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Introduction
The concept of corporate social responsibility (CSR) has gained increased popularity over the last few years. According to Malecki (2018), there might not be a universally acceptable definition of CSR but it generally involves the legal, ethical, economic and discretionary expectations of a business by the society. In the view of Grayson & Hodges (2017), CSR requires business organisations to consider their environmental and social impact thus addressing the needs of all stakeholders including the wider society. This paper aims at investigating and assessing CSR at Starbucks.
Starbucks CSR strategy and aim
Starbucks was founded in the United States in 1971. Over the years the company has expanded and currently have over 28,000 stores across 75 countries (Starbucks Coffee Company, 2020). According to the company’s website, Starbucks is committed to have a positive global social impact. To achieve this, the company aims at inspiring the various stakeholders including suppliers, customers, the community neighbourhoods and its partners to create a positive change that allows for more inclusivity and a healthy environment (Starbucks Coffee Company, 2020). According to the stakeholder’s theory, an organisation needs to take into account the various stakeholders because they influence the organisation’s ability to achieve its aims and objectives (Bonnafous-Boucher & Rendtorff, 2016). Therefore, stakeholder management can be seen as one of the component of CSR at Starbucks. Howard Schultz, the executive chairman at the company states that CSR efforts at the company are aimed at achieving a balance between the company’s need for profit and its social impact and moral obligations (Mohn, 2017). He adds that the organisation is committed to enhancing the improve the standard of living for its employees and communities. 
The CSR strategy at Starbucks is closely aligned to Carroll’s CSR pyramid model. According to the model, CSR involves the fulfilment of an organisations, economic, legal, ethical and philanthropic responsibilities (Carroll, 2016). According to Mohn (2017), it is the view of the executive chairman at Starbucks that the company’s social impact agenda is only possible if the company has a good financial performance. This means that the financial performance is a key component of its CSR strategy. As a result, the company has aggressively expanded over the years to ensure increased profitability. The company strategy to fulfil its ethical responsibilities includes ethical business practices such as ethical sourcing, diversity and sustainable business practices. In pursuit of its philanthropic responsibilities, the company and its partners are engaged in various programs aimed at strengthening the local communities such as the Food share programs.  
Starbucks CSR implementation and development 
According to Mohn (2017), Starbucks has a long history of CSR. For example, in 1988, it was one of the first companies in the United States to offer both its full-time and part-time employees with comprehensive health benefits. The company published its first CSR report in year 2002 with an aim of increasing transparency by communicating its CSR goals, objectives and achievements to all its stakeholders including the general public. Every year since then, the company has set new CSR goals as it continues to report the progress of its previous goals and the challenges encountered. It can be seen from the company’s first CSR report for year 2001 that its core CSR aims have not significantly changed over the years. For example, the 2001 CSR report focuses on ensuring sustainable supply of high quality coffee and ensuring that Starbucks improves the living standards of farmers in origin countries (Starbucks CSR Annual Report, 2002). It aimed to achieve this through initiatives such as direct purchasing from farmers, offering them access to credit and by making social investments in the origin countries in Africa, Latin America and South East Asia.
According to Starbucks (2018), to achieve its CSR aims the company has continued to pursue ethical and sustainable sourcing. According to Kolk (2016), sustainable development has over the years become a core component of CSR programs. The company has over the years created a global network linking its supply chain and ensuring that it has developed personal relationships with its farmers ensuring sustainable practices in coffee farming and production.  This includes working with the farmers to create innovative solutions that reduces the environmental impact of their farming practices, their stores and other related activities. The company has also created and implemented green sourcing standards such as CAFÉ (Coffer and Farm Equity) (Giuliani et.al (2017). The aim is to not only ensure ethical and sustainable practices by the farmers but also to provide a framework for rewarding best practices by farmers and also in the selection of the suppliers. Some of the company’s achievements include 99% ethically sourced coffee, 95% ethically sourced tea and $21.7 million invested in farmers loans (Starbucks, 2018). 
