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Introduction
Companies today are experiencing an increase in pressure from various groups, relevant agencies, as well as surrounding communities to act as responsible citizens while maintaining their profitability. Corporate social responsibility has grown rapidly in recent times as people are now demanding organizations to treat social responsibility with more seriousness. Accordingly, with the increase in CSR’s popularity, several companies including Starbucks began implementing CSR as a business strategy in an effort to acquire competitive advantage over market rivals. In addition, to this Carroll (2013) points out that CSR is becoming an obligation in the modern global economy as companies are required to engage in socially responsible activities. Against this backdrop, this essay critically examines Starbucks’ CSR policy in an attempt to determine their aim, strategies, development, implementation, and evaluation in terms of success, and transparency in reporting. 
Review of the concept of CSR
CSR has been defined by different experts and studies over the years. However, Carroll’s work has been widely used by several studies attempting to explore and understand corporate social responsibility concept. According to Carroll (2016), corporate social responsibility is a self-regulation business concept that enables an organization to be socially and ethically responsible for the stakeholders, itself, and also the community. Based on Carroll’s (2016) view, CSR is a practice that integrates sustainability into an organisation’s model of business, and this tend to have a positive influence on the ethical, environmental, economic, and legal aspects. These four aspects are the backbone of Carroll’s CSR pyramid, and they are the current focus of businesses that aim to be considered as good corporate citizens (Chan and Parhankangas, 2017). In regards to environmental aspects, the main focus here is the business’ responsibility to the environment, and this involved reducing the effects of own operations to the surrounding. In regards to ethical responsibilities, Chan and Parhankangas (2017) posit that these include obligations followed by the business to be just, right, and fair in order to protect its stakeholders. Economic aspect is the main responsibility of the business, and this entails consistency in the generation of profits to the stakeholders, however, while at, organisations are expected to uphold and comply to all the laws and regulations.
CSR policy with aim and strategies at Starbucks
Founded in 1971, Starbucks is one of the companies strongly committed to corporate social responsibility as the company believes in doing business the right and ethical manner (Starbucks, 2020). The company operates in more than 30,000 locations across the globe and is headquartered in Seattle, USA. Starbucks is the globally leading coffee chain based on revenue earnings and more than 30,000 global outlets in its name (ibid). 
Effective CSR policy is a positive influence towards the development of a good brand image and reputation (Carroll, 2016). Bearing this in mind, Starbucks made its CSR activities public in 2007 when it highlighted the main goals it intended to achieve by the end of 2010 (QRS Magazine, 2020). This was an effort by the company to ensure show its stakeholders that it was legitimately paying attention to becoming a socially and ethically responsible company. Among the initiatives that the company launched in 2007 include unwavering commitment to sourcing coffee ethically, involvement in the community, being a leader in environmental responsibility, and human rights and labour practices in alignment with the UN Global Compact. For instance, in regards to becoming a leader in environmental responsibility, Starbucks aims at halve its carbon emissions by investing and owning 50 percent of renewable energy. Further, the company intends to incorporate green building standards in all its new buildings, and finally reducing half of the wastes through recycling. In regards to becoming the leader in ethical sourcing, Starbucks aimed to purchasing 80 percent of Coffee and Farmer Equity (C.A.F.E) Practices-approved suppliers by the end 2013. In terms of labour rights, the company aims to have a diverse workforce by the end of 2020 (ibid). 
Development, implementation and evaluation of Starbucks’ CSR policies 
Becoming the leader in ethical sourcing 
Coffee framers have always been exploited by various suppliers over the years. Before 2006, Starbucks was criticised by a number of pressure groups, coffee farmers, as well as relevant coffee boards for taking advantage of coffee farmers (QRS Magazine, 2020). Notably, this made Starbucks to focus on becoming the leading ethical company in sourcing. In 2007, the company launched its initial CSR strategy aimed at helping the company to become the leading in ethical sourcing of coffee by the end of 2013 (QRS Magazine, 2020). In implementing this strategy, Starbucks aimed to purchase 80 percent of coffee from Coffee and Farmer Equity (C.A.F.E) Practices-approved suppliers by the end of 2013. CA-FE is a sourcing program that ensured that coffee suppliers treat farmers and workers appropriately, and this entails timely payment, decent salaries and wages while respecting their human rights (Starbucks, 2018). Further, Starbucks created an incentive-based program whereby coffee growers for the company were rewarded for being compliant to the sourcing regulations. In addition to this, in order to become a leading ethical company in regards to sourcing, Starbucks paid high prices for high quality arabica coffee beans as a way of ensuring that the company pays the farmers what the quality commands in the market. 
