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1. [bookmark: _Toc472675694]Introduction

This report aims to explain the role that sustainability plays within a business context, and analyse the idea of sustainability within Starbucks Corporation.  This analysis will be applied to several issues faced by Starbucks with recommendations in how to overcome them, namely the social responsibility to source coffee that’s fairly traded and the environmental responsibility the dispose of waste in a sustainable manner.

2. [bookmark: _Toc472675695]Corporate Social Responsibility in Business

Crane and Matten define business ethics as the ‘study of business situations, activities, and decisions where issues of what is morally considered right and wrong are addressed’ (Crane & Matten, 2010). Environmental, social and individual harm can be inflicted through the malpractice of businesses, and so ethics can also be seen as an idea that seeks to improve the basic human condition (Michalos, 1988). Despite wide recognition of the importance of ethics in business, some still assume Friedman’s position that a business holds no social responsibility, only responsibility towards stockholders to generate profits (Friedman, 1970).
Corporate social responsibility adopts Freeman’s stakeholder theory where all stakeholders affected by a business are equally important and must be considered as such. CSR includes the ‘economic, legal, ethical, and philanthropic expectations placed on organisations by society at a given point in time’ as defined by Carroll and Buchholtz. These four levels of responsibilities must be met in order for a business to be fully ethical (Carroll & Buchholtz, 2010).
Fig 1: Carroll’s Model of Corporate Social Responsibility
[image: ]
Source: (Crane & Matten, 2010)

Starbucks Corporation is an American based international coffee shop chain, employing approximately 238,000 members of staff in 68 different countries (Marketline, 2016). Due to the nature of their industry, the organisation faces multiple ethical and sustainability related issues that include the sustainable sourcing and ethical trading of coffee and waste disposal problems. Key sustainability objectives for the company were outlined in their 2015 global responsibility report which included recycling and waste disposal targets, sourcing power from renewables and increasing the amount of fair-trade coffee sourced to 100% (Starbucks, 2015).

3. [bookmark: _Toc472675696]Sustainability in Business

A fairly recent term in the business environment, sustainability has multiple definitions that can be applied to businesses in different contexts. The most commonly recognised explanation is a follows: ‘meeting the needs of the present generation without compromising the ability of future generations to meet their own needs’ (Brundtland, 1987). In regards to CSR and Carroll’s Pyramid, sustainability can be included in the ethical responsibility segment
According to their website, Starbucks believe that their role and responsibility of a for-profit, public company is to source ethically and sustainably, create opportunities and encourage service and citizenship (Starbucks, 2017). This ensures that all stakeholder needs are considered and respected, not only shareholders. Whilst Starbucks have been recognised for their sustainability efforts, their dedication has been questioned in response to tax avoidance schemes and problems with sustainable waste disposal, and information sourced from their own public-facing communications must be subjected to further analysis due to increased risk of bias.

[bookmark: _Toc472675697]3.1 Triple Bottom Line 
Sustainability in business can be thought of as ‘a framework for making sense of what is happening in the world so that you can foresee changes and take action before they happen’ (Hitchcock & Willard, 2009). As a whole, sustainability is often thought of as a three legged stool which represents economic, social and environmental responsibilities of an organisation (Molthan-Hill, 2014). To operate sustainably, businesses must ensure that they consider and reflect on all three pillars, and take action in a relevant and successful way. This concept was developed by John Elkington as the triple bottom line on the basis that although a business can chase short-term economic gain, the practices would be unsustainable if there was a failure to account for social and environmental impacts (1997).

4. [bookmark: _Toc472675698]Sustainability in Starbucks

[bookmark: _Toc472675699]4.1 Environmental Sustainability
Detailed in the global responsibility report, Starbucks have increased their purchases of renewable energy from 20% in 2008 to 100% in 2015 to power buildings that they own (breweries etc.) although not for their coffee shops due to leases (Starbucks, 2015). This is a great environmental scheme to implement, although with their power it may be advisable for Starbucks to exert some pressure in encouraging renewable energy sources for their shops as well. They also exceeded an ambitious water conservation goal, reducing consumption more than 26% over 2008 (Starbucks, 2017). Whilst making headway in these environmental areas, they admit that there are challenges that have been harder to achieve goals in, including waste disposal and reduction.

[bookmark: _Toc472675700]4.2 Social Sustainability
Social sustainability is a key factor for a business undertaking challenges of sustainability, and leads to a philosophy of corporate social responsibility suited for merging financial and social sustainability (Jackson, 2016). Starbucks’ social responsibility policy outlines the ethical sourcing of all its coffee, and has increased its official fair-trade quality coffee to 100% of all that it procures. However the demand for fair trade coffee is much lower than the potential supply, which implies that this particular fair trade market is helping only a small fraction of impoverished coffee growers (2009), indicating that Starbucks may need to develop other areas of social policies in order to maintain their sustainability standing.

