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Introduction
[bookmark: OLE_LINK1]Starbucks specializes in coffee; it began its operations in 1971. The firm also offers other complementary products such as tea and pastries. Currently, Starbucks operates in 80 countries, where it runs 30, 000 stores (Starbucks 2019). The firm's target market is mostly composed of friends and family members due to its strategic locations in neighbourhoods. The company differentiates its product offering by leveraging on high-quality products and unique customer service. However, in today business environment, corporate social responsibility (CSR) behavious have been becoming more important for organisational reputation and growth. This essay thus critically examines the CSR politics adopted by Starbucks. The essay begins by giving an overview of Starbucks CSR aims and strategies. It then proceeds to discuss the development, implementation and timescale of Starbucks CSR initiatives. Thirdly, the paper looks into the successes and transparency of the organization in reporting their CSR policies. The paper then proceeds to analyze the change of focus in Starbuck's CSR initiatives over a few couple of years. The paper finally ends with a conclusion that gives a summary of its major findings.

An overview of Starbucks CSR aims and strategies
“CSR refers to operating a business in a manner that meets or exceeds the ethical, legal, commercial and public expectations that society has of business” (Kahreh et al., 2014). Carroll’s pyramid of CSR divides a company’s social responsibility into four aspects: economic, legal, ethical and philanthropic (Baden, 2016). Starbucks CSR politics can be understood from these four aspects. Starbucks is well renowned for engaging in CSR initiatives to improve the welfare of the communities in its operating environment. According to Wu, Tsai and Tai (2016), Starbucks CSR politics include environmental conservation in its operating environment to comply with environment laws, resolving economic issues in countries and supporting its employees with good working conditions. Additionally, the firm aims to provide its partners with life-transforming support such as health coverage, and college tuition to vulnerable populations in philanthropic responsibility aspect. The firm also spurs investments by allowing its partners to invest through the equity bean stock initiative.
Starbucks CSR initiatives are driven by several aim and strategies. The first major aim of Starbucks CSR policies is adopting of ethical sourcing of its products (Starbucks, 2020a). The firm has many suppliers in its supply chain. Its major suppliers are farmers; some of them come from third world countries whereby exploitation is quite easy. Starbucks aims to eliminate the exploitation of farmers by ensuring that farmers receive fair pay for their products to ensure sustainability and availability of inputs (ibid). Additionally, the firm aims to ensure that only high-quality products are procured to ensure that consumers are satisfied. Moreover, Starbucks aims to ensure that forms of unethical labour practices such as child labour are eliminated from its supply chains (ibid).
The second aim of Starbucks CSR initiatives relates to the promotion of opportunities for people. The opportunities majorly target countries where its raw materials such as coffee and tea are sourced. The firm targets to equip young people with competencies and skills necessary to succeed in their future careers. To achieve the empowerment agenda, Starbucks seeks partnerships with non-governmental organizations; this helps the firm to reach out to many people in the communities (Starbucks, 2020b). Additionally, Starbucks seeks to create opportunities for people by promoting diversity and inclusivity. The strategy to achieving the promotion of opportunities includes the launch of several programs such as college achievement plan, partnership with RED for health promotion, and Starbucks foundation for enhancing youth programs (Starbucks, 2020c).

The third aim of Starbucks through its CSR politics is to promote sustainability. Starbucks aims to drive sustainability by adopting several initiatives. First, the first aims to reduce its carbon emissions to the environment thus ensuring its future viability. Secondly, the firm aims to eliminate environmental waste by adopting recycling and promotion of a greener environment (Cnbc, 2020). Thirdly, the firm aims to provide fresh water in comparison to the amounts they consume (Starbucks, 2020d). The firm has adopted a strategy of tracking progress through monitoring its short and long term goals. The firm's strategy of promoting sustainable practices includes promoting reforestation, adopting innovative agricultural practices and embracing reusable packaging (ibid).

