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Abstract 
Purpose: The main purpose of this study is to evaluate if considering corporate social responsibilities have any direct or passive impact on brand recognition and customer satisfaction for a company. Furthermore, the research primarily focuses on approaches strategies by Starbucks to address different corporate social responsibilities along with frequent challenges faced by the organisation.
Objectives: The primary objectives of the research revolve around the identification of most crucial and impactful for brand recognition and consumers' perceptions. These objectives also explore which CSR issues are the most influential for impacting the purchase intentions of consumers and if negligence regarding them could lead to any negative repercussions.
Research methodology: primary sources are considered for collecting the required data for this research. Survey instrument has been selected to interrogate with the participants and depicting their viewpoints in form of statistical inclinations by utilising bar graphs and charts. Furthermore, the concerned data is evaluated by utilising descriptive statistical data analysis method. Furthermore, positivism philosophy is selecting for interpreting the data.
Recommendations: Starbucks and contemporary organisations in beverage industry are recommended to measure the accomplishment of CSR approaches by using key performance indicators (KPIs). Furthermore, it is also recommended for Starbucks to keep encouraging utilisation of recyclable packaging material to foster sustainable manufacturing.
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[bookmark: _Toc169242079]Chapter 1: Introduction 
1.1 [bookmark: _Toc169242080]Background 
There are several micro environmental and micro environmental factors that are impacted by considerations of corporate social responsibilities (CSR) by a business organisation. These CSR considerations can be related to waste management, supply chain management (SCM) or policies within the organisational premises for workers and employees (Li, 2022). Addressing the considerations of these societal responsibilities is an essential factor for renowned retail coffee industry company Starbucks. A direct influence of addressing or overlooking these responsibilities in a business environment can also be seen on brand recognition and perception of the organisation among consumers. However, it is quite difficult for these well-established organisations to consider all the metrics of corporate social responsibilities while running their businesses due to several challenges. Considering the investment required for efficient waste management, sustainable sourcing of raw material and addressing the requirements of employees; A remarkable number of monetary resources is required (Bonaparte, 2020). However, due to considering all these aspects and providing premium products consumers; this organisation has earned more monetary revenue than several other institutions in distant industries as mentioned below.

[image: ]
Figure 1. Comparative monetary assets of Starbucks
Source: (Sanchez, et al, 2021)
Differentiation in the competitive market of coffee and café industry is required for the organisation which can be induced by making a perception among consumers of being a reliable organisation for environmental and societal concerns. Although, despite of having advantages such as differentiation in market and gaining the trust of large-scale consumers, it is not always possible for the organisation to follow all the corporate social responsibilities and accomplish the expectations of consumers (Kettunen, 2020). In the recent micro environmental trends of the organisation, A challenge related to fulfilling the requirements of employees has emerged for Starbucks which require appropriate mitigation strategies and approaches. The organisation has been condemned for not being able to provide a consistency of working hours and job security (Shim, et al, 2021). A large number of vacancies circulated by Starbucks for candidates is offered for part time opportunities rather than full time employability. Therefore, it becomes harder for the organisation to provide respectable wages to its employees which is a major corporate social responsibility (CSR). 
Although, this challenge does not directly impact the perception of consumers regarding the organisation; however, it certainly deteriorates the brand image or a notable extent for the company (Parekh, et al, 2023). Consumer nowadays are also aware about unethical practises of false green washing of products offered by commercial organisations. Lack of transparency or false exaggerated claims about considering corporate social responsibilities can lead to deteriorated image of organisation among consumers and decreased brand recognition. The recruitment of underrepresented community individuals is claims made by Starbucks on a frequent basis falling into the category of CSR. 40% of all the employees working in different branches of Starbucks are minorities which is an admirable initiative (Bianco, 2022). On the other hand, concerns related to gender equality is also considered in hierarchical promotions and recruitment of candidates. 65% of all the employees are claimed to be women. A 30% recruitment of black, indigenous and people of colour (BIPOC) is claimed (Adediran, 2022).
