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ABSTRACT 

Corporate Social Responsibility (CSR) is a prevalent topic today whether it is in busi-

ness or in academia. The last 40 years have seen a constant evolution of the concept 

of CSR and many things have been written about it. Today CSR practices do not con-

stitute a matter of whether to implement it or not, but how to implemented it. The dia-

logue around CSR has seen a shift from philanthropic practices that aim to improve a 

company's corporate image to strategic CSR, which is aligned with a company's core 

strategy  

According to Porter‟s (2006) theory, strategic CSR can lead to an added competitive 

advantage. When a social dimension is added to the value proposition of a company, 

making it an inseparable part of the company's core strategy then the most strategic 

CSR can occur. The purpose of this thesis is to investigate whether CSR strategies can 

improve the market performance of a company. The coffee sector was chosen as the 

field for analysis, as it is known for its numerous ethical issues and direct impact to so 

many lives. Six well known coffee companies with a combined revenue totaling almost 

18 billion € were selected and analyzed.  The study was based on a content analysis 

method, which tried to analyze and identify the CSR activities from all the  data availa-

ble from the companies websites. The findings reveal that companies that are turning 

over significantly more revenue than others, have the resources to act and showcase 

much more relating to their CSR activities and actions.  

Almost all the coffee companies analyzed place strategic CSR at the core of their strat-

egy with Starbucks and Nespresso leading the way. Overall it was found that market 

performance is significantly improved by adopting CSR relating strategies. Further 

transparency is required to be able to measure and evaluate the CSR initiatives regard-

ing their overall sustainability efforts, but as a whole the industry is by far in a much 

better position compared to other industries.  

There is a long way to go before an absolute social dimension can be created by all 

companies analyzed. Further research in the field is required to enable business and 

academics to create better evaluation and measurable methods concerning their CRS 

activities, possibly considering community and employee relations in a similar but larg-

er study. Government should also get involved to introduce minimum sustainable 

standards and other industries should also get involved to exchange expertise in the 

field and take strategic CSR to worldwide acceptance. 
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1. INTRODUCTION 

Corporate Social Responsibility (CSR) has grown significantly as a global trend in both 

the management literature and the modern economy over the past twenty years. May-

be the turbulence of scandals like Enron, WorldCom and Parmalat,which went down in 

the history of business as cases to avoid, in combination with the external environmen-

tal and social changes are the main issues that have prompted organizations to recon-

sider their responsibilities towards their different stakeholders.(Fraser,2008)  

According to the consulting firm KPMG,out of Global Fortune 250 firms 80% release 

information on corporate social responsibility,an increase of 50% from 2005,and  75% 

have a formal CSR strategy in place. From the above statistics there is no denying that 

socially responsible activities are becoming more and more an integral part of how 

businesses operate and this trend will undoubtedly continue to grow. (Misani,2010) 

Therefore,CSR seems more like a phenomenon,which is not only gaining ground within 

corporations,but it is becoming more and more linked with the company‟s image. This 

raises the question,if CSR is influencing and changing the way businesses are operat-

ing then there must be an expectation from the company and its shareholders that it 

will lead to a better market performance. 

The purpose of this thesis is to investigate to what extent companies can improve their 

market performance by adopting CSR and CSR related strategies. There are well-

developed concepts and theories, which support the idea that CSR can add value to 

the competitive advantage and lead to success (Porter et al.,2006). In order to deter-

mine the validity of this concept,the coffee sector was chosen as the case study.  

As coffee cultivation, production and trade, among other commodities, belong to the 

most important and controversial industries,CSR activities are thriving. The interesting 

aspect will be to identify whether companies within the coffee industry that predomi-

nantly source their coffee from developing countries,are implementing CSR activities, 

and whether they are able through these activities to differentiate themselves in the 

market place and improve their performance.  

1.1 Context and previous research                                                    

The choice of the subject stemmed from the author's personal interest in CSR and the 

potential it has to enhance the way society operates in the future. In her effort to find a 

field to scrutinize the CSR concept,coffee inspired her as it is one of her daily habits. 

During a research conducted about the history of coffee on the Internet, it was found 

that evidence of coffee drinking or the knowledge of the existence of coffee trees could 

be placed in the middle of the fifteen century in South Arabia (Weinberg et al.,2001). 

Additionally, social, environmental and trade issues are prevalent topics within coffee 
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production.Thus,as coffee is one of the oldest traded commodities and one that is af-

flicted by many controversies, it was of big interest for the author to identify how coffee 

companies in the modern time are operating according to the CSR philosophy.  

In addition, Porter‟s (2006) article,“Strategy and society: the link between competitive 

advantage and corporate social responsibility” inspired the author to narrow down her 

research question,and the article by Holcombs et al. (2007) titled,“Corporate social 

responsibility: what are top hotel companies reporting?”provided guidance on how to 

proceed with the research.  

1.2 Research aims and objectives  

This thesis will examine the evolution of the ideas following CSR and it will try to inves-

tigate to what extent CSR as a strategic tool can lead to improved market performance. 

This leads to the following research question: To what extent could the implementation 

of CSR strategies be an appropriate tool to improve market performance and succeed 

in the coffee industry? 

The following objectives are going to be met:  

 To identify relevant theoretical models which support the importance of CSR in 

the academic literature. 

 To examine whether CSR models are implemented within the coffee industry 

and to what extent. 

 To identify whether companies within the coffee industry can improve their mar-

ket performance by using CSR related strategies. 

 To critically evaluate the effect these CSR strategies have on their market per-

formance.  

These objectives are set by the author in order to be able to give recommendations for 

the various companies investigated within the coffee industry. More specifically,on the 

basis of the research the author will try to evaluate whether it is really worth to invest in 

CSR strategies, and whether it really makes any difference in enhancing a company‟s 

competitive advantage.   

1.3 Outline of the thesis 

 A brief outline of each chapter is given in order to provide the reader with an overall 

summary of the content: 
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 Chapter One: The reader is provided with a general introduction, background 

information, the aims and objectives and the research questions designed for 

the purpose of this thesis are outlined. 

 Chapter Two: The importance and the history of CSR are defined. Various def-

initions are provided and one of the most prominent definitions in the academic 

literature is utilized as the framework for analysis. Furthermore, the advantages 

and disadvantages of CSR are analyzed in order to give a holistic idea of the 

CSR concept.  

 Chapter Three: An introduction and historical background of Porters‟ competi-

tive five forces model are outlined. By using this model an analysis of the coffee 

industry is provided that will enable the reader to better understand the sector.  

 Chapter Four: Strategic CSR is defined as the necessary tool that companies 

need to adopt in order to be competitive and successful in the market place.  

 Chapter Five: Quantitative and qualitative primary research methods are identi-

fied, and the reason why a qualitative approach was chosen to fulfill the aims of 

this thesis will be analyzed in detail. The reason for choosing the case study 

approach in the form of document analysis as the framework to interpret the da-

ta of this thesis will also be outlined.  

 Chapter Six: The findings of the coffee companies chosen are ana-

lyzed,compared and contrasted with the results of the secondary research.  

 Chapter Seven: All the findings are interpreted in order to answer the research 

question and a critical evaluation of the thesis is provided. Finally,the author of-

fers future recommendations based on the outcome of this thesis. 

In the next chapter the author will critically evaluate all the relevant academic literature 

dealing with the subject of CSR.  
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2. CORPORATE SOCIAL RESPONSIBILITY (CSR) 

The literature review will begin (2.1) by giving a historical perspective regarding the 

evolution of CSR from the Second World War to its current status. In section (2.2) CSR 

will be identified as a concept, and a number of definitions that can be found in the ac-

ademic literature will be discussed in detail. Which of those definitions of CSR will be 

used for the purpose of this thesis will be analyzed, and the reasons why this specific 

definition was chosen will also be explained. In section (2.3) arguments for and against 

the case of CSR will offer further insight into the dilemma that businesses face when 

trying to adopt CSR.  

2.1 History of Corporate Social Responsibility 

The roots of CSR can be traced back well before the Second World War,but the author 

will discuss its evolution since then. The responsibilities that fall under the purview of 

the management should also include any issues concerning a company's employ-

ees,customers as well as the general public and not only focus on profit (Abrams, 

1951). One of the significant books that started shaping the essence and the discus-

sion of CSR was that of Howard R. Bowen published in 1953 under the title Social Re-

sponsibilities of the Businessman (Carroll et al.,2010).  

The suggestion that managers should have the role of a public trustee,supporting 

causes that are good in the form of corporate philanthropy and dealing with corporate 

resources were the three main ideas that were prevalent in the 1950s according to 

Frederick (2006). During this time the notion of CSR was not linked with business in a 

way that it was obvious that it would benefit society (Carroll et al.,2010). The decade 

ended with Levitt (1958),who was against the idea of CSR as he believed that it was 

potentially dangerous for business.   

Notwithstanding Levitt's (1958) criticism,CSR grew in popularity in the 1960s due to the 

social movements of the time and various academics who sought to further identify 

what benefits CSR could bring to business overall. Most of these movements took 

place in the US and included the environmental movement, consumer rights,rights of 

women as well as the civil rights movement (Carroll et al.,2010). CSR evolved as a 

result of these various movements,as activists applied increasingly greater amounts of 

pressure on companies to start implementing initiatives to address the atti-

tudes,practices and policies in regards to their social responsibility. 

Although CSR was significantly discussed and developed in the academic and busi-

ness literature, there was some concern about Levitt's (1958) suggestion that business 

should be wary of the „dangers of social responsibility‟. Levitt believed that companies 

should not be responsible for any issues concerning the society and that this should be 
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the responsibility of government.  His main fear was that if a company starts focusing 

on social issues, it would stop focusing on profit maximization, which was essential for 

the success of any business.  

Apart from this belief, the CSR notion was developed further in the 1960s by a number 

of key academics. The main question at the time was how important CSR was to socie-

ty and businesses and what it really meant. Davis (1960,p.70) suggested, ―Business-

men's decisions and actions are taken for reasons at least partially beyond the firm's 

direct economic or technical interest‖. Frederick (1960,p.60) implied that ―Businesses‘ 

resources should also be used for broad social goal‖,and McGuire (1963) argued that 

the legal and financial obligations of a company are not enough, and that a business 

should assume responsibilities concerning the society in an effort to be socially re-

sponsible.  

Murphy (1978) called the two decades of the 1960s and 1970s the „Awareness‟ and 

„Issue‟ eras of CSR. This was largely due to the overall shift that was taking place in 

the realm of social consciousness,trying to understand what the responsibilities to so-

ciety were, being involved in the community,minimizing discrimination,taking steps to 

minimize pollution,as well as focusing on the philanthropic nature of business (Mur-

phy,1978). Before the 1950s academic literature focused on the maximization of profits 

and the management of the trustees,while after the 1950s CSR development was tak-

ing a different approach and was characterized as a period of „Quality of Life Manage-

ment‟ (Hay et al.,1974). 

The periods of the 1960s and the 1970s in regards to the CSR evolution were charac-

terized as „a stage of corporate social responsiveness‟ by Frederick (2008) cited in Car-

roll et al. (2010,p.87). It must be noted that a connection between financial perfor-

mance and social responsibility was absent during the 1960s (Lee,2008). This meant 

that businesses were not expecting any returns for being socially responsible (Carroll 

et al.,2010). 

Moving into the 1970s formal definitions started to take shape with a strong focus on 

corporate social performance (CSP) (Carroll,1999;Sethi,1975). According to Carroll et 

al. (2010,p.87),“The 1970s was the decade in which corporate social responsibil-

ity,responsiveness and performance became the center of discussions”.   

One important aspect arising during this period of time, as noted by Ackerman (1973) 

and Murray (1976) was that businesses were taking an increased interest in social is-

sues and were starting to respond to them rather than „assuming responsibility‟. Corpo-

rate social responsibility (CSR1) was then differentiated from corporate social respon-

siveness (CSR2) by Frederick (1978), who defined these two separately. While CSR1 

had its focus on the fact that business was “assuming” responsibility,CSR2 had its fo-

cus on the actual act of accomplishing an attitude towards society that was responsible 

(Frederick,1978). By the middle of the decade there was a significant discussion about 
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CSP in the literature. CSP was trying to bring together both aspects of CSR1 and 

CSR2 and highlight their importance,as well as emphasizing the effect of the results of 

initiatives that are socially responsible (Carroll,1979;Wartick et al. 1985;Wood,1991). 

Moving into the 1980s a popular rise was noted in alternative themes that came about 

from extensive empirical research,while no major new definitions in regards to CSR 

were reported (Carroll et al.,2010). According to Carroll (1999,p.288), “These CSR var-

iants included corporate public policy,business ethics,and stakeholder theo-

ry/management as well as further development in CSP which arrived on the scene in 

the 1970s‖.  

As the 1980s carried forward an ethical culture was encouraged within businesses. 

Frederick (2008) called this period the „corporate/business ethics stage‟,as cited in Car-

roll et al. (2010,p.87). Trying to find a connection between corporate financial perfor-

mance and CSR was a prevalent feature during this time that according to Lee 

(2008,p.58) “Became the order of the day”. 

Trying to reach global acceptance,CSR moved into the decades of the 1990s and 

2000s. This has become known as the era of global corporate citizenship (Freder-

ick,2008). From the early 2000s until 2008 the global stage was dealing with the fall out 

of the Enron scandal, and from 2008 onwards to today the world has been trying to 

deal with the fall out that has been caused by the collapse of the global economy,which 

started when the Wall Street scandals erupted one by one such as Maddof's fraud and 

the collapse of Lehman Brothers to name but a few. It is undoubtedly that these conse-

quences will be felt for years to come (Carroll,2009). 

Despite these scandals attempts to legitimize CSR within businesses as much as pos-

sible are ongoing (Carroll,2009; Carroll et al.,2010).  

The idea of being socially responsible continues to inspire growth despite its occasional 

hurdles such as concerns over business ethics, which have at times caused people to 

question the idea. Nevertheless,in continental Europe as well as the UK significant 

progress in regards to the development of CSR has been made (Moon,2005). Another 

theme that has become key for the further development of CSR was the idea of sus-

tainability or sustainable development,which started appearing in the academic litera-

ture and the business world in the early 2000s (Carroll et al.,2010). 

After reviewing the historical development of CSR, it will be interesting to see how it will 

develop and evolve in the years to come. The evolution it has made over the last fifty 

years is immense,progressing from an idea to a key concept that has become a neces-

sity for business. The author feels that CSR as a concept will undoubtedly continue to 

grow and become more and more an integral part of any company,as being socially 

responsible will be a necessity to succeed in the business world.  
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2.2 Defining Corporate Social Responsibility 

Finding an exact definition of CSR is a challenging task as there are numerous aca-

demics that have tried to define it,and various definitions can be found in the academic 

literature as a result of this. Some of these include the notions of „corporate citizen-

ship‟,„corporate social performance‟,„sustainable business‟ and others (Crane et 

al.,2005).  

For instance,the instrumental stakeholder theory suggests that CSR can have a posi-

tive influence on the relationship a firm has with its stakeholders. It can also add to the 

bottom line,as they will want to do business with a company that adopts a responsible 

behavior (Barnett,2007). 

Simply put,CSR is defined by the European Commission as “a concept whereby com-

panies integrate social and environmental concerns in their business operations on a 

voluntary basis” (Commission of the European Communities, 2001,p. 6). This definition 

is used by some of the leading companies in Europe and is also considered a basis for 

the European Policy on CSR (Ellerup et al., 2007).  

CSR is considered as a social contract between the stakeholders and their own com-

pany,which is unique to them as they are the ones who define it (Bowd et al.,2005). 

„Autonomous‟ and „responsive‟ approaches are two further approaches to CSR as sug-

gested by Tullberg (2005). In the responsive approach,as society is becoming more 

and more demanding,companies should be able to respond to the best of their abilities 

so as to act responsible. In this approach managers are given the opportunity to con-

sider any potential reactions that come from the public that will enable them to formu-

late strategies and deal with them accordingly. In the „autonomous‟ approach a more 

independent way is adopted by organizations while formulating strategy. (Tull-

berg,2005) 

Bowd et al. (2006,p.150) conducted a thorough analysis of the various existing defini-

tions regarding CSR,both in the professional and academic literature, and identified a 

number of points that they believe are essential for CSR: ―Proactive community in-

volvement,philanthropy,corporate governance,corporate citizenship,addressing of so-

cial issues,a commitment to the quality of its products and services,human rights, 

health,safety and the environment…‖. 

The author of this thesis agrees with Bowd's suggestion because all of these aspects 

are elements that make up what CSR is all about. It must be noted,however,that phi-

lanthropy could be considered a complimentary element rather than an essential ele-

ment.  



CSR IN THE COFFEE INDUSRTY  

21 

Carroll (1979,p.500,1991,p.283) defines CSR as: ―The social responsibility of business 

encompasses the economic,legal,ethical,and discretionary (later referred to as philan-

thropic) expectations that society has of organizations at a given point in time”. 

More specifically, Carroll (1979,1991) as well as Wood (1991) are considered pioneers 

in the field of CSR and have been instrumental in identifying and formulating the vari-

ous levels within an organization in regards to their corporate social responsibilities. 

They define the responsibility levels as follows: 

 Economic level- services and products are produced by companies that society needs 

with the aim to make a profit. 

 Legal level- the state implies certain rules and laws that companies need to adhere to. 

 Ethical level- the responsibility that companies have towards satisfying the expecta-

tions that society has for them and especially for their practices being just and fair. 

 Discretionary level- surpassing the view of the stakeholders in what is regarded as fair 

and just by being an “exemplary corporate citizen” (adapted from Carroll (1979,1991)). 

Carroll's (1979,1991) pyramid model is shown in the figure below. (see page 21) 

 

 

FIGURE 1: CARROLL'S CSR PYRAMID (1991)  

 

 

http://www.emeraldinsight.com.ezproxy3.lib.le.ac.uk/journals.htm?issn=1747-1117&volume=5&issue=3&articleid=1806161&show=html#b6
http://www.emeraldinsight.com.ezproxy3.lib.le.ac.uk/journals.htm?issn=1747-1117&volume=5&issue=3&articleid=1806161&show=html#b7
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Carroll cautions that: 

No metaphor is perfect,and the CSR pyramid is no exception. It is intended to 

portray that the total CSR of business comprises distinct components that,taken 

together,constitute the whole. Though the components have been treated as 

separate concepts for discussion purposes,they are not mutually exclusive and 

are not intended to juxtapose a firm's economic responsibilities with its other re-

sponsibilities (1991,p.42). 

According to Carroll‟s arguments,the entire fulfilment of a CSR framework depends on 

the simultaneous execution of these four elements. The foundation of the pyramid is 

the economic responsibilities of a company,while at the same time the company is 

obliged to adhere to the requirements of the legislation. Furthermore,the distinction 

between the ethical and philanthropically level is that the philanthropic responsibilities 

do not belong to the ethical notion. More specifically,considering that philanthropic ac-

tivities are voluntary,one should not characterize a company that does not undertake 

such activities as unethical. The author finds that with this distinction it is underlined 

that the philanthropic activities are part of the CSR concept and not only a strategy in 

and of itself.  

