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[bookmark: _GoBack]Corporate social responsibility is a process in which a company has an aim to take responsibility for their actions, with the intention of encouraging impacts of positiveness. These impacts are intended to be made through the activities on the environment, the individuals purchasing goods, the employees of the company, the stakeholders and the communities involved (Tai & Chuang, 2014). 
Theories of corporate social responsibility pose an importance, as it is known as a responsibility which is held to the public but goes above and beyond (Metaxas & Tsavdaridou, 2013). One of the theories is a pyramid of corporate social responsibility, formed of three main elements economic, ethical and philanthropic factors, referred to as the pyramid theory by Carroll (Metaxas & Tsavdaridou, 2013). Sora et al (2018) states how each section of the pyramid requires a different local level, meaning how the economic and legal responsibilities are a requirement and must be fulfilled, whereas the ethical and philanthropic aspects are deemed as being optional dimensions. Therefore, showing a difference between the necessities within corporate social responsibility and the importance of different aspects (Sora et al, 2018).
According to Crane & Ruebottom (2011), the stakeholder theory is efficient and effective in presenting an instrumental foundation, to ensure that stakeholders are included in the decision making of the managers. Arguably, the stakeholder theory could be seen as a variety of different stories on how our lives could be lived (Freeman, 1994). To further this Jensen & Sandstrom (2011) explains how the stories of the possible ways we could live connect with the generation of arguments, inclusive of moral phrases which could fill the blanks. Attempts were made by Freeman to create concepts to change the way individuals look at the world, allowing changes to be seen in the future (Jensen & Standstrom, 2011).
In contrast to the stakeholder theory, is the shareholder theory, which reviews how the social responsibilities of an organisation pose a large influence and are seen as very important (Carson, 1993). Friedman’s argument is that an organisations social responsibility is there to increase the profits of the business, but also stated how organisations did not need to apply social responsibility within the organisation (Schaefer, 2008). The shareholder theory itself classifies the important duties of a manager in an organisation, as being the growth of the wealth of the shareholders (Danielson et al, 2008).
The fourth theory related to corporate social responsibility is the triple bottom line approach, which consists of three key aspects, economic, environmental and social (Nikolaou et al, 2010). This approach is used to give organisations awareness of the economic values they can contribute to the world, as well as the social values and environmental factors, which they could contribute to the world, or destroy it with (Sridhar & Jones, 2013). Models of a corporate social responsibility framework can be developed through setting out an agenda of performance indicators, to measure the logistics of the organisation’s performance of social responsibility, known as looking through the triple bottom line approach (Nikolaou et al, 2010). 
In terms of corporate social responsibility, Sainsbury’s has expressed how they strive to ensure that the values they create aim to have a positive change over the world, and they ensure that the United Nations sustainability goals are supported (Sainsbury’s, 2020). The United Nations sustainability goals are inclusive of no poverty, no hunger, education of quality, clean, work which is decent, less inequalities, sustainability, energy with clean sources, good well-being and health, innovation, cities which are sustainable, actions for the climate, and life on and off land (United Nations, 2020). According to Sainsbury’s (2020), there is currently five values in place, health, sourcing, environmental, community and the colleagues.
Sainsbury’s value of health covers many aspects, such as food and activity, with their overall aim stating how they are intending to help all customers in living well, inclusive of eating well (Sainsbury’s, 2020). Through efforts, the company has removed 11,000kg of salt and 452,000kg of sugar from the cereals with their branding (Sainsbury’s, 2020), with them exceeding the targets set by Public Health England of reducing salt. The target of the reduction in salt was that efforts should be visible that salt should be reducing by 5% of products (Public Health England, 2017) and Sainsbury’s was said to reduce salt by 8% more, to 13% (Sainsbury’s, 2020). In addition to this, Sainsbury’s has helped with activity in children, helping over 9000 teachers be trained in the ‘Active Kids of All’ scheme (Sainsbury’s, 2020), which allows qualified teachers and training teachers to learn different skills and tools to ensure that all children can be able to take part in Physical Education, and have the right level of challenge for their individual capabilities (Youth Sport Trust, 2020).