[bookmark: _Toc472675701]4.3 Economic Sustainability
Last year Starbucks reported a record annual profit of £3.4 billion, a 16% increase on the previous year (BBC News, 2016).  Clearly a huge profit for a huge company, but in order to be sustainable radical transparency and legal compliance is required. Unfortunately for Starbucks, in 2012 they were at the centre of a tax evasion scandal in the UK. It was reported that Starbucks had made over £3bn in UK sales since 1998, but had paid less than 1% in corporation tax (BBC News, 2012). Starbucks maintained that they had not broken any laws technically, despite reporting a loss to HMRC to avoid tax whilst telling investors that the business was performing profitably. As a result of this scandal, and further evidence of offshore accounting, Starbucks revenues fell almost 4% mirroring the loss in business trust (Spanier, 2014). A recent study found that the level of tax evasion is negatively associated with the level of sustainability (Hichem & Guidara, 2016), and so in order for Starbucks to be considered sustainable they must practice ethical finances as well.

5. [bookmark: _Toc472675702]Sustainable Challenge

[bookmark: _Toc472675703]5.1 Disposal of non-recyclable material
Single-use plastic is a huge environmental problem globally, and the same disposable coffee cups that Starbucks use contribute massively. 100 billion disposable coffee cups end up in landfill every year globally, at least 2.5 billion annually in the UK alone; less than 1% of these are recycled (Cocozza, 2016). 
A common misconception is that these cups are recyclable, largely in part to misinformation from coffee chains themselves. For example, a competitor of Starbucks ‘Costa’ printed the recyclable logo on the cups themselves as technically the cups can be recycled with specialist equipment. However this equipment is not available to the public and so Costa looked to be ‘greenwashing’ its products. Starbucks were also accused in 2016 of the same as their website lists a goal to ‘make 100 per cent of our cups reusable or recyclable by 2015’ (Turner, 2016). Greenwashing is the term used to describe when a business misleads consumers about their own environmental performance or the eco-benefits of their products (Markham & Khare, 2014). Starbucks want to avoid similar claims, as further accusations could result in a lack of trust in the organisation from customers.
Starbuck have faced certain pressures in improving their disposal methods on plastic waste from numerous sources. Most recently, Starbucks have been targeted by The Environmental Paper network regarding the use of the unrecyclable disposable coffee cups. The group, an international coalition of non-governmental organisations including WWF and Greenpeace, exposed Starbucks and several other coffee chains regarding their lack of effort to reduce the billions of cups that were described as ‘wasteful and harm people, forests, water and the global climate’ (Vaughan, 2016).
In response to this, and several other factors, PCRRG (Paper Cup Recycling and Recovery Group) was created by the coffee industry, who drafted and released a paper cup manifesto that committed to ‘that by 2020 the greater majority of the UK population will have access to information, schemes and facilitates that enable paper cups to be sustainably recovered and recycled’ (PCRRG, 2016).This was signed by 90 companies including Starbucks. Although signed, Starbucks is not legally compelled to do the best that they can achieve.
In response to this issue, there are reusable tumblers available to be purchased in Starbucks that can be used to reduce waste. However in their report, Starbucks state that this behaviour change is ultimately up to customers, therefore they are limited to what they can do (Starbucks, 2015). This can be seen as a way of shifting the responsibility on to their customers and not making the effort that they had previously promised. This is made evident in the same report where they stated that they had changed their goal for 25% of coffees to be served in reusable cups to a mere 5% by 2015, and only achieved 3%.


6. [bookmark: _Toc472675704]Conclusion

In a recent study, the majority of businesses surveyed identified that addressing sustainability was an important factor in maintaining a positive brand and image of the company, and that sustainability was a new source of competitive advantage over competing businesses if done correctly (Berns, Townend, & Khayat, 2009). Due to the highly competitive nature of the coffee shop industry, any positive increase in brand image for costa through leading in sustainability would benefit Starbucks with a potential increase in market share over its competitors. They will benefit from greater support and trust from stakeholders, in particular customers, if Starbucks is perceived as socially and environmentally responsible. Revenue and profitability will increase, as does Starbucks’ brand reputation (Nastanski & Baglione, 2014).

7. [bookmark: _Toc472675705]Recommendations

Regarding the sale of their reusable tumblers, I recommend that Starbucks assumes a socially responsible scheme where a small donation is made with every sale of coffee in a reusable cup to a relevant charity/organisation. This would be similar to Costa’s scheme where they donate 10p to Keep Britain Tidy with every cup of coffee bought in a reusable cup. This will attract socially minded customers and help Starbucks to maintain the socially responsible and sustainable brand image that is expected by their customers.
I also recommend that Starbucks fully participate in their pledge to reduce this particular form of waste. Promotional activities like the seasonal varied cup designs only encourage the consumption of throwaway plastic, and they would be better suited to launching a seasonal design on a reusable tumbler. This would encourage use and gradually alter consumer behaviour, allowing Starbucks to succeed in their sustainability goals and creating a better environment.
In light of the tax avoidance scandal Starbucks faced, I also recommend that Starbucks maintains radical transparency in their accounts and business in order to build trust with their stakeholder groups.
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