


[bookmark: _GoBack]Corporate Social Responsibility (CSR) has experienced a unique journey through its phenomenal rise to prominence through the 1990s and 2000s suggesting that it is a relatively new area of research (Crane et al 2008). Banerjee (2007) argues that CSR has itself developed a mini industry both in academia and the business world. The concept of CSR refers to the belief which is held by citizens and continuing to grow that businesses have responsibilities towards society which go above and beyond their obligations to stockholders or investors of an organization (Visser et al 2010). This applies to all size organizations; however, discussions tend to focus on large scale organizations as it could be argued that they are more visible and hold greater power (Ibid 2010). In this forever evolving and international environment, CSR has become the prominent topic with regard to institutional reform (Ahamad and Mohammed 2013).   
The triple bottom line was introduced in the year 1994 by John Elkington, countering on the then narrow focus on the fashionable term eco-efficiency, the triple bottom line concept underscores the fact that both companies and organizations create value on multiple dimensions hence CSR (Visser et al 2010). Companies are increasingly discovering that corporate values, economic success and greater communal good ultimately go hand in hand (Ahamad and Mohammed 2013). The principles of CSR can operate at different levels such as institutional, organizational and managerial (Banerjee 2007).
Banerjee (2007) states that the emergence of CSR through the twentieth century could be seen as an attempt to create a conscious soul for corporate bodies-based on its obligation to society, for example doing good in order to do good. CSR is a subject which has a history of study yet Crane et al (2008) suggest it is unusual to discover that researchers do not share a common definition nor common principles. The definition of CSR has evolved over the decades; however, early definitions were often ambiguous and too general (Visser et al 2010). The ambiguity around the concept of CSR arises due to the often-confusing terminology (Banerjee 2007). However, even in today’s current climate CSR is an evolving concept yet to hold a concrete definition. The most famous definition is one of Carroll (1979: p500) he states;  
“The social responsibility of business encompasses the economic, legal, ethical, and discretionary expectations that society has of organizations at a given point in time”.
According to Visser et al (2010) this characterisation attempts to place both the traditional legal and economic expectations of business in context by linking them with socially oriented concerns such as ethics and philanthropy. His model of CSR was based on a broad macro level (Benn and Bolton 2011). Though Carroll`s definition refers to an economic responsibility many people today still believe the economic component as what the business firm benefits from itself yet Carroll`s argument is that economic viability is something that a business carries out for society (Crane et al 2008). The categories that are defined through Carroll`s definition have been influential in the development of understanding the nature and type of obligations that a business has to society (Banerjee 2007). His definition helps humanity in multiple ways such as encouraging businesses to consider issues which have the ability to change the fate and future of civil society (Ahamad and Mohammed 2013). 
The ethical responsibility represents the behaviours and ethical norms which society expects of a business to follow, these responsibilities are to be considered above and beyond their legal requirements (Visser et al 2010). Additionally, philanthropic responsibility represents voluntary roles, initiatives and practices and are discretionary to a business, when discussing philanthropy in the context of CSR it is placed into the social sphere but importantly outside of a company’s core operations, philanthropy has the power to connect a corporation with the communities in which it operates and create greater internal culture where by employees develop pride in their employers (Ibid 2010). However, Benn and Bolton (2011) suggest that the concept of philanthropy is a strategic approach in order to obtain a competitive advantage in the context of geographical locations. The ethical and philanthropic approach is of the opposing view to Friedman (1962) who originally framed the issue of socially responsible versus profit maximizing behaviour, his critique still remains one of the most influential within CSR (Crane et al 2008).  
The Body Shop was one of the first business to be active in CSR leading the way for others to follow. It has been conducting both social and environmental audits and reporting on their performance of this for more than a decade (Banerjee 2007). Additionally, an important milestone in the development of CSR was Fairtrade. Fairtrade is a trading partnership which is based on transparency and respect, that seeks greater equity in international trade, it contributes to sustainable development by offering better trading conditions (Visser et al 2010). The continual success and development of Fairtrade relies on the support of a diverse set of constituencies such as schools and churches (Ibid 2010). Starbucks is fully invested in the concept of Fairtrade and has been for the past forty years (Fairtrade Foundation 2019). 
Large organisations face greater scrutiny over their CSR initiatives compared to smaller organisations as they are more visible, therefore they take a more formal approach by producing annual reports. Visser et al (2010) suggest that some businesses are very good as CSR yet some find it a struggle, however, most business today embrace the concept of CSR. Ace et al (2019) suggest that Starbucks is one of the most recognized brands on a global scale. Starbucks outlines through their Global Social Impact Report (2017) multiple aims and strategies that they have achieved and that they wish to achieve as an organisation not only for the benefit of themselves but society also. Ultimately the ethical behaviour of an organization is answerable to the stakeholders, the CSR policy and agenda is directly linked to the organizations strategy. A stakeholder can be defined as 
“Any group or individual who can affect, or is affected by, the achievement of a corporation`s purpose” (Freeman 1984: p46). 