All these stages and what they entail are still applicable in today's business, but there 

are a number of aspects in Carroll's model that can be critiqued. The fact that move-

ment is based on the fixed criteria that make up the pyramid approach could act as a 

barrier for further developing understanding and knowledge (Jones et al.,2009). Addi-

tionally,Jones et al. (2009,p.304) believe that the CSR pyramid seems to capture only 

fractions of the real dynamics that make up the business, economic and social world 

and at times “like all models Carroll's pyramid appears as a theoretical abstract re-

moved from the complex realities of the world it seeks to explain‖.  

This model for corporate social responsibility is useful both on a practical and a theoret-

ical level. By applying the model and working towards achieving the set goals on each 

level,a better understanding of the world can be gained. Finally,communication can 

progress further as the model enables an enhanced understanding of CSR (Jones et 

al.,2009;Carroll et al.,2010).  

For these reasons and the fact that Carroll's definition and model of CSR have been 

successfully used in academic research for the past twenty-five years (Carroll et 

al.,2010), the author will use this definition for the purpose of this thesis.  

http://www.emeraldinsight.com.ezproxy3.lib.le.ac.uk/journals.htm?issn=1747-1117&volume=5&issue=3&articleid=1806161&show=html#b7
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2.3 Arguments for and against CSR 

This section is divided in two parts. The first part (2.3.1.) will offer a discussion of the 

positive results for adopting CSR and the second (2.3.2) will offer a discussion regard-

ing the negative outcomes of adopting CSR. 

2.3.1 Arguments for CSR 

One of the main arguments for CSR is that being socially responsible in the long run 

will be in a company's best interests. In other words,to be able to operate properly in 

the future a company must take care now of issues including the society,or it will forfeit 

being able to ensure its longevity and viability (Carroll,1991).  

New regulation could be minimized if companies are able to implement standards that 

will help them fulfill society's expectations as well as protect themselves (Carroll et 

al.,2010). Davis (1973,p.316) is a strong believer in CSR by suggesting that,“Business 

has the resources‖,and ―Let business try‖. These two views have their roots in the idea 

that within a company there are a number of talented people that make up the man-

agement,and with their individual experiences and expertise in various fields such as 

accounting,human resources,and operations,they could attempt to solve problems re-

garding the society. 

Carroll et al. (2009) suggest,“pro-acting is better than reacting”. This means that it is 

better to be prepared for any social issues that may arise,rather than dealing with prob-

lems once they have risen. This can happen by planning and anticipating social situa-

tions and always being prepared for any drawbacks or problems that can come from 

them. 

The final argument to highlight the importance of CSR is that public opinion today be-

lieves that businesses should respond to social issues. There is a public belief that 

companies should be responsible towards their employees,the community and all their 

stakeholders by investing a proportion of the revenue that they make,even if it means 

that their profit will be affected by it (Bernstein,2000).  

Businesses are important and active members of society,it is therefore in their control 

to maintain and improve the society‟s prosperity. The author believes that companies 

do not exist only to make maximum profits for the stakeholders but to serve society as 

well. Profits exist in order to reward a company‟s performance,and if it is remarkable it 

also serves society. If companies stop serving the society, then society will not tolerate 

their profits and in the long term not even their existence.  
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2.3.2 Arguments against CSR 

Since the start of CSR,there have been a number of academics that have contested its 

validity and have created a number or arguments against it (Carroll et al.,2010). In this 

section the main themes are discussed. 

The late Milton Friedman (1962) was the first to oppose CSR as a concept. Friedman's 

(1962) main argument was that profit maximization for a company‟s shareholders and 

owners should be the management‟s ultimate responsibility. The free market system 

that companies operate in should be the one dealing with problems and issues con-

cerning the society,and business people should not be concerned at all with these. He 

further elaborated on this idea by suggesting that legislation and government should be 

responsible for dealing with these issues, if the free market system that companies 

operate in is unable to solve any problems regarding the society.  

Hayek (1969) argued that if companies adopt CSR,it takes them away from the main 

purpose,as issues regarding the society are not really related to a company's ultimate 

goal. The final argument against CSR is that on a global scale,if a business adopts it,it 

will not be able to compete on the same level compared with companies who mainly 

focus on their primary business activities (Friedman,1962;Davis,1973).  

Another argument against CSR is provided by Davis (1973),who believed activities 

regarding the society should not be dealt with by business people as they do not have 

the necessary skill set or expertise to do so,as their main area of knowledge and capa-

bility is rooted in finance and operations. Davis (1973) provided another argument 

against CSR by suggesting that business as it is,already possesses significant power 

and there is no reason why social power should be added to that. 

These arguments have been in the literature for over fifty years and could be consid-

ered dated. It must be noted,however, that CSR has come a long way since then and 

the author feels that going forward with these arguments will no longer be valid. 

In the next chapter the author will describe Porter's five forces competitive model and 

will then critically evaluate the coffee industry by applying this model.  
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3. PORTER’S COMPETITIVE FIVE FORCES MODEL 

This chapter will conduct an analysis of the coffee industry using Porter's five forces 

model. In section (3.1) the history and development of the model will be outlined. In 

section (3.2) each force of the model will be explained and then applied to the coffee 

industry. In section (3.3) the possible limitations will be identified and recommendations 

for future research will also be provided.  

3.1 History and Development of the model 

In 1980 Porter published his book Competitive Strategy: Techniques for Analyzing In-

dustries and Competitors, where the five forces model was initially introduced. It is a 

strategic framework which companies can use to analyze the current situation of their 

industry,and in doing so develop their business strategy. By gaining an in-depth under-

standing of the five competitive forces that act in any given industry,companies can 

determine how attractive their industry is and how they will make a decision on whether 

or not they will compete. (Porter,1980,1996) 

One of the main reasons for developing this model was a reaction to the SWOT analy-

sis,which was considered popular at the time although Porter found it to be „unrigorous‟ 

and ‗ad hoc‘ (Argyres et al.,2002). The Structure-Conduct-Performance paradigm in 

industrial organizational economics is the basis for his model. Improving the profitability 

of a company, and assisting governments to improve their industries‟ stability are some 

of the problems the five forces have been applied to. (Porter,1980) 

The model is shown in the Figure 2 below. (see page 26)  
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FIGURE 2:PORTER'S  FIVE FORCES  (PORTER 2008) 

3.2 Competitive Analysis using Porter's Five Forces Model on 

the Coffee Industry 

In this section a brief explanation regarding each force will be provided and then an 

application of each force will be done on the coffee industry. 

3.2.1 Barriers to Entry or Threat of New Entrants 

According to Porter there are six main barriers to entry. These are: Economies of 

scale,which means that either there is large scale entrance to the market which will 

lower the unit production costs, or a small scale entrance which will increase the pro-

duction cost and therefore create a disadvantage. Two other barriers are described as: 

Product differentiation and customer loyalty. Capital requirements for entry,entering a 

market requires a significant capital requirement. Switching costs, deals with how much 

will it cost to switch from one supplier to another. Access to distribution chan-

nels,establishing a network of distribution channels in a market where there are already 

established relationships with distribution channels can be challenging. Cost disad-

vantages independent of scale, means that companies already operating in the indus-

try already have product technology in place,favorable sites, access to raw materials,as 

well as advantages in the form of government subsidies. (Porter,1980) 

The main barrier to consider when attempting entering the coffee market will be the 

capital requirements. Capital requirements can be considered low when trying to open 

one individual store. In an attempt,however,to compete on the same level with other 
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major coffee chains,capital requirements will be very high as they will have to take into 

consideration the necessary distribution channels,promotion,marketing,and advertising 

expenditure so as to be able to win over existing market share. This is evidenced by 

the fact that there are only a few individual coffee shops in prime locations compared 

with the number of Starbucks,or Costa coffee outlets across the UK for example.  

In addition,similar to the UK any country's commercial property market is controlled and 

driven by the owners who predominantly demand high rental fees,which presents an-

other barrier in the way of the coffee companies being able to secure favorable loca-

tions. In most major cities,these prime locations are already occupied by exiting com-

petitors thus the barrier to entry is high. 

3.2.2 Bargaining Power of Suppliers 

The power of suppliers depends on their ability to determine the competition within an 

industry. Suppliers have the potential to influence the industry they operate in signifi-

cantly,as they can influence the quality of their products and any fluctuations in price. 

Their power is even greater when there are only a few companies in the industry,no 

substitute products exist,the industry depends on the product, the industry is not con-

sidered an essential consumer for the supplier,and there is the potential of forward in-

tegration of the specific supplier group. (Porter,1996) 

In the coffee industry the power of suppliers is significantly low. This is because the 

majority of suppliers come from developing countries,and they are not in a position to 

raise funds as they depend heavily on their buyers. There are a vast numbers of buy-

ers to choose from and this further lowers the suppliers‟ power. In addition,the buyers 

are heavily involved in the lives of the suppliers. Therefore,their power is lowered even 

further. 

3.2.3 Bargaining Power of Buyers 

The power of buyers is important as they are able to bring prices down,have an expec-

tation of increased product quality or service and can therefore determine the profit 

potential of any industry. If the buyers are fragmented, their power is lowered. Their 

power is significantly increased when there are large-volume buyers,low switching 

costs,low profit potential, the product is standardized,backward integration for the buyer 

group is possible and the product is an essential aspect of the buyers purchases. (Por-

ter,1991,1996).  

According to a coffee statistics report (www.top100espresso.com) there are over four 

hundred billions cups of coffee consumed each year, which makes coffee the most 

consumed beverage in the world. Therefore it is an undeniable fact to suggest that in 

the coffee industry the power of buyers is high. Switching costs are low in the coffee 

../../../../../AppData/Local/Temp/www.top100espresso.com
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industry;therefore,additional incentives should be offered by companies so as to be 

able to retain customers. 

3.2.4 Threat of Substitute Products  

Substitute products can limit the profit potential of any industry. They are considered a 

natural progression of the competition that exists within the industry. A substitute prod-

uct is a product that can do the exact same function as the one already being produced 

by the industry. The more substitute products become available in an industry the more 

important they become. (Porter,1996) 

The threat of substitute products in the coffee industry is not considered high. Substi-

tutes or alternative products to coffee include tea, energy drinks,soft drinks,and choco-

late. All these are available at coffee shops and other specialty eateries. The main 

base for competition is opportunity and convenience. The majority of customers buy 

from these shops when they are on the go,shopping,travelling or meeting other people. 

This is why all the coffee shops and similar outlets are located in prime locations where 

the (foot) traffic is very high such as shopping centers,public transportation sta-

tions,such as train,tube and airports,as well as in business districts. The question that 

rises for the buyer as a result is not one of substitute choice,rather one of personal 

choice in regards to the specific brand.  

3.2.5 Competitive Rivalry  

There is a natural development of rivalries amongst companies that compete in the 

same industry. In order to improve their market share and standing,companies utilize 

means such as advertising,new products,attractiveness of customer service and price 

competitions. The intensity of the rivalry depends on high fixed costs,nonexistent prod-

uct differentiation,price cutting techniques,slow growth of the industry,diversity among 

competitors,investments that are risky,overcapacity and increased risk of exiting the 

industry (Porter,1980,1996). 

Rivalry amongst existing competitors is high, because there are a vast number of com-

petitors within the coffee industry that compete for the same customers. All the major 

coffee chains such as Starbucks and Costa Coffee compete to be at top of the industry. 

They all have a similar corporate goal - to be the leaders in what they do.  

There is a limitation towards product differentiation, but there is a significant differentia-

tion in the variety,the brand and the ambience of the coffee shops as presented to the 

consumer. Price wars are ripe as the switching cost for customers is next to nothing. 

(Diaz,2009) 

The fight for market share in the coffee industry is intense as the growth of the industry 

is static. The market is saturated as the majority of prime locations and outlets in most 
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areas have already been taken over by the big companies. This means that smaller 

coffee chains or individual owners do not have a chance compared with the bigger 

companies and therefore have to settle for less desirable locations or pay premium 

rental prices. (Diaz,2009) 

3.3 Conclusion & Limitations 

Porter's five forces model is an essential framework for managers that helps them to 

shape and implement their strategy on the long term so as to be able to create and 

sustain a competitive advantage (Porter,1996). There are, however, some major limita-

tions in this model that need to be considered before the final decision on strategy is 

made. 

As the model was built in the eighties, it assumes market structures that are stable and 

competition that is strong. The dynamics present in the different markets as well as 

new business models are not considered in Porter's model which raises questions of its 

applicability in today's fast paced business environment (Prahalad et al.,1990). Nowa-

days,markets are characterized by competition that is dynamic as they are heavily in-

fluenced by the progress of technology. New innovations used by new entrants will 

have the potential to completely change existing business models in short times.  Ac-

cording to Prahalad et al. (1990,p 82): ―In this case the five forces model is of limited 

value since it represents no more than snapshots of a moving picture”. There-

fore,companies should not formulate their strategies based on this model alone and 

should consider using other frameworks as well. 

How changes are implemented so as to be able to gain a strategic advantage through 

repositioning is another limitation in Porter's model due to the „simplification‟ of certain 

relationships such as „strategic alliances‟ and „virtual enterprise networks‟ (Prahalad et 

al.,1990). Furthermore,the model focuses more on the fact that the performance of the 

company will be determined by the structure of the industry,underestimating the influ-

ence that different companies may have in a specific industry (Hill et al.,2008).  

Given the limitations discussed above other frameworks such as the value chain, 

SWOT analysis and the PESTEL framework should be used in combination to better 

evaluate the suitability of the industry. As the world economy is trying to recover from 

the recent financial meltdown any potential new entrants will need to be careful about 

how they formulate their strategies so as to be able to create and maintain a competi-

tive advantage.  

The following chapter will discuss the importance of integrating CSR into a company's 

core strategy. 
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4. CSR AS A COMPETITIVE ADVANTAGE 

In this chapter the importance of integrating CSR in a company's core strategy will be 

outlined so as to be able to gain a competitive advantage. In section (4.1) the im-

portance of CSR will be highlighted once again. In section (4.2) the significance of link-

ing CSR to a company's strategy will be conferred and in section (4.3) strategic CSR 

will be outlined.  

4.1 CSR Today 

Corporate Social Responsibility is one of the most prevalent topics today in the aca-

demic literature, and its benefits to business and society are well documented (Car-

roll,1979;Porter,1990;Porter et al.,1996;Kulick,1998;Carroll,1999;Porter,2008). The 

literature has also given specific emphasis on the link that exists between the financial 

performance of a company and CSR (Garone,1999; Roman,1999; Stanwick,1998).  

Implementing CSR related initiatives in an effort to improve a company's standing to-

wards the environment and society has seen millions spent by companies around the 

world. The results however,have not been as productive as they could have been be-

cause business and CSR are often viewed as separate entities that are not intercon-

nected,instead of understanding that they have to work alongside each other. In addi-

tion,instead of aligning CSR practices to a company's core strategy businesses adopt 

CSR initiatives that are more general in nature,therefore not getting the maximum re-

sults they can in regards to their specific business. (Porter,2006) 

4.2 Linking CSR to Strategy 

Stakeholders are putting pressure on companies to reach beyond the idea of just ad-

hering to international codes of conduct and philanthropy that is strategic. They expect 

to see results from any investments made in CSR related initiatives. There is a demand 

by governments,civil society groups and non-governmental organizations (NGOs) for 

businesses to maintain the highest possible standards in relation to human rights, pro-

tecting the environment and the provision of resources to local communities 

(Reich,1998).  

It is evident, however, that the majority of companies around the world find it challeng-

ing to cope with these high expectations and demands, and there are only a handful of 

companies that have successfully managed to do so. The main reason why so many 

companies have so far failed is because their strategy is not aligned with their CSR 

initiatives and actions (O'Brien, 2001). By allocating funds to CSR initiatives that do not 

offer any benefit to the actual business itself, the reputation of the company can also be 

at stake. O'Brien (2001) believes that there are two reasons for this. People dealing 
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with CSR within the company are allocated a specific budget that they have to distrib-

ute to various charities they deem appropriate,so as for goodwill to be created and as 

many as possible to benefit from it. Unfortunately,what impact this allocation has for the 

business is unclear. In addition, non-financial assets of a company are not taken into 

consideration when allocating cash to specific social projects. How these social pro-

jects could be directly linked to enhance a company's own objectives is also over-

looked. O'Brien (2001,p.4) explains: 

When corporate resources are allocated in this fashion,strengths that make a 

company competitive in its businesses are not leveraged in ways to benefit so-

ciety or the company. Companies that follow this approach do not reap the full 

benefits of their CSR initiatives. 

One such example is the case of ExxonMobil. They have set up a foundation that sup-

ports a number of CSR initiatives in the fields of environment, health, education, muse-

ums and the arts, community services, women and minority interests. On their website 

they state: 

 In 2010,together with its employees and retirees,Exxon Mobil Corporation, its 

divisions and affiliates,and the ExxonMobil Foundation provided $237 million in 

contributions worldwide,of which $110 million was dedicated to educa-

tion(www.exxonmobil.com,2012). 

None of these donations are linked to the company's business objectives,as their line 

of business is oil exploration,refinement and processing overseas. Undoubtedly Exx-

onMobil‟s efforts contribute to society significantly,but it is reasonable to suggest that if 

this money had been strategically invested in projects that would benefit the company's 

overall strategy,financial performance and competitiveness,the results would have 

been considerably better. Although O'Brien was the one who highlighted this in 

2001,the author notes that even ten years later it is still not very obvious,how their CSR 

initiatives directly link with their corporate strategy.  

4.3 Strategic CSR 

Porter et al. (2006,p.79) are among the first who have suggested that  by aligning CSR 

to a company's core strategy the true benefits of CSR and its impact on business and 

society can be realized. They state: 

If, instead, corporations were to analyze their prospects for social responsibility 

using the same frameworks that guide their core business choices, they would 

discover that CSR can be much more than a cost, a constraint, or charitable 

deed-it can be a source of opportunity, innovation, and competitive advantage. 

../../../Downloads/www.exxonmobil.com


CSR IN THE COFFEE INDUSRTY  

33 

More specifically, they suggest a framework that companies can utilize so as to be able 

to use the interconnection that will lead to business success, as well as have a positive 

impact on society. By identifying the negative and positive effects that any specific 

company has on society, they are able to identify which ones they are best able to ad-

dress. A principle of shared value must be followed by business and society, meaning 

that there should be a benefit for both. If the benefits lean towards just the one side 

they will have negative consequences for the other and only offer short-term benefits 

(Porter et al.,2006).  

Strategic CSR is about making a difference compared to the competition, creating a 

position that is unique and trying through this position to serve a company's customers 

at the best of its ability, while at the same time being able to lower costs. Porter et al. 

