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1. [bookmark: _Toc32349][bookmark: _GoBack]Introduction 
Li et al. (2019) found that it’s more difficult for branded coffee stores to engage consumers through promoting its material quality, store location, atmosphere, service due to the high homogenization and standardization of coffee market. Thus, companies try to find other strategies to cultivate customer loyalty and corporate social responsibility (CSR) become a common approach to utilize (Cha et al., 2016). Many scholars emphasize the  important role of CSR activities as Starbucks’ developing strategy (Argenti, 2004; Botero et al., 2011; Kang and Namkung, 2018). The strength of this strategy make Starbucks not only to establish sustainable relationships with consumers but also enhance its competitiveness in the industry (Harnrungchalotorn and Phayonlerd, 2015). 

Research showed the forms and fields of Starbucks CSR actions were comprehensive from its employee benefits and business-related practices to some social issues, such as taking voice on gun control debate and support for LGBTQ rights (Abitol at al., 2018). Therefore, this report summarized different CSR activities of Starbucks in detail through various aspects of stakeholders included society, employees, suppliers and customers. The structure of report will begin with theoretical review, and followed by empirical analysis, and conclusion part will be given as the summary of Starbucks CSR activities. 

2. [bookmark: _Toc30879]Theoretical Framework 
According to Brown and Dacin’s definition (1997), CSR refers to the actions and activities of corporates in regard to its societal obligations, especially for the large corporations.  Elkington (1997) proposed the triple bottom line (TBL) thinking for analyzing CSR and suggested that corporations should not only pay attention on financial benefits but also assist to this society and environment in order to develop business sustainably. TBL offers a model to evaluate company success and organization performance through social, environmental and economic sides (Goel, 2010). The economic aspect of TBL refers to company’s power on the economic environment. Social factors means firms should conduct fair and unharmful operations to the employees and community. The last factor of TBL, environmental line, proposes that company business activities should not damage the environmental resources for the future of mankind. The following empirical analysis will detaily explained the CSR activities of Starbucks based on TBL framework. 

[bookmark: OLE_LINK38][bookmark: OLE_LINK39][bookmark: OLE_LINK36][bookmark: OLE_LINK37]Previous studies consider the marketing function of CSR to gain customer loyalty as it can differentiate brand from other competitors (Maignan et al., 2005; Martínez and Del Bosque, 2013; Chung et al., 2015). Especially for service industry, scholars suggest that CSR can improve consumer trust (Choi and La, 2013), strengthen customer loyalty (Li et al., 2019), enhance customer satisfaction (Sun and Price, 2016), increase purchasing intention (Huang et al., 2014), staff attitude (Glavas and Kelley, 2014), and organizational legitimacy (Randrianasolo, 2018). On the other side, there was other scholars to criticize CSR as its deterioration to brand value that the CSR practices was limited to philanthropic expenses (Prasad & Holzinger. 2013). Ewing and Schrage (2004) point the main idea behind CSR is to guide corporates to consider the needs of stakeholders and interact with them.  According to Freeman (2010), stakeholder refers to any individual or teams who can influence or be influenced by the company operations, which includes employees, suppliers, community, shareholders, customers, local government, NGOs and investors. For corporates, different needs of stakeholders can be influential for the practices of CSR which has aroused many scholars’ attention (Freeman, 2010; Carroll, 1991).Albus and Ro (2013) consider that consumers have begun to wish companys to play the role of good citizen, not just take attention on profit. However, customer power did not influence company’s action as compulsive restraints and even many customers do not care about the CSR (Öberseder et al., 2011). NGO takes the role of pushing and forcing firms to consider their business strategy as the ethical defender and moral compass (IFCNR Special Report, 2002). Therefore, the structure of empirical analysis is based on CSR activities of Starbucks through the view of different stakeholder groups, namely society, employees, suppliers, and customers. 

3. [bookmark: _Toc22100]Empirical Analysis 
Starbucks made a commitment to its CSR actions and firstly published its CSR report in 2001 (Starbucks, 2013). The vision of Starbucks is quite simple that is to produce sustainable coffee and served sustainably (Starbucks, 2018). In order to create new method of coffee production, which is sustainable, clear and good for this planet, Starbucks established a global supporting network and personal relationships (Abitol at al., 2018). The study of Argenti (2004) found the first cooperation between Starbucks and NGOs was in 1996 and this relationship between Starbucks and NGOs elaborate the changing NGO viewpoint and the scope of company responses to NGOs. In the section of CSR activities to suppliers will analyze the pushing power of NGOs to Starbucks CSR process. The structure will begin with the CSR activities to customer and then to the whole society, followed by the employees and suppliers.

