Interna�onal ready-to-drink businesses.

Opera�ng income increased to $183.2 million in Q1 FY22, up from $180.8 million in Q1
FY21. Opera�ng margin of 43.9% decreased from 48.7% in the prior year, as North
American Coffee Partnership joint venture income declined due to supply chain constraints
and infla�onary pressures as well as a business mix shi�.

Fiscal 2022 Financial Targets

The company will discuss fiscal year 2022 financial targets during its Q1 FY22 earnings
conference call star�ng today at 2:00 p.m. Pacific Time. These items can be accessed on the
company's Investor Rela�ons website during and a�er the call. The company uses its
website as a tool to disclose important informa�on about the company and comply with its
disclosure obliga�ons under Regula�on Fair Disclosure.

Company Updates

1. In January, the company shared a series of updates on programs and ini�a�ves focused on advancing racial and social
equity on behalf of its partners (employees) and communi�es. As a part of these updates, the company announced it will
increase its annual spend with diverse suppliers to $1.5 billion by 2030. Starbucks will partner with other organiza�ons
to develop and grow supplier diversity excellence globally.

2. In January, the company also published data on its current workforce as part of its commitment to regularly share
progress toward its goals to achieve Black, Indigenous and People of Color (BIPOC) representa�on of at least 30 percent
at all corporate levels and at least 40 percent of all retail and manufacturing roles by 2025 in the U.S. As of October
2021, Starbucks U.S. partner base was 71.3% female and 48.2% BIPOC. Breaking down BIPOC representa�on further,
Starbucks partners (employees) are 7.7% Black, 28.5% Hispanic or La�nx, 5.9% Asian, 4.8% Two or More Races, 0.6%
American Indian or Alaskan Na�ve and 0.5% Na�ve Hawaiian or Other Pacific Islander.

3. In January, the company announced it will issue its first round of funding of $21 million across seven community
development financial ins�tu�ons. This funding will support small business growth and community development
projects in BIPOC communi�es, as part of the company’s commitment to invest $100 million to launch the Starbucks
Community Resilience Fund.

4. In January, the company announced it will launch a Leadership Accelerator Program this summer. Beginning with
Starbucks BIPOC partners at the individual contributor level, this program will focus on empowering partner capacity for
self-promo�on, advocacy and career naviga�on while increasing diverse representa�on in the leadership pipeline at
Starbucks.

5. In January, the company announced customers in China can now access the company's mobile order and delivery
service, Starbucks® Delivers, on Meituan pla�orms market-wide, where Starbucks® Rewards members can enjoy the
same benefits as using the Starbucks China app. Expanded features include added beverage customiza�ons that closely
replicate in-store ordering, all-new ‘smart’ technology that automa�cally reallocates orders to other stores when
products are sold out and the delivery debut of Starbucks Reserve® in China.

6. In January, the company entered the high-growth energy drink category by introducing its first product to the energy

aisle in grocery stores. A first-of-its-kind for Starbucks, Starbucks BAYATM is the first energy drink made with caffeine
naturally found in the coffee fruit to join the Starbucks bo�led and canned beverage por�olio. The new energy drink is
available in three delicious fruit flavors – Mango Guava, Raspberry Lime and Pineapple Passionfruit.

7. In November, Starbucks® Pickup and Amazon Go collaborated to launch a new store concept located in New York City
at 59th Street between Park and Lexington Avenues. The store is a combina�on of a Starbucks Pickup and Amazon Go,
u�lizing the order ahead feature in the Starbucks app and Amazon Go’s Just Walk Out technology to create an easy
checkout experience, alongside a modernized lounge that features individual workspaces and expanded tables. The new



store offers the full Starbucks menu and a curated assortment of food and beverages in the Amazon Go market,
including fresh-prepared salads, sandwiches, bakery items and snack op�ons.

8. In November, the company announced a collabora�on with The Nature Conservancy to develop and scale Starbucks
collabora�ve approach to sustainable dairy and environmental stewardship. This global effort will include pilots with U.S.
Dairy Net Zero Ini�a�ve at Alliance Dairy, a farm that has been producing renewable energy from manure since 2012. It
will also include pilots with Arla coopera�ve farmers in the U.K., who will be tes�ng new farming prac�ces to help
reduce emissions associated with dairy produc�on that can be scaled across Europe, the Middle East and Africa.

9. The Board of Directors declared a cash dividend of $0.49 per share, payable on February 25, 2022, to shareholders of
record as of February 11, 2022.

10. The company repurchased 31.1 million shares of common stock in Q1 fiscal 2022; approximately 17.8 million shares
remain available for purchase under the current authoriza�on.

Conference Call

Starbucks will hold a conference call today at 2:00 p.m. Pacific Time, which will be hosted
by Kevin Johnson, president and ceo, and Rachel Ruggeri, cfo. The call will be webcast and
can be accessed at h�p://investor.starbucks.com. A replay of the webcast will be available
un�l end of day Friday, March 4, 2022.

About Starbucks

Since 1971, Starbucks Coffee Company has been commi�ed to ethically sourcing and
roas�ng high-quality arabica coffee. Today, with more than 34,000 stores worldwide, the
company is the premier roaster and retailer of specialty coffee in the world. Through our
unwavering commitment to excellence and our guiding principles, we bring the unique 
Starbucks Experience to life for every customer through every cup. To share in the
experience, please visit us in our stores or online
at stories.starbucks.com or www.starbucks.com.
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