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Organizations are suffering from increasing pressure from the external and internal environment in the process of running a business. There are various conflicts between earn profit and protect environment during developing the economic. However, organizations have the obligations to undertake their social and ethical responsible (Shuili, et al., 2010). Due to the advent of globalization, an increasing number of companies especially big companies gradually acknowledge the significance of corporate social responsibility (CSR). Mangers in different contexts have been exposed to the notion of CSR and being pressured to adopt CSR initiatives. CSR is concerned with how to satisfy the needs of various stakeholders of a company.


Starbucks, act as a well-known coffee company throughout the world, performs well in its social responsibility. Starbucks use CSR as its business strategy to satisfy the needs of stakeholders. It could be found from its annual social report that Starbucks makes great effort in making and finishing the plans year by year to achieve its CSR in a better way. As a matter of fact, investing CSR helps Starbucks create more profits and win more loyalty and reputation from its partners and costumers. Although there still exits many problems in the process of undertake CSR, Starbucks tries to deal  with these difficulties.

2.0 [bookmark: _bookmark1][bookmark: _bookmark1][bookmark: 2.0 Main body]Main body


2.1 [bookmark: _bookmark2][bookmark: _bookmark2][bookmark: 2.1 Definition of CSR]Definition of CSR

This section mainly describes and discuses the development process of CSR. Since 1980s, Corporate Social Responsibility has attracted attention from the public. It is a popular topic not only been discussed among business men, but also in the consumers, non-government organizations and social media. CSR is an evolving concept that  have not had a universally accepted definition yet. (Correll 1999; Snider et al., 2003; and Dahlsrud 2008) When people started to discuss the relations between market and society, Friedman (1962) insisted that there is one and only one social responsibility of business, which is to increase profits as more as possible with the method of using natural resources and engaging activities. Friedman advocates for the moral minimalism. As a matter of fact, the theory of Friedman can only partially explained the content of CSR. In this case, many criticisms argues that corporations should not just serve as marketplace transactions.


The link between corporations and society was gradually developed in the past two decades. Carroll thought CSR should go beyond the idea of profit and the concept of CSR was modified in terms of ethics. In 1979, Carroll identified four components of CSR: economic, legal, ethical, discretionary and philanthropic (Carroll, 1979, 1991). This set of four responsibilities creates a foundation that helps to delineate in some detail and to frame or characterize the nature of businesses responsibilities. Carroll’s

CSR Pyramid is probably the most well-known model of CSR.



Twenty years later, Freeman pointed out the stakeholder theory which takes business ethics into account. This contribution was widespread accepted and supported by many economists. Managers should consider the interests of all stakeholders when making decisions. The stakeholders is consists of all related individuals and groups such as suppliers, customers, shareholders and communities who have a legitimatize interest in the activities of a firm (Freeman, 1994). Freeman thought CSR is a form corporate self-regulation integrated into a business model. The stakeholders  theory can be treated as the most relevant reply to the moral minimalism of CSR, which is typical of the economic approach.


CSR should be used to meet the needs of stakeholders of a company, which aims to not only achieve economic profits but also adhere the ethical and moral management. CSR is a strategy to run business, which contains sustainability, stakeholder management, environmental management, business ethics and corporate social performance. It is realized that a company should take advantage of CSR to maintain even increase the current market share in such competitive business environment (Du et al., 2010).

2.2 [bookmark: _bookmark3][bookmark: _bookmark3][bookmark: 2.2 CSR of Starbucks]CSR of Starbucks

This section focuses on discusses CSR in Starbucks. Starbucks is the largest and most popular coffee company in the worldwide, also known as a ethical company (Koehn, 2002). Since the 1980s, the oversupply on international coffee lead to a strong decline in coffee prices. In this condition, companies started to find cheap producer of the coffee bean which was planted in the developing countries where poor working conditions and low wages are common. This caused a negative impact on the market (International Institute for Sustainable Development, 2003). It is vital for coffee companies like Starbucks to undertake CSR in order to improve the market condition. Starbucks should take the responsibility to achieve sustainable development in the developing countries actively. The CSR of Starbucks mainly focuses on commitments to the environment, sourced purchasing and communities.