(2006) suggest that these principles can equally be applied to society as well. They 

believe that strategic CSR needs to take into account outside-in and inside-out dimen-

sions, as they need to be working together, and it is here that shared value can really 

be created, as something that is much more than just good corporate citizenship. In 

addition, companies must create „a social dimension to the value proposition‟. A value 

proposition that is unique needs to be at the center of any strategy, so as to be able to 

differentiate themselves from their competitors. When social impact is added to the 

core of a company's strategy, it is only then that strategic CSR can be fully realized and 

be successful.  

Although Porter's theory clearly suggests that CSR can lead to competitive advantage 

it is sometimes not that apparent. By investing money that will improve the social and 

environmental standards of a company, automatically the costs of that company will 

increase. The company will be compensated in the long run for these additional costs, 

as it will have gained an added competitive advantage. (Porter et al.,2006) Porter et al. 

(2006) offer the following two suggestions of how this can be achieved. In the first sug-

gestion, they focus on niche markets such as high end fashion for example and put a 

strong emphasis on product quality. In the second suggestion, they presume that inno-

vation will be the result of increased standards that will generate a premium position in 

a market that its competition is driven by technology, as is the case in renewable ener-

gies.  

The European Competitiveness Report (2008,p. 119), on the other hand, requests that 

more detailed research is required to fully understand the areas of CSR that can lead 

to increased competitiveness: ―The overlap between competitiveness and CSR at mac-

ro and sector level may be greater than is often acknowledged. More research is re-

quired, however, in order to measure and analyze the ways in which CSR might en-

hance competitiveness at the macro level and sector levels‖. 

There are several studies that have been undertaken, books that have been written 

and a number of key academic papers have been published that attempted to give their 
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own definition and explanation of the connection between CSR and competitive ad-

vantage. There are also several studies that have tried to analyze and examine if any 

real association can be made with CSR and competitive advantage, but the results 

have been at best inconclusive (Martinuzzi, 2011). Raghubir et al. (2010,p. 69) have 

come to the following conclusion: ―After 36 years, 167 studies, and 16 reviews of the 

relationship between CSR and financial performance, the answer to the debate about 

whether CSR is profitable is unambiguously clear: it depends”. 

Based on the above critique, the author believes that linking these two concepts to-

gether can be a challenging task. In order to complete this thesis, however, the author 

will enforce Porter's suggestion that by creating a shared value for both the company 

and society a competitive advantage can be created. It is believed that this will improve 

and increase the financial performance of the company that applies Porter's theory.  

The following chapter will look at the research method utilized for the fulfillment of this 

thesis. 
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5. METHODOLOGY 

This chapter identifies the methodology adopted for the procurement of data for this 

thesis. After classifying the qualitative and quantitative methods (5.1),an evaluation of 

the criteria of the methods is discussed (5.2). In section 5.3 the main approaches of the 

methods are outlined and in section 5.4 the chosen method is analyzed in detail. Oper-

ationalization is provided in section 5.5 and the sample used in this thesis in section 

5.6. Finally the chapter ends in section 5.7 with a description of the setting of this the-

sis. 

5.1 Quantitative and Qualitative Methods 

When conducting empirical research two main approaches can be identified: qualitative 

and quantitative research methods. 

The quantitative research is based on the idea that a social phenomenon can be 

measured and expressed numerically. It is focused in causalities and aims to accom-

plish results that it is possible to generalize and are applicable beyond the specific 

study alone. For that reason the representativity of the criteria need to be taken into 

account when choosing the sample. The data are collected in a way that is standard-

ized. For example the interviewing procedure will be the same for all participants 

(Flick,2011). 

On the contrary, qualitative research is not interested in achieving results that are ob-

tained through specific measurements or a research procedure that is standardized. 

According to Moore (2000,p. 21),qualitative research is ―developing a detailed under-

standing of individual‘s views,attitudes and behavior‖. Walker (1985,p.121) further 

points out that qualitative methods can yield ―volumes of exceedingly rich data‖. The 

main purpose of qualitative research is to assess an already existing phenomenon ra-

ther than identifying aspects that are new in the specific study that is being undertaken. 

The findings will then enable the researcher to develop new theory or formulate new 

hypotheses (Flick,2011). The data are assembled in an open way by relying on the use 

of open-ended questions (Flick,2011). 

In Table 1 (see p. 36) the main differences of the two methods are outlined.   
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 Quantitative Research Qualitative Research 

Theory 

 

As a starting point to be 

tested 

As an end point to be de-

veloped 

Case selection Oriented on (statistical) 

representivity, ideally ran-

dom sampling 

Purposive according to 

the theoretical fruitfulness 

of the case 

Data selection Standardized  Open 

Analysis of the data  Statistical Interpretative 

Generalization In a statistical sense to 

the population 

In a theoretical sense 

TABLE 1: DIFFERENCES BETWEEN QUANTITATIVE AND QUALITATIVE RESEARCH (FLICK 2011,P.13)  

5.2 Evaluation Criteria of the Methods 

To evaluate the quality of the methods chosen for any specific study,the issue of relia-

bility,validity and objectivity needs to be addressed. The method applied has to be 

evaluated in regards to its reliability,and the results have to ensure validity and objectiv-

ity. (Flick,2011) 

Mason (1996) states that the issue of validity and reliability are crucial because in them 

the objectivity of the research is at stake. Enhancing objectivity ensures the accuracy of 

the results and findings from the research. The use of triangulation provides the oppor-

tunity to the researcher to crosscheck his/her data using multiple data sources or using 

two methods of data collection. 

- Validity 

“Validity describes whether an item measures or describes what it is supposed to 

measure or describe”(Bell, 1992,p.14). It is a much more sophisticated concept than 

reliability, and there are many variations which researchers can investigate in attempts 

at ensuring validity of their results. Bell (1992) points out that researchers involved with 

smaller projects without complex testing or measurements need to examine the con-

cept of validity deeply. They should also look at results and methods critically. A brief 

examination of two different aspects of validity is provided. 

Burgess (1995,p.15) suggests that researchers are confronted with questions of validity 

for they often ask: “Can the data that are obtained in studying one situation be general-
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ized to other situations?”(External validity),and “How far does the researchers presence 

influence the generation of data?” (Internal validity) 

The results of this research were produced from a relatively small sample for six coffee 

companies. However,the author believes that with a combined revenue of 20 billion 

Euros it offeres a healthy representation of the market and the findings could be gener-

alized.  

Internal validity is central to the overall validity of the research. If the researcher‟s influ-

ence on data generation exceeds a certain limit,the findings of the research will be in-

valid and void. Notwithstanding the fact that the author acknowledges this challenge 

and is aware of her „negative‟ role on the primary research process,she would find it 

impossible to specifically state how much her presence influenced the outcome of the 

data collection. 

- Reliability 

Reliability is the extent to which a procedure will produce the same results under con-

stant conditions (Bell,1992). In the case of this study,the reliability of the research re-

sults entailed whether or not the same findings would occur if the investigation were 

carried out in the same manner. The author of this thesis believes that if a similar study 

would be undertaken in the future the findings would produce the same results as 

those derived from the data that was collected.  

- Objectivity  

So as to be able to achieve objectivity of any study, the analysis, interpretation and 

collection of data will need to be standardized. Through this,any influence the re-

searcher may have on the data will be avoided (Flick,2011). Throughout this study the 

author tried to adhere to a standardized procedure as much as possible.   

5.3 Main approaches of the Methods 

Both methods have the same forms of data collection that can be utilized in order to 

complete the respective study. These are: surveys and interviews,observations and 

studying documents. How the findings are analyzed and interpreted is what differenti-

ates the two methods. (Flick,2011)  

-Interview 

There are structured,semi-structured and unstructured interviewing data collection 

techniques. With structured interviews, the wording of the question and the order in 

which the questions are asked is the same from one interview to another. With semi-

structured interviews, the interviewer asks certain, major questions the same way each 

time but is free to alter their sequence and to probe further to gather more information. 



CSR IN THE COFFEE INDUSTRY  

38 

With unstructured interviews,interviewers simply have a list of topics, which they want 

the respondents to talk about, but are free to phrase the questions as they wish and 

ask them in whatever order seems appropriate (Silverman,1997). 

The advantage of semi-structured interviews is that respondents do not know the ques-

tions and can therefore not prepare answers in advance. The interviewer can also use 

probes to ensure that certain areas are not overlooked. People‟s attitudes can also be 

observed. The interviews can be recorded which makes it easier to analyze the data at 

a later stage. (Silverman,1997) 

Disadvantages of semi-structured interviews include that it can be expensive and time 

consuming,and that the interviewer is bound by geographical limitations. There is also 

a risk of the interviewer influencing the course of the discussion and a degree of bias 

by respondents eager to please or impress the interviewer. (Crimp et al.,1995). 

The author of the thesis did not use this method as it was deemed difficult to get in 

touch with managers from the companies investigated within the coffee industry for the 

purpose of this thesis. Additionally, the honesty of the answers regarding the topic at 

hand would also be questioned as the author believes that the managers would almost 

certainly answer favorably for their respective companies and would further raise the 

question of validity for the overall outcome. 

-Observation 

When using the observation approach the researcher has immediate access to the 

procedures and practices observed. There are a variety of observation methods, which 

differ and depend according to the researcher‟s role. These are „standardized observa-

tions‟,„experiments‟,„participant observations‟ and „ethnography‟ (Flick,2011). 

- Studying Documents 

While in the two other approaches the researcher “produces” data (e.g.,answers from a 

survey or observations),in the studying document approach the researcher uses exist-

ing data such as documents of an institution, reports, financial data,etc. These data can 

be visual or textual material (Flick,2011). 

The author of this thesis chose the qualitative studying documents approach in order to 

carry out the study. Studying documents is part of the case study approach,which will 

be analyzed in the next section. 

5.4 The Case Study Approach 

Through the case study method a researcher is able to examine in detail data that 

comes from a specific context (Yin,1984; Zaidah,2007). The subject of study in the ma-
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jority of cases using the case study approach derives from a select number of individu-

als or a specific geographical area,which tends to be small (Yin,1984;Zaidah,2007).  

This particular method is used in situations such as community psycholo-

gy,sociology,organizational and management studies,political science,city and regional 

planning research,business administration, management science,as well as the con-

duct of academic dissertations (Yin,1994). 

Yin (1984,p. 23) defines the case study research method: ―As an empirical inquiry that 

investigates a contemporary phenomenon within its real-life context; when the bounda-

ries between phenomenon and context are not clearly evident;and in which multiple 

sources of evidence are used‖. 

An event or a single case can be used for an in-depth longitudinal examination for ex-

ample in a number of case studies. By conducting an examination that is longitudinal a 

researcher is able to observe events in a systematic way,collect all the necessary data 

and analyze all the information. All the results are then reported over a long period of 

time (Yin,1984). 

5.4.1 Categories of Case Studies 

According to Yin (1984),exploratory,explanatory and descriptive are the three catego-

ries of case studies. With exploratory case studies,a researcher takes a specific point 

of interest in the data of the phenomenon that he or she wishes to explore. Most com-

mon questions in this category are „when does something occur?‟and „how often?‟. 

One example of an exploratory case study is a pilot study,which is undertaken before 

the real research question and hypothesis can be proposed as it can alter the details of 

the basis for the specific research (Yin,1984;McDonough et al.,1997).  

So as to be able to analyze the data in question as best as possible,explanatory case 

studies look at both a deep level and at the surface of the phenomenon looked at (Zai-

dah,2007). The most common question used in this category is „why‟ something is 

happening (Zaidah,2003). A theory can be formed based on the data collected and the 

researcher is then able to test out this theory (McDonough et al.,1997).  

The main goal of descriptive case studies is to explain the data as they happen. The 

Watergate scandal is an example of a descriptive case study (Yin,1984).  They can 

also be in a narrative form according to McDonough et al.,1997. So as to be able to 

support the phenomenon that is being looked at, it is imperative for the researcher to 

start with a theory that is descriptive. This is also considered one of the challenges of 

this type of case study because if the theory described is not robust, problems can 

arise when the project is under way (Yin,1984;Yin,1994). The author of this thesis 

chose to use the descriptive approach, as she believes that this type of case study is 

the most suitable for the fulfillment of this thesis. 
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5.4.2 Case Study Design  

It is important to spend time when designing the case study because as a method it 

has been questioned as a research tool for its lack of vigor. Depending on the research 

question,a multiple-case design or a single-case design can be adopted by the re-

searcher (Yin,1984;1994). The single-case design is most commonly used when there 

is a lack of cases that can be replicated,such as in the case of natural disasters. The 

main disadvantage with this approach is that the results cannot be generalized. In or-

der to validate the results,however,triangulation along with other methods can be used 

to overcome this. (Yin,1984) 

When numerous sources of evidence are used for replication instead of a logic sam-

ple,the multiple-case design can be adopted with real life events or phenomena. Both 

results from multiple and single case design case studies can be generalized,as they 

are not based on populations,they are predominantly based on theory. (Yin,1994). 

Replication can occur through pattern matching,which is a technique that can link nu-

merous pieces of information from the same case to theory. With this technique the 

results can be supported and enhanced in the multiple design case study (Camp-

bell,1975). This type of case study will be used for the fulfillment of this thesis because 

it best fits the criteria so as to be able to answer the research question. 

5.4.3 Advantages of Case Studies 

Case study methods have a number of advantages. Without changing the context the 

researcher can conduct an analysis of the desired data (Yin,1984). As the gathering 

and analysis of data has come from the Internet, the author of this thesis feels that the 

context of the data has not been changed. 

The data in the case study method can be analyzed both in a quantitative and qualita-

tive way,as there are a number of approaches a researcher can take towards the case 

study such as intrinsic,instrumental and collective (Zaidah,2007). There are case stud-

ies,for example,that require numerical responses from their subjects (Block,1986; Hos-

enfeld,1984) or qualitative data that would offer valuable information on a subject‟s 

behavior (Zaidah,2007). Yin (1984,p.25) points out,however,that researchers: ―Should 

be careful not to confuse case studies with qualitative research as case studies can be 

based entirely on quantitative evidence‖. 

Case studies can produce and explain the data gathered in a „real-life environ-

ment‟,and they are also able to explain any complications that may arise in „real life 

situations‟,which is not the case with qualitative or quantitative research (Zainal,2007). 
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5.4.4 Disadvantages of Case Studies 

Case study research does not come without its criticism. Yin (1984) has identified three 

main reasons why a researcher could decide against using this method. Lack of rigidity 

is the first criticism that characterizes case studies. Yin (1984,p. 21) notes that: “Too 

many times,the case study investigator has been sloppy,and has allowed equivocal 

evidence or biased views to influence the direction of the findings and conclusions”. 

The author of the thesis feels that with the help of her supervisor this has been avoid-

ed.  

Secondly, as only a small number of subjects is used for analysis there is little basis to 

generalize the findings. “How is it possible to generalize from a single case?”is the 

question most frequently asked regarding this matter (Yin,1984,p.21). Due to the small 

number of cases used, they have also been characterized as „microscopic‟(Yin,1994). 

The case study method is not concentrated on gathering large amounts of sam-

ples,therefore setting the right objectives for the research and establishing proper pa-

rameters is considered more important than a large sample (Hamel et al.,1993; 

Yin,1994). The author of this thesis believes that the sample chosen is sufficient to ful-

fill the needs of this thesis.  

Thirdly,case studies are considered by some as too time consuming,challenging to 

perform, and there is a vast amount of information and documentation that comes with 

it (Yin,1984). Ethnographic or longitudinal types of case studies can over a certain pe-

riod of time gather massive amounts of data,which brings with it the possibility that the 

data is not managed in the appropriate way (Yin,1984). This is not the case with this 

thesis, and the author believes that the data was managed in the best possible way.  

5.5 Operationalization  

After identifying in the literature review Carroll‟s (1991) CSR pyramid as the model 

most used in the academic literature over the past twenty-five years,the author of this 

thesis feels that this model will be best suited as a template for analyzing the CSR ac-

tivities of the companies chosen within the coffee industry.  

There are four levels of responsibility in the model which are economic,legal,ethical 

and philanthropic. Each level of responsibility will be identified through the type of activ-

ities each company is undertaking and will then be analyzed and compared with the 

theory. In addition,the author will endeavor to identify the extent to which the compa-

nies analyzed have CSR activities embedded in their strategy which are directly linked 

with the company‟s overall goals and objectives,as per Porter‟s suggestion (2006). Fi-

nally,the author will try to identify whether a link exists between each company‟s CSR 

and its market performance. 
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5.6 Sample  

The following companies were selected from the coffee industry for the purpose of this 

thesis. Initially seven companies were taken into consideration but after carefully identi-

fying their main activities the author identified that only six of these companies had the 

same criteria. The main criteria and reason why these where chosen is because they 

all have the same parameters in regards to their CSR activities. Meaning they all deal 

with sourcing the coffee,rather than cultivating it and therefore can be measured and 

analyzed in the same way. The companies are: 

 Starbucks 

 Nespresso 

 Tchibo 

 Lavazza 

 Costa Coffee 

 Illy 

5.7 Setting 

The research process consists of different stages. Within the preparation phase, sec-

ondary research was the starting point for the resulting study. Secondary research took 

the form of a literature review,which combined with the author‟s interest in the topic 

resulted in the formulation of the research question. After formulating the research 

question the available research methods were identified and a document study was the 

chosen qualitative approach. Six companies from within the coffee industry were cho-

sen,and a thorough analysis using information from every company's website, as well 

as other online resources, was applied to Carroll's (1991) CSR model. A further evalua-

tion was done on the data so as to identify whether Porter's shared value model is be-

ing utilized. After the analysis of the data the research question is answered. Figure 3 

summarizes the research process of the thesis. (see page 43) 
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FIGURE 3: SETTING OF THE THESIS 
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6. DOCUMENT ANALYSIS  

In this chapter all the data collected on the companies chosen for this study will be ana-

lyzed and compared with the theory.  The coffee companies analyzed are Starbucks 

(6.1),Nespresso (6.2),Tchibo (6.3), Lavazza (6.4),Costa Coffee (6.5) and Illy (6.6). 

Table 2 below summarizes which responsibilities, according to Carroll‟s (1991) pyra-

mid, were met by the companies. The purpose of this table is to enable the reader to 

easily and quickly understand what levels are being fulfilled. An individual analysis of 

each company will follow, along with a detailed look at each level or responsibility. 

 

6.1 Starbucks 

Starbucks opened its first store in 1971 and is based in Seattle, Washington. It has 

grown to become the premier roaster retailer of specialty coffee in the world with over 

19,555 stores in fifty-eight countries, including 12,811 in the United States, 1,248 in 

Canada, 965 in Japan,766 in Great Britain, 580 in China and 420 in South Korea (lox-

cel.com,2012).  

 

Their mission statement is to “inspire and nurture the human spirit – one person, one 

cup and one neighborhood at a time‖. In order to be able to maintain this mission as a 

company and be successful they abide by a set of principles that includes „our cof-

fee‟,„our partners‟,„our customers‟,„our stores‟,„our neighborhood‟ and „our sharehold-

ers‟. Living by these standards Starbucks is committed, with regards to their coffee, to 

 Economic 

Resp. 

Legal 

 Resp. 