[bookmark: _Toc169242081]2.2 Aims and objectives 
Research aim: The primary purpose of this research is to examine the influence of CSR approaches on overall brand recognition and consumer perception in food and beverage industry companies as Starbucks.
Objectives 
· To critically examine different contradictory viewpoints in literature regarding CSR and its impact on brand recognition.
· To evaluate the initiatives of Starbucks in terms of corporate social responsibility and its impact on their brand image. 
· To understand the most potential challenges for Starbucks to follow the traditional norms of CSR in beverage industry.
[bookmark: _Toc169242082]2.3 Research question 
What are the specific initiatives of corporate social responsibilities considered by Starbucks and how they impact brand recognition among the beverage industry consumers?
[bookmark: _Toc169242083]2.4 Problem statement 
In the historical and current trends, Starbucks has been facing challenges regarding corporate social responsibilities and addressing their concerns in micro and macro environmental levels. Although the company has succeeded while addressing these issues in external aspect of businesses such as waste management and utilisation of environmentally sustainable cups (Cao and Qiu, 2021). However, it has observed to be remarkably difficult for the organisation to address CSR issues Within the organisational premises and on micro environmental levels. The allegations related to not providing consistent job opportunity and stability for the employees has impacted not only the perception of workers in the organisation but also brand recognition among consumers. Therefore, it has become a significant challenge for the organisation to sustain the confidence of their employees and maintaining the brand recognition in the market. 
[bookmark: _Toc169242084]2.5 Research rationale 
Establishing a business in competitive environment does not only require having competitive advantages or unique selling points but also need to address corporate social responsibilities and societal norms (Sumarmo, et al, 2023). Therefore, it is essential to understand that what are the ethical considerations needed to be followed by organisations in prevalent industries such as food and beverage sector. Since Starbucks is a renowned and established company in this sector; therefore, it is needed to study the considerations of this organisation for addressing corporate social responsibility issues. The frequently occurring challenges and their mitigation strategies adopted by this organisation can also become an example for other small and medium sized enterprises (SMEs) for dealing with such concerns. 


[bookmark: _Toc169242085]Chapter 2: Literature review 
[bookmark: _Toc169242086]2.1 Introduction 
Addressing the concerns related to corporate social responsibilities in a business environment is not often a compliance for corporations but is beneficial for brand recognition and gaining consumers’ trust. There are different conceptual frameworks and theories related to following corporate social responsibilities (CSR) in a business environment that are discussed in this chapter of literature review. The viewpoints of different authors regarding this subject can be completely different or similar as well. Therefore, the critical analysis of all the opinions whether contradictory or similar is important. Significant articles and journals are chosen along with the official website of Starbucks to evaluate their initiatives and its overall impact on brand recognition and consumer perceptions. 
[bookmark: _Toc169242087]2.2 CSR and its impact on brand recognition
The viewpoints of different authors regarding impact of claiming environmentally sustainable operations and corporate social responsibilities (CSR) are different and may be contradictory. According to Vijaya, et al (2023), Claiming corporate social responsibilities consideration within the business operations of beverage industry can foster a positive image regarding the product itself which is offered by the company. Enhanced positive image of the product offered by a company is certainly beneficial for acquiring more consumers and retaining them. However, Burchell, (2020) commented that consumers are becoming more aware about falsified claims of the companies regarding the considerations of ethical issues which makes it more difficult for them to be allured by such marketing campaigns. Falsification of claims regarding corporate social responsibilities is often done by green washing the products and only focusing on media attention rather than actually implementing sustainable practises within the organisational operations.
As per the views of Tsai, et al, (2020), Starbucks has been a fun observer to be indulging in greenwashing of its products by claiming environmentally sustainable range of cups and disposable products Provided to the consumers. Exaggeration of these claims can even foster a negative image among consumers and making them more reluctant to buy the services of these beverage companies. It is also claimed that measuring the overall impact of these initiatives on environmental concerns is difficult and can never be accurate. On the other hand, Junaid, (2024) counter argues that even green washing of products does not directly foster a negative image of the company on consumers perceptions. Cynicism regarding the products does not cultivate due to green washing or even falsified claims of the company to follow corporate social responsibility initiatives. Therefore, it may be beneficial to foster even the green washing marketing campaigns circulated by the company to acquire a larger basis of consumers which is conscious about environmental concerns. 
