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There are many businesses and corporations operating in 21st-century Britain. Should these businesses be concerned with ethics, or dose the pursuit of profit mean surrounding communities benefit with the company’s success? Corporate social responsibility is the acknowledgment of the impacts that corporations can have environmentally, socially and economically. Corporate social responsibility (CSR) aims to encourage corporations to operate in a way that ethical and considerate to the needs of the surroundings and the inhabitants. CSR can apply both to public and private organisations. The Department for Business, Innovation and Skills defined corporate social responsibility in a 2013 consultation paper as ‘a responsibility of an organisation for the impacts of its decisions on society and the environment above and beyond its legal obligations, through transparent and ethical behaviour’. The World Business Council for Sustainable Development (1999) defined CSR as ‘The acknowledgement by companies that they should be accountable not only for their financial performance but for the impact of their activities on society and the environment.’

There are arguments both for and against the role of CSR in the 21st-century world of business. CSR is seen by some as a natural progression of the times and should be embraced by all businesses for the sake of those that work within them and those that are affected by decisions they make. Others argue that if businesses are to spend money on such initiatives that the business may suffer as a result, employees’ wages will be affected thereby undermining the entire purpose CSR, (Carroll and Shabana, 2010). CSR begins with the law ends and is totally voluntary, so businesses have the option of simply adhering to the law and not engaging any extra CSR projects (Stevenson and Lindberg 2010). However, Hernriques and Richardson (2004) challenged this by pointing out that within a capitalist society competition is everything, meaning that if one company is to engage in CSR activities it will be more appealing to consumers then a company that does not. Others have suggested that it is questionable whether businesses can be expected to make ethical decisions rather than maximising profit, and that some companies simply engage with CSR to promote their public image and their initiatives result in very little else (Fatma, Khan, et. al. 2016).

Iceland frozen foods is the chain of stores that started with on shop in the 1970’s and grew with success. It now has over 900 stores in the UK and has expanded to Europe (Iceland 2017). Iceland flourished because it was popular and there was demand for their products. Economically this is beneficial but depending on what packaging is used this can have negative environmental effects (Nichols 1999). Plastic packaging is particularly harmful as it is difficult to recycle this means that a lot of plastic dumped or incinerated (Goodship 2007). A lot of this plastic ends up in the sea it is difficult to know how much plastic is currently in the sea scientists estimate around 8 million metric tons is dumped every year (British medical journal 2017). Plastics and now threat to human health as they are in the food chain through fish and plastic has broken down in water into microbeads meaning humans also drinking plastic which is toxic (British medical journal 2017).

Iceland’s CSR campaign promotional video reports that 12 million tons of plastic enters the sea every year (Iceland foods 2018). Iceland foods (2018) continues with the fact that only one third of plastics in the UK I recycled with the rest is incinerated or put into land fill; ‘The situation is unsustainable retailers to take more responsibility’. Ian Schofield, head of packaging at Iceland, has stated that ‘The technologies and materials needed to create a diverse range of non-plastic packaging are now becoming commercially available’ (Iceland foods 2018). Richard Walker, the managing director at Iceland, stated ‘Iceland aims to go plastic free cross is own label range by 2023’ (Iceland 2018). He goes on to say ‘The onus is on retailers as leading contributors to plastic packaging pollution to take a stand and deliver real and long-lasting change. There really is no excuse any more for excessive packaging that creates needless waste and damages our environment.’ (Iceland foods 2018).
[image: https://ssl.gstatic.com/ui/v1/icons/mail/images/cleardot.gif]

When research confirmed that plastic is entering the water systems and therefore every human is now partially made up of plastic because there drinking it, plastic pollution was predicted to become the next popular concern (Freinkel 2011). It’s easy to see why considering the world’s oceans are now partially covered in plastic massively affecting the natural habitat of marine life (More and Phillips 2012). But what choice does the consumer have when buying from stores that stock almost all their products covered in plastic (Sinha and Plamondon 2013)? There are guides for consumers who are eco-conscious, but the consumer must have a level of commitment and be prepared to shop in multiple locations rather than one (Sinha and Plamondon 2013). Even the most extensive guidance on avoiding plastic products advise on buying some plastic that is recyclable, so incineration, because it so hard to avoid in the 21st-century world of shopping (Sinha and Plamondon 2013).