Ethical  

Resp. 

Philanthropic 

Resp. 

Starbucks     

Nespresso     

Tchibo     

Lavazza     

Costa Coffee     

Illy     

TABLE 2: SUMMARY OF COMPANIES RESPONSIBILITIES 
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sell a quality product that is ethically sourced from the “finest beans” and “roasted with 

great care”. They declare that they are accountable to their shareholders,who will be 

able to enjoy financial success from their operations as the company balances all these 

interests  so as to be successful (www.starbucks.com,2012). 

 

Climate Strategy 

 

The company first implemented in 2004 a climate strategy mainly focusing on the areas 

of renewable energy, energy conservation and collaboration and advocacy. They take 

steps to minimize their environmental footprint by preserving water and energy, in-

creasing recycling efforts,reducing waste associated with their cups and including 

green design in their stores and buildings as much as possible. By partnering with oth-

er organizations and businesses they support and champion any policies related to 

climate change (www.starbucks.com/climatechange,2012). 

 

So as to address climate change issues in coffee-growing regions Starbucks has part-

nered with Conservation International and carried out a number of pilots. Through the-

se pilots they are able to identify ways to improve the production of coffee, restoration 

and conservation of the natural habitat as well as to seek prospects that will enable the 

farmers to have access to forest carbon markets. In 2011 twenty nine communities that 

grow coffees in Sumatra,Indonesia and Chiapas,Mexico were involved in these pilot 

programs. All these regions have a variety of coffee growing traditions and environ-

ments that are sensitive. They are looking to add another twenty communities this year 

(2012). Linking coffee farmers to carbon markets is another initiative they are piloting at 

the moment with Conservation International so as to be able to minimize their carbon 

emissions (www.starbucks.com/climatechange,2012). 

 

In 2010 Starbucks used the World Resources Institute Greenhouse Gas Protocol in 

order to undertake an inventory and be able to understand the effects of their environ-

mental footprint. All their roasting operations, offices and retail stores globally were 

evaluated in regards to their major emissions. They identified that over 80 % of their 

Green House Gas emissions are coming from the consumption of energy in these facil-

ities. Therefore the company is focusing heavily on improving the conservation of ener-

gy and purchases relating to renewable energy 

(www.starbucks.com/climatechange,2012). 

 

“Grounds for your Garden” was one of the first attempts Starbucks undertook to be-

come more environmentally friendly. Anyone wishing to use leftover coffee grounds for 

composting can ask for them at participating stores (www.freebies.com,2001). 

Starbucks managed to lighten their production of solid waste by 816.5 metric tons. This 

was achieved by reducing the size of the garbage bags and the paper napkins they 

have in all of their stores. The U.S. Environmental Protection Agency in 2008 ranked 
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Starbucks No.15 on their Top 25 Green Power Partners list for purchases of renewable 

energy (www.epa.gov/toplists,2008).  

With regards to their water consumption the company has been criticised for wasting 

23.4 million litres of water daily as they need to have a tap open constantly so as to 

rinse out utensils in a „dipper well‟ (Lorraine et al.,2011). This,however,is a requirement 

by public health code set forth by the government. (www.hamptonroads.com,2009). 

The company has implemented a water saving solution in stores in the U.S. and Cana-

da to meet government standards and they have managed to save an estimated hun-

dred and fifty gallons of water daily. 

One can get lost trying to read all the information available on their website that sum-

marizes and lists all that they do for the environment. They do undertake significant 

steps in all the areas concerning the environment and there is no doubt that some of 

the results will be open for interpretation with regards to their real impact. Howev-

er,overall it can be said about their environmental strategy that they set an example 

that other companies should follow. 

6.1.1 Economic Responsibilities - Be profitable  

In 2011 the company reported a record win of 9.422 billion €, an eleven percent in-

crease from the year before. This growth was largely due to an increase in store sales 

which rose by 8% from 2010 as they welcomed some 60 million customers weekly. 

Their operating income was 1.370 billion € ,an increase of 22%, and the consolidated 

operating margin was 14.8%,150 basis points higher than the year before. Their share 

price for the year closed at 1.30 cents,which was an increase of 31% from 2010 when 

the share price was 1 € . The company returned an estimated 761 million € to share-

holders,which was almost double the amount they gave back in 2010 

(www.starbucks.com). Given the fact that in 2008 Starbucks was forced to close down 

six hundred of its stores across the United States and sixty in Australia due to the eco-

nomic slowdown (Palmer,2008),there is reason to believe that this turnaround is signifi-

cant. 

 

Based on the above figures taken from the company‟s Annual Report for 2011, it is 

clearly evident that the company is profitable and has significantly improved its perfor-

mance on a year to year basis. The amount returned to the shareholders is also nota-

ble given the current economic downturn that the global economy is going through. 

Consequently,the author of this thesis believes that this level of responsibility based on 

Carroll's pyramid is fulfilled.  
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6.1.2 Legal Responsibilities - Obey the law 

Starbucks has a 32 page report called „Standards of Business Code‟ that analyses all 

the activities they undertake in regards to their principles. This report is an overview of 

the legal and ethical standards everyone who works at Starbucks are expected to fol-

low. The report covers aspects in regards to workplace environment, business practic-

es,intellectual property and proprietary information,community involvement,and a 

framework for ethical decision making (www.starbucks.com/sobc,20120). It is a very 

well written comprehensive report and by reading it one does get the feeling that this is 

a company that takes its legal and ethical responsibilities very seriously. There 

are,however,several issues that need to be looked at in terms of their legitimacy and 

their practices so as to state for sure that they do „obey the law‟.  

 

In the United Kingdom Starbucks has been accused of trying to open several retail 

stores without planning permission. In a number of locations across the country there 

have been disputes with the local council and the local community, both of which are 

opposing the idea of an international chain operating in their area (Stephens et al. 

2008). For example,one location in Blackheath,Lewisham was under investigation in 

2002 for breaching its license but to this day it still operates (McNeil,2002). 

 

One might go as far to suggest that if it was any other smaller chain or individual coffee 

shop owner there is no way Starbucks would have managed to stay open. There is 

reason to believe that there are similar scenarios across the world where the company 

is operating but it is impossible to look at them in detail. This does raise the question of 

how much actual power a global company like Starbucks can exercise in regards to 

„obeying the law‟. 

 

Another critical aspect worth discussing is the several labour disputes Starbucks has 

had over the years. Eight employees at the Kent,Washington roasting plant were paid 

out 133.000 € to settle charges, as they were accused of being pro-union. Starbucks 

admitted no wrongdoing in the settlement. The workers where represented by the In-

ternational Union of Operating Engineers (Allison,2007). 

 

In a Californian class action lawsuit in 2008 Starbucks was forced to pay over 80.546 

million € to its baristas in back tips. The baristas accused Starbucks that shift supervi-

sors were not entitled a portion of the tips and this violated state labour laws. Almost 

100,000 baristas were involved in this lawsuit (Yahoonews.com,2008). In Auck-

land,New Zealand in 2005 the Unite Union organized a strike in an effort to increase 

the minimum hourly wage and abolish youth rates. The settlement occurred in 2006 

which saw an increase in pay,an increase in the security of hours and a significant im-

provement in youth rates (Gibson,2010). 
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In regards to Carroll‟s (1991) pyramid,it seems that although Starbucks does not diso-

bey the law,it would be reasonable to suggest that they do manage to „bend the law‟ to 

suit their needs whenever needed.   

6.1.3 Ethical Responsibilities - Be ethical 

Starbucks states, “We have taken a holistic approach to ethically sourcing the highest 

quality coffee. This includes responsible purchasing practices, farmer loans and forest 

conservation programs. When we buy coffee this way, it helps foster a better future for 

farmers and a more stable climate for the planet. It also helps create a long-term sup-

ply of the high-quality beans we‘ve been carefully blending,roasting and packing fresh 

for more than 40 years.‖(www.starbucks.com/responsibility/sourcing/coffee,2012). 

Through their commitment to ethical sourcing,Starbucks has chosen the Fair Trade 

Certification system,which is closely aligned with their values and principles. Their goal 

is to have 100% of their “coffee certified or verified by an independent third party” by 

2015 (www.starbucks.com/coffee,2012). In 2011,530 million € of coffee was pur-

chased,with 86%, or an estimated 455million euros,purchased from C.A.F.E Practices 

approved suppliers. The company paid on average 1.26 € per pound more than in 

2010 for their premium green unroasted coffee,which cost 1.9 € per pound in 2011 

(www.starbucks.com/responsibility/sourcing/coffee,2012). 

 

Based on a comprehensive set of more than 200 social, economic and environmental 

indicators that have quality as a prerequisite, their approach is rooted in the Practices 

of Coffee and Farmer Equity (C.A.F.E). These practices and their implementation was 

the result of a joint collaboration with Conservation International ten years ago. Over 

one million workers who are employed by participating farms have been directly affect-

ed and have had a positive social,environmental and economic impact The Co-

founder,Chairman and CEO of Conservation International said,“Over the course of our 

longstanding partnership, we have seen Starbucks‘ Peter Seligmann raise the bar for 

the entire industry by expanding their innovative work with coffee-growing communities. 

These cutting-edge efforts have enabled Starbucks to help improve farmer livelihoods 

while protecting some of the world‘s richest and most valuable ecosystems. Starbucks‘ 

leadership in environmental and social stewardship is a great example of a company 

using its size for good.”(www.starbucks.com/responsibility/sourcing/coffee,2012). 

 

One can get lost on the Starbucks‟ website by reading how well and good they do in 

regards to their efforts of ethical sourcing. A very important aspect,however,that needs 

to be addressed with regards to Starbucks‟ ethical responsibilities is the fair trade certi-

fication. It is a certification system that shows that specific products meet agreed envi-

ronmental,labour and developmental standards.  
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Starbucks takes great pride in this certification,as it is considered to be the strongest 

label with the toughest criteria because it does not only try to guarantee fair prices,but 

the whole notion of fair trade is rooted in the principles of ethical purchasing. These 

principles include banning child and slave labour,improving working condi-

tions,adhering to human rights laws,ensuring that a fair price is paid for all products 

and facilitating social development,as well as protecting and conserving the environ-

ment. (www.fairtrade.org.uk,2012). There is no other label,especially in coffee produc-

tion,which is able to guarantee that a high price is consistently paid to coffee-

farmers,enabling them to improve their livelihoods (Kooperation Utan Gränser,2005). 

Despite these great benefits that this certification provides,it also comes with some 

significant criticisms as to how ethical it really is. Research has shown that consumers 

are willing to pay substantially higher prices for products that bare the fair-trade certifi-

cation (Arnot et al.,2006). However, the premium paid for such products does not ap-

pear to be reaching the producers,instead it seems to be collected by multination-

als,employees of various co-operative organizations or is being used to cover unnec-

essary expenses. As the Fairtrade foundation does not have a system in place to moni-

tor the extra amount charged by retailers for fair trade goods,it is impossible to know 

how much more is being charged and if any of that extra money is being given back to 

the farmers (Raynolds,2009). Although Starbucks indicates how much more the pay for 

their fair trade coffee,and they also undertake tremendous activities to support their 

farmers, it does create the question as to how much they are giving back compared 

with what they are taking in.  

Further research indicates that vast inequalities are created in specific markets where 

such strict rules are not really appropriate by implementing fair trade standards. Farm-

ers that are not involved in the fair trade certification are losing out on aid they could 

receive from other NGOs. Additionally as there are a number of organizations that fur-

ther support farmers in developing countries it is challenging to distinguish how much 

of a difference the fair trade certification makes compared with other donors 

(Booth,2009). 

It is impossible to analyze fair trade and its certification in detail, as this would also be a 

thesis of its own. Additional ethical issues that arise,however, include the overproduc-

tion argument, corruption, inefficient marketing system, secretiveness diverting aid from 

other farmers,misleading volunteers,unethical selling techniques,imposing poli-

tics,political objections,failure to monitor standards, trade justice and a lack evidence 

on the impact (Brink,2004;Weitzman,2006;Booth,2007;Booth,2008;Utting,2009; 

Raynolds,2009; Griffiths,2011). It is fair to say that fair trade sounds good and makes 

businesses including Starbucks feel good about themselves in a sense that they are 

giving back. However,it is reasonable to suggest  that as there is a lack of hard evi-

dence in regards to the real economic and ethical benefits that are produced through 

http://www.fairtrade.org.uk/
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fair trade and its certification,the question is raised as to how „fair‟ and „ethical‟ they 

really are.  

In conclusion,Starbucks does fulfill this level of responsibility as they incorporate ethical 

practices in everything they do. However,as it still remains a large corporation that at 

the end of the day has to produce results,some issues will definitely be overlooked. 

6.1.4 Philanthropic Responsibilities - Be a good corporate citizen 

Starbucks has endless sections on its website where it describes the company‟s activi-

ties and community involvement. The list is too exhaustive to reproduce here in this 

thesis.  

Starbucks claims,“Bringing people together, inspiring change and making a difference 

in people's lives – it's all part of being a good neighbor. And it's a commitment rooted in 

the belief that we can balance profitability and a social conscience.” 

(http://www.starbucks.com/community,2012). Starbucks is also participating in a num-

ber of certification systems which have often been voluntary and have helped the com-

pany earn a reputation for being a leader in Corporate Social Responsibility (Depass, 

2005). Everything that Starbucks does and claims seems to be deeply rooted in CSR 

values and Porter's (2006) shared value model. Below are some of the steps Starbucks 

undertakes so as to be a good corporate citizen. 

 

In order to help communities thrive, the Starbucks foundation was set up in 1997. The 

foundation supports communities globally in different areas, including nurturing young 

leaders,supporting coffee tea and cocoa communities,promoting access to get clean 

water,fostering education in China and community service.  

 

Partner Networks 

 

Starbucks has an extensive partner network that enables engagement in diversity 

work,inclusion and accessibility. It is able to address special issues and celebrate 

achievements in areas such as gender,race,accessibility and sexual orientation. The 

current networks as taken from their website (www.starbucks.com/career-

diversity/partner-networks,2012) are: 

 

 Starbucks Access Alliance- offers a forum where diversity and specifically ac-

cesibility can be discussed for all the partners with disabiltiies and their allies so 

for for mutual benefits to be created for the business and the partners. 

 Starbucks Black Partner Network- assists in the professional development for 

partners of African descent and aims to streghten connections within the com-

munity. 

 Starbucks Emerging Workforce Network- so as for the partners to be able to 

fullfil their personal commitments as well as drive the business forward to 
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achieve the desired results this network offers flexible workplace solutions to 

the organization. This is also reffered as “work/life effectiveness”. 

 Starbucks Hora del Cafe- with a main focus on the Hispanic culture this network 

aims to create an environment where profesionall development and cultural 

awareness is enabled. While at the same time having a positive influence on 

the community. 

 Starbucks Pride Alliance- this network offers to the lesbian, gay, bisexual and 

transgender partners and equal, dynamic and supportive environment. 

 Starbucks Armed Forces Support Network- all current army service members , 

their families and veterans are supported in this network. 

 Starbucks Women's Development Network- By providing education, involve-

ment in the community and further building of relationships this networks en-

hances development on a personal and proffesional level as well as any lead-

ership opportunities. 

 

It is not the purpose of this thesis to analyse these in detail, but it can definitely be said 

that the company is undertaking significant steps to be involved in as many issues as 

possible concerning the society and the community. This is definitely an element of 

what CSR is all about and shows that the company is embracing these values on a 

daily basis. It must also be noted that Starbucks is the only company that has created 

such networks. No other coffee company analyzed for the purpose of this thesis has 

anything similar, therefore no further comparison will be possible on this front. 

 

Another proof that Starbucks is trying significantly to be recognised for all the activities 

they undertake to be involved in the community and be a good corporate citizen is a 

number of awards they have received over the years. Below are some of distinctions 

Starbucks has received over the years as taken from the company website. 

 

Awards & Distinctions 

 

 “No. 1 Best Coffee”,Fast Food and Quick Refreshment categories Zagat‘s Sur-

vey of National Chain Restaurants (2009‐2010) 

 “No. 1 Most Popular Quick Refreshment Chain” Zagat‘s Survey of National 

Chain Restaurants (2009‐2010) 

 One of the “World‟s Most Ethical Companies” Ethisphere (2007‐2010) 

 “Most Ethical Company,European Coffee Industry” Allegra Strategies 

(2009‐2010) 

 “Best Coffee House,Germany” Deutschland Institute for Service Quality (2010)  

 One of the “100 Best Corporate Citizens” Corporate Responsibility Of-

ficer/Business Ethics (2000‐2010) 

 One of the “Global 100 Most Sustainable Corporations in the World” Corporate 

Knights (2010)  
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 One of “The 100 Best Companies to Work For” FORTUNE (1998–2000,2002–

2010) 

 One of the “Most Admired Companies in America” FORTUNE (2003–2010)  

 One of the “Best Places to Work for LGBT Equality” The Human Rights Cam-

paign (2009‐2010) 

 

There is no doubt that the achievements and rewards listed above are remarkable and 

further highlight Starbucks‟ efforts to be a leader in CSR and everything it pursues as a 

company. Having these awards,however,does not mean that the company should rest 

and rely on past successes. It should continue to operate the way it does and try and 

learn from past mistakes,such as the ones discussed in the previous sections. There is 

no doubt that overall Starbucks is trying to be at the forefront at what it does,and this 

level of responsibility is definitely fulfilled.  

6.1.5 Conclusion   

After researching all the components of the company‟s operation relating to its respon-

sibilities ,the author came to the conclusion that the Starbucks strategy was build upon 

Carroll‟s (1991) pyramid model,as it is fulfilling at all levels. Baring in mind all scandals 

that the company has been involved so far,it must be noted that they have tried to re-

spond and react to them as much as possible. For a global company the size of Star-

bucks undoubtedly many challenges will arise but they seem to be achieving more than 

what Carroll‟s (1991) model is requiring. All their CSR activities are integrated in the 

core of the company‟s strategy and it appears that Porters (2006) shared value theory 

has been taken into consideration before formulating this strategy. This is because 

from all their activities that have been looked at so far, such as the partner networks for 

example, a social dimension seems to be created that benefits both the society and the 

company. 

6.2 Nespresso 

Nespresso was founded in 1986 by Luiggi Bezzera who created a unique concept of 

making coffee. The Nespresso system is the interaction between the Nespresso ma-

chine and the unique Nespresso capsules. It is an autonomous global business owned 

by the Nestlé Group. It is present in over fifty countries and has over seven thousand 

employees compared to three hundred and thirty one in 2000. More than seventy per-

cent of their employees are in direct contact with their customers. The production areas 

are Brazil,Columbia,Mexico,Costa Rica,Guatemala,Nicaragua and India. Nespresso 

has over 1.5 million fans on facebook and one hundred eighty thousand unique cus-

tomers visit its online boutiques daily (www.nespresso.com). 

