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Introduction
According to Milton Friedman, a famous American economist, "an enterprise has one but only one variety of social responsibility - to use its resources to participate in actions aimed at raising its gains to an extent permitted by laws and regulations" (Ferrero, et al, 2014). As a fundamental economic institution among the society, enterprises are able to offer manufactures and serving for the society, while earning profits is their only objective. This is the comprehension of the financial duty of enterprises in the conventional business environment on the basis of the unilateral circular economic surroundings of investing – manufacturing - marketing - gains. However, in recent years, this orthodox economic theory, namely "Stockholder Centralism", has been doubted by an increasing amount of individuals, as the effect of "Stake-holder Theory" is increasing in community with each passing day. The theory holds that the major ability of an enterprise would not be the maximization of share-holders' interests, but stakeholders may have a share in the surplus as well as control rights of the enterprise (Qing-xia, 2008). Taking Starbucks as an example, this paper analyzes the CSR in the recent three years according to its 2016-2018 CSR report, and analyzes its impact.
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Set up in 1971, Starbucks Coffee is the global prevenient specialty coffee shopkeeper, roaster as well as trademark owner of the Starbucks. By means of fulfilling CSR, Starbucks is a model of multinational enterprises, which issues reports on corporate social responsibility every year.

Goals and strategies formulated by the company in 2016: By means of doing the obligation of enhancing the life qualities of 1 million individuals in the worldwide coffee arena, the company has made coffee become the world's initial agricultural manufactures with sustainability. Its goals as well as strategies include:
· To set up and go on operations of the maximum green retail commercial institution around the globe;
· To bring about jobs for 1 million individuals;
· To reinforce the community, favorably receiving most people to extend the impact of major matters (Starbucks Global Social Impact Report ,2016).

Goals and strategies formulated by the company in 2017: 
· The company is committed to enabling coffee the primary sustainable agricultural manufactures in the global.
· The company aspires to establishing as well as operating the largest green retailing enterprise in the world.
· The company aims to invest in opportunities creation through employment, education as well as training (Starbucks Global Social Impact Report ,2017).

Goals and strategies formulated by the company in 2018:
· To gain global network of support;
· To assist coffee farms obtain and seek out innovative means of settlement;
· To pay equity and investing in their success (Starbucks Global Social Impact Report ,2018).
· [bookmark: OLE_LINK65][bookmark: OLE_LINK66]Implementation plan of Starbucks global social impact.
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	Goal
	Achievement of goals by April 2019

	[bookmark: _Hlk33982135]Ethical coffee sourcing program
	The whole of coffee is 100% purchased in an ethical pattern.
	Coffee has been proven to be over 99% ethical for four years in a row. In accordance with C.A.F.E. criterion, Appropriately 650 million pounds of tea purchased 95% ethically.

	[bookmark: OLE_LINK11][bookmark: OLE_LINK12][bookmark: _Hlk33982474]Cultivating coffee trees
	Provide 100 million coffee trees for farmers to get with the new climate by 2025.
	Over 31 million coffee trees have been donated.

	[bookmark: OLE_LINK13][bookmark: OLE_LINK14]Global farmers foundation 
	Invest $50 million in farmers' loans by 2020.
	The loans have been beneficial for thousands of farmers around 14 countries.

	[bookmark: OLE_LINK37][bookmark: OLE_LINK38]Open source agronomy 
	[bookmark: OLE_LINK35][bookmark: OLE_LINK36]Train 200000 coffee farmers in 2020.
	Over the recent two years, free training has been supplied to 52240 coffee farmers.

	Environmentally friendly cups 
	Exploit 100% degradable and recyclable cups by 2022.
	They are under test and development.

	More environmentally friendly cups
	By 2022, double the recyclable ingredients in the cups.
	Hot cups currently contain 10% post-consumer fiber (PCF).
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	[bookmark: OLE_LINK29][bookmark: OLE_LINK30]Take advantage of clients’ own cups
	More than 42 million disposable cups have been decreased.

	Fewer straws
	Eliminate disposable straws globally by 2020.
	A new cap without straw has been innovated, reducing the plastic content by 9%.