The development, implementation and timescale of Starbucks CSR initiatives
Starbucks CSR politics have undergone a reasonable shift over time through development and implementation. In promoting ethical sourcing of its products, the firm has developed a raft of initiatives. First, Starbucks offers support to its farmers through the provision of resources and research to farmers (Starbucks, 2020a). The support applies to all farmers operating in coffee-growing areas, regardless of whether they supply Starbucks or not. Starbucks also supports farmers by fighting coffee diseases such as leaf rust. To achieve this, Starbucks prides itself in offering drug-resistant trees. Additionally, the firm also has a fund kitty that allows farmers to develop sustainable farming practices. The firm engages in sustainability practices is partly attributed to its unethical conduct in the past, whereby the firm engaged in genetically modified ingredients (Bilowol and Doan, 2015).
Starbucks also prides itself by offering technology solutions to its farmers. Such technological solutions help farmers to lower the cost of production thus increasing the amounts of their earnings per product (Conservation International, 2020). Additionally, technological solutions help farmers to improve their productivity in their lands. Starbucks offers technological solutions in collaboration with some of its partners such as Conservation International. According to Conservation International (2020), its partnership with Starbucks is meant to promote the sustainability of coffee production in the globe. Through the partnership, Coffee production has been transformed by ensuring digital tracing of the supply chain for the benefit of the farmers.  The partnership has also managed to spur innovativeness along the supply chain by improving the efficiency of farmers and other partners along the supply chain. 

Starbucks has a youth empowerment program. The program was developed in 2018 to create opportunities for American youths who are mostly left out of lucrative opportunities in society. The target was to hire 10,000 youths by 2018; the target was achieved by 2017. Following the achievement, Starbucks raised its bar to 100,000 youths employed by 2020. The progress was so far impressive with 75,000 employed as at January 2019 (Starbucks 2020c). Additionally, Starbucks has developed other employee empowerment programs such as youth mentorship programs developed in 2018 and has so far mentored 10,000 youths (Ibid).
Starbucks CSR initiative also includes driving inclusivity and diversity of its workforce. The firm seeks to promote diversity of its workforce in conformity with the nature of its partners, who come from different orientations (Starbucks, 2020e). Diversity and inclusivity at the workplace are aimed at enhancing creativity and innovation (Li et al., 2017). Additionally, championing for diversity has helped the firm to enhance its work culture by making everyone have a sense of belonging. Starbucks prides itself in attaining a 100% gender pay equity as a means of facilitating gender inclusivity in the USA. Similarly, the firm has attained a good representation of women at the workforce, currently standing at 68% of the labour force. Its workforce is made of 54% white and 46% people of colour in the USA (Starbucks, 2020e).

The successes and transparency of the organization in reporting their CSR policies
Starbucks has attained several milestones through its CSR initiatives. Starbucks has largely been successful and transparent in its CSR initiatives. The firm has a target of attaining 100% sustainable practices by 2020. So far, the firm prides itself in attaining 99% of the milestone (Starbucks, 2020f). On the contrary, Bilowol and Doan (2015), argue that Starbucks has not attained the required standards of purchasing ethically purchased coffee. Similarly, the firm aims to attain 100% ethically sourced tea by 2020; currently, it has attained 72% of this milestone (Starbucks, 2020f). Achieving the high ethical standards in the coffee procurement has taken a period of more than two decades. The process has also involved collaborations with stakeholders.
Starbucks CSR approach has largely become successful because of its long-term strategy. According to Hahn and Kim (2016), the long-term CSR approach adopted by Starbucks has helped the firm to address some of the major problems facing its supply chains. The firm has also generated a huge impact on environmental protection in comparison to other multinational companies that have a short-term approach. Due to its CSR strategy, Starbucks has made tremendous steps making it a successful firm due to its good treatment of stakeholders such as employees, and suppliers. However, The Verge (2020) argues that the CSR initiatives adopted by Starbucks have made little impact in comparison to the negative consequences of the firm. The article says that Starbucks contributes massively to environmental pollution, equivalent to big multinationals like Microsoft. The firm also produces massive wastage in the form of its one-use plastics and straws. 
Starbucks has robust CSR initiatives in the United States of America. However, Starbucks CSR initiatives outside the United States of America have low levels of success. For instance, the firms CSR initiatives in countries such as Vietnam depict a lack of proper strategy. Most of the CSR initiatives in such countries are less sophisticated and short-term without proper stakeholder engagement (Bilowol and Doan, 2015). This is an issues since organizations need to work with stakeholders to achieve their aim (Crane et al. 2008). On the other hand, research by Wu, Tsai and Tai (2016), shows that the CSR initiatives of Starbucks are highly visible in some markets such as Taiwan. In the research carried out in Taiwan, 92.7% of the respondents acknowledged that they were aware of Starbucks CSR initiatives. 
Starbucks has also been accused of not meeting its CSR obligations in some countries. For instance, Campbell and Helleloid (2016) say that Starbucks has failed in meeting its tax obligations in countries such as the United Kingdom. This goes against its CSR objective of promoting the welfare of the communities within the environments it operates. The issue of shifting taxes to countries with better tax regimes, despite being common with multinationals, has raised public relations issues with Starbucks in the UK market. The firm is seen as deliberately trying to reap maximum benefits thus not generating maximum benefits are per its CSR objectives. The tax avoidance by the UK brought to the fore CSR reporting issues in the firm. The firm reported loss-making to the authorities to avoid tax, while on the other hand, reporting profit to investors to retain them (ibid). Similarly, in the USA Starbucks CSR achievements of some of its targets are not properly reflected in the day to day operations of its businesses. For instance, despite Starbucks boasting of some high achievements in inclusivity and diversity, there are rampant cases of discrimination recorded. According to The Guardian (2018), Starbucks employees discriminated against some of two customers due to their race. The discrimination raised negative repercussion in a firm that is believed to be racially inclusive and diverse. Starbucks took a swift action to arrest the negative publicity by training its employees on the racial bias to restore its reputation. 

