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Corporate social responsibility (CSR), is an international self-regulating business model that emphasises on reduction and mitigation of industrialised damages and provision of economic, social and environmental benefits to the society. CSR activities help the organisation to be socially responsible to the firm, stakeholders and society (Sheehy, 2014). Starbucks is a multinational company having coffee cafes all over the world. It serves high quality and premium coffee to its customers. The organisation has extensive CSR strategies and reports all the accomplishments publically.
[bookmark: _Toc34088039]2: ANALYSIS ON RECENT GOAL AND STRATEGY FORMULATION
Report of the CSR activities of 2016
In the year 2016 Starbucks has reported to have been functioning to rise the affluence of one million agriculturalists and workers employed in coffee farms, by financing in coffee societies, imparting coffee training and revolutionising with innovative farming methodologies. Firm claims to achieve sustainable coffee by 99% of ethical purchasing (Craves, 2015), donating 9 million coffee trees to the cultivators, giving loans of worth $21.3M to the cultivators and imparting training to the farmers. Starbucks supports the concept of purchase of Fair Trade Coffee by the Non-government organizations. Procurements of coffee are done by giving fare values to the farmers. This action of the firm creates an ethical image of the brand. In reference to the greener retail, firm stated to recycle cups, convert the store to greener stores by transforming to environment building standards, greener shops by generating renewable power and greener aprons by promoting sustainable practises with partners. Coffee house created the opportunities and aid for refugees, youths, college students and military spouses. Community welfare programs of donating meals were also informed by Starbucks (Starbucks.com/social impact, 2017). 
Report of the CSR activities of 2017
Starbucks have claimed almost same CSR activities in the fiscal year 2017 with an increase in the figures. There is an increase in tree donation to 21 million, $22.3 million loans to cultivators, training of 24,302 farmers, 1400 green stores and the green apron increased to 5,139 partners. Firm also informed to have served coffee to 12,876 militants, hired 46,737 youths and donate meals worth 3.5 million pounds (Starbucks.com/social-impact, 2018). By green stores the company means a place where conservation of energy, water, materials, and recycles are implemented. Initial set up may take some addition expenditure but over time the enormous savings outweigh the upfront costs. Company promised to build new shops of Leadership in Energy and Environmental Design (LEED), focusing mainly on assessment of water and energy consumption, and where recycled and reused resources are used to make the store (Dobiáš and Macek, 2014). Starbucks Corporation expects to lead the industry with innovative and eco-friendly products. 
Report of the CSR activities of 2018
Starbucks continued CSR plans with the same strong vision and mission to the next year. In the year 2018, firm stated policies of even better numbers of welfare works. Coffee company increased sustainability workings by 99% fair trade purchase, donating 31 million trees, $ 21.7M for loans of farmers and training 52 thousand cultivators. In this year the firm reported to have reduced the use of straws by 70% by launching containers with new straw less lid, 1600 green stores, 77% green power shops, 72,000 green apron partners, 7.4 million meals, employment to 71 thousand youths and 66,000 hours of work for community strengthening (Starbucks.com, 2019). Company has enlarged the corporate citizenship works every year by growing the statistics bigger and adding new goals with the existing ones. Firm attain the CSR goals to a large extend and gains competitive advantages. 
[bookmark: _Toc34088040]3: CHANGE AND ACHIEVEMENT OF RECENT CSR GOALS
From the last many years, Starbucks has not paid corporate taxes to UK government by practise of legal tax avoidance like shifting the taxable income to subsidiaries etc. In 2012, firm having operations in UK faced a public relations disturbance over the disappointment to pay British corporate taxes. Firm shows high transparency in relation to its CSR accomplishments such as fair trade, wages and beneficial works for uplifting community but avoids payment of taxes (Campbell and Helleloid, 2016). The firm with ethical business values should contribute the applicable taxes. 
According to the article, Starbucks achieves nearly 90% of its CSR goals and is much better in relation to carbon emissions, water use, and supply chain as compared to other companies of the same industry (LUBIN, 2014).