	More environmentally-friendly stores
	By 2020, empower 10000 global partners to turn into the champion of sustainable development.
	More than 7,200 Starbucks partners have enrolled in the Greener Apron sustainability training program.
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From the reports of the recent three years, it would be gained that Starbucks' CSR has always remained in four aspects: sustainable coffee, environmentally friendly stores, job creation as well as community strengthening. Important to note, its objectives are more and more detailed, and increasingly specific.

Starbucks' global social impact report is audited by Deloitte Office. The assurance of CSR report by international accounting firms mainly contains such five aspects as data accuracy, preparation procedures of CSR report, disclosure of crucial community responsibility matters, relevant information and conditions of stake-holders as well as whether to follow relevant principles. The authenticating content of international accounting firms is comparatively comprehensive, but their assurance of the accuracy of CSR report data only relate to the comparison with the relevant original documents, checking the consistency of the hinge financial data with the original document data in the community responsibility report, which does not include the assurance of the accuracy of the original document data. Generally speaking, Starbucks' global social impact is highly credible.
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Nowadays, the notion of CSR has been extensively received, while in the matter of the global community, there does not exist consolidated notion of it. A great number of important international organizations have offered diverse definitions of CSR, but its basic connotation is consistent with its extensional meaning. CSR is able to regarded as the community duty of incorporation for workers, clients, communities as well as surroundings while producing gains as well as being accountable for the returns of share-holders (Tai & Chuang, 2014). The content is involved in abiding by business morals, manufacturing security, occupational fit, conserving the legitimate droids and benefits of individuals in employing, preserving the surroundings, holding out philanthropy, contributing to social public welfare, as well as sustaining minority individuals, etc.

From the perspective of the object of CSR, CSR have the capacity of being traditionally responsible to the shareholders of the enterprise, as well as shoulder the duty to the stake-holders of the incorporation (Lindgreen & Swaen, 2010). Stakeholders are regarded as those which are clients, employee individuals, providers, communities, civil regions and government of the company manufactures. It is instead of being insufficient for an enterprise to operate sustainably, by means of only considering the responsibility of economic environment to its shareholders. Besides, it is necessary to take surroundings and societal elements into considerations, together with bear corresponding environmental and societal duties simultaneously.

Consumers
The market is the vigor of an enterprise, which is composed of most buyers. Incorporation takes up the bravery to bear the duty to clients, and effectively preserve the rights and interests of consumers (Bénabou & Tirole, 2010). In the light of this, they will set up a good company figure in the hearts of consumers to shape a high extent of credibility, and foster consumers' sense of fidelity. In the meanwhile, consumers will propagate the reputation of the enterprise in the form of word-of-mouth too, so as to confirm the original market of the enterprise and expand new market space services for the enterprise. Although Starbucks rarely does commercial advertising, it does also play a role in promoting its brand influence and popularity thanks to its services provided for the community (Coffee & DRINKS, 2013).

Coffee supplier
Nowadays, there is not a single enterprise to go into the world, for it is always in close contact with many enterprises. In the course of production and operation, suppliers are capable of providing diverse raw materials and components and parts to enterprises, while resellers assist enterprises to realize the value of commodities, to complete the "thrilling leap" from products to commodities (Schultz, 2012). In addition, there are also carriers, distributors, financiers and other manufacturers give service to corporates.

Starbucks is in the charge of its suppliers, donates coffee trees, and teaches its methods of planting coffee, which provides financial support for coffee farmer (Jaffee, 2012). All of the actions are conductive to building a good partnership between the enterprise and its partners, forming a smooth supply chain network, reducing the overall operation cost, as well as improving the operation efficiency, so as to enhance the competitiveness strength of the enterprise.

Employees
Employees are also a part of the members of stakeholders in the enterprise. The enterprise supplies good promotion channels and learning opportunities with employees (Patterson, et al, 2010). Modern post-90s and post-00s attach much importance to the realization of self-worth. Hence providing space for growth and learning is conducive to the stability of employees. The turnover of employees also brings great wastages to the enterprise. The cost of employee loss includes recruitment cost, entry and training cost, learning and development cost, as well as time cost of job vacancy. Being responsible for employees is instrumental in reducing Starbucks' labor cost.