Starbucks are aiming to contribute ethical differences in many ways one being environmental as they state caring for the environment is equally important to them as caring for communities (Starbucks 2019). Recycling is a huge issue in modern times with it being a high-profile agenda, currently Starbucks are seeking a new initiative in order to reduce waste by recycling cups. Their new campaign has introduced a discount to customers who bring a reusable cup allowing them to receive a discount on any drink that they purchase (Ibid 2019). However, despite their best efforts in introducing recyclable cups it is slowly becoming common knowledge that its not as easy as people once thought due plastic still existing within the inner lining in order to keep the drink hot and leakproof that’s causing difficulties (BBC News 2018). Due to the materials used in the cups there is only a small number of specialists’ plants in the United Kingdom (UK) able to dispose of this waste and therefore more than 99.75% of the cups do not get recycled unless disposed of instore where they have the appropriate logistics in place to access the appropriate disposal method (Ibid 2018). Only three facilities in the UK are able to separate the layer of plastic lining away from the cup (Gabbatiss 2018), so when members of society feel that they are being environmentally friendly by recycling the majority of the waste ultimately ends up in landfill (Ace et al 2019).
Stakeholders have become increasingly interested in ethical consumption, they consider ethical treatment of the environment when discussing a product (Kang and Namkung 2018). Crane et al (2008) state that in order for a company to succeed and achieve its aims they must work with society and its stakeholders which have potential to influence the company goals must be considered. Visser et al (2010) suggests that an integrated CSR policy has the potential to affect every department and dictates how a company behaves towards its stakeholders, integrated CSR policies can manifest into sustainable behaviour with the necessary support from company leaders and organizational culture they are important for a credible CSR approach in larger organizations such as Starbucks. Stakeholder theory aims to explain the nature of how people have a `stake` in the operations and outcomes of an organizations business activity, however, critics have argued that there is confusion surrounding its nature and purpose (Benn and Bolton 2011). 
Starbucks mostly reflect moral management thorough their organization however, in 2008 whilst responding to public criticism Starbucks promised to make cups which are fully recyclable by 2015 yet over a decade later this has yet to be done and fallen short of such goals (Ace et al 2019). Campaigners are urging Starbucks to honour their pledge of introducing a 100% recyclable cup, globally Starbucks` average total usage of cups per year is four billion, which adds to the problem of contamination through the eco systems around the word (Gabbatiss 2018). Ace et al (2019) suggest that whilst Starbucks are a strong leader within their industry it is fundamental that they take responsibility in keeping their promise to develop, promote and encourage more environmentally conscious practices. 
Starbucks have an environmental mission statement which states that they are committed to their role as environmental leaders in all facets of business stating that they understand that their environmental responsibility is vital in order to preserve the world for generations to follow, adding their commitment to positively contribute to the environment is of upmost importance to their company (Starbucks 2011). However, after years of claiming to be the leading brand trying to resolve the issue of paper cups in 2013 after only five years of working in partnership to try and find a solution they ignored their commitments and relinquished responsibility, concealing that they wouldn’t reach these goals (Ace et al 2019). Starbucks was once a strong leader in its green packaging, is now falling behind whilst its competitors are innovating, considering this it is time Starbucks take action in order to match its image (MacKerron 2018). Starbucks is a global organization with the potential to change a global cup market and are well recognized for their levels of CSR, however, Ace et al (2019) would suggest that perhaps they don’t truly deserve such recognition as the issue of their cups is causing global harm. 
In their most recent Global Social Impact Report Starbucks state that they have responsibility to stay true to our mission and values, one being that they are committed to the environment and believe in the importance of the environment (Starbucks 2018), But do they? With Starbucks set to open 12,000 more stores by 2021, unless they take swift action the quantity of cups going into landfill is only going to multiply, with the millions of trees cut down in order to manufacture the cups will cause even greater environmental harm (Ace et al 2019). The manufacturing of the cups requires large quantities of water that ultimately becomes contaminated with inorganic chemicals resulting in pollution of the waterways and landfill piles tend to inhibit the flow of oxygen allowing the process of decomposition to take place which emits methane gas effectively impacting the environment for years to come (Ibid 2019). Houck (2018) suggests that for companies such as Starbucks it is far cheaper for them to send their waste to landfill than navigate an infrastructure available for recycling. However, CSR is about more than money, more than making a profit it is about considering stakeholders and, in this circumstance, an important one being the public. According to Kang and Namkung (2018) the concept of CSR is an important contributory factor towards Starbuck`s management strategy. The company considers multiple parties related to the business into consideration, yet how can this be when they produce so much waste and harm to the environment. The impact of Starbucks` waste on our water, oceans and health is dramatic, it is time they were held accountable and live up to its goals and responsibility as a global leader if not the plastic pollution problem will only worsen (Clean Water Action 2019). 