Starbucks (2018) also states that the company is engaged in voluntary philanthropic responsibilities as a part of its CSR efforts. One of the company’s philanthropic programs is its Food-share program that enabled the company feed more than 10 million people to date. Though this program, Starbucks and its partners package all unsold food at the end of the day and donate it to deserving people and institutions in the local community (Dahlstrom, 2020). Starbucks Company also founded the Starbucks Foundation in 1997(Rochman, 2017). Initially, the foundation was focused on funding education related programs in the United States and Canada. However, over the years, the foundation has expanded globally and now provides financial support to numerous communities across the world.  For example, the foundation funds a program called Starbucks Shared Planet Youth Action Grants whose aim is to empower youths (Rochman, 2017). Starbucks employees are also encouraged and supported by the company to participate in community service. As a result, the employees provide thousands of hours in community service every year. For example, according to Starbucks Global Social Impact Report (2018), in 2018 the company’s employees and partners provided more than 66,000 hours in community service. 
Over the years, Starbucks has also taken measures to minimise its environmental impact. A comparison of its 2001 CSR report and its 2018 global social impact report indicates that environment protection has been a key CSR agenda for Starbucks. The company has leveraged advances in technology to drive its CSR aims and strategies. For example, to minimise its environment impact, the company has increased efforts to ensure greener cups and packaging. Through its NextGen Cup Challenges, the company has been testing a new type of cups that are recyclable and compostable (Starbucks, 2018). The company has also been redesigning its cups to ensure that they have a lightweight straw less lids thus working towards eliminating more than 1 billion single use straws used by its customers annually. 
As part of its efforts to minimise environment impact, Starbucks Social Impact Report (2018) informs that the company has been designing and building greener stores. According to the report, the company operates more than 1600 Leadership in Energy and Environment Design (LEED) certified stores making the company one of the leading green stores retailer globally. LEED certified stores are characterised by reduced water use and reduced energy use. The efforts to build green stores were started in 2001 when Starbucks joined U.S. Green Building Council. Currently, green stores can be found across 20 countries and the company aims to expand it across 10,000 stores by 2025. In additional to green stores, Starbucks is committed to sourcing 100% of its energy from renewable sources. 
CSR at Starbucks is not limited to ethical sourcing, sustainability, community empowerment and environment protection. The company also focuses on diversity, equal opportunities and employee empowerment as one of its key CSR efforts. According to Staniškienė & Stankevičiūtė (2018), employees are one of the important stakeholders in an organisation and when formulating a CSR strategy, it is important for the management to identify the corporate social responsibility they have to their employees. When dealing with its stakeholders, Crane & Matten (2016) states that an organisation can adapt three major approaches. First is immoral management where the organisation is solely concerned about profits and exploits its stakeholders such as the employees to achieve this. Second is amoral management where the organisation lacks ethical awareness and it is not attentive to the implication of its actions to the stakeholders. Third is moral management where an organisation adheres to high ethical standards, is aware of the needs of the stakeholders and engages in actions that have positive implications on their stakeholders. Starbucks pursues moral management when dealing with its employees. The company not only supports diversity but also practices equal pay for equal work. Furthermore, the company is pursuing 100% gender pay equity (Starbucks, 2018). To empower its employees, the company has created various human resources interventions for its employees. This includes investment in employee training and education. For example, Starbucks in partnership with Arizona State University offers employee with a fully paid online bachelor’s degree. As a result, thousands of employees have been able to advance their career at Starbucks and other organisations after graduating. In addition in pursuit of diversity, the company also creates opportunities for groups such as refuges, veterans and young adults who are likely to face barriers to employment (Starbucks, 2018)..
Evaluation of the CSR strategy
Starbuck’s global social impact report and the company’s website indicate that the company has largely achieved success in its CSR strategy and objectives.  The report has focuses on the company’s pursuit for sustainability and ethical sourcing, company’s effort to reduce environmental impact, the company’s philanthropic efforts, its efforts at ensuring CSR transparency through annual reports and its human resources development interventions aimed at empowering the employees. This sections aims at using other non-company related resources to investigate the success of Starbucks CSR strategy and aims.