Government
Starbucks fulfills its social responsibility, which has great possibility to get the sustaining of the government. Social duties of institutions for government contain performing legal obligations, assuming legal duties, as well as carrying out relevant national strategies and others (Deng, et al, 2013). What’s more, while the government is confronted with challenges, firms should spare no efforts to assist, such as donating money as well as goods to the catastrophe area and so on. For accountable enterprises, the government will give full bearings, too. Important to note, the government will own more willingness to have dealings with those enterprises with puissant feelings of duty.


[bookmark: _Toc34048762]The other side of corporate social responsibility
In April 2018, a manager at the Philadelphia-based Starbucks reported to police that two young black men had not made any purchases in stores, one or both of whom had asked to use the restroom. The two black people have been taken into custody in a Starbucks store in Philadelphia, America, which has triggered discontent of the protesters. They debunked Starbucks as a coffee boss for the "racial profiling" of black people (it refers to police suspicion of crimes based on color or race instead of evidence). As a result, Starbucks dismissed the employees and the CEO apologized for that. On May 29, 2018, Starbucks closed over 8000 stores in the America (Chuang, 2019). 175000 partners are capable of taking a learning course about race, hidden prejudice and the renewed commitment. That afternoon's closure paid the price of Starbucks for about $12 million in revenue. It is reported that Starbucks expressed its attitude with a direct loss of nearly 100 million dollars, which led to a sharp reversal of the whole crisis public relations event (Azriuddin, et al, 2020). In spite of great loss, Starbucks did conduct a worldwide propaganda in return.

In May 2018, American coffee companies together with Starbucks, a coffee chain, announced that they would open their business to all, whether they paid or not. This seems to have fulfilled their social responsibilities, but some staff said that they found needles in the toilet, which cause the situation that "let everyone in, but no one in." Although the enterprises are seemingly socially responsible, it may stop paying customers from coming in the stores. Let everyone in, which conflicts with the high-end brand positioning.

Performing CSR will also raise the operating expenditure of the enterprise in the short term (Lins, et al, 2017). If enterprises want to take social responsibility, there is bound to have cost expenditure. For instance, the cost of Starbucks will increase for the cost of coffee trees donated by Starbucks, the hours of community service, as well as the graduation of Starbucks university achievement plan. Supposing that the market price of products remains unchanged, the increase of these costs is the deduction of enterprise profits, which will have a hold on the growth of enterprises and weaken enterprises’ ability to compete. In case that the price of the product raises, it will tell on the market competition of the incorporation’s products at first hand.
Though there are a small number of markets which will pay off for businesses that conform to business ethics, the function of business ethics and morality is confined for most consumers. In practical terms, many survey data have shown that consumers pay more attention to price, taste and quality guarantee period than business ethics. In the UK, survey data has proven that although consumers show solicitude for environmental and social issues, 83% of them are willing to shop in the light their moral sense, while only 18% of them do it occasionally, and only less than 5% of them can do it regularly or continuously (Leung, et al, 2017). Take the new energy-saving car as an example, though the oil price keeps rising and people have realized its threat to the weather, there are still few energy-saving cars running on the street.


[bookmark: _Toc34048763]Conclusion
Starbucks has set an example in carrying out its social responsibility, which is conducive to stabilizing its upstream and downstream in the market, to its dominant position in the coffee industry, to sharing for the society, to solving many employment problems, and to making its industry a sustainable development industry. However, the author holds that multinational enterprises are able to show the responsibility like this, but small and medium-sized enterprises should grasp this degree in accordance with their own actual situation when implementing company social responsibility. The reason is that the benefits of fulfilling CSR are not seen in the short term, but it also requires long-term adherence.

To sum up, it is objectively necessary for enterprises to undertake corresponding social responsibilities. Although, in the short course, the social responsibility of companies will occupy a part of the resources of enterprises as well as affect the market competitive edge of enterprises, it is in a position to improve the competitiveness of enterprises in the long term. Enterprises should take a long-term foresight and realize that CSR has turned into a vital appliance for enterprises to enhance their "soft power". CSR is a win-win strategy for the long-term development and competitiveness of enterprises (Grayson & Hodges, 2017). What’s more, in current economic globalization, Chinese enterprises must keep up with the pace of the growth of the international community, and have cognizance of the idea that social duty is both the request of the survival and growth of enterprises, but also the new resource of the competitive power of enterprises.
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