The change of focus in Starbuck's CSR initiatives over a few couple of years
The CSR initiatives of Starbucks have changed over time. To begin with, Starbucks was among the leading firms in the USA market to provide a comprehensive insurance package to its part-time employees (The New York Times, 2017). Most employers during those times provided comprehensive insurance only to full-time employees. From comprehensive insurance, Starbucks advanced its CSR programs by championing for the welfare of its employees. The firm started empowering its workers by providing free tuition provided that employees worked a minimum of 20 hours per week (Starbucks, 2020). The second phase of its CSR initiatives also included adopting inclusivity such as hiring minority groups. Currently, most of CSR targets for Starbucks are aimed at combating climate change. According to Cnbc (2020), its current CSR focus includes water conservation, waste management and carbon emissions reduction. The firm targets by 2030 include halving carbon emissions, wastage and reduction of water consumption by half its current rate. Additionally, Starbucks aims to become more resource positive by improving its menu offering (Seattle Times, 2020). Currently, its menu items consist of both plant and animal products; out of which animals products have high carbon emissions to the environment throughout the supply chain. Therefore, the firm aims to increase the proportion of plant-based items while reducing animal-based to ensure attainment of its carbon emission reduction targets.

CSR is well known for setting ambitious targets in its CSR initiatives. However, some of its initiatives are at times believed to be over-ambitious, thus helping to project a positive image to its stakeholders. For instance, in 2008, Starbucks set an ambitious target of adopting re-usable containers by 25% of its drinks within 7 years (The Verge, 2020). However, the firm did not adopt the right strategies and later went back on its goal by lowering it to just 5%. Starbucks performed poorly on this target in a decade, since by 2018, only 1.8% of its containers were re-usable. This has made many stakeholders question some of the sustainability goals set out by Starbucks. 

Conclusion
In conclusion, Starbucks is a global leader in coffee production. The firm also offers other products to its consumers such as tea and pastries. Starbucks CSR policies are made of several aims and strategies. The firm engages in CSR activities with its main aims of attaining ethical sourcing of its products, promoting opportunities for its peoples and enhancing sustainability. To achieve its aims and objectives, the firm has laid several strategies such as developing partnerships that ensure its stakeholders reap maximum benefits. The other strategies adopted include adopting innovation and recycling to promote sustainability. Starbucks has developed and implemented its CSR initiatives over time. Some of the initiatives include the provision of resources and research to farmers, offering technological solutions, youth programs and inclusivity and diversity. Starbucks has attained high levels of success in its CSR initiatives. For instance, the firm has attained 99% sustainability in coffee. Adoption of a long-term strategy has been the major success factor in its CSR initiatives. However, Starbucks has failed in some of its CSR initiatives; For instance, the firm has been accused of tax evasion in the UK and poor record of its inclusivity and diversity practices due to discrimination of customers. Starbucks CSR initiatives have undergone a rapid shift. It began with comprehensive insurance of its employees then advanced to free tuition, inclusivity and diversity of its labour force. Currently, the firm's initiative aims to combat climate change through water conservation, waste reduction and reduction of carbon emissions.
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