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1. Introduction 
The context and definition of CSR have been evolving yet a rigorous definition of the terms has not been unanimously reached. According to Carroll and Shabana (2010), CSR represents three dimensions of responsibilities that are obligated to implement as the economic responsibilities, legal responsibilities and ethical responsibilities. The analysis of the CSR performance of companies is increasingly important for the business analysis. As argued by Rodriguez-Fernandez (2016), the financial performance of one company is correlated with its CSR performance. Buckler (2017) further proposed that the globalisation of businesses have posed increasing challenges for companies operating in the global market and for local regulatory bodies and business communities. In this regard, this report analyses one global business – Starbucks company on its CSR strategy and performance on whether the company has abided by its CSR commitment in recent years. 


2. [bookmark: _Toc33923182]Starbucks and it’s CSR strategy 
2.1. [bookmark: _Toc33923183]The Starbucks 
Starbucks is a US-based international coffeehouse chain. The company operates its business in over 30,000 locations with its company-owned stores and local supply chains. The company provides a wide range of products to its customers including coffee beverages, snacks and other beverages (Garthwaite et al., 2017). Since its establishment, the company has been aiming to “…establish Starbucks as the premier purveyor of the finest coffee in the world while maintaining our uncompromising principles as we grow...”. 
By the end of 2019, the company had a 3.5 billion US dollar of net income from its global subsidiaries and over 340,000 employees around the world. In the US market, the company has been the top two coffeehouse chains as surveyed by BrandZ (2019) and one of the most welcomed restaurant brands as surveyed by ASCI (2019). As shown in the customer satisfaction score of Starbucks and its major competitors in the US market, the company has maintained to be appealing to its customers (ASCI, 2019). 
[image: ]
Figure 1． Customer satisfaction score of Starbucks and its major competitors. Source: (ASCI, 2019). 

2.2. [bookmark: _Toc33923184]The CSR strategy of Starbucks 
As stated in its manifesto, the company aims provide high-quality products and services to its customers. Under this guiding principle, the company has established CSR guidelines as to:
· Provide friendly working environment to its employees;
· Embrace the workforce diversity within the company;
· Contribute actively and positively to the local communities and the natural environment with sustainable supply chain management;
· Serve the customers with fine products at all time;
· Maintain the increasing of the profitability of the company. 
The above guiding principles of the company’s CSR conducts clearly follow the pattern of catering the interests of its major stakeholders including the employees, customers, shareholders, the natural environmental and the local community (Kimball, 2016). As a company primarily relying on the production and processing of coffee beans, the company has been primarily diverting its CSR practices towards the establishment of the sustainable supply chain to facilitate the growth of the coffee bean plantation industries in production markets and maintain the quality the coffee beans supplied to the company. 
Starbucks has long been recognized as the provider of city public social space beyond the simple idea of coffee house. According to Thompson and Arsel (2004), stores of Starbucks serve not only as the provider of coffee products and services, but also a third space other than the home and the workplace for customers’ social life. As such, the company has also been emphasizing on the strengthening of the local community built around the stores of Starbucks including the helping of the elderly, veterans and school students in the local area. The company has been expanding the community from its stores to its supplying sites such as to help local coffee bean famers on receiving career training programs (Kang and Namkung, 2018). Based on the reviewing of the company’s CSR reports in the past decade, the timeline of its CSR strategy is illustrated as below in figure 2. The company has been maintaining one CSR strategy with minor modifications in the timescale of three to five years. Every five year the company initiated a new CSR strategy for the future five years allowing for updates based on the changing of the internal and external business environments. 
[image: ]
Figure 2. Timeline and timescale of CSR strategies of Starbucks in the past decade. Source: Organised by the author. 
In recent years from 2016 to 2019, the company has been consolidating its CSR strategy as to offer sustainable coffee production to the market, to create opportunities for both its employees and suppliers and to promote diversity in its workforce and suppliers, to strengthen the communities established centred on Starbucks. 
From 2016 to 2019, the aim is to achieve its CSR objectives by 2025. Based on its CSR reports in the past five years, the core CSR objectives and achievement stages are listed in table 1. 
Table 1. Stage of achievements of the CSR objectives of Starbucks. Source: Organised by the author. 