On contrary, Hwang, et al, (2020) stated that impact of claiming sustainable approaches and environment friendly manufacturing operations does not have any long-term impact on brand recognition or enhanced base of potential consumers. It is argued that consumers nowadays are inclined to only care about premium services and extreme quality products provided to them even if it compromises environmental sustainability or ethical issues. Since Starbucks is a beverage company known for providing premium and excellent quality products in terms of coffee beans and packaging; therefore, consumers often ignore the considerations of environmentally friendly manufacturing or sustainable practises. Evaluating the above-mentioned arguments of authors, it can be concluded that circulating environmentally friendly initiatives of Starbucks is beneficial for gaining the confidence of consumers even if it is green washing. However, it may not have a long-term impact on brand recognition and customer acquisition.
[bookmark: _Toc169242088]2.3 Initiatives of Starbucks in terms of corporate social responsibility
There are several claims and endeavours of Starbucks which has been done by this company in the previous trends. These initiatives and endeavours are believed to be advantages or disadvantages by different authors and even condemned by the experts in environmental sustainability concerns. According to Richey and Ponte, (2021), Starbucks claims that sourcing of coffee beans and raw material required for brewing its beverages is source ethically by organic farms and manufacturing lands where utilisation of chemical inductors is minimal for growing them. The premium products in terms of taste and packaging of their beverages are a reflection of these ethical sourcing considerations of Starbucks. Therefore, it certainly fosters a positive image of the company along with helping it to acquire more consumers.
However, Cosic and Hibler, (2021) claimed that farming of coffee beans itself is not always appropriate for considerations related to land utilisation for farming purposes. It becomes more difficult and oftentimes not possible for the farmers to grow any other cops on the lands where yield of coffee is present. Although, the awareness about these difficulties in farming lands and ethical issues related with it is not prevalent among consumers which leads to not attract their attention to words these concerns. Utilisation of renewable energy resources such as solar plants and wind energy is also claimed by the organisation while its manufacturing of coffee brewing products. On the other hand, Pan, (2023) emphasises that lack of transparency in these efforts is a major problem which decreases the confidence of consumers and lead them to not believe these green washing claims of the organisation. 
It has also been observed that not all the segments of targeted consumers have same reaction towards environmentally sustainable initiatives of the organisation. According to Azriuddin, (2020), existing and potential consumers do not bestow much attention towards sustainable operations considerations of Starbucks. These consumers that are associated with the company for a longer term are only focused towards a premium quality services and products that are value for money. Therefore, it is not essential to claim these CSR concerns for them to be retained. However, Moon, et al, (2023) argued that it is essential to claim a sustainable practises by the organisation to acquire Millennials and Gen Z consumers since they are more conscious about societal impacts of these commercialised practises in the business environment. 
[bookmark: _Toc169242089]2.4 Potential challenges for Starbucks to follow traditional CSR norms 
It is often observed by the authorities and administration of Starbucks branches in different locations that following the traditional norms of corporate social responsibilities is easier said than to be done. There are several potential challenges for the organisation to follow these norms in micro and macro environmental aspects. In the views of Kee, et al, (2021) monetary Investments and implementation of efforts made by human resources is not often worth it for gaining a return on investment (ROI) while considering CSR approaches. Starbucks is often condemned for being ignorant towards underrepresented and lower financial class consumers. The organisation only seems to offer premium products and only inclined towards higher socio-cultural classes. However, Hsu and Bui, (2021) stated that the unique selling point (USP) of the organisation revolves around providing only premium products and it cannot be accomplished by targeting the consumers who do not belong to higher social classes. Therefore, it is not feasible for the organisation to target all the segments of beverage industry market. 
