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[bookmark: _Toc32882121][bookmark: _Toc34070667][bookmark: _Toc34092656]Definition of CSR
Corporate social responsibility is first defined by Howard Bowen (1953), “Businesses have an obligation to pursue those policies, to make those decisions or to follow those lines of action which are required by the objectives and values of our society”. In the following decades, many scholars make this concept more specific (Moratis, 2016). 
Friedman (1962) insisted that the sole moral responsibility of directors and executives is to meet the expectations of shareholders and to take care of the interests of shareholders. However, stakeholder theory was proposed by Edward Freeman in 1984, which emphasizes the interrelationship between enterprises and their stakeholders. This theory holds that enterprises should create value for all stakeholders, not just shareholders.
Carroll (1991) divided CSR vividly into a four-level pyramid, economic, legal, ethical and philanthropic respectively. In addition, the triple bottom line is a theory that encourages the evaluation of overall business performance based on three important areas: profit, people and planet (Elkington, 1994), aiming to measure the financial, social and environmental performance of an enterprise over a period of time. Those theories and models laid a foundation for future study on CSR.
Some people believe that CSR would boost value and profitability, enhance reputation and relationships with stakeholders to a company, while opponents argue that it is a greenwashing strategy that companies pretend to be socially responsible.

[bookmark: _Toc34070668][bookmark: _Toc34092657]Essay Statement
This essay is to investigate the aim and sustainable strategies that Coca-Cola is emphasising, and assess their overall performance by other incredible sources. The main body is to critically judge whether or not this organisation acts corporate social responsibility as what they show in their reports. Finally, evaluate the transparency of their CSR strategies.

[bookmark: _Toc496043660][bookmark: _Toc32882120][bookmark: _Toc34070669][bookmark: _Toc34092658]Background of Coca-Cola
[bookmark: _GoBack]Coca-Cola is the largest beverage company started in 1886. Its products have been sold in more than 200 countries and regions, with a daily sales volume of 1.7 billion US dollars (Saleem, 2011). As the largest supplier of sparkling drinks, juice and other beverages, the firm’s portfolio includes Diet Coke, Sprite, Fanta, Coca-Cola Zero, Vitaminwater, Powerade and Minute Maid. There are around 900 bottling plants around the world, and more than 700,000 people work for Coca-Cola and its bottling partners (Coca-Cola, 2018). Generally, they claim that their current sustainable business priorities are sugar reduction, a world free of waste, water source management and women empowerment. Nevertheless, Coca-Cola used to be accused of human right violations, groundwater excessive exploitation of other countries, poor disposal of waste and the culprit of obesity (Karnani, 2014).
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[bookmark: _Toc34070670][bookmark: _Toc34092659]Coca-Cola’s Sustainable Goals
To identify the aims of Coca-Cola’s CSR and possible changes between them, company’s annual CSR reports of 2014, 2015, 2018 are analysed.  In early 2014, they identified packaging, active healthy living, human rights, product, ingredient safety and water stewardship as the most important five priorities. Those matter across their value chain. In their inbound logistics activities, they place emphasis on sustainable agriculture, responsibly sourced ingredients water stewardship including recycling and recovery. Then manufacturing efficiencies and packaging technology are focused on operations activities. Besides, in outbound logistics, innovative distribution is pursued. Through partnerships with retailers, products are sold to customers.
However, in 2015, there were significant changes in Coke’s sustainability plan, which might concentrate more on renewable energy, carbon emissions, sustainable sourcing and calories. In addition, it is necessary to mention that they attached much more importance to obesity concerns, occupational health and safety and women’s economic empowerment.

For the further sustainability goals, Coca-Cola aims to take measures to benefit bottling partners, governments and people worldwide, and they also have ambitions to achieve them by 2020. According to the report, in 2018, they had indexes such as 56% packaging rate, 16% water efficiency, 1.5% annual operating income given back to local communities, 21% reduction of the carbon footprint and 3.2M women empowerment across their global value chain (Coca-Cola, 2018). In addition, they are determined to achieve higher standards in 2020, which includes 75% packaging rate (increases by 19%), 25% water efficiency (increases by 9%), 1% annual operating income given back to local communities (decreases by 0.5%), 25% decrease of the carbon footprint (increases by 4%) and 5M women (increases by 1.8M) were empowered across their global value chain (Walsh, 2012). Furthermore, they plan to fulfil 100% packaging rate by 2030, enabling them to refill what they introduce into the local and deter bottles from ending up as litter or in the oceans (Anon, 2017). In general, they place more emphasis on packaging, water, giving back, climate and women.