Considering how much damage plastic is doing to the environment Iceland’s CSR pledge is welcomed by anyone with concern of the health of the planet (Guardian 2018). Iceland foods can also be commended for setting its self a five year time period to eliminate plastic from their shelf’s especially when considering the prime minister Theresa May has set a 35 year goal to eliminate plastic waist Although plastic crates pollution it is a fantastic material and is very useful at keeping foods and other goods fresh and well packaged (Smith 2008). Perhaps the answer is not to cut plastics out of supply chains but instead to make plastics that are combustible (Smith 2008). This is exactly what a group called Earth First has been doing, but admittedly the material is not able to be manipulated in the same way as non-combustible plastic, but research is ongoing (Smith 2008).

There has been a growing concern about plastic pollution since the 1970’s when American officials considered higher rates of taxes for any one training products packaged in plastic (Irwin, Liroff, et al. 1974). There have been similar suggestions made within the UK’s legal system (Horrigan 2010), so could Iceland foods simple predicting an incoming tax wave? This brings into question whether Iceland is genuinely concerned for the environment or is just trying to gain popularity with its consumers and avoid paying more tax in the future. But if this is the case then the fear of an imposing tax might convince other companies to follow suit and reduce their plastic packaging (Hertsgaard 2009). Considering the damage that has already been done and the potential damage that could be caused by the continued consumption of plastic, any measures must be put into place to preserve the health of the planet (Hertsgaard 2009).

Iceland food plans to go plastic free on all there home brand products by 2028, is this a realistic target or a tactic to relieve commitment from the pledge (Horrigan 2010). Horrigan (2010) continues to suggest that corporations have many tactics in CSR; including, setting time scales long enough so the consumer forgets about the commitment and the public concern moves onto another topic. Consumers in the 21st century support CSR initiatives like football teams and then forget about them and move on to the next eco conscious ‘fad’, popularism has infected CSR (Massengill 2013).
 This is evident from CSR trends and patterns in preserving the rainforest, reducing plastic waste and diesel engines (Horrigan 2010). Diesel engines are a perfect example of something marketed and profiting from promoting the fact it supposedly caused less damage to the ozone layer but subsequently found to be higher in pollutant particles (Henriques and Richardson 2013). Pullen and Rhodes (2015) criticised corporations of hiding behind loop holes within their own CSR reports, deliberately writing them in to exaggerate their efforts. Is Iceland using language that is misleading towards the consumers? They pledge is to go ‘plastic free’ from the ‘home brand products’ in their stores but do not offer a percentage of stock in stores that is ‘home brand’. 

Shareholders of a company or organisation consist of anyone involved in any way with the delivery, consumption or use of the services or goods (McManners 2014). This can be investors, employees, consumers and staff. Managers and other executives are employed by the owners to implement their ideas and run the business as they wish. They must also adhere to the law and balance all this with the interests of the shareholders (McManners 2014). The modern day role of a manager or business executive has become a middle man between the share holders and the owners and this is to blame for corporations not being able to deliver on previously made promises and commitments (Oliveira and Gimeno 2014). Companies must be carful when self promoting, there can be consequences of legal action if they miss lead consumers as share holders, an example of this would be McDonalds advertising their food as part of a balanced diet (Fortin 2016). 

Is Iceland making any difference at all to the environment by vowing to cut plastic from their home brand products by 2028, or are they just trying to get into the headlines along with the growing concerns about plastic pollution? Or should the question be should Iceland have to focus on anything else apart from profit? Business men who speak of social responsibility are ‘unwitting pupets of the intellectual forces and have been undermining the basis of a free society this past decade’ Milton Friedman (Mareș 2008).
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