On the other hand, Nguen, (2020) stated that identifying the supply chains and stakeholders that consistently follow ethical issues in terms of sustainable production is difficult for the organisation. Starbucks is running its businesses all across the globe Which makes it even more complex to identify such supply chains and stakeholders. Another challenge for the organisation is that the consumers are becoming more aware about green washing and falsified claims of beverage industry institutions in terms of environmentally sustainable practises. However, Liu and Li, (2021) stated that even green washing is capable of fostering a positive image of a brand on consumers rather than having negative consequences. Another challenge for the organisation in terms of CSR is on micro environmental level since employee satisfaction is also an aspect for ethical issues in commercial and business sectors. It is often condemned by the employees of Starbucks that they are not provided with the consistent job security and full-time vacancies. As per the views of Carter, et al, (2023
), negative reviews of employees circulated in the market are negatively influential for brand recognition and fostering the positive image on consumers. By evaluating the above-mentioned arguments and remarks of authors regarding the challenges of Starbucks for fostering a positive brand recognition by CSR, it can be concluded that these problems can be mitigated with certain approaches. Due to the global presence of Starbucks, it is essential for the organisation to associate with the local vendors and stakeholders that follow the approaches for mitigating ethical issues.
[bookmark: _Toc169242090]2.5 Research gap
The credible research papers and studies on the subject of corporate social responsibilities followed by Starbucks only focus on macro environmental aspects and direct influence on consumers perception and brand recognition. However, there are also several micro environmental aspects in the internal operations of the company that also are responsible for shaping the perception of consumers and building a differentiated image of the organisation in the beverage market. The attitude of companies’ authorities towards its employees and their satisfaction is also considerable aspects of CSR which is not emphasised in the previous researches. Therefore, it is essential to bridge this research gap and discuss these concerns of CSR and their overall impact on brand recognition.


[bookmark: _Toc169242091]Chapter 3: Research methodology 
[bookmark: _Toc169242092]3.1 Introduction 
To evaluate the impact of considering CSR in business models, it is essential to select justifiable research methods in the study. There are various approaches to proceed this research based on distinct paradigms and their relevance for the scope of subject. Utilisation of Saunder's research onion is the framework for choosing all different methods for this research in a chronological order. Along with that, appropriate philosophies and assumptions are also determined in this chapter upon which the premise of the research is constructed. 
[image: Research Onion Model by Saunders for Successful Assignment Writing!]
Figure 2. Saunder's research onion
Source: (Kirongo and Odoyo, 2020)
[bookmark: _Toc169242093]3.2 Research design 
The premise of data interpretation in this study is decided to be proceeded by emphasising positivism philosophy which considers statistical information on priority and does not only discuss theoretical arguments. Therefore, quantitative information collected from participants in raw form has been focused for organising data analysis segment. Following that, primary sources for data collection are decided for acquiring such data for organising data analysis with credible statistical information. Inductive approach is used for comparatively and objectively concluding the research rather than arbitrarily studying the data. In order to evaluate the relevant information collected from participants recruited in the survey, utilisation of descriptive statistical analysis (DSA) has been done.
[bookmark: _Toc169242094]3.3 Research philosophy 
In order to evaluate a piece of information in the research, it is first essential to determine if the data is construed as subjective or objective data. Therefore, classifying the method of data interpretation is important for which philosophy can be bifurcated as interpretivism and positivism (Kirongo and Odoyo, 2020). In order to proceed the examination of primary information in the study, positivism philosophy has been chosen which establishes the data as objective and based on credible facts related to the subject. Positivism philosophy is more significant in research which is organised by primarily focusing on numerical data. To evaluate the impact of CSR consideration on business model of Starbucks, it is more suitable to collect data direct from human participants and evaluate it as objective information. Along with that, positivism philosophy also aligns with inductive approach which is opted in the study rather than only considering arbitrary assumptions. 