Notably, the company’s focus has not changed, as it still looks to pay suppliers for the quality that their coffee beans command in the market. Starbucks is committed to ensuring that farmers and workers in coffee farms are compensated appropriately and their rights respected as well (Starbucks, 2020). The company has been successful to this end so far. For example, since the beginning of 2016, Lee and Vachon (2016) confirms that 99 percent of Starbucks’ coffee has been sourced in alignment to the C.A.F. E’s practices as envisioned by the company during the 2007 launch of this policy. In addition to this, Starbucks’ tea has been verified by other third-party entities like Ethical Tea Partnership and Rainforest Alliance in an attempt to create sustainable practices including humane and safe working conditions for the farmers and labourers. Moreover, the company aims to offer more than 100 million productive trees to coffee farmers in an effort to ensure they have consistency while supplying Starbucks with coffee. Starbucks has been successful towards this end. Precisely, according to Rizqiyanto (2017), Starbucks have provided over 31 million resilient trees to coffee farmers in Mexico, El Salvador, and Guatemala in order to replace the ones showing decline in productivity as a result of disease or old age. This has in return enabled coffee farmers to have consistent earnings from their coffee produce which Starbucks buy at appropriate price matching its quality. 
Nonetheless, even though becoming the leading ethical sourcing company has enabled Starbucks to develop a positive public image and brand reputation, the strategy still has various drawbacks linked to its implementation. For instance, Kim et al. (2018) argue that ethical sourcing has its disadvantages such as higher operational costs when the company source from suppliers charging high prices rather than those with lower prices. In addition to this, the C.A.F.E program increases overheads for Starbucks, for example, the company must spend significant amount of capital in communicating or training stakeholders on its ethical policies (Kim et al., 2017). Consequently, this can reduce the company’s overall revenue margins in the long run. Notably, this indicates that the implementation of this initiative is economically unperfect, and can cost the company revenue margins which is one of the primary responsibilities of Starbucks to its shareholders. 
Also, Aslam (2018) points out that Starbucks has been open and transparent with its sourcing policy reporting, and this is evident in the annual publications on the company’s website highlighting the progress made towards achieving 100 percent ethical sourcing. Through transparent reporting, Starbucks has been able to identify areas needing improvement and how to improve them. 
Becoming a leader in environmental responsibility 
Between 2007 and 2008, Starbucks was strongly criticised by environmental activists, pressure groups, and governmental agencies because of wasteful water practices and high carbon emissions (Kay. 2018). Water continuously ran on dipper wells, and was estimated to be more than 6.2 million galloons per day. As a response strategy, Starbucks explored a number of strategies that could help it to become the leader in environmental responsibility around the globe by the end of 2015. By the beginning of 2010, Starbucks’ environmental policy aimed at halving company’s footprint in the environment (Kay, 2019). To achieve this, in regards to water, Starbucks began recycling water with the help of local communities across different key markets in US and Canada. In regards to energy conservation, Starbucks understood that more than 80 percent of its stores are responsible for its carbon footprint. As such, in at the beginning of 2009 until 2017, the company aimed at having more than 50 percent of renewable energy in its stores. The company has implemented this by investing in efficiency lighting system and solar energy in an effort to enable the company to conserve and boost energy efficiency in an effort to minimise contribution to the climate change (Kang et al., 2018). 
