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The idea of Corporate Social Responsibility (CSR) first appeared on an academic level can be followed back to the late 1960s in response to the need for businesses to address the effect of their activities on the environment and society, in addition to the interests of their shareholders (Cannon, 1994). CSR is an evolving concept that currently does not have a universally accepted definition. An early definition offered by Carroll (1979, p. 500) was, “the social responsibility of business encompasses the economic, legal, ethical and discretionary expectations that society has of organisations at a given point in time”. 
Carroll (1991) created a multi-layered idea of four interrelated viewpoints an organisation needed to embrace as part of their business responsibilities. The pyramid proposed by Carroll (1991) consisted of ‘Philanthropic Responsibilities’, ‘Ethical Responsibilities’, ‘Legal Responsibilities’ and ‘Economic Responsibilities’. 
The ‘Philanthropic Responsibilities’ relate to the organisation being a ‘good corporate citizen’. The ‘Ethical Responsibilities’ refers to being ethical within the organisation with the obligation to do what is right, just and fair and avoid harm. The ‘Legal Responsibilities’ consults to obeying the law, as law is society’s codification of what is right and wrong. The ‘Economic Responsibilities’ refers to the profit to be made by such strategies, the foundation upon which all others rest. (Carroll, 1991).
The core characteristics of CSR are the essential features of the concept that tend to be visible in CSR practice. The six core characteristics of CSR, described by Crane et al. (2008), are the voluntary activities that go beyond legal requirement, the internalizing or managing externalities, multiple stakeholder orientation and not only focusing on shareholders, alignment of social and economic responsibilities to order to maximize profit, practices and values behind to reasoning of the strategies in place and, finally, that CSR is beyond philanthropy alone.
The term ‘sustainability’ is used in different ways, determined of corporation, government, foundation, individual or non-government organisation, but the most frequently quoted definition is from the Brundtland Report “to satisfy the needs of present generations without sacrificing the ability of future generations to satisfy their needs” (IISD, 2018). For others, the definition lies in the triple bottom line: the three E’s of environment, equity, and economics, or the 3 P’s of people, planet, and profits. But these definitions remain cloudy and have problems in practice.
Milton Friedman, the oft-cited defender of self-interested capitalism, wrote, “There is one and only one social responsibility of business: to use its resources and engage in activities designed to increase its profits so long as it stays within the rules of the game.” (Friedman, 1970, cited by Mintzberg, 1983, p. 37). He believed CSR attempts to portray corporations as responsible citizens who are concerned with the issues of social and environmental welfare but in reality, have the hidden agenda to increase profits.
The Coca-Cola Company began building its global network in the 1920s. Today, the multibillion company is operating in more than 200 countries and producing nearly 450 brands. It is the world’s largest beverage company and sells an average of 1.9 billion servings of company products per day. (Coca-Cola, 2018). 
Companies have taken an increased interest in CSR for a combination of reasons. Investors and customers alike gradually started to investigate multinational organisations and their operations. The demand for stricter policies and the need for companies to do more became prominent. Thus, CSR developed into becoming a key part of the corporate decision making for most multinational companies. (Blowfield and Murray, 2008).
According to Information Resources Management Association (2015 p. 805), the Coca-Cola ‘Social Responsibility Report 2010: Towards Sustainability’ stated “Coca-Cola is intent on growing our business by making a difference wherever our business touches the world and the world touches our business”. Coca-Cola claim their ‘2020 Vision’ of doubling the business is only possible by, and claim to, embed sustainability-minded innovations into every aspect of the business.
Freeman (1984, p. 40) defines a ‘stakeholder’ as, “any group or individual who can affect, or is affected by, the achievement of a corporation’s purpose.” Crane et al. (2008) explains the need for companies to work with selected individuals or groups in society in order to fulfil its aims, as well as the need to take into account every individual stakeholder that may have an influence on the company's goal. Coca-Cola claim to have a strong engagement with its stakeholders, which include ‘bottling partners’, ‘consumers’, ‘customers’, ‘communities’, ‘employees’, ‘governments and regulatory authorities’, ‘shareowners and analysts’, ‘suppliers’ and ‘trade groups and industry and policy organisations’ (Coca-Cola, 2017). They imply it is in their stakeholders’ best interest, more so the customer, for the company to be part of workable solutions to the problems concerning society and the environment (Coca-Cola, 2010).
The Coca-Cola’s ‘2010/2011 Sustainability Report’ recognises obesity as a global issue. It states, “500 million adults over age 20 are obese - and so are about 43 million children under the age of five” (Coca-Cola, 2011, p. 55). They suggest the solution to this serious and complex issue will require effort from every segment of society, including themselves. Coca-Cola tackles the problem by offering low-calorie beverages that give consumers a healthy option to what they consume, by providing “more than 800 no- and low-calorie beverages” (Coca-Cola, 2011, p. 55).