3.1. [bookmark: _Toc4280]Customers 
Due to global plastic issue, Starbucks launched a variety of strategies to reduce the use of disposable beverage cups, such as customers can get a ten cent discount if they bring own reusable cup for the drinking since 1985 (Overton, 2016). This strategy increase the ratio of using reusable cups for hot drinks from 2.2% to 5.8% in the UK market (Starbucks, 2018). For other market included U.S., EMEA and Canada, Starbucks saved over 42 million disposable cups because of 1.3% customer choosing to bring their own personal cups (Starbucks, 2018). The strategy of increasing reusable cups is not only for cultivating user habits, but it also invest on developing technology of totally compostable and recyclable cup through the campaign of  NextGen Cup Challenge (Starbucks, 2018). Moreover, Whitten (2018) stated that the huge amount of using plastic straws (nearly one billion) should be the concern of Starbucks as the cold drinking account for more than a half of the total beverages sales. For this issue, Starbucks launched two strategies: new design of cup with a strawless lid and offer straws with other materials like compostable plastic and paper. Starbucks is good at thinking about solutions from the perspective of customers (such as offering discounts), so that its CSR can also get consumer support  as they do not reduce service or product quality and then potential conflicts between company and stakeholders may not occur.

3.2. [bookmark: _Toc31793]Society
Starbucks not only care about its own business related practices, but it also pay attention to the society issues like energy shortage, hunger problems, community service and education. Firstly, Starbucks spent more than $140 million for replacing its energy to renewable one that support 100% of more than 9,000 stores in the U.S., UK and Canada, and there are more than three-quarters of Starbucks commercial activities are supplied by renewables energy (Starbucks, 2018). As a global company, Starbucks took a good example for other MNEs to use green power and reduce the environmental effect to the world. Moreover, Starbucks is the member of Rainforest Alliance, a environment-protection organization, which aims to defend biodiversity through landscape management and it regenerates degraded land, protects rivers and conserves forests (Linton, 2005). 

For the hungry issue, Starbucks builds relationship with Feeding America to create donation program called FoodShare through donating unsold and fresh products to the local food banks valued (Starbucks, 2018). Until September in 2019, donated products have fed more than 20 million people through FoodShare program (Ko, 2019). In addition to the product costs, Williams (2016) proposed the extra costs for this program, such as transportation spending from its retail store to the food bank and the labour costs of extra working. Furthermore, for the young people, Starbucks has the education program with $1.3 million for all scholarships supported by Starbucks Foundation (Starbucks, 2018). Community service is also one of the traditional events of Starbucks that encourage each retail store to attend community service (Starbucks, 2017). Reggie Borges, as the spokesperson of company, has mentioned the importance of community engagement and stated the CSR profile of Starbucks largely depends on employee input (Casey, 2017). Foodshare program, College Achievement Plan and veteran employment program were created in response to the employee interests (Abitol at al., 2018). It can also show the careness of Starbucks to their staffs and will be discussed in next part.  

3.3. [bookmark: _Toc27207]Employees 
Starbucks shows their CSR for the each step of hiring employees included recruitment conditions, salary setting and post-employment training. For the staff recruitment, Starbucks try to break all the discrimination and prejudice, even to help these people who may meet barriers for jobs such as released prisoner, refugees,  veterans, military spouses and opportunity youth. For the opportunity youth program, Starbucks has more than 71,145 employees who are out of work and not in school young persons aged from 16 to 24 (Starbucks, 2018). For the salary, Starbucks did a leading position on the minimum wage that the salary of all the employees is over the federal minimum wage that achieved legal responsibility according to Carroll’s pyramid (1991) and Starbucks suggested to increase the minimum payment level (Lobosco, 2014). Additionally, job equity is the key considerations for employees that should not be impacted by gender, nationality, or colour. Starbucks achieved the vision of breaking gender inequity that 100% employees can have wage consistency for woman and man, and for various races in U.S. (Starbucks, 2018). They also took action in promoting pay equity and pushing other companies to achieve it through joining the Employers for Pay Equity consortium (Gurchiek, 2019). 

Starbucks introduced a public relation program called Race Together due to intensive racial issue in America (Logan, 2016). The campaign utilize the open forums for employees to share experiences about race attempt to encourage staffs and customer to communicate (Starbucks, 2014). As a result, there were over 2,000 staffs took part in this forums and shared their personal experiences (Starbucks, 2015). Howard Schultz, the CEO of Starbucks, pointed that company has the responsibility to take action on social problems in their ability which is not about the bottom line (Abitol at al., 2018). He also mentioned that Starbucks was trying to help begin a conversation and contribute their power rather than did nothing as they also know it is difficult and impossible to fix centuries of racial issues about inequality (Candea, 2015). 