 

It has an international network of two hundred and seventy exclusive boutiques with the 

aim to grow this to three hundred by 2012. Nespresso competes in the business to 
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business and business to consumer segments. The company has been included in the 

Top 100 most Powerful Brands and has been ranked number one in its category. In 

2008 Millward Brown ranked Nespresso a global status as the first roast and ground 

coffee brand. (www.nespresso.com) 

 

Being part of Nestlé, Nespresso shares the same business principles. According to 

Nestlé, their ten corporate business principles are the foundation of everything they 

undertake. It is a non-negotiable fact, and all employees must comply with their busi-

ness principles and the related policies  belonging to each principle. These principles 

are divided in five categories and are:  

 

Consumers 

(1) Nutrition,Health and Wellness - through their corpotate proposition Good 

Food,Good Life,Nespresso strives to improve the lives of their customers by offering 

healthy and tasty food and beverage choices. 

(2) Quality Assurance and product safety- being part of Nestle a products safety and 

standard is ensured. 

(3) Consumer Communication – Nespresso takes a commitment to being responsible 

towards their consumers by empowering them to make informed choices as well as 

promoting healthier diets. They also respect consumer privace. 

 

Human rights and labor practices  

(4) Human rights in our business activities - By supporting the United Nations Global 

Compact's (UNGC) guiding principles on human rights and labour,the company strives 

throughout thier business activities to set an example based on these principles. 

 

Our People 

(5) Leadership and personal responsibility - Focusing heavily on their human resources 

workforce by treating everyone with respect and dignity,providing equal opportuntiies 

for development and enhancement,recruit poeple who respect their values,protect their 

privacy,and have no tolerance for harassment or discrimination. 

(6) Safety and health at work- Nespresso takes a commitment to protecting their em-

ployees,contractors and everyone who is involved in the value chain by taking 

measures to prevent accidents,injuries and any illnesses related to work. 

 

Suppliers and customers 

(7) Supplier and customer relations - Nespresso expect all their partners from their 

suppliers to their agents,subcontractors and employees to display hones-

ty,integrity,fairness and abided to their non-negotiable standards. This is their commit-

ment to their consumers as well. 

(8) Agriculture and rural development - In order to make farmers more environmentally 

sustainable the company contributes to improvements in areas such as agricultural 

http://www.nespresso.com/
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production,social and economic welfare of farmers,rural communities and production 

systems.  

 

The Environment  

(9) Environmental sustainability - Nespresso endeavors to use natural resources effi-

ciently at all stages of the product life cycle, use sustainably-managed renewable re-

sources as much as possible and target zero waste. This is how the company is com-

mited to business practices that are environmentally sustainable. 

(10) Water - The company takes a commitment to the sustainable use of water and 

constantly try to improve their water management. 

How the principles are applied is being measured and audited on a regular basis. The 

Figure 4 below,shows that the principles are the basis for everything Nestlé does. The 

company considers these principles to be their commitment towards environmental 

sustainability and the creation of shared value. Nespresso states on the company web-

site,“Creating Shared Value is the basic way we do business,which states that in order 

to create long‑term value for shareholders, we have to create value for society. But we 

cannot be either environmentally sustainable or create shared value for shareholders 

and society if we fail to comply with our Business Principles.”(www.nestle-

nespresso.com/ business-principles,2012). 

 

FIGURE 4: GOING BEYOND COMPLIANCE AND SUSTAINABILITY 

SOURCE: HTTP://WWW.NESTLE-NESPRESSO.COM/ECOLABORATION/REPORTING-PERFORMANCE, 2012 

 
It is clearly evident that both Nestlé and Nespresso seem to have adopted Carroll‟s 

(1991) pyramid and adjusted it to create their own model of sustainability, which is pre-

dominantly based on Porter‟s (2006) shared value theory.  

 

http://www.nestle-nespresso.com/ecolaboration/reporting-performance
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Company Strategy 

Nespresso has built its long-term corporate business strategy on the basis of sustaina-

bility. They have three key growth drivers that is the backbone of their strategy. Accord-

ing to Nespresso, their Unique Business Model “enables us to guarantee quality at eve-

ry stage of the sourcing,production and sale of our coffees and to maintain a direct dia-

logue with our consumers and Club members. Our unique route to market –

encompassing our e-commerce platform, our exclusive boutiques and our dedicated 

call centres,along with our partner model for machine distribution-provides us with a 

unique competitive advantage versus our competitors”(www.nespresso.com,2012). 

Figure 5 illustrates the company's key growth drivers, as taken from the company web-

site. They are further explained after the figure. 

 

FIGURE 5: NESPRESSO 3 GROWTH DRIVERS – 

 SOURCE: HTTP://WWW.NESTLE-NESPRESSO.COM/ABOUT-US/STRATEGY,2012 

 

 Creating Highest Quality Grand Cru Coffees 

Only 1-2% of the world‟s green coffee production is being used to produce their Grand 

Cru coffees,which are then blended to create all the different tastes they produce. 

 

 Creating long-lasting consumer relationships 

http://www.nespresso.com/
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By having a direct relationship with its consumers and the creation of the Club, Nes-

presso considers this one of its most valuable assets. Through this relationship the 

company is able to grow and evolve. 

 

 Creating sustainable business growth  

Sustainability is at the forefront of their corporate strategy as they take a holistic long-

term commitment towards it. So as to ensure sustainability in all the areas Nespresso 

is operating in, they try to set clear targets and aim to create a shared value both for 

business and society. They have created a program called „Ecolaboration‟,which is 

their way of doing business. It is a framework for the company and its partners to oper-

ate in a sustainable way,which is driven by innovation 

(www.nespresso.com/ecolaboration,2012). 

 

In 2003 Nespresso, in a joint collaboration with the NGO - the Rainforest Alliance, 

launched the Nespresso AAA Sustainability Quality Program. By working closely to-

gether with their farmers, this program‟s objective is to ensure that the highest quality 

of coffee is being produced in the most sustainable way. They aim to look after the live-

lihoods of their farmers as well as to ensure the highest coffee quality, in the form of 

training and technical assistance. Through this program farmers are rewarded with a 

premium price for sustainability and quality.(www.neste-nespresso/ecolaboration,2012) 

 

Environmental Impact & Actions  

 

So as to be able to understand and measure what impact Nespresso has on the envi-

ronment, they have been using a scientific approach called life cycle assessment since 

2005. Managing natural and renewable resources efficiently as much as possible, as 

well as reducing the waste their products produce, is one of their main priorities. They 

are committed to reducing the carbon footprint of each of their Nespresso coffee cups 

by 20% by 2013. (www.nespresso.com,2012) 

 

Through the life cycle assessment, Nespresso is able to understand what impact all 

divisions of the company have on the environment based on five different key 

measures. These are climate change,water,biodiversity,energy and human health. 

Greenhouse gas emissions and carbon dioxide contribute heavily to climate 

change,and the main focus of Nespresso is on managing these across their whole 

business as much as possible. According to Quantis,the specialist environmental con-

sultants, the biggest impact of Nespresso in regards to its environmental impact comes 

from its coffee growing and machine use. Therefore a main objective for the company 

has been to try and find ways to reduce the carbon emissions from its machines and 

the coffee cultivation. (www.nespresso.com/ecolaboration,2012) 

 

about:blank
http://www.neste-nespresso/ecolaboration
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Nespresso has hired leading experts and created a network so as to create coffee ma-

chines that will be innovative and greener. Energy consumption, carbon emissions and 

recyclability of all the ranges of machines the company produces, is the main focus of 

this network. All the machines are now fitted with an energy saving mode,and since last 

year they have fitted an automatic power off function. The latest machine,called Pixie,is 

able to consume 40% less energy compared to previous models as it automatically 

switches off after nine minutes of inactivity. (www.nespresso.com/ecolaboration, 2012) 

 

Through their AAA Sustainability Quality Program, Nespresso aim to help farmers to 

become more environmentally responsible,as well as to prepare them for any new 

challenges that arise through coffee growing in regards to climate change. They have 

helped over 40,000 farmers so far and this number continues to grow. In regards to 

recycling they support the development of schemes that will help them recover and 

recycle their capsules. They have installed over 7,000 dedicated collection points glob-

ally. (www.nespresso.com/ecolaboration,2012) 

 

Environmental efficiencies can be also found in all the buildings and production centres 

of Nespresso. For example,Nespresso describes how in Avenches “our new coffee 

roasters save the same amount of energy as the one used by 90 homes during a year. 

And nearly 7,300 cubic meters of rain water, equivalent to two and a half Olympic 

swimming pools, have been collected from the roof and used for various activities, in-

cluding flushing the toilets and watering the green areas” 

(www.nespresso.com/ecolaboration,2012). 

6.2.1 Economic Responsibilities - Be profitable 

In 2011 Nespresso reported revenue sales worth over 2.500 billion € which was a 20% 

increase from the year before. It is considered one of Nestlé‟s most profitable brands 

(www.nestle.com/investors,2012). No more financial highlights or key figures could 

be found on Nestlé‟s Annual Report regarding Nespresso, and the company does not 

publish individual financial results. Based on the revenue sales and the popularity that 

Nespresso is enjoying today,it can be presumed that this level of responsibility is ful-

filled. 

6.2.2 Legal Responsibilities - Obey the Law 

The company shares the same business principles and core values as the parent com-

pany - Nestlé. According to Nestlé the “Integrity,honesty,fair dealing and full compli-

ance with all applicable laws govern our operations and form the basis for company 

culture worldwide” at Nespresso. They have a whole section that refers to their busi-

ness conduct and covers aspects to include compliance with laws,rules and regula-

tion,conflicts of interest,outside directorships and other outside activities,families and 

relatives,corporate opportunities,insider trading,antitrust and fair dealing,confidential 

information,fraud,protection of company assets accounting,bribery and corruption. 

http://www.nestle.com/investors
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(www.nestle-nespresso/business-principles,2012) There are endless reports on their 

results and what the company has done over the years, but it is not the purpose of this 

thesis to analyse all these in detail. It can be concluded that this level of responsibility 

is fulfilled.  

6.2.3 Ethical Responsibilities - Be ethical 

A visit to the Nespresso website will leave one with the impression that this company 

takes its responsibilities very serious. There are countless sections with information 

relating to activities they undertake so as to be socially responsible and maintain the 

shared value practice across all business operations. There is no doubt that Nespresso 

makes an effort to be ethical and fulfil this level of Carroll's (1991) model. 

 

One of the key criticisms, however, that Nespresso is facing with regards to its ethical 

behaviour is the association with Nestlé,the parent company. Nestlé is a global corpo-

ration that prides itself in using the shared value model. It is the world's largest 

health,wellness and nutrition company. In the Fortune Global 500 it was listed number 

one as the world's most profitable corporation. They have 449 factories, operate in 86 

countries worldwide and employ over 328,000 people. Last year it turned over 69.595 

billion € and reported a net profit of 7.908 billion €. (www.nestle.com,2012) 

 

Since the late 1970s Nestlé has been involved in a bitter controversy concerning the 

promotion and use of infant formula, especially in developing countries,which led to a 

boycott of all Nestlé products that is still ongoing (Tran,2005). In 1981 a code was es-

tablished by the World Health Organization to regulate any advertising relating to 

breast milk formulas,which Nestlé seems to violate (www.who.int/nutrition,1981). Save 

the Children and the International Baby Food Action Network (IBFAN) maintain that 

numerous health problems and deaths have been the result of promoting infant formula 

over breastfeeding in developing countries (IBFAN, 2006). Nestlé suggests that women 

who are not able to breastfeed or do not want to,should opt for an alternative such as 

infant formula so as to give the nutrition babies need,although they do highlight that 

breast milk is the best food for babies (www.babymilk.nestle.com/2012). It is needless 

to say that such an issue is definitely unethical. Nespresso does not produce or sell 

infant formula,however,Nestlé is about to launch a machine that is based on the Nes-

presso machine prototype so as to produce portioned substitute breast milk formula 

(Allen,2011). According to the author,this raises the question of ethical behaviour as 

well as choosing profitability over morality. 

 

During a severe period of famine, Ethiopia owed Nestlé 4.837 million € which Nestlé 

demanded they pay back. Over eight thousand five hundred people made complaints 

directly to the company and Nestlé was eventually forced to back down. They agreed 

to use any money paid back by the government to invest back into Ethiopia (Den-

ny,2002). A company that prides itself in creating shared value for all sure seems to be 

http://www.nestle-nespresso/business-principles
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creating first value for its shareholders rather than people in need. Nestlé's water busi-

ness has also been heavily criticised, as a documentary alleges that a truckload of wa-

ter is sold for 40.302 € while it is being bought only for 8.06 € (www.bottledlifefilm.com, 

2011).  

 

In 1998 the first allegations of child slavery use in cocoa production started to appear 

(Raghavan et al.,2001).  The Dark Side of Chocolate is a documentary that was aired 

in 2010 and claims that Nestlé bought cocoa beans from several plantations on the 

Ivory Coast where child slave labour was used. Although Nestlé signed the Harkin-

Engel Protocol,which was an international agreement to end child labour in cocoa pro-

duction in 2001,the company was named among others in a lawsuit that was filed in 

2005 on behalf of Malian children. Children were trafficked into the Ivory Coast and 

were forced to work in cocoa plantations under severe circumstances. The suit was 

dismissed, however, in 2010 by the US District Court for the Central District of Califor-

nia as it determined that “corporations cannot be held liable for violations of interna-

tional law”.  

 

These might be some of the reasons why Nespresso states that it is operating on their 

own,possibly trying as much as possible to distance itself from Nestlé‟s image. There is 

no doubt that all these issues dilute the very notion of shared value,CSR and ethics 

altogether,but there is evidence that a company does not become the biggest corpora-

tion of the world just by „playing nice‟.  

 

Partners  

 

Nespresso is in partnership with the following organizations,as taken from the company 

website (www.nestle-nespresso.com/partnerships,2012): 

 

 Rainforest Alliance  

 Sustainable Agriculture Network (SAN): 

 The International Finance Corporation (IFC) 

 International Union for Conservation of Nature (IUNC) : 

 The Columbia Coffee Growers Federation (FNC): 

 ECOM Agroidustrial Corporation: 

 Efico 

 Thévenaz-Leduc 

It is not the purpose of this thesis to analyse each partner organization in de-

tail,however,the Rainforest Alliance will be examined in more detail as it is directly 

linked with Nespresso. The certification awarded by the Rainforest Alliance belongs to 

the Sustainable Agriculture Network,which is a coalition of NGOs. These partnerships 

http://www.bottledlifefilm.com/
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are outside partnerships, hence different to the ones that Starbucks has established. 

This is why they are catecorized in this section. 

There are ten principles that make up the certification and these are: social and envi-

ronmental management systems,water conservation,fair treatment and good working 

conditions for employees,occupational health and safety,community rela-

tions,integrated crop management,soil management and conservation integrated waste 

management. There are numerous criteria that make up all these principles. Out of the 

ninety criteria that the certification takes into account only fourteen are considered as 

“critical criterion” that each company wishing to get certified needs to comply with. In 

addition, only 50% of the criteria of each principle need to be complied with so as to be 

awarded the certification. (Sustainable Agriculture Network,2005) 

One example of a critical criterion is the restrictions on chemicals. If they are listed in 

the Stockholm Convention on Persistent Organic Pollutants,the Rotterdam agreement 

on Prior Informed Consent,the Dirty Dozen or have been banned in the EU or the US, 

their use is forbidden. The restoration and protection of the natural ecosystems as well 

as the establishment and maintenance of shade trees are additional critical criteria. 

The fifty percent limit that needs to be met so as to pass each principle,however, ena-

bles farmers to get away with actions like limitation on working hours,workers 

healthcare for handling agrochemicals and wastewater analysis. (Sustainable Agricul-

ture Network,2005) 

Coffee is included in the crops which have additional criteria to be met in order to get 

certified by the Rainforest Alliance. These criteria include that only children from coffee 

growing families are allowed to work in the field,as well as precautions on the way they 

grow and maintain shade trees. However,none of these criteria are considered a critical 

criterion. (Sustainable Agriculture Network, b,2005) 

The Rainforest Alliance Certification does not come without its critics. A complaint to-

wards Kraft Foods was filed by the Swedish Society for Nature Conservation (SSNC) 

as they wanted the company to stop marketing their Rainforest Alliance certified coffee 

as sustainable. Allowing the use of toxic pesticides,as well as knowing that the guaran-

teed minimum wage is not sufficient for farmers to survive are some of the reasons for 

filing this complaint. Chemical pesticides damage is a major health problem in Brazil 

according to its ministry related to working environment,and it is unacceptable to con-

tinue to allow the certification to be called sustainable (Swedish Society for Nature 

Conservation, d.,30/11/2006). Although Kraft maintains that the Rainforest Alliance is 

on the same level as fair trade in its statements in a Swedish newspaper,the head of 

Swedwatch seems to disagree as he says,―I have visited Rainforest Alliance certified 

farms. The workers were living in absolute poverty”(Dagens Nyheter,web edition,2005). 

It is impossible to know if Nespresso certified farms face similar challenges, but one 
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cannot be anything but sceptical about the whole certification process and how sus-

tainable they truly are. 

Putting Nestlé‟s issues aside, the author believes that Nespresso is fulfiiling this level of 

responsibiliy. Although the criticism that comes with the certifications creates its own 

questions regarting ethics, the company is trying to be ethical.   

6.2.4 Philanthropic Responsibilities - Be a good corporate citizen 

Famed explorer Mike Horn has been leading “The Pangaea Expedition” since 2008 in 

an effort to teach young people about the preservation of nature and promote sustain-

ability. Nespresso supports this expedition, as it is considered one of the most remark-

able exploration journeys ever taken. By educating young people in everything around 

sustainability, this program takes young people to experience and explore the world 

firsthand. Mike Horn says that “The Pangaea Expedition taps the world‘s most powerful 

energy source—the younger generation—to help create sustainable solutions.” 

(www.nestle-nespresso.com/newsandfeatures/,2012). 

 

Although Nespresso does not seem to be doing carrying out activities related to charity 

or philanthropy, the author believes that this level is fulfilled as Nespresso undertakes 

so much as part of its strategy as discussed above. 