In terms of success, Starbucks has managed to integrate renewable energy by more than 20 percent across its stores in Canada and USA by the end of 2018. Subsequently, this has enabled the company to reduce its carbon emissions by 25 percent. Notably, the focus of the company has not changed when it comes to the reduction of environmental footprint, instead it has introduced more measures aimed at enabling it to reduce carbon footprint. For instance, Starbucks aims to develop 100 percent recyclable and compostable cups besides doubling the recycled cups by 2022 (Starbucks, 2018). The current cup only has 10 percent post-consumer fibre, but the company is working towards doubling the recycled content. Globally, the company accepts cups brought by consumers for recycling, and Starbucks have been successful from this end as they give discount to such consumers (Kang et al., 2018). In addition to this, through the recycling program, Starbucks saved more than 42 million disposable cups in 2018 alone (Starbucks, 2018).
Although the pro-environment policies have played a key role towards enabling Starbucks become the leading environmentally responsible coffee company in the world. However, some of these policies have own limitations. According to Zand, et al. (2019), setting up and maintaining a cup recycling initiative stands to increase processing costs for Starbucks. With an increasing in processing costs, the company is more than likely going to experience a reduction in revenue margins due to high operational costs. As a result, economic responsibility will be negatively affected. 
In terms of transparency, Starbucks is open with its stakeholders when it comes to reporting progress in its environmental policies. This is evident in Starbucks’ annual CSR reports detailing how the company is spending on initiatives aimed at helping it reduce environmental footprint. Stakeholders can access these reports on the company’s official website in the downloads section (Kay, 2019). 
Labour rights and standards 
Since its establishment, Starbucks and its founder Howard Schultz have aimed at creating a diverse workforce and engaging in labour practices that respects the rights of the employees and suppliers (Kang et al., 2019). To this end, Starbucks’ focus has not changed, as it still aims to have a highly diverse workforce that also treats its employees fairly and equally. To achieve this, the company has employed gender neutrality policies when paying its employees. According to Aslam (2018), Starbucks’ employees are equally compensated, and this has enabled it to be one of the major global companies that have closed the gender pay gap. The company has achieved significant success on this end. For example, based on the company’s 2018 report, Starbucks had achieved 100 percent pay equity for women and women as well as workers from different races across United States, Canada, and other Starbucks’ stores around the globe (Starbucks, 2020). Furthermore, the company is looking to strengthen the gender pay gap by encouraging workers to join different employee unions. In addition to this, Starbucks prioritises and shows support to the community, and coffee farmers. According to Kay (2019), Starbucks’ long-term success relies on the health of farmers who grow and supply coffee to the company. Considering this, the company works round the clock to ensure that they improve the life of farmers and the community in general. The company implements this by offering farmers resilient coffee trees which are productive and healthy to replace old ones in an effort to ensure consistent production and supply of high-quality coffee (Rizqiyanto, 2017). For instance, Starbucks established Farmers Support Centre across Rwanda and Costa Rica to provide local coffee farmers with the needed expertise as well as any necessary resources. This has in return enabled Starbucks to continue receiving high quality coffee from the farmers over the years. 
Despite its success, Starbucks has also received some criticism. For example, it was accused of discriminating against older Workers (Chapin, 2018) and discriminating against customers due to their race (Theguardian.com, 2018). This failed to meet the company’s social responsibility goal in terms of respecting labour rights. Finally, in regards to transparency, Starbucks clearly publishes its labour and human rights practices in annual reports (Starbucks, 2020). These reports can easily be accessed by interested parties from the downloads section in official website. 
Conclusion 
Based on the above analysis, this essay finds that corporate social responsibility is increasingly becoming more popular and several people are now demanding that corporations take their social duties more seriously. The essay further found that CSR encompasses environmental, ethical, legal, and philanthropic alongside economic responsibility which is the backbone of all other responsibilities. In regards to Starbucks, the essay finds that the company major CSR strategies include becoming the leading company in ethical sourcing, becoming the industry leader in environmental responsibility by halving environmental footprint; reducing water wastage, and recycling of wastes. In addition to this, the essay found that Starbucks supports coffee farmers by offering them expertise help and other needed resources. Nevertheless, this company failed to 100% achieve its CSR goal, and further efforts needed to be done such as to enhance its recycling program, and to implement trainings for respecting human rights.
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