Despite Coca-Cola advertising in its CSR strategy that they ‘offer more than 3,5000 products, including more than 800 low and no calorie beverages that add up to a full range of hydration options” (Coca-Cola, 2013, p. 8), this translates to only 23% of Coca-Cola’s beverages are with reduced calories, compared to 77% of sugared drinks. This strategy also lacks the transparency factor of declaring the detrimental side effects of artificial sweeteners like aspartame and sodium cyclamate that are used in diet, light and ‘zero’ products. Such health concerns, led to the ban of ‘Coke Zero’ in Venezuela, South America, reports Carroll (2009). 
Moreover, the company promise to market responsibility and claim to be “committed to transparency about the nutritional content of our products” (Coca-Cola, 2011, p. 56). “For 2011, the company aimed to provide front-package information on calories on all its products, which it fulfilled by introducing the GDA”. (Harris and Fleisher, 2016, p. 558).
However, contradicting to their claim that providing nutritional information is important, in 2010, Coca-Cola “spent large amounts of money to lobby at the EU level against a transparent and understandable system of food labelling”, (Harris and Fleisher, 2016, p. 558). The UK government’s ‘traffic light food labelling’, indicating nutrition value on consumable products, in 2013, was not mandatory, but only recommended. Although, many big food producers joined the voluntary initiative (Triggle, 2013, cited by Harris and Fleisher, 2016). Only two of the major food and beverage companies did not join the initiative, one being Cadbury and the other Coca-Cola, unlike its biggest competitor PepsiCo (Hall, 2013, cited by Harris and Fleisher, 2016). 
Furthermore, around the same time, Coca-Cola also faced a class action lawsuit attacking its fraudulent claims regarding its newly introduced vitamin water as being a healthy choice. In 2014, the class action was settled against the deceptive advertisement and forced Coca-Cola to remove the heath claims regarding vitamin water and to make nutritional information visible on the product. (Basso, 2014).
It is apparent there is not much coordination within Coca-Cola’s CSR strategies as it is clear their claims and actions are not met in a consistent manner. Coca-Cola lobbied against the introduction of transparent food labelling, while at the same time claiming in its CSR strategy that transparent information is crucial when fighting obesity. Anastasiadis, (2014, p. 261) explains that a disconnect between strategies “is dangerous for those firms’ ongoing legitimacy’. In correlation with this, Lock & Seele (2016) point out the misalignment of proposed strategy and the actual actions taken, can threaten legitimacy and the reputation of corporations in society. This has long-lasting consequences, as a loss of trust from stakeholders might backfire on companies eventually. This may be why Coca-Cola eventually changed its opposition toward the food traffic light in 2014. (RCPCH, 2014).
Coca-Cola has been sponsoring the Olympic Games since 1928. In the build up to the London Olympic 2012, “the British association of doctors criticized the sponsorship of the Olympics in London by Coca-Cola and McDonald’s as ‘sending the wrong message’ to consumers and particularly children” (Gallagher, 2012, cited by Harris and Fleisher, 2016, p. 558). The London Assembly called for a ban of Coca-Cola and McDonald’s as sponsors of the Olympic Games but after consideration from The International Olympic Committee the claim was not successful, (Harris and Fleisher, 2016). The result may have been influenced by the following statement, “As top sponsor, Coca-Cola likely pays US$100 million to cover the Olympics, and triples or even quadruples the amount for accompanying marketing campaigns” (Gallagher, 2012).
Following the controversy, Coca-Cola intensified its obesity-focused programme and made it a central component of its CSR strategy. In the company’s ‘2013/14 Sustainability Report’ it is said, “In addition to our product innovation of diet and light beverages, we have also increased our support of exercise and nutrition programs’ (Coca-Cola, 2013, p. 10). Harris and Fleisher (2016) suggest this motion was made to anticipate ongoing criticism of the company being responsible for increasing obesity rates, especially among children. At that time in the United Kingdom, “approximately one-third of children were classified as obese” (Gallagher, 2012, cited by Harris and Fleisher, 2016, p. 558). Coca-Cola, again, emphasises the importance of fighting obesity and launched the ‘Coming together’ campaign. US$13 million was invested in the first period for financing fitness classes and nutritional education for children. Although, in terms of the magnitude of the problem, US$13 million is a seemingly small amount to invest in comparison to the company’s 2012 annual turnover of US$558.4 million (Coca-Cola, 2012) and US$100 million to sponsor the Olympics. Harris and Fleisher (2016) doubt Coca-Cola’s genuine concern for the matter and intended to launch the campaign to conceal the proven link between sugared beverages and obesity and shifting the attention toward sport and education.