[bookmark: _Toc169242095]3.4 Research approach 
Categorisation of research approach is congenitally done as two classes named deductive or inductive approach. These paradigms of approaches in the research help with determining if the conclusions of the study are established on the basis of predetermined hypothesises or vague information (Bergman, 2023). As per the requirement and scope of the subject in this research, inductive approach has been chosen to evaluate all the information that could be obtained from different resources such as participants in the survey and the secondary methods. Although, majority of the focus is given to primary resources in the data analysis segment. However, secondary resources are also utilised for comparatively evaluating the findings in that discussion Which makes inductive approach more relevant in this research. Utilisation of deductive approach has not been done in this research due to its drawback of constraining a study within a few assumptions and hypothesis which overly narrows down the subject.
[bookmark: _Toc169242096]3.5 Research method 
The paradigm of research method determines the overall structure of the research by deciding if theoretical aspects over statistical analysis is more emphasised in the study. Therefore, the premise of research method can be classified into two categories that are named as qualitative and quantitative (Al-Ababneh, 2020). Quantitative parameters are primarily focused in this research since numerical data obtained from the response of participants is concerned in data analysis segment to understand their inclination towards a different subjects related to the research. Utilisation of quantitative parameters is essential to understand the perception of consumers regarding CSR approaches that are initiated by Starbucks to enhance its brand recognition.
[bookmark: _Toc169242097]3.6 Data collection method and sampling
Conventionally the bifurcation of data collection method is classified into two categories that are named as primary and secondary. As these paradigms are self-explanatory by their names, Primary resources are surveys and interview instruments that are used for collecting the information directly from recruited participants (Saliya, 2023). These resources are used in this research to collect relevant information for data analysis. On the other hand, secondary resources are only used for proceeding the segments of literature review and critical analysis. However, the findings of these resources are also included in discussion segment of data analysis chapter. In order to evaluate the impact on brand recognition of CSR approaches and its perception among consumers, it is beneficial to directly interrogate them rather than studying secondary resources. 
Random sampling method has been used to select the participants from social media platforms by recognising them on the dedicated Instagram, Facebook and Twitter pages of Starbucks. 100 participants are recruited for the study to ask them close ended questions by utilising serve instrument. Surveying these consumers is more appropriate than interviewing them in this research since it can provide a better statistical analysis. 
[bookmark: _Toc169242098]3.7 Data analysis method 
Examination of research data can be done by utilisation of numerous methods depending on which sort of data is considered and from where it is obtained. Approaches as content analysis, theme-based evaluation and systematic literature review (SLR) can be used for data analysis segment in a study (Khatri, 2020). However, based on the quantitative nature of this research and information collected from participants, utilisation of descriptive statistical analysis (DSA) has been done in this study. This method of data analysis refers to collectively evaluating all the responses obtained from participants recruited in the surveys in order to understand their overall inclination about a subject. Following that, visual representations are also depicted in the data analysis segment to make the collective inclination of participants regarding the impact of CSR on brand value and recognition. 
[bookmark: _Toc169242099]3.8 Ethical considerations 
Demographic data of participants recruited in the research is always considered as personal identifiable information (PII) which cannot be disclosed to any external entity or individual who is not directly associated with the research. It is ensured that the responses given by the participants is not manipulated in any sense and are collected anonymously to protect the privacy rights of respondents. Furthermore, it has also been ensured that the data collected from participants is not used for any external purposes apart from completing the scope of research. Along with that, it is also insured to avoid any uncertainties regarding the disclosure of this data by keeping the information of participants in end-to-end encrypted secure devices.
[bookmark: _Toc169242100]3.9 Research limitations 
Due to focusing on qualitative parameters and statistical evidences collected from primary resources, it is one of the limitations of this research that theoretical aspects and conceptual frameworks may be overlooked. However, it is ensured in the research segments such as the literature review that sufficient number of counter argumentative statements is collected from articles and generals to also focus on theoretical aspects of the subject. Utilisation of descriptive statistical analysis is also responsible for creating limitations since it lacks clear themes on which data analysis and discussion segments are organised.