[bookmark: _Toc34070671][bookmark: _Toc34092660]Coca-Cola’s CSR Performance
To evaluate Coke’s CSR performance, this essay applies The Triple bottom to analyse Coca-Cola’s CSR behaviours in the planet, people and profits aspects. In every part, there are some positive performances they have done which are insistent with their goals, while other negative strategies will also be accused of not acting as what they have claimed.

[bookmark: _Toc34070672][bookmark: _Toc34092661]Planet Performance
[bookmark: _Toc34070673][bookmark: _Toc34092662]Focus on Water Stewardship or Excessive Water Exploitation?
As people face a global water crisis, Coca-Cola says it will take responsibility for properly managing water. Their water management work evaluates the water pressure of each plant and surrounding communities in its systems (Walsh, 2012), enabling them to understand local conditions and water risks no matter at present or in the future. More than a decade ago, Coke has established the " protect, reduce, recycle, replenish" water leadership framework, them they support and complement projects such as providing human with clean water, protecting water by improving the collection, storage, and water quality, and provide production water use, such as improve the availability of water or water efficiency in agriculture.
However, activists have long accused Coca-Cola of waste treatment and water depletion in India (Thomas, 2008). Many NGOs have accused Coca-Cola and other 'criminals' of draining local Indian communities by pumping excessive amounts of groundwater (Stecklow, 2005). In particular, from 1984 to 2011, the groundwater level in the Kaladera area where Coca-Cola is located, dropped sharply from 4 meters to 30 meters. Moreover, the declining rate has accelerated since 2006, suggesting the more serious water crisis. Coke's negative impact on groundwater aquifers is even more severe because coke's peak production and the resulting water extraction take place during the summer months, from April to June, when the region is suffering from severe water shortages, resulting in severe water shortages for local residents.

[bookmark: _Toc34070674][bookmark: _Toc34092663]Reduce Packaging Waste or Increase Profit Margin?
Coca-Cola has promised they would increase packaging rate, and they have reduced the impact of packaging waste on the planet. They partner with major stakeholders that include their bottling partners, retailers, local communities, NGOs, and even their competitors (Walsh, 2012). The greatest progress is that Coca-Cola completed its bottling initiative (Harfmann, 2019). Taking Heartland Coca-Cola bottling for example, the bottling company focuses on promoting innovation in its sparkling distiller and energy categories. In these two categories, Coca Cola's food sparkling business is leading the two categories because many consumers are reducing their sugar intake. Considering sustainability, a $1.2 million nano-filtration water system was installed by Heartland, to significantly reduce the carbon footprint and increase the supply of purified water. 
However, the profit margin generated by the non-profit maximization motivation realized through corporate social responsibility practice is higher than the goal of pure profit maximization, so reducing package waste might be one of the strategies to achieve higher profit.

[bookmark: _Toc34070675][bookmark: _Toc34092664]People Performance
[bookmark: _Toc34070676][bookmark: _Toc34092665]Support Human Rights Especially Women Empowerment
In 2018, Coca-Cola provided 22 training programs for bottlers, suppliers and auditors worldwide. They and their suppliers and system partners all strive to identify and describe potential human rights risks, which possibly include agricultural migration, child labour and working conditions. Employees are encouraged to put up with any possible violations of the policy through a variety of ways. 
In addition, they focus on woman empowerment. Women bear great burden due to drinkable water shortage, and they spend 200 million hours a day fetching water. In 2018, the Coca-Cola Company and the Water and Development Alliance conducted a study, which roughly evaluated how to empower women and promote gender equality by improving access to water and sanitation. The conclusion is that there are eight possible approaches to achieve this goal, including improving women's health, income, security, education, nutrition, leadership and skills, saving time, changing community roles and gender norms (USAID, 2018).