6.2.5 Conclusion 

Nespresso on their webiste have quoted Porter (2006) who believes that the company  

is example of the shared value model: 

Nespresso‘s innovative program, which helps farmers achieve higher prices, 

better yields, and greater environmental performance and sustainability, is not 

driven by charity but by creating value. Nespresso will benefit strategically from 

the quality improvements that farmers achieve and coffee supplies that will be 

far more sustainable over time. It is this alignment between corporations and 

social challenges, not a mindset of separation and tradeoffs, which is the key to 

both economic and social progress. (www.nestle-nespresson.com/creating-

shared-value,2012) 

It is undeniable that Nespresso can be considered a leader in what they do. Having 

clearly paid attention to the roots of Carroll‟s (1991) and Porters (2006) model, by em-

bedding CSR in their core strategy and creating shared value, will enable them to con-

tinue to hold the position they do. The association with Nestlé is never going to go 

away as long as they still belong to the corporation, but the company does seem to try 

and operate as independently as possible.  

http://www.nestle-nespresso.com/newsandfeatures/nespresso-ecolaborationtm-ambassador-inspires-young-people-to-preserve-nature
http://www.nestle-nespresson.com/creating-shared-value
http://www.nestle-nespresson.com/creating-shared-value
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6.3 Tchibo 

Tchibo was founded in 1949 in Germany. It is considered the world's fourth largest cof-

fee roasting company. They are considered a market leader in roasted coffee in Ger-

many, Austria, Poland and the Czech Republic. The company employees 12,100 em-

ployees worldwide, with 8,300 of the total number working in Germany. The Tchibo and 

Gala von Eduscho are the two brands in Germany, and internationally the company 

operates Tchibo,Jilhavanka,Eduscho and Davidoff Cafe. It is part of Tchibo Gmbh, 

which is one of Germany's largest international companies for consumer goods and 

retail. They have a network of 1,100 Tchibo shops, with over 840 in Germany and an 

estimated 500 of them have an integrated coffee bar. Internationally they have around 

300 shops with a predominant presence in Eastern European countries. They also 

have over 29,000 concessions in specialised retail and supermarkets,8,300 of which 

also sell non–food items. They have another 7,000 concessions in Austria and over 

190 in Switzerland. All their products are also available online. (www.tchibo-

nachhaltigkeit.de,2012) 

 

Company Strategy 

 

In order to be able to control all departments with respect to sustainability, Tchibo 

founded a Corporate Social Responsibility department in 2006. With a target to equate 

the Tchibo brand with sustainability, the company has been monitoring and optimising 

their activities on a regional and national level for their products and processes bearing 

in mind social and ecological considerations. The strategy to outline, develop and im-

plement all business activities along the lines of sustainability led to the launch of 

“Strengthening strengths 2010” in the year 2006. In 2010 this strategy evolved to be-

come the “Building Our Future on Tradition”, which holds sustainability at its core. 

(www.tchibo-nachhaltigkeit.de/csrweb,2012) 

 

The strategy is based on three principles which are: 

 

-Responsibility as part of the company strategy- Coffee, consumer goods and all major 

processes are set clear objectives that consider elements of social, economic and envi-

ronmental nature. This is measured and evaluated at the end of each year. 

 

-Responsibility throughout the lifecycle of each product- All aspects of a product‟s life 

from the use of resources, to production and disposal are closely monitored with re-

gards to their social and environmental effects. 

 

-Customer Orientation- The base of their success is considered the customer orienta-

tion which is in line with the company's values and strategy. 
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6.3.1 Economic Responsibilities - Be profitable 

Taking a closer look at Tchibo's strategy they have clearly paid attention to the whole 

notion of CSR and have created a strategy that is in line with all the values that need to 

be adhered to so as to be socially responsible. Their sustainability report for 2010 is 

hosted on a separate website and covers areas such as sustainability management, 

responsibility supply chains, customer section, environmental protection, employee 

benefits, engagement with society and various facts and figures. In 2011 the company 

reported revenue of 3.500 billion €. 

The above discussion covers the reasons why one can say this level of responsibility is 

fulfilled by the company. One interesting aspect the author of this thesis finds, however, 

is that the company states with regards to its operations that “Tchibo has set key prior-

ities and – whenever reasonable – yearly goals to live up to its responsibility”. This cre-

ates the question  as to „how reasonable‟ a target can be, and could the company set 

targets that it is confident it will be able to meet, so as to claim afterwards that it is 

achieving everything it sets out to do. Carefully written statements are not uncommon 

and have been found on all the official documentation of all coffee companies analyzed 

as part of this study. However,this does not mean that the results are not questionable. 

6.3.2 Legal Responsibilities - Obey the law 

Taking a closer look at their legal responsibilities, it is reported that “Tchibo gives high-

est priority to fair conduct, ethical business practices and compliance with all laws. We 

want our employees to feel committed to these principles at all times.”(www.tchibo-

nachhaltigkeit.de/csrweb, 2012). Their code of conduct is a 12 page document that 

describes their values and standards of ethical business practices. The report consists 

of thirteen principles that include fair competition; prevention of corruption and granting 

of competitive advantages; data protection;safety and environmental responsibility; 

social responsibility;discrimination ban;insider trading law;protection of corporate prop-

erty and business secrets;protection of intellectual property;avoidance of conflicts of 

interest-private activities;truthful and complete accounting in accordance with the law; 

economical use of corporate resources; and ambassadors of the company. It is a very 

well written document and there is no doubt that they try and be as legal and ethical as 

possible. 

 

In 2010 Germany's Federal Cartel Office fined eight German coffee companies and 

their local subsidiaries 30 million € for price fixing. Tchibo was included in these com-

panies. According to the competition regulator of the country, there has been a co-

ordinated illegal price fix for wholesale coffee that was sold in bulk to customers such 

as hotels,restaurants and automatic machine companies for almost ten years. The 

head of the competition office said,“Coordinated price increases for consumer goods 

such as coffee have a direct impact on consumers' wallets”(www.dw.de/dw,2010). It is 
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needless to say that such an action that has been going on for so long is not only illegal 

but also unethical. Regardless how well the code of conduct of Tchibo may be written 

and presented on the company website and all the other reports,such actions diminish 

the whole notion of CSR,and Tchibo should be very careful of how it proceeds in such 

matters in the future. It can be said that this level of responsibility of Carroll's CSR 

model is only partially fulfilled,as the company knowingly for years fixed prices while 

portraying they are doing everything the right way. 

6.3.3 Ethical Responsibilities - Be ethical 

The code of conduct described above includes as well the ethical practices the compa-

ny adheres to. There is no doubt that they want to be ethical and they try as much as 

possible to instill that in their corporate practices and day to day operations.  

The company works closely with the Rainforest Alliance,Fair Trade, Organic, 4C Asso-

ciation (Common Code for the Coffee Community) and the International Coffee Part-

ners (ICP). Having examined the Rainforest Alliance in the analysis of Nespresso, and 

Fair Trade in the analysis of Starbucks, the same issues arise here in regards to the 

real impact such certifications and associations have. In addition, it is impossible to 

know the extent to which Tchibo achieves maximum certification points when being 

assessed,for example,and how “fair” their fair trade really is.  

The Financial Times of Germany reported in 2010 that major European retailers such 

as H&M, C&A and Tchibo were selling cotton garments as organic although they were 

well aware that they contained genetically modified (GM) cotton,which is forbidden in 

organic cotton. This „gigantic fraud‟ saw two European certifying agencies being fined 

for lenient processes. The laboratory that ran the tests on these garments found that 

GM cotton had contaminated 30% of the organic cotton samples. (oecotex-

tiles.wordpress.com,2010) This is not only illegal but it is also unethical, and it seems to 

provide evidence that once again the profitability choice has overtaken the legal and 

ethical choice. 

Environmental Protection 

Tchibo has three sections regarding environmental protection which are: Climate Pro-

tection, including transport, energy consumption and mobility; Biodiversity; and Con-

serving Resources. Once again there are several sections on their responsibility web-

site that list all the actions they undertake to protect the environment. 

They aim to reduce their carbon emissions by 30% by 2015 compared with their 2006 

levels and have already managed to reduce them by 26%. They list all the actions they 

undertake to achieve this but some of the facts are somewhat vague. For example, 

they say that “In 2006,our shipments resulted in emissions of approximately 128,500 
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tones of CO2. This is good in comparison to other companies operating on a global 

scale – but not good enough for us” (www.tchibo-nachhaltigkeit.de/climate-

protection,2012). Some of the explanations they provide are not easy to understand 

and if the person reading these reports is not an expert in CO2 readings,he/she could 

not possibly say for sure that what Tchibo is doing is definitely benefiting the environ-

ment. This is not to suggest that they are not trying to reduce their emissions as much 

as possible but the scientific graphs and numbers presented can be misleading.  

Regarding their energy consumption,they state that ―Tchibo roasts its coffee,heats and 

lights its shops and administration buildings and also needs to use electricity and heat 

in its warehouses. In short,we would not be able to run our business without energy. 

However, we are taking numerous measures to put a cap on our energy consumption.‖ 

Some of these measures include equipping their roasting plant in Hamburg (Germany) 

with an energy-saving and environmentally friendly temperature catalytic convertor; 

replacing all their lamps with lower watts thereby reducing their energy consumption by 

half; overhauling the heating system in their warehouse in Gallin (Germany); and build-

ing lighting controls in all their shops whenever possible. In addition to these measures 

they are also planning to introduce energy management systems (EMS) in all their lo-

cations to manage and reduce their energy consumption even further. (www.tchibo-

nachhaltigkeit.de/ protection/climate-protection/energy-consumption,2012) 

There is no doubt that without energy consumption no part of their business would be 

possible to operate, so stating this is like stating the obvious. However,some of the 

measures sound good and definitely will reduce their energy consumption. Whereas 

phrases like “whenever possible” and “plan to equip further locations with energy man-

agement systems” are open for interpretation as to when they will really happen and be 

implemented.  

For biodiversity they state: 

 Biodiversity is one of our planet‘s greatest treasures. Yet the variety of animal 

and plant life is declining, in part thanks to human encroachment on the world‘s 

flora and fauna. We can measure the damage which stems from human inter-

vention: Scientists estimate that its cost amounts to about two to five trillion dol-

lars each year. Tchibo places great importance on minimizing the effect of its 

business activities on biodiversity. (www.tchibo-nachhaltigkeit.de/biodiversity, 

2012)  

Once again the company‟s statements are very informational and somewhat vague. No 

real measurable actions can be identified concerning biodiversity, other than the fact 

that they will be “promoting biodiversity even more intensively in the future”. One inter-

esting aspect that the author has noticed, is that biodiversity is not included as a gen-
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eral term in CSR and Tchibo is the only company that has taken an approach to in-

clude it as part of its environmental strategy. 

Conserving their resources includes taking measures for water,packaging and waste. 

They take numerous steps for each resource, which are presented in graphs and care-

fully written statements,and undoubtedly prove that the company is trying as much as 

possible to reduce their impact on the environment. Overall it can be said that Tchibo is 

taking significant steps in protecting the environment and as much as possible try and 

implement measures and initiatives which will continue to do so. Some of the facts pre-

sented on the company website are open for interpretation,as mentioned above, but 

this is something that was found to be true in the cases of all the coffee companies 

analyzed for the purpose of this thesis.  

6.3.4 Philanthropic Responsibilities - Be a good corporate citizen 

Education and vocational training is heavily supported by Tchibo. The company is 

committed in the regions where its products are being produced to support as much as 

possible the workers and their families. They participate in projects that enhance edu-

cation and training and they have created a principle called “help them to help them-

selves”. Through this principle Tchibo aims to improve the living conditions of its work-

ers by building schools,establishing childcare programmes and provide training. They 

focus heavily on supporting coffee and cotton producing countries since without them 

they would not be able to have the products that they sell. They have active projects 

running in Guatemala,offering better education for the children of coffee farmers; in 

Columbia,building a new classroom and providing all necessary furniture and teaching 

materials;and offer training programs in Kenya to better involve women in gaining 

knowledge with regards to cultivation,coffee growing,maize,beans and mangos. Tchibo 

also supports “Cotton Made in Africa”,which is an initiative set up by the “Aid by Trade 

Foundation”and aims to improve the living conditions of farmers and their families in 

Benin,Burkina Faso,Malawi,Zambia and Cote D'Ivoire. (www.tchibo-nachhaltigkeit.de 

/promoting-education-and-training,2012). 

In addition they are also committed to charity and have supported numerous cam-

paigns and organizations. They donated over 80,000 € to the “Red Noses” campaign 

that sends clowns to cheer up children in hospitals and keep their mind away from their 

illness and condition. They also have supported the “Whatever it Takes” campaign, 

where celebrities draw a picture and then donate it to the 21st Century Leaders Foun-

dation. In 2009 and 2010 Tchibo donated over 265,000 € to the foundation, which in 

turn supported organisations like the Nelson Mandela Children's Fund, Lifebeat, Trade 

plus Aid and UNICEF.  Tchibo has also donated over 22,000 € worth of coffee to com-

munity initiatives and other food charities. (www.tchibo-nachhaltigkeit.de/ community-

involvement,2012) 
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All these efforts definitely show that Tchibo is actively trying to be a good corporate 

citizen, and it definitely fulfils this level of responsibility of Carroll's (1991) CSR model. 

6.3.5 Conclusion 

The author of the thesis believes that Tchibo's CSR activities and strategy are still un-

der construction. The company started officially to adopt and launch CSR activities in 

2006 bearing in mind they have been operating since 1949 it has taken them a while. 

The adoption of a CSR framework came with a delay which has yet to mature. More 

specifically in the case of Tchibo,CSR can not be identified as strategic CSR and inte-

grated in the core company‟s strategy. The major reason of this inference is the scan-

dal they have been involved with. The evidence of coordinating price increases for 

more than ten years can not be erased so easily from their image and their history. 

Following illegal and unethical practices for so long reflects the way a company is 

choosing to do their business. However, as CSR is the way to change the way busi-

nesses are operating,Tchibo did very well by adopting it. Nevertheless, it has to be 

integrated in the company's core strategy going forward. 

6.4 Lavazza 

Lavazza was founded in 1895 in Turin, Italy. It is a family owned business that has run 

over four generations so far. It is considered a leader in Italy with a 48% share of the 

retail market in value. It has eleven subsidiaries and is present in over ninety countries 

around the world. The company employees four thousand employees and has over 

forty-five coffee laboratories around the world. They have focused heavily over the past 

twenty years in the production and marketing of systems and products for the portioned 

coffee segment. There are over 17 billion cups of Lavazza coffee consumed yearly 

worldwide. Lavazza has the largest production area in Europe in their Turin 

plant,operating on 73,000 square meters of space. Out of the twenty million coffee-

consuming families in Italy,16 million buy Lavazza. (www.lavazza.com,2012)  

 

The company takes great pride in being innovative especially in all areas regarding 

coffee. It has therefore set up a training centre that provides the opportunity to learn 

more about the world of coffee,as well as learning to maintain standards in regards to 

preparation and consumption of all the environments where coffee is consumed. The 

Lavazza Training Centre collaborates with the following partners: University of Gastro-

nomic Sciences of Pollenzo,The Polytechnic of Turin,Slow Food,Italian Culinary Insti-

tute for Foreigners (ICIF), Italian Food Style Education (IFSE)¸Italian Federation of 

Public Concerns (FIPE). (www.lavazza./trainingcentre,2012) This is a great effort to 

engage with their consumers,the public and further build on their reputation as they 

want to engage with the community as much as possible. 
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The company does not seem to have a specific environmental strategy in place but 

they address ecological issues by adopting quality certifications. They have a Quality 

Management System in place that complies with the ISO 9001:2008 standards. Their 

productions plants in Italy have also been awarded the following quality standards qual-

ifications:  

 

Turin Plant 

 ISO 9003  

 ISO 9001 Quality Management System certification  

 Integrated Environmental IPPC certification 

Pozzilli Plant 

 ISO 9001 certification 

Verres Plant 

 EMAS environmental certificate 

 

The ISO 9000 series of standards are published by ISO,the International Organization 

for Standardization. They are a series of standards that set out specific requirements 

and provide guidance on good management practice (www.iso.org,2012). These series 

of family of standards have a set of principles that organizations need to follow,which 

have to do with quality management and quality management systems. According to 

ISO 9000 it is needed to fulfill “The customer's quality requirements,and applicable 

regulatory requirements,while aiming to enhance customer satisfaction and achieve 

continual improvement of its performance in pursuit of these objectives”. Independent 

confirmation of the ISO requirements comes from third party verification bodies, and 

today there are over one million organizations in one hundred and seventy six coun-

tries that have been so far certified with the ISO 9001:2008 (www.iso.org/quality-

management,2012). It is “now firmly established as the globally implemented standard 

for providing assurance about the ability to satisfy quality requirements and to enhance 

customer satisfaction in supplier-customer relationships” 

(www.iso.org/iso/pressrelease,2010) 

 

Notwithstanding its popularity,these standards do not come without their criticism. In 

order to register for the ISO certification process and especially the ISO 9000 and 9001 

series,significant capital,time and paperwork are essential,which have been character-

ized as “excessive and extremely inefficient‖ by quality managers (Dalgleish,2003). 

Some believe that the series altogether are wasteful and do not provide any real use 

for the organizations that adopt them (Seddon,2000; Dalgleish,2003). Seddon (2000) 

believes that understanding and improvements are overshadowed by the specification 

requirements,the control and the procedures required for the certification. Wade (2002) 

argues that organizations should not rely only on the ISO 9001 specifications because 

there are no guarantees that a successful quality management system will be imple-

mented. Sometimes organizations tend to focus on just getting the certificate up the 
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wall,overlooking the important aspect of improving quality in the process. Additional-

ly,involving third party verification bodies only increases the cost of getting the certifica-

tion (Barnes,2000).  

 

There is no doubt that the ISO Standards do provide use for the organizations that 

adopt them,they would have not been adopted by some many organizations worldwide 

otherwise. Bearing in mind the above criticisms however, questions arise about the 

whole quality management system that exists within Lavazza. Based on the certifica-

tion alone it cannot be said that they do „enough‟. The company has their own man-

agement system in addition to the ISO certifications which is very positive,but the au-

thor contends that Lavazza should do more than rely on the popularity that comes by 

the ISO standards. 

6.4.1 Economic Responsibilities - Be profitable 

Lavazza does not publish a financial report that is available for download from the 

company website. In their press section the latest financial report comes in the form of 

a one page press release for the financial year of 2009. They have not published any-

thing yet for 2011 besides that the company reported revenue in excess of 1,200 billion 

€. (www.lavazza.com/numbers,2012) 

 

There is also no specific section dedicated to outlining their strategy. After reading sev-

eral press releases it appears that their aim is “towards broader internationalization of 

our Group and the objective of being the leader in the espresso coffee sector.‖ 

 

Examining closely all their activities the company undertakes, it is evident that CSR is 

high on the agenda on the way they operate. It would be more beneficial however, to 

have a section where they have all their CSR initiatives and actions together. One has 

to go in each individual section of all their subcategories on the website to gather the 

relevant information which has proven to be extremely time consuming.  

 

Lavazza has gained a reputation for partnering with a number of prestigious interna-

tional events in areas such as sport, culture and arts. Some examples include the 1998 

FIFA World Cup, a 16 season long, ongoing association with London Fashion Week 

and a three year partnership with the Wimbledon championship that started in 2011. 

The company also produces the Lavazza Calendar that has been running now for over 

20 years and has featured the works of world renowned photographers such as Helmut 

Newton,Annie Leibovitz, David LaChapelle, and Mark Seliger. 

(http://www.lavazza.com/PR_Wimbledon.pdf,2011) 

 

Being able to be associated with such prestigious events and activities there is no 

doubt that the company is not only performing well but also has the capability to allo-

http://www.lavazza.com/PR_Wimbledon.pdf


CSR IN THE COFFEE INDUSRTY  

71 

cate significant resources for forming such partnerships. Therefore,this level of respon-

sibility is fulfilled. 