[bookmark: _Toc169242101]3.10 Gantt chart 
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[bookmark: _Toc169242102]Chapter 4: Data analysis 
[bookmark: _Toc169242103]4.1 Introduction
Information collected from participants included in this research are discussed in this chapter of data analysis. The data collected from participants is represented in the format of statistical analysis such as bar graphs and pie charts to understand the overall inclination of respondents regarding the impact of CSR approaches on brand recognition of Starbucks. These participants are recruited by following the inclusion criteria that they should be a potential consumer of this company for a considerably long term. The participants are identified from social media platforms and dedicated pages of Starbucks such as on Instagram, Twitter and Facebook. The latter part of data analysis also includes assignment dedicated to discussion which revolves around a critical analysis of findings obtained from literature review and this chapter. Below presented is the interpretation of collective responses of participants in survey questionnaire. 
[bookmark: _Toc169242104]4.2 Responses’ interpretations 
Question 1. For how long have you been a consumer of Starbucks?
[image: ]
Interpretation 
Majority of the participants recruited in this survey have been potential consumers of Starbucks for less than a year. Furthermore, the number of participants gradually decreases by the number of years that they have been associated with the organisation. However, a considerable number of 22% participants have also been a potential consumer of this company for more than three years. Recruiting the participants who have been associated with the organisation for comparatively longer term benefits the research with providing more credible responses based on their personal experiences. Although, the participants being consumers for a lesser span are also valuable for providing insightful comments regarding the subject. 
Question 2. Are you affected by the considerations of CSR approaches made by beverage companies?
[image: ]
Interpretation 
It is an unexpected result of the survey responses that highest number of participants disagree that considerations of corporate social responsibilities affect their overall perception about the company. 27% of the participants moderately disagreed that there is any direct impact on their purchase intention of CSR approaches followed by Starbucks. However, there are also 25% participants who moderately agreed that there is some sort of impact on their perception and brand recognition shaped by the ethical issues addressed by the corporation. This makes the response suggest that impact of corporate social responsibilities followed by organisation depends on the targeted segment of consumers considered by the corporation. Millennials and Gen Z customers are more affected by these issues nowadays rather than a potential and currently existing customers. Therefore, strategic market segmentation is essential for Starbucks and other beverage industry companies. 


Question 3. Which CSR approach is most relevant for you that should be followed by Starbucks?
[image: ]
Interpretation 
According to the collective responses of these participants, only 8% of them are concerned about satisfaction of employees working in Starbucks as a considerable corporate social responsibility to be followed by the company. On the other, hand majority of the responses as a 23% are given to both utilisation of renewable energy resources and usage of recyclable cups. Consumers are becoming more aware about green washing and now a days the only concern the practises of a company that actually impacts environmental concerns and sustainability. Furthermore, a considerably large number of participants also believed that sustainably farmed coffee beans are important for following corporate social responsibilities since health should be the priority of the company for consumers. It can be observed from the collective responses of the participants that the ethical concerns they are concerned about are mostly focused on themselves and the services provided to them with quality. 


Question 4. If Starbucks falsifies the claims of CSR and indulge in false greenwashing of products; would it negatively impact your perception? 
[image: ]
Interpretation 
It is remarkable that majority of the participants disagreed that greenwashing of products offered by Starbucks has any negative impact on their perceptions regarding the services of the company. However, 26% participants moderately agreed that green washing and falsified corporate social responsibility claims are negatively influential for their purchase intentions towards the products of the company. Therefore, it is rather more beneficial for Starbucks to not indulge in the activities of green voicing and falsified claims regarding sustainable production. Marketing campaigns are not critically researched by the consumers of an industry which makes the green washing practises more feasible for these organisations. Although, as it can be observed from the collective responses of the participants, these activities may not greatly impact negative perceptions of the company. 


Question 5. Does violation of labour laws and ignoring their employee’s satisfaction make a wrong perception about the company for you?
[image: ]
Interpretation 
Observably, majority of participants are concerned about the violation of labour law done by the companies since it is a considerable CSR issue nowadays. A number of 27% participants claim to be concerned about unethical practices of these companies when they overlook the basic requirements of their employees. On the other hand, there is also a notable number of 24% participants who firmly disagreed that labour law violation is responsible for shaping their purchase related decisions with beverage companies. It can be stated that employees are mostly concerned about CSR issues only when they are directly influential for services and quality of products provided to them. The issues that do not directly impact their value for money, are not much concerned by them.