[bookmark: _Toc34070677][bookmark: _Toc34092666]Who is Coke’s Target?
Another worry for critics is who coke works with? Coke has unceremoniously put the group aged above 12 at its core. According to the former marketing director of Coca-Cola, the company does not directly market to children under 12 years old, but directly “prohibits all transactions” on the day of 12 years old. It is believed that beverage preference can be established at the adolescence period (Sanger, 2015), and the company holds a view that adolescents will generate profits for a lifetime. 
In addition to age-specific consumers, coke has also targeted minority groups. In a marketing campaign, Coke was accused of exploiting Mexican indigenous groups by using fake philanthropy. Another video described that migrant workers in Dubai spent 54 cents to buy a bottle of Coke thus feel a sense of happiness, which nearly accounting for 10% of their daily wage. This video is regarded as a detestable exploitation, and those workers are possibly those whose passports are confiscated by employers and are forceful to work there (Vara, 2014). 
Although Coke would tend to focus on human rights, they build a system to guarantee woman empowerment, but what worth mentioning is that they sold products to those under 12 years and disadvantageous groups. In order to make profits, Coke seems to avoid the important and dwell on the trivial in their goals and strategies, and they never give up profits.



[bookmark: _Toc32882126][bookmark: _Toc34070678][bookmark: _Toc34092667]Profit Performance
[bookmark: _Toc32882128][bookmark: _Toc34070679][bookmark: _Toc34092668]Avoid Obesity Epidemic or Make Profits?
From 2004 to 2014, dizzy drinks sales in the US declined by 14% (Esterl, 2015), which may result from increased public awareness of sugary drinks’ negative impacts such as health conditions. In 2016, Coke regards obesity as their key mission, and assert to publicize the company’s corporate strategy, corporate social responsibility standards, target markets, charitable giving and obesity policies. However, critics argue that this practice just a way to set a positive company image, which does not make a difference.

Muhtar Kent, chairman and CEO of Coca-Cola, acknowledged: “Obesity is the most challenging health problem today, affecting almost every family and community in the world. This is a global social problem, which requires all of us to work together” (Coca-Cola, 2014). However, this strategy is based on a condition that increasing physical exercises can reduce calories. Coke encourages people to maintain health by walking dogs, dance or laugh loudly to consume calories. However, this pattern suffers from criticism of the government and non-government organisations. For instance, the UK ASA banned the advertisement which misleads the general public how to burn calories easily (Laneley, 2013). Aseem Malhotra, a cardiologist, believed that there is a great amount of sugar in soft drinks and juice, which leads to excessive calorie intake, while Coke tried to invest 20 billion pounds to fitness campaign to cover this fact, and mistakenly thought a little exercise would overcome obesity epidemic (O’Reilly, 2014). Others have noted that the $3 million Coca-Cola zero park living project is merely achieving coke's obligations related to the health ministry's commitment to reduce calories, which actually intend to avoid further regulation. Therefore, Coke might exaggerate what they have done to contribute to society.

Although Coke strived to develop Diet Coke to reduce sale pressure, people are still sceptical its health effects. Therefore, the sales of Diet Coke decreased by 5.6%. However, with the higher price of small package, Coca-Cola’s profit margin grew up by 19% in the first half-year of 2015 (Strom, 2015). Globally, Coke is investing heavily in Africa to achieve future growth (the Coca-Cola, 2018), which allocated $17 billion to grow the African market from 2010 to 2020. It is also a topic of debate that Coke has invested so much to expand their foreign business, but they only built 45 gyms in American universities within 5 years while they claimed to build 100 gyms during that period (Gertner, 2018).



[bookmark: _Toc496043664][bookmark: _Toc32882129][bookmark: _Toc34070680][bookmark: _Toc34092669]Conclusion
To sum up, Coca-Cola claimed to adopt the concept of stakeholder marketing, which brings maximum benefits to all stakeholders as a whole, and place more emphasis on obesity concerns and category perceptions, and other strategies such as water stewardship, packaging, women’s economic empowerment, human rights. 
In general, they did make progress in some of those areas. However, critics argue that Coca-Cola’s commitments are not totally fulfilled, especially regarding the excessive water consumption, obesity problem, target to children and minor groups. To be more specific, Coke tends to act like social responsible in superficial ways, and they avoid facing the direct solutions of water, obesity and target. For the environmental aspect, although they set a standard to manage water, they still excessively exploited water in India. For people’s aspect, they said they emphasized human rights, but still targeted to children and those disadvantageous groups. For profitable aspect, despite the investment of gyms and development of low-calorie products, they still improve products’ prices and invest a large amount of money in Africa to gain more profits. In other words, their focus is more on profits rather than stakeholders’ wealth. Their reports lack transparency, and those low or vogue standards would hinder Coke from achieving their real corporate social responsibility. 
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