In addition to responsible marketing, Coca-Cola’s ‘2013/2014 Sustainability Report’ claim they “do not buy advertising directly targeted at audiences that are more than 35% children under 12” (Coca-Cola, 2013, p. 14). Nevertheless, Coca-Cola has been operating multi-million-pound Christmas advertising campaigns across the world since 1931, becoming a ‘holiday brand’. The advertising promotes ‘holiday spirit’ and uses imagery of ‘Santa Claus’ drinking Coke, inevitably encouraging young children to drink their product. The ‘Coca-Cola Christmas Truck’ was first introduced in 1995, (Hepburn, 2015). The Christmas Truck has been banned from visiting Liverpool because it is said to encourage an unhealthy lifestyle towards children, reports Johnson (2017). It is noted, “33.8 per cent of 10 to 11-year-olds in the north-west were overweight or obese and 33.4 per cent of five-year-old had tooth decay”. (Johnson, 2017).
Coca-Cola promise to be sustainably in every aspect their business touches, and therefore consider the environment as well as society. Greenpeace (2018) announced, "A litter free world is possible - but only if big companies like Coke stop producing ever growing quantities of plastic litter". Coca-Cola (2016) has admitted its part in littering the environment and a responsibility to tackle the problem. In response, they have released a “massive global ambition” of increasing the recycled content of its single-use plastic bottles to 50% globally by 2030. Although Greenpeace (2018) welcomes the announcement of increasing this percentage from the current “paltry 7%”, the campaign group said it was unambitious compared to a commitment from Coke UK who aims to achieve this by 2020.
Coca-Cola (2016) has announced a pledge to recycle a used bottle or can for every one the company sells by 2030. However, the company seem to be off-track when analysing recent figures. The percentage of bottles and cans equivalent to what was introduced into developed markets recovered and recycled show, ‘61%’ in 2014, a decrease to ‘59%’ in 2015 and a minimal improvement of ‘50.3%’ in 2016, (Coca-Cola, 2016). Greenpeace (2018) said Coca-Cola's plan had "fallen flat" when it came to cutting-down on waste plastic and there was more of a need to focus on reducing, not recycling, waste.
In 2013, Coca-Cola set out with a goal to give just as much water back to communities and nature than it uses in its global production sites with an aim to be ‘water-neutral’ by 2020. Unlike their plastic waste reduction strategy, the company kept on track with their water usage efficiency targets, so much so, the goal of becoming ‘water neutral’ was achieved 5 years early. The efficiency of water usage had improved for 13 years in a row and Coca-Cola (2016) estimated to have balanced 133 percent (221 billion litres) of the water used in their global sales volume in the year 2016.
As well as this, further environmental achievements can be recognised. Coca-Cola has announced a program to reduce carbon footprint by 25% by 2020.  According to Chen and Min (2016), Coca-Cola are reducing greenhouse emissions is every aspect possible, right down to the delivery trucks they use and the drivers they employ. The company introduced a custom-designed ‘Smartdriver’ program, in which they train their drivers on eco-driving techniques such as minimal braking, reduced idling, and early gear changes. They have also replaced older delivery trucks with new hybrid ones, which are powered by alternate fuels including electricity, natural gas, diesel-electric and biodiesel. The hybrid delivery trucks reduce emissions by 30% and use roughly 30% less fuel than standard delivery trucks. 
Despite Coca-Cola’s current progression, the vision to reduce its carbon footprint by 25% by 2020 may not be ambitious enough, as the company ranks particularly high compared to the carbon emissions of production of other beverages. Diageo (2017) rank the CO2 emissions of an average serving of Coke to be higher than an average serving of coffee, wine, orange juice, bottled water, Smirnoff Vodka and Johnnie Walker Whisky. 
To conclude, growing pressures have been placed upon large companies to improve their means of production and the way they run their companies, in the interest of society and the environment. These companies are only obliged to operate within the means of the law; meaning Corporate Social Responsibility is voluntary. For some, they implement CSR strategies for ethical intentions, but for others, it can be argued they create CSR strategies to appear ethical, with the hidden agenda to maximise profits. 
Due to the discrepancies between Coca-Cola’s CSR claims and the actual actions taken, it suggests Coca-Cola’s CSR strategies are purely profit-based. The inconsistency between the company recognising the importance of transparency in terms of nutrition values, is contracting the large amount of money spent against an EU level of transparent and understandable system of food labelling. In correlation to this, the misleading advertisement of their ‘healthy’ vitamin water further demonstrates their lack of desire to include transparency.
Furthermore, Coca-Cola claim to market responsibly, and therefore do not advertise to an audience of more than 35% of children, under the age of 12.  However, the company forcefully advertise their products over the Christmas period, inevitably encouraging young children to consume their product. Although Coca-Cola admits their responsibility in the rising obesity trends, their claims of actively fighting against the concern is debatable with the message they are sending when advertising the Olympic Games. 
The mention of Coca-Cola CSR strategies being put in place primarily to counteract criticism over-shadows the positive movements the company has made. Coca-Cola’s push for improving the environment in recent years has transformed the way the company operates. Although the company has had positive impacts, such as returning more clean water into communities than it takes, it again, can be argued a strategy to portray the company to having genuine ethical values but in reality, it is to increase sales.
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