[bookmark: _Toc169242105]4.3 Discussion 
Collective inclination of participants in this research survey aligns with findings obtained from literature review segment. The first objective of critical analysis explores the significance of CSR considerations in beverage industry institutions as Starbucks. It is concluded by this evaluation that not all the aspects of CSR approaches are considered to be equally important for ensuring brand recognition and differentiation in the market. The findings of participants’ responses are also quite similar to this conclusion since all the candidates have distinct viewpoints regarding different ethical issues. Both, the findings of first objective and responses of candidates suggested that consumers are only concerned about ethical considerations that are accountable for directly impacting services and quality of products offered to them. On the other hand, internal environment related CSR issues are not concerned much by the consumers such as violation of labour laws (Dimitrakaki, 2023). Second objective of the literature review also indicates towards similar findings as primary research. Not considering the satisfaction of consumers and overlooking their need for job security is a CSR issue which is overlooked by the organisation. However, the conclusions of primary research suggested that these issues are not often not the subject of concern for the consumers and do not drastically impact their perceptions towards the product and brand recognition. However, since majority of the participants believed that such ignorance impacts the consumers' perception on a certain extent; therefore, it is essential to address these issues as well.
Furthermore, overly concerning about these considerations also lead to decreased profitability of the organisation along with the reduced return on investment (ROI) which makes a drastic impact. There are certain corporate social responsibilities that are to be followed by a retail coffee and hospitality industry such as Starbucks. One of these considerations is to deal with production of paper and plastic cups which influences environmental concerns one of the largest scales (Olobia, 2023). Several branches and establishments of Starbucks provide their consumers the facility of recycling these cups which is a remarkable and appreciated initiative. However, these facilities for mitigating environmental deterioration by reading of industry is not provided by Starbucks on all the locations. An observable influence of addressing these considerations has also been seen in terms of acquiring a larger base of consumers and retaining them. Depicting the considerations of corporate social responsibilities in marketing campaigns can also turn out to be a beneficial unique selling point (USP) for the organisation which provides it a competitive advantage. 
The third objective of critical review also provides similar insights about these challenges of Starbucks on micro-environmental level that need to be mitigated by the company. The responses of participants along with conclusion of literature review collectively suggested that greenwashing of marketing campaigns and falsification of CSR claims is a practice in which these organisations often indulge. However, it could also be concluded by both these segments that greenwashed advertisements do not impact brand recognition on a concerning extent.


[bookmark: _Toc169242106]Chapter 5: Conclusion and recommendations 
By evaluating the findings of primary and secondary resources in this research, it can be concluded that considerations and marketing based on corporate social responsibilities is quite prominent in beverage and food industry. A reflection of these strategies is also apparent in the business model of Starbucks by claiming to be sustainable in terms of production and manufacturing. However, it can be observed that certain aspects of CSR are even more considerable and impactful for building brand recognition and differentiated image in the market. There are certain CSR considerations exclusive for beverage companies that are renowned and well established as Starbucks. On the other hand, there are also some considerations that cannot be addressed by the company due to its fundamental ideas of business model. The company is often condemned for only focusing on higher financial classes for market segmentation which leads to overlooking the cheaper cost demands of under-represented societal groups. Indulging in philanthropy and providing lower cost products also falls into the considerations of corporate social responsibilities (CSR) which cannot be addressed by the organization due to its core business model of only offering premium products and services. 
However, there are other ethical concerns that Starbucks claim to address such as sustainable manufacturing and environmentally friendly logistics. Claims made regarding the utilization of organically farmed coffee beans are efficient at building a positive perception regarding the services among consumers. Although, providing quality and healthy products along with environmental concerns are aspects related to only macro environmental factors addressed by the company. On the other hand, there are certain micro environmental issue that are often overlooked by Starbucks. Being an employee centric organization is one of these concerns where the company has often failed according to several secondary resources. It has been also concluded by the research that not all the consumer groups are equally affected by the considerations of CSR addressed by an organisation. Existing consumers are less probable to affected by the violation of ethical issues practiced by the organisation. On the other hand, these considerations are essential for acquiring the new customers who are not consuming these services yet. Millennials and Gen-Z consumers are among the groups of such customers for acquiring whom it is important to considering addressing corporate social responsibility issues. 
