
Corporate Social Responsibility in the Public Sector
This essay will focus upon the impact Corporate social responsibility has on the an organisation within the Public Sector, it will begin by identifying they key aspects of CSR and how different organisations portray them. It will include a variety of different definitions and how these organisations are effected by CSR and the belief it will impact themselves and it’s stakeholders. The organisation chosen for this essay was Starbucks. Starbucks is an increasingly growing company and will provide many Corporate social responsibility reports regarding the goals and achievements they wish to achieve by a certain date. The policies and responsibilities provided by Starbucks will be analysed within this essay .There will be a comparing between two CSR report through critically evaluating whether Starbucks were able to achieve their goal in a timely manner. Shortly moving on to the importance of Fairtrade and recycling within the company, how dedicated Starbucks are to a greener planet, the identification of how the companies strategies are created in achieving this goal will also be underlined in this essay. Lastly, Starbucks have flourished on the support and help they have received from volunteers and their customers. In addition to this, other companies are now become increasingly popular, this essay  will identify whether customers are loyal to Starbucks or are other companies receiving more popularity. 
Corporate social responsibility also known as CSR plays a major part within businesses in modern day today. According to Beal (2014) “the movement for corporate social responsibility has won the battle of ideas”, it is believed that over 500 companies have now adopted a system in regards to CSR. Organisations such as non-profitable are now promoting economical and environmental processes that are currently being used throughout organisations in different countries. There are many opinions of Corporate social responsibility portrayed today throughout different businesses and organisations. Howard Bowen has expressed that CSR is an “obligation.. to pursue those policies, to make those decisions, or follow those actions which are desirable in terms of the objectives and values of our society”(Moon, 2014). Illustrating that businesses focus on achieving goals and providing policies that apply to societies values today.  Matten and Moon argue that “CSR is a responsibility which is assigned y the entirely of a country’s formal and informal institutions and it is expressed simply through the compliance with values, norms and legal recruitments”, believing that CSR approaches are different in each country and should all be applied to Soskice’s variety of capitalism approach all differ the comparison of the subject (Brehning, 2012). 
The UK Government  believe that “Corporate responsibility is the voluntary action businesses take over and above legal requirements to manage and enhance economic, environmental and societal impacts”. Organisations must take responsibility to provide strategic approaches for values that are shared between organisations and societies. This allows organisations to produce beneficial recruitment services and also allows management to flow smoothly when conducting supply chains and other responsibilities. David Hawkes  believes “Corporate responsibility is essentially about finding solutions that benefit society and the company itself”, clarifying that collaboration between other organisations is a key chapter for business to succeed. This is done by “learning from best practice” and the use of resources available from others.  
On the other hand, the European Commission stated “Corporate social responsibility is a concept of whereby companies integrate social and environmental concerns in their business operations and in their interaction with their stakeholders on a voluntary basis”. Suggesting their main focus is ensuring the interaction between stakeholders is effective and any concerns are corrected and completed through the organisation and their stakeholders. The companies stakeholders are a beneficial part of the success and performance the company portrays. They also believe they are aware on how businesses can achieve their success. The European Commission also stated “CSR is also about managing change at company level in a socially responsible manner”. Suggesting that if a company would to trade, they must set requirements on the bases of stakeholders needs and ensure there is balance between all involved. 
Starbucks is a coffee shop that provides a variety of different hot and cold drinks and also little treats along side it. Starbucks (2018) expressed they feel “our coffeehouses have become a beacon for coffee lovers everywhere”, they believe they provide a great welcoming service and produce a “richly brewed coffee” to each customer. Starbucks now has 65 company stores in the UK since it first opened it’s doors in 1998 and believe to be a for-profit company. Starbuck believe in environmental change and also providing help and benefits for it’s stakeholders as they believe they have contributed immensely in the success of the company. They also believe in providing opportunities for youth that are struggling ins society and provide advertising for volunteers to take part in helping society. According to Starbucks was listed in the top 10 of the “greenest big companies in America” and also “most ethical coffee company in Europe” in the year 2009 (Ottman, 2011). This illustrates the success that the company has endured since it was created in 1992. 
Starbucks have underlined the key policies they wish to achieve within their corporate social responsibility report. Starbuck portray themselves a s company that is environmentally friendly and provides goods and services to those who are apart of the companies success. They believe that by working together, the communities involved with be impacted greatly and this is expressed in the slogan “One person, one cup and one neighbourhood at a time” (Starbucks, 2018). The company now has over 25,000 stores in many countries and has allowed communities to grow and fulfil social impact. Starbucks also suggest that by working together, the stakeholders involved with the company will receive a positive outcome and will also contribute to producing a healthy environment for all to flourish. Another aspect Starbucks applied to in their Corporate social responsibility report is the cooperation between farmers and local suppliers who help in producing the products. They produce products such as coffee, tea, cocoa beans and other companies who provide manufactured items, these are all part of the stakeholder group that helps the company thrive. Starbucks (2018) suggested one of their ambitions is  “Making coffee the world’s first sustainable product to improve the lives of at least 1 million people in coffee communities around the world” and this is one of many targets set to be reached by 2020. The company has shown the compassion and sustainability they have for the communities they confided in. 