Starbucks conducted a campaign Race together with the intention to encourage discussion of race in the U.S. It proved to be a huge failure and firm had negative publicity by the media (Taylor, 2015).
Company sets targets of recycling the used cups. Firm states to exhibit hyper transparency of the recycling process. It assumes to have elevated from 5% to 24% of the global markets (Post, 2013). But in one another article evidences were found that at some stores the recycling is lacking and the waste is send to the landfills in the end. This does not support the statements and promises of the firm for environmental footprint. It stouts its CSR activities and presents as a noble soul but was accused to actually not support the climate change assurance. On this matter the organisation promised to double the usage of the reusable cups in the near future (HARPER, 2017). The reuse and recycling should be implemented in all the cafes strictly.
Mr. Shultz, CEO of Starbucks stated that a balance between earnings, social impact and moral obligation will be done to the largest extend to enhance the lives of the staffs and communities that serves the firm (Mohn, 2017). 
Starbucks was facing many disputes relate to racism in U.S. It took firm actions against the matter by training the employees to tackle the problems. The cafes were closed for that day all over U.S. for the convenience of participation of the partners (Gabbatt, 2018). 
In 2018, Brazilian labour inspector found slave labour for the second time in Starbucks certified farms. The report mentioned the workers living below the humanity level like mice in the food, no sanitation system, much extended working hours and deductive payment system with very negligible amount to take home (CANNING, 2019). The company that practises ethical fair trade and claims to perform effective CSR undertakings has to be very cautious of such deprived conditions of the labours. Starbucks has to take firm steps to eradicate slavery in the coffee farms.
The coffee farmers have been facing a severe problem of economic crises due to continuous decline of the coffee prices, negative impact of climate change such as low rainfall etc. particularly in Brazil, pest and agricultural diseases. Starbucks demonstrates willingness to help the farmers with new cultivation techniques for growing superior quality coffee (Splitter, 2019). 
Along with much admiration the company also faces criticism. Firm performs beneficiary act of giving health insurance coverage to the employees. But few have reported to have been difficulties such as dead naming, mis-gendering, and facing trouble in covering surgeries with the employee insurance (Strapagiel, 2020). It reflects that publically declared values for employees that are addresses partners differs from the treatment towards them.
[bookmark: _Toc34088041]4: CORPORATE GOVERNANCE &CSR PERFORMANCE EVALUATION
The plunge of coffee prices due to collapsing of 1989’s International Coffee Agreement under the corporate governance lead the coffee industry take up CSR programs. The pressure from Non-governmental organizations (NGO’s) pushed companies like Starbucks for CSR and fair trade. The CSR approaches are decided on the basis of expectations of its stakeholders. Starbucks identifies its stakeholders to be employees, customers, business partners, suppliers, community members, shareholders and others (Starbucks Corporation, 2019). 
Starbucks has adopted committee charters, policies and governance principles to exhibit its commitment in maintaining the principles without compromising over their business growth practices (Starbucks Coffee Company, 2020b). 
The performance evaluation of social responsibilities fulfilled by Starbucks is identified by categorising their approach towards its stakeholders being moral, amoral or immoral. The moral management engage and adhere with ethical practices, thereby reflecting righteous behaviour towards society. Amoral management take up requisite actions to maintain their ethics, but are not sensitive to the ethical awareness in the business. Immoral management demonstrates active opposition through their actions and behaviours towards
Employees: Starbucks is passionate for supporting careers of young people. Over 50% of their employees belong to young generation. However, it has been found that several employees have complained about lesser wages and more work since the stores are understaffed. Although they call them partners, but the company does not provide them ample time to connect with their customers (Stern, 2017). Therefore, Starbucks’ approach towards its employees is amoral.
Customers: Starbucks has been a customer centric company, providing its customers best service with indoor ambiance of its outlets and stores, making a civic atmosphere for them. It has trained baristas serving best quality to its customers, ensuring that the customization as per their requirements (Foster, 2018). Starbucks shows moral approach towards its customers by maintaining the quality of its coffee.