2.2.1 [bookmark: _bookmark4][bookmark: _bookmark4][bookmark: 2.2.1 Starbucks’ CSR in Environment]Starbucks’ CSR in Environment

One of methods is going green, which means Starbucks designs stores with new green elements to advocate their environmental thoughts (Business Green, 2010). Starbucks built LEED (Leadership in Energy and Environmental Design) certified stores, which try to promote recycling and conserving water and energy on a global level. It is  proud to have built more than 1,500 LEED certified stores in 20 countries by 2017. It added more than 100 LEED certified stores in 2018 (1612 LEED stores).The aim of Starbucks is to set up 10,000 greener retail stores by 2025 to deliver high standards of environmental performance (Starbucks, 2020). Starbucks decreases the consumption

of natural resources like energy and water by setting equipment and dish-washing machine in the stores. The report indicated that Starbucks reduce approximately 70% waste in the whole (Kate, 2015).


It is apparent Starbucks wastes a lot of cups. Starbucks found the problem of wasting. Therefore, in order to reduce the waste of cups, it gives customers who use their own bottles 10% discount when they choose drinks. Luckily, they saved more than 4400,000 cups in 2009 when compared with 2008. Apart from this, Starbucks is actively designing new technology to improve the reusable and recycle of their cups. It designed cups contain 10% post-consumer fiber (PCF) by 2016. Starbucks sets up a new plan to double the recycling content of cups by 2022 (Starbucks, 2020).

2.2.2 [bookmark: 2.2.2 Starbucks’ CSR in Ethical Purchasi][bookmark: _bookmark5][bookmark: _bookmark5]Starbucks’ CSR in Ethical Purchasing


The second strategy of CSR is 100% ethical sourced purchasing. Starbucks seeks for 100% ethical sourced products including coffee and tea. In order to have more fair trade, Starbucks cooperates with the environmental non-profit organization: Conservation International (CI) and the third independent party SCS Global Services, to comply with the Coffee and Farmer Equity (C.A.F.E.). It was said that they only buy the products from the farms and producers which satisfy the moral standards. The multinational plan ensures the suppliers all over the world have the possibility  to serve as Starbucks supply chain. The C.A.F.E. requires the transparently disclose of Starbucks’ suppliers, to protect the interests of farmers. Starbucks shows the detailed

data in its annual global responsibility report. What is more, it was evaluated and supervised by the third independent party. Since 2015, Starbucks coffee has been verified 99% percent ethically sourced. As of 2017, nearly 72% of tea was ethically sourced. In 2018, there are 95% ethically sourced tea. Starbucks is working toward a goal of 100 percent ethically sourced coffee and tea by 2020 (Starbucks, 2020).


It also takes the coffee trees and coffee farmers into consideration. Since the September of 2015, Starbucks makes a promise that once they sell one bag coffee, they would donate one tree to protect the benefits of the farmers. In order to take the place of the coffee trees that are declining in productivity due to age and disease, Starbucks donated 31 million trees to farmers over the past three years (9.4 million in 2018). Due to the climate change, Starbucks make a commitment to supply 100 million healthy trees for farmers before 2025 in the place where would be strongly affect (Starbucks, 2020). Moreover, Starbucks invested 21.7 million dollars in farmer loans to enhance equipment and infrastructure. The goal of Starbucks is to invest 50 million dollars by 2020. It is reported that the amount of coffee farmers is 25,000 in 2017. There are more than 52,000 coffee farmers were trained in the Starbucks community by 2018. This plan will train up to 200,000 coffee farmers by 2020 (Starbucks, 2020). This guideline pay attention to the high quality of the product, social responsibility and environmental leadership.

2.2.3 [bookmark: _bookmark6][bookmark: _bookmark6][bookmark: 2.2.3 Starbucks’ CSR in Communities]Starbucks’ CSR in Communities

Starbucks provides training opportunities and set up the Starbucks Foundation for the young in the community. In order to assist community, Starbucks set up many programs including offer money and better education to change their life standards. One of the projects is recovering Gulf Coast through C.O.A.S.T fund (Starbucks, 2020). Starbucks has a long history in putting partners and communities first in order to create meaningful job opportunities for people. Starbucks plans to provide 100,000 job opportunities for youth who aged between 16 and 24 until 2020. Since 2015, Starbucks has offered 71,145 job opportunities to youth. (Starbucks, 2020)


Starbucks takes good care of their workers and treats them as independent individuals. In order to enhance the quality of its employees and allow them have more opportunities to education, Starbucks built Starbucks college achievement plan (Starbucks, 2020). It was reported that 12,000 people are currently enrolled in the program and 2,400 students have earned a bachelor’s degree since 2014. In addition, Starbucks Uruguay announced the cooperation with Center to Promote Human Dignity Foundation, which is a nonprofit organization committed to improve and protect the rights of people. Since 2014, it has already helped more than 47,000  people in the community. The foundation aims to increase the number to 250,000 in 2020.