Starbucks are very compassionate about the environment and are extremely reliable on the resources and products they produce to ensure the sustainability of a greener planet. The corporate social responsibility report stated “we have long been aware that the planet is our most important business partner”, suggesting the importance of their policy. They believe that all aspects of the company must comply with reducing the impact it has on the environment. This is done by producing recyclable and reusable cups for customers and supplying recyclable bins on the property. From the year 2004, Starbucks have dedicated plans to change the impact of climate change for farmers by “pursuing strategies to address this challenge” (Starbucks, 2018). The environmental policy has impacted the company as a whole over its development, it has reached it’s goals by working with other companies such as ‘Conservation International’ and The Business of Innovative Climate and Energy Policy (BICEP)’ in reducing the carbon footprint of the company. It has also impacted many others such as partnership with it’s stakeholders and also providing helpful information to it’s customers about recycling and reducing the impact we create on the world. Starbucks are partnered with 100% suppliers that believe in ethically source produce and also encourage its employees to contribute in society. This is done by advertising roles for volunteers to help in local communities and also producing merchandise such as reusable tumblers for customers. Diehl et al (2017) expressed “In Canada, Starbucks piloted LeadersUp as a way to give job skills to disadvantage youth and committed $1 million t the program” and providing financial support to farmers and other communities. 
In 2015, a Corporate social responsibility report was published on behalf of Starbucks stating the goals and achievements they were able to sustain throughout the year. One goal they wished to achieve was to produce 100% of ethically sourced coffee. According to “99% of our coffee was ethically sourced  in 2015 through C.A.F.E. Practices, Fairtrade, or another externally audited system”. This indicates that the company did not quite reach it’s goal but did improve by 3% from the year prior. Another goal they wished to achieve was the implementation of recycling bins within companies, sadly this did not reach its original target but was stated that “1,219 stored in the U.S and Canada entered the program in 2015”. Overseeing an increase from 47% from the year prior to 59%.  Starbucks believe it difficult to provide recycling services in their companies that coincide within other businesses, this is because the recycling is often run by landlords of the existing businesses. This saw the rise of new strategies to help solve these problems and also encourage other business to sees partnership. Starbucks Global Responsibility report (2015) expressed “As we look ahead, we will continue to look for ways to improve, and partner with others to expand the reach for our recycling program”. This suggests that Starbucks believe improvements can be made to help increase the interest of recycling by 2016. 
The following year saw the 2016 Corporate Social Responsibility report regards to the changes and achievements Starbucks have reached throughout the year. During the reports, Starbucks goal to reach 100% ethical sourced coffee has still not been achieved but they marinated the 99% from the previous year. According to Starbucks (2018) “Moving beyond our 100% ethically sourced commitment, we are joining with others to make coffee the world’s first sustainable agricultural product”. They believe by working in partnership with producers, they will be able to tackle the 1% of non ethically sourced coffee. This will be done by investing into the coffee communities throughout a variety of countries and implementing new strategies and knowledge. Regarding improving the recyclable products and assembling recycling bins at stores, the report stated “Starbucks has made significant progress to green up the cup and recognise that there is still a long way to go”. They have recognised it is difficult to produce products for hot and cold cups that can be recycled, but Starbucks believe this problem can be solved by the year 2022  by exploring the different materials that can be used. According to Heal (2008) “To have a sustainable business, we need a reliable and responsible supplier base that can keep pace without growth”. This allocates the importance of Starbucks and it’s stakeholders, as it allows them to develop and examine new strategies in a timely base manor. 
The Corporate Social Responsibility report expresses statistics on the goal they wish to achieve throughout the upcoming years. By the year 2020, Starbucks wish to produce “100% ethically-sourced coffee” and also provide a “$50M invested in funding for farmers” across the world which allow farmers to produce perfect products for the company. Regarding recycling,  the statistics state Starbucks will “Double the recycled content, the recyclability, and the reusability of our cup by 2022”. This will then allow Starbucks to increase their improvements in recycling and allowing the company to finally achieve their goal of improving the environment. On the other, in 2015 Starbucks set out to hire 10.000 youth members by the year 2018, providing opportunities to those who are not in school or to better their education. According to Starbucks (2018) “As of March 2017, Starbucks is proud to announce we have hired over 40,000”, stating the company has over achieved their goal in requiting members and wish to hire 100,000 youth members by the year 2020.  These goals demonstrate the ambitions the company thrives on and how they wish to influence lives across the glove. Starbucks believe these goals can be achieved in 2020 and will try their hardest in achieving them. 