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During the past years, the company has been maintaining its primary goal as to maintain the originality of its products, to promote the diversity not only in its workforce but also in the society at large, to promote the sustainable production and retailing (Starbucks, 2020). It is clear from the evolution of the company’s CSR guiding principles as in figure 2 that, the company has been adopting a clearer strategy in recent years diverging on sustainability and diversity rather than focusing simply on its suppliers’ production and the products’ quality. The next section is to assess the transparency and validity of the CSR reports published by Starbucks. 


3. [bookmark: _Toc33923185]Assessment of the CSR conducts of Starbucks 
The assessment of the CSR repots of Starbucks is conducted from its four dimensions of focus as sustainable production, green retailing, creating opportunities and strengthening of communities. 
3.1. [bookmark: _Toc33923186]Sustainable production 
The sustainable production of the products provided in Starbucks stores primarily rely on the C.A.F.E (Coffee and Farmer Equity) practices operated by the company. according to the company’s latest CSR report in 2018, 99% of its coffee products and 95% of its tea products are certified within the C.A.F.E framework by third-party institutes including the FLO (Fairtrade International) and SCG (Scientific Certification System Global Services Group). The C.A.F.E framework was proposed by Starbucks to ensure that the coffee farmers are fairly and equally treated when selling coffee beans (Rizqiyanto, 2017). Raw materials and products certified by both FLO and the SCG with the auditing of the trade process and certified by Starbucks QC (Quality Control) system are labelled as ethically sourced products. This qualification process includes the assessment of the plantation site on several issues including its water and energy consumption management, bio-diversity management and originality of coffee beans (Real and Percell, 2018). 
The company claimed this framework was developed to facilitate the sustainable production of coffee and to protect the interest of coffee farmers. In the past decade, the commodity price of coffee bean in the global market has been fluctuating as shown in figure 3. Starbucks has maintained a relatively high purchasing price paid to the farmers (Campbell and Helleloid, 2016). According to the company’s annual reports and CSR reports, the company has maintained an average of 1.2 US dollar/pound of coffee bean purchasing price. From 2017 to 2018, the global coffee bean commodity price took a deep dive, significantly harming the interest of the farmers. During this period, the company issued a total 20 million of US dollars as relief emergency funds for the farmers. This indicates that the company has, to some extent, protected the interest of the farmers. According to Clarence-Smith and Topik (2003), coffee bean plantation industry long suffered from unfair trade and has been exhausting the production of farmers especially in the less developed regions. 
However, according to Torga and Spers (2020), Starbucks has been adjusting its purchasing prices based on the offerings provided to the farmers by its competitors. Apart from this, Renard (2010) also found out that the company has been maintain a higher-than-average quality control yet only providing a marginally higher purchasing offer to the coffee bean farmers. Considering the high standard set by the C.A.F.E framework, they argue that the framework is to protect the company on maintaining a stead supply of high-quality rather than to promote the well-being of the farmers. Even so, it is evident that the company’s practices have been protecting the farmers from suffering the unfair trade as their predecessors before the 2000s. what’s more, as the leading company in the market, the company has established a standard for the industry. According to Dietz et al.(2019), multiple coffee brands including the McCafé from Macdonald have been promoting frameworks like the C.A.F.E to minimise the impact on environment and to facilitate the farmers. 
The above analysis shows that the company has been less transparent in disclosing its CSR conducts as to focus on the positive aspects rather than the adversarial aspects. The company’s CSR reports focus solely on the stages of achievement whereas neglect the negative impacts of its CSR conducts.  
[image: ]
Figure 3. Global coffee bean commodity price from 2010 to 2020 and the average offering price of Starbucks. Source(IMF, 2020; Starbucks, 2020). 
3.2. [bookmark: _Toc33923187]Green retailing 
The company has announced its plan on entirely eliminating the single-use straw which has been one of its primary output as environmental pollutant. The company also targets to increase the usage of environmentally friendly cups and to encourage customers to use personal cups to reduce the consumption of plastic products. Since 2017, the company has been signing deals with local energy suppliers to transfer its energy supply from coal power plants to more sustainable wind power plants and solar power plants (Thompson and Arsel, 2004). The company has achieved major steps in reaching its objectives in establishing the green retailing. The single-use straw consumption dropped 70% in 2018 compared to that in 2017. 77% of the energy supply to its stores is renewable energy. The water and gas consumption are also significantly reduced with its adoption of new coffee making machines and processes. 