6.4.2 Legal Responsibilities - Obey the law 

The company has a section on the company website titled code of conduct. They state, 

“The way in which business is conducted is just as important as the profits achieved 

and that nobody should operate under the false assumption that business targets are 

more important than legal and ethical standards‖ (www.lavazza.com/ company/ethic, 

2012). 

 

It is a 12 page report that covers aspects such as responsibility in the workplace;  

guaranteeing a safe working environment; guaranteeing a positive working environ-

ment; treating personal information as confidential; protecting company assets; correct 

use of IT systems and of the internet; protecting confidential company information and 

observing the confidentiality obligation; handling the content of external communica-

tions; responsibility in the marketplace; respecting the competition; avoiding conflicts of 

interest such as acting with caution when accepting gifts and perks; avoiding unlawful 

payments and irregular forms of payment and prevention of money laundering; and 

implementation and guarantees. 

 

This is a well written document that could possibly also be used as an employee hand-

book on how to conduct oneself and how to avoid certain aspects within business. It 

shows that the company is willing to take its responsibilities seriously but no other cri-

tique can be offered on this.  

 

In an extensive search that was done on the internet the only major scandal that 

Lavazza was found to be involved is the price fixing scandal of 8 major coffee chains in 

Germany. Lavazza was included in a fine totalling 30 million euros for price fixing in a 

period spanning almost ten years. This was extensively analyzed in the case of Tchibo 

in section (6.3). Being engaged in such an illegal activity for such a long period of time 

questions their code of conduct and the way they are willing to do business altogether.  

 

Obeying the law is essential to the whole notion of CSR. Bearing in mind the above 

fact, this level of responsibility is only partially fulfilled. One may suggest that as they 

operate globally, being critiqued on an individual scandal from one country would be 

too harsh, but the author contends that if the company was involved in such illegal ac-

tivities once who is to say that it will not do it again in the future. 

6.4.3 Ethical Responsibilities - Be ethical 

Human, environmental and cultural assets have been a strong focus of the Lavazza 

family. They state, “Lavazza is more committed than ever before towards promoting 

sustainable development” (www.lavazza.com/socialresponsibility,2012). In their efforts 
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to be ethical, they are involved in activities that try to improve company‟s social welfare, 

living conditions and productions facilities. 

 

The Tiera project started in 2002 and is a “sustainability project aiming for social devel-

opment and economic growth of the communities involved”. It now runs in Colombia, 

Honduras, Perù, Brasil, India and Tanzania. VOLCAFE who is considered a world lead-

ing trader of green coffee offered its technical support so as to be able to fulfill this pro-

ject. By working closely with local communities,the main aim is to enable them to be-

come more autonomous as well as improve standards relating to the quality of the cof-

fee cultivated. Rooted in the notion that economic growth and social development are 

closely interconnected, the environmental, social and cultural norms must be taken into 

consideration so as to be able to grow and at the same time respect and protect the 

natural resources.( www.lavazza.com/tierra1,2012) 

 

Lavazza states,“Tierra seeks to enable these highly impoverished communities to im-

prove their living standards and the quality of their coffee, to find ways of selling it on 

more advantageous and competitive terms, and to achieve greater financial independ-

ence, all using environment-friendly techniques.” (www.lavazza.com/tierra1,2012).  

They are partnered with the Rainforest Alliance to certify their Tiera projects and they 

state “The Alliance seeks to protect native flora and fauna while encouraging sustaina-

ble agriculture, in the belief that conservation can also provide health, social and finan-

cial benefits. Its audits are rigorous, with growers being required to provide full, ongoing 

evidence of their compliance even after obtaining certification.” 

(www.lavazza.com/tierra1/partner,2012) 

This is a great effort by the company to be socially responsible and there is no doubt 

that the impact these projects have on the livelihoods of the farmers they work with is 

immense. I believe therefore that this level of responsibility is fulfilled. Having exten-

sively discussed the issues arising by the Rainforest Alliance Certification however,one 

should be a little bit more skeptical before blindly believing that this certification alone 

proves how ethical they really are. 

6.4.4 Philanthropic Responsibilities - Be a good corporate citizen 

In its efforts to be a good corporate citizen Lavazza is supporting “Save the Children”, a 

charity that aims to protect disadvantaged minors as well as specific sustainability pro-

jects in Africa and Central America run by the International Coffee Partners. In addition, 

the Lavazza family set up the Giuseppe and Pericle Lavazza Foundation, a charitable, 

non-profit foundation that focuses in coffee-producing countries on managing projects 

relating to sustainability and social welfare (www.lavazza.com,2012). The Tiera pro-

jects is their ongoing effort not only to be ethical but also to give back to the communi-

ties they work with and there is no doubt that this level of responsibility is also fulfilled. 

http://www.lavazza.com/tierra1
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6.4.5 Conclusion 

Lavazza is the first company so far that adopts quality standard certifications. By meet-

ing the certification standards the company claims that they assure their activities and 

products. Some may assume that through these certifications the company is fulfilling 

all levels of responsibility in relation to Carroll's (1991) model, but this is not necessarily 

true. Nevertheless, the author believes that Lavazza is fulfilling all the responsibility 

levels because of all the additional activities they undertake and the major impact the 

Tiera projects have in all the countries they are involved with. 

6.5 Costa Coffee 

Costa Coffee is a multinational coffee house company based in the United Kingdom. It 

is a wholly owned subsidiary of Whitbread Plc. It is considered the largest coffee house 

chain in the UK. (www.caterer.com,2012) The company was founded in 1971 and now 

owns over 1,500 stores in the UK and over 700 in 24 other markets. It is considered the 

fastest growing coffee chain in the UK. (www.whitbread.co.uk,2012) 

 

In terms of size it is nowhere near as big as Nespresso or Starbucks and activities they 

undertake with regards to CSR practices are therefore significantly less. The analysis 

of Costa Coffee will therefore  be smaller as there is not that much infomation to ana-

lyze from. The company does not seem to have an environmental strategy in place, or 

a designated section on the company website where it outlines its environmental man-

agement and ways it is being measured.  

 

In the “contact us” section of the company website they have several questions related 

to the public such as general feedback,work opportunities, general information about 

the Costa Coffee business, as well as a section for students that is titled “Students”. In 

this section under the title, “I want to know about Costa‘s approach to Corporate Social 

Responsibility‖, one can find three initiatives relating to their corporate social responsi-

bility. These are details regarding the Rainforest Alliance certification, which will be 

discussed in the ethical section below, a case study about their coffee cups and a case 

study about milk bags. (www.costa.co.uk/contact-us/students/,2012) The link to be able 

to read and evaluate the milk bags case study could not be opened after trying several 

times therefore no critique can be offered on that. 

 

Costa Coffee  have undertaken the following actions to reduce their waste and in-

crease their recycling efforts in regards to their coffee cups. These include reducing the 

content of the inner cup cardboard by 10%, thereby saving 1,000 trees a year; replac-

ing the inside layer of the outer wrap with recycled paper; replacing the outer wrap of 

their cups with a lighter single layer material; adding calcium carbonate to their lids so 

less plastic is being used; only using sustainably sourced card materials in all their 

cups. (www.whitbread.co.uk/ Costa Cup Recycling,2012) These actions appear to be 

http://www.whitbread.co.uk/
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good although there is no measurable evidence on their website to support their ac-

tions. For example, it would impossible to know for sure that 1,000 trees are saved 

each year by reducing the inner cup content. 

 

The author contends that details regarding their recycling efforts and their CSR initia-

tives should have a section of their own because if you don't know what to look for, no 

one would think that the “contact us” section with a heading for students would offer 

such information. For a company that claims to be the UK‟s favorite and fastest grow-

ing coffee chain, they appear to have an amateur attitude regarding the presentation of 

their actions, especially if one were to compare them with Starbucks or Nespresso. 

6.5.1 Economic Responsibilities-Be profitable 

Costa Coffee's mission is “to save the world from mediocre coffee” 

(www.costa.co.uk/ourcoffee,2012). They do not have a section where their strategy is 

outlined, but they do give the feeling that they take responsibility in mind in their prac-

tices.  

 

Costa Coffee does not produce their own financial report and their results are high-

lighted in Whitbread‟s financial results. Costa‟s underlying profits for the year 

2010/2011 were up 38.0% at 86.262 million €, and their return on capital was up to 

32.4% from 28.3% the year before. Total sales grew by 27.5% and like-for-like sales 

grew by 5.5%.They grew their stores net growth by 175 stores in the UK and 157 over-

seas. (www.costa-business.co.uk/results,2012) By these statistics it appears that Costa 

Coffee is a healthy and profitable company and has fulfilled this level of responsibility.   

6.5.2 Legal Responsibilities - Obey the law 

There is no relevant information on the company website in regards to their business 

principles or any specific code of conduct that the company has created to be able to 

offer a critique on it. No major or significant scandals could be located on the internet 

either; therefore, it is reasonable to assume that they do obey the law and this level of 

responsibility is fulfilled.  

6.5.3 Ethical Responsibilities - Be ethical 

Costa Coffee have a section on the company website that is titled “responsible coffee” 

where they outline their social and environmental responsibilities. They state,“We want 

our coffee to leave a lasting impression on you, not our environment. That‘s why we do 

everything we possibly can to look after the communities we serve and the world we 

live in.”(www.costa.co.uk/responsible-coffee,2012). 

 

Stating that “we do everything we possibly can” is a very vague sentence that is open 

for interpretation. It would be much more effective to have a list of goals and targets 

http://www.costa-business.co.uk/results
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that are measurable,and then present these targets on the website so as to really show 

what exactly they are doing in regards to the environment. 

 

They state on their website, “Costa are leading the coffee market in their achievements 

towards 100% certified coffee in all its stores across the world. By working in partner-

ship with the Rainforest Alliance it is setting very high standards for others to fol-

low.‖(www.whitbread.co.uk/Costa-rainforest-alliance-certification.pdf,2012) Having ex-

tensively discussed the issues of the Rainforest Alliance certification in the analysis of 

Nespresso,the same ethical issues arise here as well. It is not possible to know how 

many certification points the farms used by Costa Coffee have received in order to get 

the certification. One might assume that they have only completed the bare minimum. 

Bearing in mind how lax the certification can be and the fact that all major coffee chains 

examined for the purpose of this thesis have this or similar certifications,such as fair 

trade, suggests that saying they are “setting very high standards for others to follow” is 

paradoxical.  

 

As a whole,the company is taking steps to be as ethical as possible and there is proof 

that this level of responsibility is fulfilled. Costa Coffee will need to be careful that they 

monitor their certification process and avoid as much as possible any issues relating to 

their ethical practices. 

6.5.4 Philanthropic Responsibilities - Be a good corporate citizen 

The company hosts yearly The Costa Book Awards,which is considered one of the 

most prestigious and popular literary prizes in the UK and Ireland. Having five catego-

ries,including first novel, novel, biography, poetry and children's books, this prize cele-

brates literacy and new talent. It was established in 1971 and was previously known as 

the Whitbread Literary Awards until 2006 when Costa Coffee took ownership from 

Whitbread (www.costabookawards.com,2012). Although this award has nothing to do 

with coffee,it is the company's attempt to be more involved in the society.  

 

In 2006 the company set up the Costa Coffee foundation, which is a registered charity 

that helps improve the social and economic welfare of coffee growing communities in 

countries such as Costa Rica,Columbia,Ethiopia,Guatemala,Uganda and Vietnam. 

Providing education for the children of coffee growers is the main aim of the foundation. 

Their main achievements so far have been to help twenty-two different growing com-

munities build twenty-two schools and one hundred and nineteen classrooms, provid-

ing jobs for 193 teachers and enabling access to education for 11,800 children. They 

want to grow this number to 15,000 children in the next two years. Through their charity 

they hope to raise funds in excess of a quarter of a million pounds to be able to do so. 

(www.costa.co.uk/ targets-and-achievements,2012) Although the foundation is small in 

size, their attempt to better the lives of the farmers they work with is admirable. There-

fore, this level of responsibility is fulfilled. 
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6.5.5 Conclusion 

Costa coffee at a first glance seems to fulfill almost all the responsibility levels. Never-

theless the fact that the legal actions are not officially publicized on their website leaves 

the impression to whoever is looking for it, that this section is overlooked. In addition 

the company is in partnership  with the Rainforest Alliance, but it is not clear what else 

it is doing regarding the cultivation and the production areas, which leaves many as-

pects open for interpretation. One element that is clear is the fact that being one of the 

smaller companies in size, possibly less funds are available that can be invested in 

CSR and transparency. 

6.6 Illy 

Illy is an international coffee chain company that was founded in 1933 in Trieste Italy by 

Francesco Illy. It started as a family business and the company is still being run by 

members of the Illy family today. Their coffee is available in over one hundred forty 

countries. Worldwide they have over two hundred espressamente illy coffee bar loca-

tions and over one thousand four hundred Artisti del Gusto cafes. They have founded 

four major research facilities and have created four major worldwide coffee industry 

innovations. Illy employs over seven hundred employees worldwide. The company par-

ticipates in over fifty thousand events every year around the world. Fifty-six percent of 

the company's market share comes outside Italy. (www.illy.com/company,2012) 

 

In an effort to create long standing and healthy relationships with its farmers Illy has 

created four pillars upon which the key principles of this relationship is based on 

(www.illy.com/four-pillars,2012) These are: 

 

(1) Selection- by searching for the best growers of Arabica coffee, illy agronomists and 

technicians travel the world to find the growers with best potential that will also commit 

to the illy quality standards. Selection criteria vary from country to country as there are 

different realities present in all of them. In Brazil,the growers are selected through the 

Ernesto Illy Quality Prize for Espresso competion,for example. 

 

(2) Training and Incentives- With over eighty years of coffee experience the agrono-

mists from illy's Università of Caffè program are able to support the coffee growers and 

enhance in-field cultivation techniques through the use of business management strat-

egies. 

 

(3) Recognize Quality,Guarantee a Profit - By achieving the highest quality standards 

farmers are rewarded so as to be able to claim that they are involded in  sustainable 

production. Illy adds a significant margin on the prices of Arabica internationally. They 

also pay a premium for achieving superior quality directly to the farmers as there is a 

bigger cost and effort to achieve that quality 
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(4) Build a community and culture of excellence- Illy constantly aims to maintain a cul-

ture of coffee excellence in a number of creative ways in all the regions they operate . 

In Brazil for example,the Clube illy do Cafè was founded by Illy in 2000 and it has 

grown to have more than six hundred growers today. Illy is able through this program to 

establish with the growers direct relatioships that are based on knowledege and mutual 

growth 

 

One of the world's leading independent industrial process arbiters, Det Norske Veritias, 

awarded Illy in 2011 with the Responsible Supply Chain Process certification.  Based 

on the quality of Illy‟s relationships with suppliers, this certification confirms the sus-

tainable practices of the company's supply chain. Using some of Illy's practices, Det 

Norske Veritias created this certification model by conveying roles that are critical in 

relation to value creation and quality improvement. (www.illy.com/certifications,2012) 

 

There does not appear to be any environmental strategy in place or a list of actions in 

regards to waste management,recycling,carbon emissions etc. They do however have 

the following certifications that refer to the company‟s quality standards and environ-

mental management: 

 ISO 9001 

 ISO 14001 

 Qualite France 

 EMAS Registration 

Having discussed the issues that arise from certifications such as the ISO Standards in 

the analysis of Lavazza,the same criticisms are applied here. Illy should not only rely 

on these certifications to make a credible difference on the way they operate their busi-

ness. 

6.6.1 Economic Responsibilities - Be profitable 

Entering the Illy website one can immediately see that sustainability is key in the way 

the run their business. The company's mission is ―to be the best in the world for coffee 

culture and excellence. An innovative company offering the finest products in the best 

places, growing to become the high-end segment leader‖. Their values are based on 

their passion for excellence and ethics meaning „construction of value over time 

through sustainability,transparency and people development‟ (www.illy.com,2012) All 

the statements quoted for Illy show a company who want to be the absolute best in 

what they do and are extremely well written. Sometimes though some of the phrasing 

seems to be over the top in terms of how they portray themselves. 

 

Illy does not have a section on their website where they outline their strategy per se, 

but they do elaborate extensively on how they operate their business under the sus-



CSR IN THE COFFEE INDUSTRY  

78 

tainability section. Their operating philosophy is „that the continuous pursuit of quality 

sets into motion a virtuous cycle that creates value for all parties involved,from coffee 

farmer to the consumer‘s cup. For Illy,quality and sustainability are an inseparable pair: 

only the truly excellent is sustainable, and anything worth sustaining must be excellent.‟  

(www.illy.com/sustainabiliy,2012)  

 

Economic,social and environmental implications are the three fold implications they 

bear in mind when considering their sustainability. These are the three factors that are 

also embedded in the key notion of CSR, so it does appear that they have paid atten-

tion to the theory and are trying to adapt they way they operate to these principles. 

There does not seem to be a measurable indication of how they succeed in all these 

principles.  

 

Illy does not publish any financial reports relating to its performance. No related press 

releases could be found either, but on their website they do state that in 2010 the com-

pany reported a gross revenue of 305 million €. The company appears to be profitable, 

engaging as well in many cultural and research projects that make up the Illy brand. 

This level of responsibility according to Carroll's (1991) model is fulfilled.  

6.6.2 Legal Responsibilities - Obey the law 

Having undertaken an extensive search on the internet, no major scandals or issues in 

regards to the legal responsibilities of Illy coffee could be found. This indicates  that 

overall Illy is fulfilling its legal responsibilities as per Carroll's (1991) pyramid. There is 

no doubt, however, that like any other major international company they will have dis-

putes over issues regarding employment and other practices, but as per the findings of 

this research it appears that Illy 'obeys the law'. 

6.6.3 Ethical Responsibilities - Be ethical 

The company has their own code of ethics which is titled  “act transparently”. It is an 11 

page report that outlines the commitments and ethical responsibilities that the company 

expects all its employees to adhere to. The general principles that are included in their 

code of ethics include impartiality; honesty; correct conduct in the event of potential 

conflicts of interest; privacy; the value of human resources; personal integrity and digni-

ty; fair use of authority; entrepreneurship; product and service quality; responsibility to 

the community and protection of the environment.(www.illy.com/codeofconduct,2012) 

As in the case of the other companies analyzed this is a well written report that takes 

into consideration all the aspects required so as to be socially and ethical responsible. 

The report can also be considered under the legal responsibilities, in addition to being 

used as an employee handbook. 
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Illy appears to be making a lot of effort through their commitment to sustainability and 

the four pillars discussed above, therefore there is no doubt that this level of responsi-

bility is fulfilled. 

6.6.4 Philanthropic Responsibilities- Be a good corporate citizen 

The company set up the Ernesto Illy Foundation so as to continue his life work and 

legacy with the aim of „promoting knowledge,ethics and sustainability as absolute val-

ues of life and enterprise.‟ The two main projects, as taken from their website 

(www.illy.com/ernesto-illy-foundation,2012), of the foundation are: 

 

-International Master in Coffee Science and Economics – an accredited, graduate level 

course of study in coffee, from agronomy through business management, aimed at 

developing the next generation of industry leaders from coffee producing countries. 