In addition to the health value, Sainsbury’s have several accomplishments under their environmental value of emission, water and waste reductions (Sainsbury’s, 2020). They have committed to cutting the emissions by 2040 to zero, with a pledge of £1 billion, within the areas of transportation and the refrigerators, which is 10 years before the government target, with their reduction targets stating the year of 2050 (BBC News, 2020).
The third value that Sainsbury’s has a focus on is the communities. Sainsbury’s and Comic Relief work in partnership together, allowing Sainsbury’s experience in the food industry, helping the farmers and producers thrive, and the Comic Relief experiences with giving grants, work in collaboration to provide to the best places they can (Comic Relief, 2020).  The aim of Sainsbury’s with communities is to ensure positive impacts throughout communities via fundraising, voluntary work and raising the awareness that is needed, with one example of this being how Sainsbury’s donated £100 million to Comic Relief (Sainsbury’s, 2020). This allows a sustainable income to be developed by the farmers and workers for supplying the food, with a hope of providing a better future for them, through the Fair Development Fund (Comic Relief, 2020). 
The fourth value that is stated by Sainsbury’s (2020) is the colleagues, furthermore the creation of an inclusive work environment. It is detailed that more than 2000 of the female workers in Sainsbury’s have a mentor paired with them and over 2000 colleagues have been present at Pride events, showing a support towards the community of LGBT (Sainsbury’s, 2020). In a report by Sweney (2020), it states how Sainsbury’s has been recognised by an equality charity, and featured in the Stonewall’s top 100 list, for its first occasion, for being in the top 100 LGBT employers in the United Kingdom.
The last value of Sainsbury’s is the way in which their products are sourced, with Sainsbury’s (2020) stating how to ensure they know where the food is sourced, they work together with the suppliers, as well as the farmers and growers. According to the RSPCA (2019), Sainsbury’s chicken is an RSPCA assured product, meaning chicken with a higher welfare is sold in the shop, as an option for customers to purchase. In addition to this, it has been reported that there has been a reduction in own branding packaging by 35% since the year 2005, with being given a title of Best Sustainable Supermarket (Sainsbury’s, 2020). Along with this, Marine Stewardship Council (2014) has confirmed that Sainsbury’s sustainably sourced seafood and was the largest retailer in the United Kingdom to do so, receiving their 100th Marine Stewardship Council certified product to launch.
Initially, corporate social responsibility was focused on donating to charities, but throughout the years it has developed (Rohwer & Topic, 2018), meaning there is a more focus to do with organisations having responsibility for actions (Tai & Chuang, 2014). Sainsbury’s was established in 1869, and in 1997, the first initiatives were developed for them to source their own brand food, in a socially responsible manner. Following this movement, Sainsbury’s then became a founding member to do with Ethical Trading Initiative (Waddock & Leigh, 2006), ensuring that companies act in a responsible manner, and the initiative looks at the supply chains globally, safeguarding good working conditions for the workers over the world (Ethical Trading Initiative, 2020).
In a journal by Waddock & Leigh (2006), it is stated how Sainsbury’s has ensured that targets have been set every year, with a performance indicator set in every area. In addition to this, Sainsbury’s has implemented a 20 x 20 sustainability plan, which sets out several aims that need to be completed by 2020 (Rohwer & Topic, 2018). The five main commitments set out in the sustainability plan is creating the best for people’s health and food, ensuring sourcing of food is with integrity, respecting the environment, creating a positive work environment and making optimistic changes with communities (Sainsbury’s, 2014). In terms of the transparency of these values, Sainsbury’s ensures that regular reports are published, and updates of how their corporate social responsibilities are being fulfilled, ensuring that only the public will be informed, but also the stakeholders will be updated on the progress of the company (Rohwer & Topic, 2018). In connection with the community, sourcing and health values, in 2018, Sainsbury’s received an award for service and for the availability, which they had won for a previous six years before (The Grocer, 2018). It has been identified by CSR Hub (2020) that in 2015, Sainsbury’s had a score of 64 out of 100 for their corporate social responsibility work as a company, whereas, in 2019, it increased to 91 out of 100, showing 27% difference in four years.