Furthermore, it is also evidential by the conclusions of this research that numerous challenges are encountered by even the most renowned organisations while looking forward to addressing all the ethical issues. One of such issues often faced by Starbucks is the occasional probabilities of monetary losses and reduced return on investment (ROI). Utilisation of sustainably manufactured cups and packaging can lead to distorted alignment with margin targets and can eventually impact the revenue generation. Utilisation of renewable energy resources is also one of these appreciable initiatives that are claimed to be considered by the organisation in its routine operations. Furthermore, one of the most concerning subjects of this research is greenwashing and falsified claims made by beverage companies to allure their consumers and deceive their perceptions regarding the actual initiatives made by them. However, there are not several secondary resources that suggest Starbucks practicing fabrication or falsification of their CSR considerations. 
One of the most remarkable conclusions of this research is that consumers of this industry are not concerned about different ethical issues equally. There are certain issues that are concerned comparatively lesser by the consumers than other ones. The ethical issues related to macroenvironmental aspects are more concerned by the customers such as quality of product, organic farming and cost effectiveness. All these aspects are customer centric and are highly concerned for brand recognition. On the other hand, aspects related to internal environment of the company are not equivalently concerned by the consumers such as being employee centric. It is condemned as one of the major issues of Starbucks CSR considerations that they often do not tend to be employee centric. Employees in the company often feel insecurity about employment due to uncertainties of full time and part time shifts. 
Along with that, wages are also occasionally concerned by them and are responsible for making sabotage for addressing micro-environmental corporate social responsibility issues. However, these issues are not subjected to concerning the consumers on a significant level oftentimes as it can be concluded from findings of both primary and secondary resources studied in the research. Consumers are mostly affected by only those factors that directly impact the services and products provided to them rather than being influenced by how the company treats its employees. Although, some evidence in the research also suggest that these issues have a passive impact on brand recognition, consumers perceptions and their purchase intentions.
Recommendations
· Determining key performance indicators (KPIs): It can turn out to be beneficial for the organisations if they determine frameworks for key performance indicators regarding corporate social responsibilities and ethical considerations for convenience in measurement regarding real time adherence (Carter, 2023). 
· Understanding consumer perceptions: The overall perceptions of consumers regarding distinct CSR approaches can be comprehended by evaluating statistics related to surveys and interviews organised among them. Understanding their perceptions can help with comprehending specific ethical issues that they are most concerned about. 
· Encouraging sustainable packaging: Waste management and recycling are major concerns for beverage companies including Starbucks which can be addressed by focusing on sustainable packaging processes and right material selection. Environmentally friendly packaging is also an efficient approach for CSR marketing and enhancing brand recognition (Susilo and Mendoza, 2023).
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Question 1. For how long have you been a consumer of Starbucks?
· For less than 1 year   
· For 1 to 2 years    
· For 2 to 3 years    
· For 3 to 5 years     
· More than five years   
Question 2. Are you affected by the considerations of CSR approaches made by beverage companies?
· Strongly agree  
· Agree   
· Neutral   
· Disagree   
· Strongly disagree   
Question 3. Which CSR approach is most relevant for you that should be followed by Starbucks?
· Satisfaction of employees  
· Sustainably farmed coffee beans   
· Utilisation of renewable energy resources   
· Usage of recyclable cups 
· All of the above   
Question 4. If Starbucks falsifies the claims of CSR and indulge in false greenwashing of products; would it negatively impact your perception? 
· Strongly agree  
· Agree   
· Neutral  
· Disagree    
· Strongly disagree   
Question 5. Does violation of labour laws and ignoring their employee’s satisfaction make a wrong perception about the company for you?
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