Besides the cooperation with NGOs, Starbucks also collaborate with Arizona State University (ASU) to provide online bachelor’s degree program for their partners and Starbucks covered full tuition for them with 200 degrees (Starbucks, 2018). To date of 2018 CSR report, there are over 2,400 graudates and 12,000 enrolled students (Starbucks, 2018). For the future career path of these graduates, they are free to do anything they want and there is no restrictions to stay in Starbucks. The benefits of institutional cooperation bring to Starbucks is clear that can streamlines staff’s educational help to university with providing related fields of study. However, Washington (2018) criticized the difficulty of this program such as the evaluation of institution quality that may not necessarily generate a positive result for students like the impaired of education quality for collaborating with proprietary institution. For the case of Starbucks partnership with ASU, barriers occured when the employers pick one particular university although ASU provides plenty of online courses in different study area. The results show that many Starbucks employees are not able to apply this online course due to various barriers such as test score doorsill, ability requirements, and GPA of high school (Washington, 2018). According to the data of Higher Education General Information Survey (2016), the rejection rate of Starbucks employees applying ASU online course was 20%. Commentator suggests Starbucks can expand its range of education program that can meet the academic needs of a wider range of employees, and find more institutions for these staffs without any education experience (Washington, 2018). 

3.4. [bookmark: _Toc19764]Suppliers 
The coffee production was always controversial as the production place mainly from the poorest rural areas that exists a lot of labour issues like child labour (Valkila et al., 2010). For this reason, NGOs push more pressure on coffee companies to improve the industry environment as their social responsibility, especially for the farmers (Botero et al., 2011). Global Exchange was one of these NGOs and firstly focus attention on Starbucks in 2000 and criticized the raw material of Starbucks was not Fair Trade Coffee, and then held a series of strike event to promote customers not buying Starbucks (Argenti, 2004). According to Jaffee (2014), fair trade product refers to the commodity that produce under safe working condition and bring better prices to small farmers. By facing the pressure from NGOs, Starbucks dealt well that purchased Fair Trade labeled coffee in 2001 that still statisfied its quality requirements, and substantially raise the yearly purchasing amount (Kolk, 2005). 

Moreover, Starbucks launched C.A.F.E. program (Coffee and Farmer Equity) to ensure the raw materials were produced ethically which achieved the ethical responsibilities by Carroll’s CSR pyramid (1991). Since 2014, 99% Starbucks coffee was from C.A.F.E. (Starbucks, 2015) while it only account for 68% in 2008 (TCC, 2009). Besides coffee, Starbucks also qualify the tea as ethically produced by Ethical Tea Partnership (Starbucks, 2018). Moreover, Starbucks invested in cultivating climate-resilient varieties of coffee tree to farmers in order to ensure their profitability, and offered financial support, agronomy training, and income-generating activities to coffee farmers in order to diversify income methods (Starbucks, 2018). From 2015 to 2018, farmers in poor area has received the donation from Starbucks with more than 31 million coffee trees and 52,240 coffee farmers were taught by Starbucks expert agronomists. 


4. [bookmark: _Toc8399]Conclusion 
Marketers hold the view of CSR activities are playing the role of competitive advantage for improve customer perceived brand image and business performance (Kim and Kim, 2004). Sometimes company’s CSR practices are forced by the pressure of NGOs such as the strike event fo Global Exchange discussed above. Starbucks started to purchase Fair Trade Coffee through managing their own farmers and offering financial support in order to keep the company principle of using high-quality raw materials.The daily operation of Starbucks was the target of media, consumer, and NGOs although it has done a lot for social responsibility and received numerous accolades. When discussing the CSR approaches launched by Starbucks, the main action is directly linked to the supply chain included actions to upstream suppliers of coffee beans and downstream of store staffs. This report summarized various types of CSR practices from concerning different needs of stakeholders included customers, society, suppliers and employees. Given above analysis of Starbucks CSR activities, it can be viewed as achieving philanthropic responsibilities that refers to use its business power to improve a better society and as a good corporate citizen according to the theory of the pyramid of CSR (Carroll, 1991). In conclusion, the successful factor of Starbucks is to face the challenges from every stakeholders and launch strategies under a clear vision of developing sustainably. 
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