However, the company’s effort has been diminished by insufficient employee training. According to Adhikari, Biswas and Avittathur (2019), the green retailing movement in Starbucks has been less effective due to the different local environmental regulator policies on issues such as recycling. They also pointed out that Starbucks have not provided adequate training programs for its employees to fully implement the company’s CSR commitment on green retailing. An earlier study conducted by Chen and Lee (2015) also found out that the lack of employee training in some of its stores led to the negative perception on the green movement of the company. 
It is evident that the company has invested greatly on promoting the green retailing. Based on its CSR reports, the company has been gradually increasing its sustainability level in its global stores. However, the insufficient employee training on green training can diminish the company’s effort. This shows that the company has been less effective in terms of corporate governance in CSR conducts. 
3.3. [bookmark: _Toc33923188]Creating opportunities 
Starbucks claimed it embraces diversity not only within the company but within its entire supply chain. The company aims to provide financial and educational support to the coffee bean farmers, antibias and diversity training among its employees including the leadership. The effort has been rewarding. According to the report by Bilfield, Seal and Rose (2020), Starbucks’ exemplary movements on promoting diversity within the company has affected many companies in the industry to actively engage themselves in devising gender and race equity policies. Among the major restaurant companies, Starbucks has some of the highest ratio of women and people of colour in the leadership (Morais et al., 2014). The company’s financial educational and financial support to the farmers have helped over 50,000 farmer families by far and have been highly recognized by local governments and communities (Kimball, 2016). However, as the company’s efforts in the above dimensions, the company’s conducts in terms of creating opportunities have been haunted by the insufficient employee training programs. 
As pointed out by Dobbin and Kalev (2018), the company’s inefficient diversity training programs were the reasons why it received massive criticism after the Philadelphia arrest incident. They argue that, failing to establish a company-level diversity training project for both frontline employees and senior leadership, was the underlying reason why such trainings in the past have been less effective. Apart from the above, Wright (2016) also found out the lack of well-trained personnel’s in Starbucks led to the inefficient and unfair distribution of its farmer loans. They found out that farmers with clear need for financial and educational support did not receive enough support whereas those not needing such support receiving significant amount of support. This also led to the criticism by scholars including Voigt, Buliga and Michl (2017) that the company has been silently allowing labour abuse in less developed coffee production countries. 
3.4. [bookmark: _Toc33923189]Strengthening communities 
The strengthening of communities practices by Starbucks has been widely praised by both the academia and mass media as the company has been facilitating the employment of veterans, military spouses, disables people and the youth who lack working experiences (Wells, 2017; Sawhney, 2019). However, in this dimension the company suffered the same issue as being less effective in providing enough training to its employees especially in the stores with large amount of the above-mentioned employee recruited. According to Lynne (2020) in its recent publication, the company’s brand image have been harmed by its misconducts such as providing less support to the minority group employees. It is evident that the company has been conducting according to its CSR commitment in this dimension. However, as mentioned above, the company suffered from being less clear in guiding its employees on implementing these commitments. 
The analysis in the dimensions of creating opportunities and strengthening communities again suggest that the company, despite its massive effort in devising and implementing CSR strategies, has been less effective in corporate governance which is critical for the implementation of these CSR strategies. 

4. [bookmark: _Toc33923190]Conclusion 
From the analysis of the company’s CSR reports in recent years and referring to academic resources, this report concludes that the company has been adjusting its CSR strategies based on its achievements and the changing of business environments such as the social equality movements and the increasing appealing on environmental protection. The company has shown a certain level of governance capacity and transparency. However, the company chose the information which displayed positive image for the company in its CSR disclosure and neglects those posing negative impact on relevant stakeholders. Apart from this, the company’s governance on the implementation of CSR strategies, specifically the training on its employees and its leadership, has been less effective which in turn diminish the company’s effort in improving CSR performance. The company has been conducting according its CSR commitments. However, due to the above issues, the company has been conducting less effectively especially when those information not disclosed in CSR reports are considered. 
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