In addition to this, Starbucks believe greatly in Fairtrade and corporate sustainability. Due to the immense progress Starbucks has created throughout the years and the number of stores produced, it is beneficial that the company has focused upon social sustainability. One of their responsibilities includes providing goods and services to their suppliers and stake holders, “Starbucks supplier programs include providing financial support to farmers to grow coffee in traditional shade-grown style that is protective of rain forest canopy, certified by Conservation International” (Brennan, 2005). This is an example of how Starbucks has allow farmers and communities across the globe to flourish and grow, creating a efficient footprint through the business. Another aspect of the company is the importance of Fairtrade and providing a green footprint,  “Starbucks consumes millions of disposable cups, coffee grounds, and packaging each day along with the water used in making coffee” (Fridell, 2007).  This adds to the significant impact Starbucks has on their environmental footprint, just by producing products and treats regarding Fairtrade  and also working to provide merchandise that is reusable or recyclable. 
Coinciding with Fairtrade, the companies responsibility to providing wealth and support to farmers that produce the coffee is one great goal of the corporate social responsibility report. Starbucks has become the largest company in the coffeehouse chain around the globe and that is why the CSR goals have become ambitious and productive each year, “especially in the area of ethical sourcing, consisting of responsible purchasing practices, farmer support, in-dusty collaboration, and community development programs” (Atasu, 2016). By purchasing a few number of coffee farms in Costa Rica and China, has allowed the company to expand in ethical sourcing and has provide farmers with guidance and support in growing coffee that will become beneficial to “both people and the planet”. Starbucks CEO Howard Schultz stated “Starbucks requires economic transparency: suppliers must demonstrate how much of the price that we pay for green coffee gets to the famers”. The company  believe by allowing farmer to obtain a large amount of amount of shared payments through green coffee chain will provide positive ethnical sourcing. Since 2001, Starbucks has launched a set of  ‘Coffee and Farmer Equity (CAFE) guidelines that will “ensure the sustainable supply of high quality coffee supply chain, and protect the environment” (Peng, 2009)  This provided training for 143 CAFE institutions by the year 2006. 
It is clear to see the numerous input customers have had on the company, without the support and affection they have shown, the company would not have grown to the extent it has today. Starbucks website allows customers to have an insight on different strategies and commitments they have to their stakeholders and also the customers themselves. According to Ottman (2017) “Starbucks makes customers feel a part of the brand through a highly informative and interactive website”, this allows customers to explore the variety of support and activities Starbucks provide for communities in Africa. The website also allows customers to suggest improvements or create new ideas for the company to take into consideration when developing new products. Also stated other companies have suggested “Starbucks commitments to ethical sourcing, environmental stewardship, and community involvement, with informative videos and opportunities to get involved”. This also allows customers to engage with company and learn the responsibilities the company has provided for farmers and communities allowing them to flourish and grow. The media have provided a great support for the company through highlighting the values and quality of products create, advertising them as “You and Starbucks: It’s Bigger than Coffee”. This influences the importance of customers and stakeholders to the company and also that “responsibly grown and ethically traded” are a great part of the company.  Starbucks have created many campaigns supporting farmers and communities in Africa, allowing them to connect with customers and other organisations in helping these causes. Despite this, Starbucks are now facing completion from other companies such as McDonalds and Dunkin’ Donuts, by underlining Starbucks values and environmental qualities but this has not altered the support by customers. Companies such as McDonalds are becoming increasingly popular across the globe with a total of “14,146” restaurants in America alone compared to a staggering “13,000” Starbucks stores, both companies are still increasing and becoming more successful (Statistia, 2018). Companies that produce new products and some based on the inputs and suggestions of their stakeholders and customers will provide a better performance and become successful as they engage with their audience. 
[bookmark: _GoBack]To conclude, this essay has identified the key aspects of Corporate social responsibility and has identified how different organisations adapt this to their  best abilities. The comparison between different approaches was identified by criticising how effective this has been towards the organisation itself and the effect these will have on their stakeholders. Following this was the identification of how Starbucks has achieved corporate social responsibility within their organisations across the globe, regarding recycling and helping local communities and their youth. This was completed by comparison of both 2015 and 2016 CSR report of Starbucks that were published and criticising whether Starbucks were able to achieve and maintain their goals they underlined in the correct time.  It was identified that some goals was achieved and other have been extended to 2020 to allow the products to become more efficient in a wider time scale. This essay has also evaluated the responsibilities that are underlined within Starbucks CSR report and whether the company has maintained the levels they have accomplished since the beginning. Lastly this essay concluded the importance of Starbucks to it’s customers and stakeholders and how they have achieved to withhold this whilst other companies such as McDonalds are slowly approaching popularity. One strategy Starbucks have used is allowing customers and stakeholders to gather opinions on new products which has allowed the company to flourish and succeed in the business industry still to this day. 
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