On the other hand of the values Sainsbury’s claim to be fulfilling, it has been identified that Sainsbury’s have mislead customers with their replacement of their own ethical brand labels, rather than Fairtrade labels (Morley, 2017). Subramanian (2019) reported that by Sainsbury’s doing this movement of not using Fairtrade anymore, it was estimated that 250,000 farmers and workers would be affected, and Sainsbury’s were further accused of using their power and control over the farmers and workers. 
Butler (2018) stated how Sainsbury’s received accusations of not keeping promises in connection with its chicken. In 2010, the company applied to a “good chicken” award, and with this, they pledged to improve, to ensure that all chicken would have the RSPCA welfare marking within five years. This welfare mark would mean all birds would have more light in their loving space, and more space too (Butler, 2018) In relation to this, although Sainsbury’s discuss the five values of environmental, sourcing, health, communities and the colleagues (Sainsbury’s, 2020), Keogh (2016) has reported that the supermarket does not show any movement towards any initiatives to combat any corruption or bribery, apart from the ones required by the law. 
In terms of corporate social responsibility, Sainsbury’s ensures that it fulfils five key values to the company, sourcing, health, community, environmental and their colleagues (Sainsbury’s, 2020). In relation to this, is the pyramid theory formed by Carroll, consists of economic, ethical and philanthropic factors (Metaxas & Tsavdaridou, 2013). Tracey et al (2005) expresses the partnerships that are between communities and organisations could move further than just philanthropic donations and could therefore produce a more sustainable involvement between the communities and the commitments of the organisations. Through fundraising throughout the years, Sainsbury’s has donated over £100 million to Comic Relief (Sainsbury’s, 2020), which is a philanthropical factor from within the pyramid (Metaxas & Tsavdaridou, 2013). 
Sainsbury’s integrate their core values into the way they conduct business and to ensure that across the United Kingdom and internationally, there is positive change which can last. By conducting these values, Sainsbury’s are therefore able to build the trust of stakeholders from the organisation (Sainsbury’s plc, 2018). Stakeholder theory by Freeman is about the attempts for the creation of different concepts for everyone to look at the world (Jenson & Sandstrom, 2011). In 2017, Sainsbury’s pledged support toward the Cerrado Manifesto, which was an action to stop deforestation the loss of vegetation in Brazil, via a multi-stakeholder approach (Sainsbury’s plc, 2018). Within Sainsbury’s sustainability plan, there is a commitment stated for the ensuring that there is no impact on deforestation globally by the production of brand products (Sainsbury’s (1), 2020). This works within the stakeholder theory of creating the vast number of concepts for everyone to view the world (Jensen & Standstrom, 2011) and fulfilment of the United Nations sustainability goals (United Nations, 2020), as well as working alongside the triple bottom theory with the environmental aspects (Nikolaou et al, 2010).
Within corporate social responsibility, there are several theories which are viewed upon and provide a large amount of importance (Metaxas & Tsavdaridou, 2013), consisting of the Pyramid by Carroll, laying out three key factors of economic, ethical and philanthropic elements (Metaxas & Tsavdaridou, 2013), the stakeholder theory, which allows a variety of stories to be written for how lives could be lived (Freeman, 1994), the shareholder theory, which claims how important the social responsibilities are, and how they have a large influence (Carson, 1993) and lastly, triple bottom line, looking at economic, environmental and social aspects (Nikolaou et al, 2010). Sainsbury’s have worked to carry out five core values of health, sourcing, community, colleagues and environmental (Sainsbury’s, 2020). CSR Hub (2020) stated how the corporate social responsibility score for Sainsburys in 2019 was 91 out of 100, and Sainsbury’s publish regular reports with how well they are doing with their corporate social responsibility, ensuring the stakeholders know all progresses of the organisation (Rohwer & Topic, 2018). 
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