[bookmark: OLE_LINK1]According to Leinwand & Davidson (2016), Starbucks treats its employee as important stakeholders at the organisation. The company has over the years created a relationship-driven employee first approach. This has allowed the employees to form close bonds with each other and with the organisation. According to Leinwand & Davidson (2016), the company has heavily invested in employee training and has ensured diversity among its staff to ensure that the organisation is able to create a welcoming environment for clients from diverse backgrounds. Ewing-Chow (2019) reports that the company has entered into an agreement with UN refugees agency to hire 10,000 refugees by 2022. However, despite the company efforts in ensuring training, diversity and equity, there are some employee related issues that the company need to improve. According to Taylor (2017), understaffing and failure to understand the dynamic needs of the employees is affecting morale at the company. Taylor (2017) states that more is expected of the Baristas working at the company yet there is inadequate support staff. According to Chapin (2018), Starbucks has also been accused of discriminating elderly workers in favour of young low-wage workers. This is against the company’s own diversity and equity claims in its global social impact reports. 
According to Caron (2018), Starbucks decision to stop using disposable plastic straws has been positively received considering the huge negative impact on the environment. However, according to Roberts (2020), reducing greenhouse gases remains a major challenge for Starbucks. This is because of the company’s heavy reliance on dairy products. To achieve its sustainability objectives, the company needs to drive campaigns aimed at encouraging its customers to choose milk from other alternatives such as almond coconuts and soy.  These dairy alternatives should also be price friendly (Roberts, 2020). According to PR Newswire (2018), Starbucks sustainability promises are also in doubt because of the company’s failure to achieve its previous sustainability gaols. For example, in year 2008, the company promised to transition to 100% recyclable cups by 2015 and to sell 25% of its coffee in reusable cups. However, by year 2018 only 1.4% of coffee was sold in reusable cups.  According to PR Newswire (2018), Starbucks customers dispose over 4 billion cups annually most of which is not recyclable in most places due to their plastic lining. Despite its inability to effectively dispose its plastic waste and deal with greenhouse gases arising from its reliance on daily products, the company has been aggressively expanding which only increases its negative environment impact. Harper (2019) also supports the views by PR Newswire (2018) that Starbucks fails short of its environment commitments.  According to Harper (2019), failure to use recyclable cups and straws is a major concern. Also, some of the practices in the company’s supply chain such as production of food and meat products also raise important environmental and sustainability issues. It is the view of Harper (2019), that the company is not offering enough incentives for customers to bring back reusable cups to the company for recycling. 
Starbucks commitment to local communities in its geographical areas of operations and its reputation as a responsible corporate citizen is put to doubt due to its tax avoidance practices. In this aspect, Campbell & Helleloid (2016) argue that Starbucks pursues aggressive tax avoidance practices in the UK. In its 15 years of operations in the UK, the company has paid income corporate tax once. Instead the company shifts the tax burden to subsidiaries located in locations with low tax rates. Aggressive tax avoidance goes against Starbucks public relations efforts to portray itself as a good citizen in communities where it operates. According to Neate (2019) Starbucks avoids paying taxes yet its pays huge dividends to its shareholders especially large shareholders such as the company’s executive chairman Howard Schultz who owns 3% of the company’s shares. 
Conclusion
An investigation of CSR at Starbucks reveals that the company’s CSR strategy is focused five key issues that include sustainability, ethical sourcing, reducing environment impact, philanthropy and empowerment of employees. The company’s website and its Annual Global social impact report indicates that the company has achieved substantial success such as 99% ethically sourced coffee, 95% ethically sourced tea, 1600 LEED certified stores, 10 million shared meals, 66,000 hours of community service and equal employment opportunities.  Despite these achievements, the company failure to achieve 100% re-usable and recyclable cups and elimination of plastic straws means that the company’s negative impact on the environment is still very high. The company has also been accused of discriminating against aged employees. Company’s aggressive tax avoidance compared to its high dividends is also interpreted to show more favouritism to shareholders compared to local communities. It is therefore important for Starbucks to fulfil its sustainability goals and its CSR objectives for it to retain its reputation as a good corporate citizen. 
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