Starbucks also comes up with the new idea Greener Apron in four markets. It aims to

build 10,000 partners as the supporter of the sustainable development. The statistics indicate that there are 1,120 partners (2016), 5,139 (2017), more than 7,200 (2018) take part in the Greener Apron sustainability training program in Starbucks (Starbucks, 2020). More and more partners would wear the green apron proudly to work inside   the Starbucks.



2.3 [bookmark: _bookmark7][bookmark: 2.3 Analysis of Starbucks’ CSR][bookmark: _bookmark7]Analysis of Starbucks’ CSR

It could be found that Starbucks achieve high CSR performance over the past years(Peloza and Shang, 2011). It concerns about the interests of its customers, environment, community and suppliers (Leinward and Davidson, 2016). It creates the goal every year and report the performance of their goals directly in the annual global social report. At the same time, Starbucks would come up with new goal which could be used to enhance their CSR in the following year. In the whole, it makes a great progress annually and moves toward to a constant goal confidently.


However, Starbucks still need do some changes to improve the development of its CSR. There are many problems should be solved in the Starbucks so that achieve better CSR performance and make more profits. First of all, the purchase of 100% ethical coffee and tea supply chain should increase the benefits of environment. Although the 100% ethically sourced coffee and tea is a goal until 2020, it should take advantage of natural resources properly.

What is more, Starbucks still exists many wastes. Stores not only produce outside package waste such as cartons and syrup bottles, but also cause abundance food waste (Smith, 1996).Starbucks did not provide the recycling system in its stores although it have tried their best to reduce waste in the process of offering products and services.  It does not keep its environmental commitments well. The report indicates that the mermaid logo is not environmental, however, it remain uses it as a logo  to attract more potential and existing customers. Clients pay more attention on CSR when they select the brand and build their loyalty of a brand. Consumers tend to select the brand has been certificated. Unfortunately, customers only focus on the certificate itself rather than the detailed plans and actions behind this. They seldom do the research to explore the truth.


Generally speaking, stores adhere local laws and regulations of the government and treat their employees and partners equally. Whereas, Starbucks pays lower wage to the underage workers in the countries like New Zealand. The amount of the wage of the youth worker should be added so that ensure the interest of them. It could not treat workers unequally in different places and countries. In the 2015 in the UK, Starbucks only paid once corporate tax. The branch of stores seeks to avoid tax and transform its assets to other companies so that reduce the cost of tax. This does not meet the standards of CSR and ruin the interest of UK government. Starbucks should change the compliance of tax system under the supervision of the government. Actually, the occurrence of these problems would increasing to a great extent in the future. There is

no doubt that the adjusted CSR is beneficial to transform the intangible assets to good marketing, especially in the activities of social media and advertisements. Companies could deal with such problems to improve the performance of its CSR.



[bookmark: _bookmark8][bookmark: 3.0 Conclusion ]3.0 Conclusion


On the global, both developed and developing countries are rapidly adopting the CSR approach. As a kind of management strategy, CSR has become a common, formal, comprehensive and deeply integrated organization structure, policy and practice. The future of corporate social responsibility, whether from the four part definition  structure, corporate social responsibility pyramid, or some other forms or names, such as corporate citizenship, sustainability, stakeholder management, business ethics, seems to be in a sustainable and optimistic future. CSR worked as a built-in, self-regulating mechanism to monitor and ensure the active compliance within the law, ethical standards and international norms of a company. CSR is a process with the aim to embrace responsibility for a company. At the same, company should take actions to affect environment, customers, employees and relevant stakeholders positively. It is likely that corporation use CSR as a strategy could win more sales and market shares, reduce the cost, increase the interests of investors, enhance the motivation of employees and build a good reputation for the brand.


Since its foundation, Starbucks takes advantage of CSR as a business strategy in every

parts to realize high benefits for all related stakeholders. Starbucks is devoted itself in providing high-quality products and service, and undertake its social and ethical responsible. In the whole, it takes the CSR well in environment, communities, ethical sourced purchasing and so on. However, it still faces many difficulties in the tax rate and waste problems. in conclusion, it is a long way for Starbucks to invest CSR to improve the quality of products and services and create more economic profit.
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