In their most recent Global Social Impact Performance Report Starbucks themselves acknowledge the fact that despite them holding a thirty-year legacy in their effort to reduce environmental impact they must do more, they have now contributed ten million dollars towards the NextGen Cup Challenge, which awards entrepreneurs working on new ideas to develop more sustainable cup solutions and invites industry participation and partnership working in order to identify a global solution (Starbucks 2018). The issue of the cups has been documented in their CSR reports for many years, although they claim they are working to improve this issue a recyclable cup has already been developed surely, if this was such an important area for them, they could negotiate a collaboration. The Frugal cup is the only paper cup with the capability to be recycled through the mainstream process of waste though still consisting of plastic the plastic layer is easily removed either for reuse or recycling, crucially it can be disposed of in any recycling bin due to the elements of recycled paper and plastic being completely separate (Frugalpac 2019). Whilst Starbucks are yet to discover the 100% recyclable cup they have made efforts in other areas in order to limit cup waste such as recently introducing a 5p charge to cups in the London stores to try and encourage customers bringing in their own reusable cups yet this has been described as a “late levy” something which will not cure the wide scale problem (Gabbatiss 2018). 
Reusable cups are an important component to their waste reduction strategy hence the 5p charge trying to encourage customers to alternatively purchase the £1 re-usable cup which provides a discount when used, they state that they are committed in finding ways to reduce paper cup use (Starbucks 2019). Smithers (2016) reported that Starbucks were going to trial a fully recyclable coffee cup in its UK shops, which could have great impact on the quantity of cups going into landfill per year. This was announced in 2016, however, there is no evidence that this went ahead (Ace et al 2019). When considering transparency of the organisation they state that the 5p charge will support recycling and sustainability efforts with a focus on reducing plastic pollution (Starbucks 2019) yet their current cups are lined with plastic so it is rather contradictory. However, Starbucks were one of the many coffee companies to sign a pledge in the UK to reduce recycling rates by 2020 (Smithers 2016).
Despite excelling in areas of CSR such as employee working conditions the environmental impact of their cups is attracting more negative attention the longer they prolong a solution. Though their past developments have been significant society feels that it is not enough due to the global effects of pollution and companies such as Starbucks are partly to blame due to their large quantities of waste produced every day. It could be suggested that this is an act of amoral management. Houck (2018) states that it is counterintuitive that a company such as Starbucks has made such poor contribution in its adoption of more sustainable practices considering their more than accessible capital for research and development not to mention their reputation for high levels of CSR. Does this suggest that they are not as transparent and active in CSR throughout all areas of business as they portray, perhaps their efforts at CSR are simply to minimise public criticism or are they reflecting capitalism? Though the concept of CSR is not legally binding, regardless of their voluntary nature there is still an expectation held by society placing increased pressure on businesses to comply with the agenda of CSR especially large-scale corporations. In spite of its recent growth and popularity Crane et al (2008) strongly suggest that one can trace for centuries evidence of the business communities concern for society. Ahamad and Mohammed (2013) state that with the world facing current issues such as globalization, environmental pollution and shortage of resources, corporations are experiencing large pressures to provide a business in a more socially responsible manner. Starbucks are introducing alternatives throughout their company in order to be more environmental such as greener stores which includes greener power supply alongside strengthening communities and creating opportunities (Starbucks 2018). 
In modern times it is the public which plays in increasing role in what constitutes the success of a business, due to this CSR has an upbeat future in the global business arena (Visser et al 2010). Benn and Bolton (2011) state that when considering the topic of CSR, it is important to question what catalyses an organisation to take part. There are different motivations behind CSR expenditures which ultimately have different impacts on the financial performance of that organisation (Crane et al 2008). The true motive of an organisation is opaque to corporate outsiders, there may be a variety of reasons why an organisation wishes not to express their true motivations and intentions therefore they softly conceal what appears to be CSR (Ibid 2008). Given the value of CSR in modern society many people believe that CSR practices are a source of gaining a competitive advantage and used as a tool in order to enhance performance of an organization (Kim and Kim 2004). 
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