Suppliers: Starbucks has been involved in fair trade practices, rooting for high quality coffee beans directly from the farmers under the C.A.F.E. program. However, since it does not compromise on the quality of coffee, the program has led to financial crisis for the coffee farmers in Vietnam and Brazil. Starbucks has shown a moral approach for them by offering a helping hand in research and disease resistant trees (Splitter, 2019).
Shareholders: The coffee house is continuously designing growth and improvement for its operations to result in higher value with strategic initiatives. Starbucks roots for long-term drive value of its shareholders. Although it has shown significant growth, due to US market saturation and other crisis, it does not assure implementation of the strategies, putting its shareholders in a doubtful position (Starbucks Corporation, 2019). This shows an amoral approach towards them.
Community Members: Starbucks has been continuously working for the communities by training the farmers, planting trees and shifting its packaging & cups into recyclable content (Stories.starbucks.com, 2017). It has shown an immensely moral approach towards the local communities.  
Thus, Starbucks as majorly balanced its responsibilities towards social impact with moral approach of management for its stakeholders.
Under the pyramid categorised by Carroll (1995), social responsibilities were divided into four stages. 
Economic Responsibilities:
Starbucks has been making profits over the years. In fiscal 2019, its consolidated net revenue grew by 7% from that of 2018, with a worth of $26.5 billion (Starbucks Corporation, 2019). This ensures that Starbucks meets with its economic responsibilities the company is economically stable in making profits. It is essential for Starbucks to make profits as there lays a basic social expectation required for the company to contribute towards society.
Legal Responsibilities: 
Starbucks facilitates its legal compliance and training for ethical practices under its Business and Ethics Compliance Program, which are required to be fulfilled for societal expectations. It acknowledges reporting of all issues, concerns and potential conflicts of interest, providing channels to its partners and stakeholders to voice their concerns under the same program. The top management of Starbucks pledge to maintain the integrity and honesty along with compliance of governmental or private laws, rules & regulatory requirements (Starbucks Coffee Company, 2020b).
Ethical Responsibilities: 
Starbucks has kept through its commitments of ethically sourced coffee of high quality. With the ethical belief in selecting their raw material, Starbucks contributes positively to the local communities and coffee farmers amongst its stakeholders (Starbucks Corporation, 2019). Starbucks ensures ethical business practices and leadership by providing resources such that their stakeholders do not indulge into unethical decisions. It ensures highest standards of behaviour and conduct concerned with business ethics. Starbucks has been recognised as one of the Most Ethical Companies of the World by Ethisphere Institute for twelfth year in a row (Starbucks Coffee Company, 2020a). 
Philanthropic Responsibilities: 
Philanthropic responsibilities are desired by the society, being under obligations of societal engagements. It could be sceptical since Starbucks’ approach seems to be unrealistic at times. Complete exclusion of self-beneficial motives behind the meeting CSR might indicate lack of transparency. However, Starbucks has been engaging in the social issues on a consistent note due to which it counters with the scepticism. 
Thus, Starbucks fulfils all the levels of corporate social responsibilities. Its external policies of commitments and the achievement towards its goals have also been transparent.











[bookmark: _Toc34088042]5: CONCLUSION
The investigation suggests that Starbucks has been planning its strategies for social impact with innovative programs. It has shown explicit transparency regarding its external policies for CSR. It has published the amount of goals it has achieved; its loopholes have been openly accepted. Starbucks has led importance for not only its customers but also local communities, environmental concerns and its stakeholders involved in the business. Starbucks has efficiently executing its functionality for social impacts. Starbucks’ performance evaluation has resulted in relatively fair ethics and trade practices. 
The essay has identified certain loopholes in its business conduct. However, Starbucks has been putting appreciable efforts for the society, without much of self-beneficial reasons. 
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