This has been developed in collaboration with the University of Udine and Trieste, 

SISSA, The Trieste Coffee District and the Consortium for Molecular Biomedicine. 

 

-The Ernesto Illy Trieste Science Prize -- awarded in collaboration with the Academy of 

Sciences for the Developing World (TWAS) to scientists who live and work in the 

Southern Hemisphere‟s developing nations who conduct internationally renowned re-

search in sustainability-related fields.  

 

-The Ernesto Illy Prize for Quality Espresso- introduced in 1991 with the aim to reward 

with cash the most deserving Arabica farmers in Brazil. It has so far seen over 10,000 

farmers get involved, earning in excess more than 1.612 million € in prize money. The 

majority of the farmers have re-invested the money back into their farms making clear 

indications that their sustainability model is effective. 

 

Other activities and projects they undertake include as taken from their website 

(www.illy.com/ernesto-illy-foundation,2012): 

 

 Masters degree in Coffee Economics and Science  

 Computational Toxicology research in collaboration with the International 

School for Advanced Studies of Trieste (Sissa)  

 Research, preservation and development project of the original germ plasm of 

the Ethiopian coffee plant  

 Pilot project in Colombia, dedicated to adverse communities, to introduce bee-

keeping and the production of honey in coffee plantations, as a new source of 

income and environmental sustainability  

 International Coffee Genome Network  

 Ethics and Corporate sustainability convention 
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Innovation and education are deeply rooted in their essence and how they want to dif-

ferentiate themselves from the competitors. They have developed three of the eight 

worldwide innovations in regards to coffee making, and they have also set up  

“Università del caffè”, known as the University of Coffee. The main objectives of the 

University are to teach producers the most environmental responsible ways to culti-

vate,harvest,process and produce coffee; offer training to professionals on how to max-

imize their knowledge and expertise in all things coffee and for consumers a curriculum 

that gives them the opportunity to learn and appreciate premium quality coffee. 

(www.illy.com/universita-del-caffe,2012) 

 

Since 1998 Illy has been in partnership with Share our Strength (SOS),a global non 

profit organization with the main aim to fight hunger. Over the course of ten years Illy 

has donated over 1.21 million euros to SOS. Baring in mind that non profit organiza-

tions are criticized for the way they allocate the funding they get,it is not possible to 

know the extend the money donated by Ily has been really used to make a difference in 

the fight against cancer. In 2004 they also set up the Cup of Kindness Initiative in Ethi-

opia which was key in enabling the funding and building of a school that was so need-

ed in the area. (www.illy.com/supporting-growth-community,2012) 

 

Illy is also heavily involved in the arts and they have the following initiatives they are 

involved in as taken from their website (www.illy.com/art,2012): 

 

 Illy and Contemporary Art 

 Galleria illy 

 illy Sustain Art 

 illymind/la Biennale 

 Art Fairs 

 In Principio- Salgado 

 illywords 

 Festivaletteratura Mantua 

 

This involvement is quite remarkable given the fact that Illy is a coffee company and 

has nothing to do with art. This is a further attempt to give back to society and create 

numerous opportunities for young and upcoming talents of that area. 

 

The approach of the Illy Foundation is significantly different compared with the philan-

thropic efforts of all the other coffee companies analyzed. They seem to focus heavily 

on education, science and innovation,with a lesser focus on setting up projects in cof-

fee growing communities. The whole notion of how the company operates is based on 

innovation so maybe this is why they want to continue to invest in these fields. This 

level of responsibility despite its different approach is also fulfilled. The company would 
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be even more of a better corporate citizen, if they were to engage more in activities that 

enhance the lives of the farmers they work with.  

6.6.5 Conclusion 

Illy is a company that takes great pride in being innovative, being involved with the arts 

and sustainable practices. They do seem to build all their objectives under the umbrella 

of sustainability which is well rooted within Carroll's model (1991), therefore all levels of 

responsibility are fulfilled. It is also the only company so far that was not involved in any 

major scandals and this alone differentiates it from the rest,even though in size it is 

quite small. 
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7 INTEPRETATION  

In the final chapter Carroll‟s (1991) model is critiqued (7.1). Whether the coffe compa-

nies analyzed utilize strategic CSR or not based on Porter‟s model is evaluated (7.2). 

In section 7.3 the research question of the thesis is answered. The thesis comes to an 

end in section 7.4 with the limitations  section 7.5 with reccomendations for future re-

search. 

7.1 Reaching beyond Carroll's (1991) CSR Pyramid Model 

After concluding the analysis of all the coffee companies in the previous chapter, it is 

evident that CSR activities are prevalent in all of them. There are vast sections on each 

company's website devoted to analysing their CSR strategies and activities. All these 

activities are corresponded to each level of responsibility of Carroll's (1991) CSR mod-

el. Having based the analysis on Carroll's model (1991) however, the author has come 

to the realisation that the model is somewhat dated.  Μore elements need to be added 

to it, so as to be able to analyse and evaluate more precisely what companies are un-

dertaking.  

The main reason for the author suggesting this is because the four elements of eco-

nomic, legal, ethical, and philanthropic responsibilities could be considered generic 

terms of everything that constitutes CSR. Carroll (1991) does not offer a specific expla-

nation of how this model can be applied and measured, so it is open for interpretation 

for whoever uses it, to make their own assumptions about CSR. There is a sense of 

guidance of what activities companies need to be undertaking so as to be socially re-

sponsible and where to focus first, but sometimes there is the feeling that it remains 

more descriptive than explanatory 

A variety of thoughts were produced in the authors attempt to analyze all the data. Sig-

nificant information was found to be missing however and the author believes that 

companies should consider incorporating them going forward, as it will enable them to 

present better what activities they are undertaking, and how socially responsible they 

really are. These are:  

Financial information & reports  

An important aspect that was found to be missing was the lack of information regarding 

the financial performance of each company. All companies had some financial infor-

mation regarding their performance. Starbucks was the only company found to publish 

and post their annual report on their website, Lavazza releases their results in the form 

of press releases and Nespresso and Costa Coffee release their results through Nestlé 

and Whitbread respectively, which are the parent companies. Finding the financial data 
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proved to be quite the challenge, as in some cases it was scattered all over the web-

site. Baring in mind that profitability is essential in the success of any company as well 

as the success of CSR, not having easy access to this type of information is unac-

ceptable. A key reason why the results need to be published is because stakeholders 

and any potential investors should be able to take important decisions based on the 

results they see. “Stakeholders have a lot of power, which gives them a positive influ-

ence on the CSR policies of organizations.” (Quaak et al., 2007, p. 295). Worth men-

tioning here is the crucial role transparency plays in financial statements. The main 

purpose of publishing financial reports is to disclose information and not  hide them, 

even though that does not happen always. 

Transparency 

Transparency is not only vital for financial reporting but also for the way the whole or-

ganizational structure of a company is presented. Companies should be open about 

the activities they undertake and should be able to answer questions that arise from 

society. Transparency happens through lectures, dedicated internet sites as well as 

sustainability reporting. Openness is expected by stakeholders especially when con-

sidering results. (Dawkins et al. 2003)  

An interesting indicator to identify whether companies are really transparent, is the way 

they react when they are faced with a certain crisis or scandal. In the case of Starbucks 

nowhere on their website was the legal dispute they have had with their employees in 

the States mentioned, nor was there any specific press release published to state that 

the company eventually settled for millions of dollars. Instead they seem to highlight the 

awards they receive for being voted the best place to work for, which could be consid-

ered a little bit ironic. Starbucks claim they do so much for their employees but when 

the scandal occurred they failed to take on their responsibilities. Even though they do 

so much to be as transparent as possible, examples like that could be considered a 

negative aspect when considering transparency 

In the case of Nespresso, one might think that Nestle has learned from the masses of 

scandals they have dealt with over the years. They have therefore tried to position and 

differentiate this brand as much as possible from them so as to avoid the connection. 

In the case of Costa Coffee a very important aspect missing altogether from their web-

site is any reference to their legal responsibilities or code of conduct they adhere to. If 

they were transparent they should publish all their legal documentation regarding their 

legal responsibilities, as at the moment this is not obvious. They do seem to communi-

cate well their mission, but they appear more like a collection of very well written 

statements rather than real actions, as they do not verify many of the activities they 

undertake. For a company that states that they do ―anything possible‖ relating to the 

CSR initiatives, having them almost hidden under a section for students is rather ama-

teur than forward thinking. 
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Tchibo can be considered transparent as they do have a whole website dedicated to 

their social responsibilities. Being involved in a major price fixing scandal that span 

over ten years and saw them fined millions of euro's, possibly initiated their attempts to 

become more transparent about their actions today. 

In the case of Lavazza they can also be considered transparent, as they release signif-

icant information relating to all the activities they undertake. Lavazza failed however to 

disclose information relating to their involvement of the price fixing scandal that Tchibo 

was also involved in. Obviously the company is trying to put it behind them. Lavazza 

has taken the quality approach by adopting certifications such as the ISO 9000 series, 

as they believe  that this is how they will be more transparent and committed towards 

their quest to sustainability. 

Finally, Illy is the only company alongside Costa Coffee that has not faced any major 

scandals. Although Illy does not publish any financial reports or their strategy, it seems 

that there is a strong emphasis on certifications as well. Through these certifications, 

they consider themselves to be authenticated and therefore transparent. 

Concluding,  the author believes that the lack of these two elements of financial report-

ing and transparency made the overall analysis challenging. This is because it is not 

possible to critique a company and decide whether they are responsible or not in each 

level, if  there are significant facts missing. Companies should consider these two ele-

ments when they are structuring their CSR strategies.  

7.2 From CSR to Strategic CSR 

This is the reason why the author also decided to look at Porter's (2006) shared value 

model where strategic CSR is introduced, so as to be able to better understand and 

analyze, the CSR activities of all the coffee companies looked at. Reflecting back to the 

theoretical part of this thesis, it was found that companies in order to be able to gain an 

added competitive advantage, they need to consider CSR as a strategic element of 

their strategy. According to Porter et al (2006, p. 89) “the most strategic CSR occurs 

when a company adds a social dimension to its value proposition, making social impact 

integral to the overall strategy”. In the section below the author will identify which of the 

coffee companies analyzed have attempted successfully to adopt strategic CSR or not.  

Starbucks 

Bearing in mind that Starbucks reported a revenue of almost 9.422 billion euro for 

2011, it is clear that this is a company that has the resources and capability to invest 

heavily in CSR. Starbucks has clearly paid attention to the key elements that constitute 

the core values of CSR and Porter's shared value model can be identified in all the 

actions it undertakes. The company has incorporated their actions for the society in the 

way they run their business, which is exactly what the shared value model is all about. 
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Giving something back that will have a direct impact on the way they operate their 

business. It is reasonable to assume that having strategic CSR implemented in their 

core strategy has enabled Starbucks to hold the position that they have today. 

Nespresso 

Nespresso can be considered an example of how Porter's shared value model has 

been implemented and succeeded. Even Porter (2006) believes so, as he has used 

Nespresso as an example of how they have successfully implemented the shared val-

ue model in their strategy. One interesting aspect to consider is the fact that maybe 

Nespresso's success could be down to Nestlé's attempt to create a strong brand free of 

scandals, to prove as well that they can make it right. Having the biggest corporation in 

the world as your parent company there is no way they would allow room for failure but 

with Nespresso they have set the bar high for other companies to follow as well.   

Tchibo 

Tchibo's strategy is based on the notion of sustainability. The company started to adopt 

their strategy to incorporate the values of CSR in 2006. Today, they have geared all 

their activities along the supply and value added chain towards sustainability. Tchibo 

has clearly tried to create a social dimension which is rooted in its strategy so there it is 

reasonable to suggest that strategic CSR is prevalent within Tchibo as well.  

Lavazza 

Although Lavazza do not outline a corporate strategy on their website, they do seem to 

be performing very well based on social dimensions of CSR. They have set up various 

projects in the coffee producing countries they work with, which has made a significant 

impact in the livelihoods of the farmers they work with. This is not sufficient to suggest 

however, that strategic CSR is incorporated in the way they run their business. Addi-

tional transparency in how they operate could further enhance this. 

Costa Coffee 

Of all the companies analysed, Costa Coffee is the smallest in size and revenue gen-

eration. This is clearly evident as well from the simple way all their information is pre-

sented on their website. The company takes into consideration the key elements of 

CSR, but there is no evidence to suggest that strategic CSR is incorporated in the way 

they run their business. As no key information is provided on how they formulate their 

strategy, it is challenging to draw general conclusions on this matter. Costa Coffee def-

initely has a long way to go, and if they where to consider the shared value model as 

well as publish more information on what they do, they would definitely improve their 

position.  

Illy  
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Illy also speaks very loudly about their commitment to sustainability and have consid-

ered social, environmental and economic implications in the way they run their busi-

ness. Although the company does not outline their strategy in detail, a social dimension 

seems to be created by their foundation and their efforts to be involved in research, 

education and arts. This is a different approach compared with the other coffee com-

panies analysed, and some measurable evidence seems to be missing to confirm that 

strategic CSR is embedded in the way they run their business. Therefore at the present 

time the author does not believe that their CSR is strategic. 

Using Porter's (2006) theory the author was able to identify which of the coffee compa-

nies analyzed have successfully integrated strategic CSR in their strategies. In the 

companies where this was the case, their success is proof that by creating a social 

dimension that is embedded in the company's strategy the overall performance is im-

proved. This leads to the next section where the research question will be answered. 

7.3 Answering the Research Question 

The purpose of this thesis was to  investigate to what extent companies can improve 

their market performance by adopting CSR and CSR related strategies. More specifi-

cally the aim was to identify whether companies within the coffee industry that predom-

inantly source their coffee from developing countries, are implementing CSR activities, 

and whether they are able through these activities to differentiate themselves in the 

market place and improve their performance. The research question was: To what ex-

tent could the implementation of CSR strategies be an appropriate tool to improve mar-

ket performance and succeed in the coffee industry? 

The backbone of the question was based on Carroll's(1991) CSR Pyramid model that 

outlined 4 responsibilities companies need to fulfil so as to be socially responsible; and 

Porter's shared value model theory (2006), which suggests that in order for CSR to be 

strategic it has to be embedded in a company's core strategy by creating a value prop-

osition for the company and the society.  

Surprisingly all the coffee companies analyzed within the coffee industry have clearly 

paid attention to the notion of CSR and have all made significant efforts to be socially 

responsible. Starbucks and Nespresso with a combined revenue of almost 12 billion € 

have undoubtedly improved their performance by having strategic CSR embedded in 

their strategy. This is because they are both global companies that managed to invest 

in their resources,such as the farmers they work with from almost the very beginning. 

Such actions require significant capital resources however,and only companies of that 

scale can justify such investments. So, although their success is definitely down to the 

creation of shared value, both for them and the society,it definitely has not come 

cheap.  
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By integrating strategic CSR into a company's core strategy, their long term viability is 

ensured. In a highly competitive industry which is vulnerable from so many external 

factors, such as the coffee industry, to be able to stay in the market does not come 

effortless. Companies which implement strategic CSR, instead of a surface CSR plan, 

will remain and continue to compete in the market arena. That will happen because a 

company with a strategic CSR policy will firstly ensure that CSR activities benefit the 

organization and its operations, which will be directly linked to a positive societal out-

come. 

On the other hand a simple adaption of CSR has the disadvantage that it is not going 

deep enough, and a company is not able to focus its efforts in improving its raw re-

sources. If the core of the company is not looked at, at the start of the implementation 

of CSR it could make it very susceptible to failure. More specifically, in today‟s fast 

paced world, where information spreads increasingly fast, an unethical or illegal prac-

tice could destroy a company‟s image and even lead it to collapse. This is because 

consumers nowadays are much more informed about what is happening in the world. 

They are therefore able to make choices that have the power to influence the course of 

a company, such as boycott their products.  Worth mentioning is the pressure consum-

ers put on Nike, when evidence surfaced that the company used sweatshops and child 

labour to manufacture their trainers, which saw their profits sink by a staggering 70% in 

1998 compared to their profits in 1995 (Klein, 2001). The longstanding boycott of 

Nestlé products is also another example that was extensively discussed in the analysis 

of Nespresso that shows the power that consumers have. 

Therefore these examples lead to the conclusion that going forward using strategic 

CSR will be inevitable for companies if they wish to succeed. In the case of the coffee 

industry for example, Costa Coffee does not seem to utilize the notion of strategic CSR 

at all. It would be reasonable to suggest, that if a similar company of the same size and 

performance entered the market with the shared value model embedded in their strate-

gy, they would undoubtedly surpass them.  

Considering the above analysis, it leads to the conclusion that the research question 

was successfully answered, and that CSR strategies are an appropriate tool to improve 

market performance in order to succeed in the coffee industry. 

7.4 Limitations of the Thesis 

This sections will outline the limitations that the author encountered after the thesis has 

completed. Through these limitations, recommendations for future research will be pro-

vided. 

Having only six coffee companies as the sample for analysis could be considered not 

enough, so as to be able to draw general conclusions for CSR in the coffee industry or 
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overall. A similar study in the future could include double the amount, which would en-

able some broader generalizations to be made. 

Using the case study approach as the chosen methodology where data from all the 

coffee companies was analysed, has also provided limited results. As the main source 

of information was each company's website, the author was restricted to offer an in-

sight only on the data available. Using multiple methodologies, such as a quantitative 

and qualitative approach would have certainly enriched the findings of this study. For 

example, managers responsible for each company's CSR activities could be inter-

viewed and a questionnaire could be handed out to company staff. Through this multi-

ple approach a researcher would be able to really evaluate if what each company is 

saying, is actually really happening, and to what extend the CSR notion is embedded in 

the minds of the employees.  

Another limitation has been the way each company present their CSR activities. Since 

there is not a universally accepted standard available, for companies on how they 

should report CSR, each company use different ways of presenting their facts. This has 

proven to be a challenge, especially during the analysis where the author tried to offer 

consistency and structure. Unfortunately this was not always possible. An equal format 

that companies can adopt and utilize would definitely enable a better analysis. 

Time constraint has proven to be a limitation as well, as more time would have given 

the author the possibility to use the additional methodologies discussed above. Never-

theless, the author believes that for the time she had, she has provided a detailed and 

thorough analysis.  

Finally, as there is no standardised way to measure CSR, it is challenging to offer gen-

eral conclusions. Nevertheless, the author does offer her personal recommendations 

for researchers and businesses going forward in the following section. 

7.5 Recommendations for future research  

CSR is a topic that will continue to interest business and academic researchers, there-

fore more focus should be put on trying to find ways to better evaluate and measure it. 

A sustainability report aims to cover all the relevant aspects of a company's CSR, but it 

can be sometimes difficult to report all available and necessary data. There are several 

tools, systems and guidelines to help organizations with that matter, one of them being 

the Global Reporting Initiative guidelines (GRI guidelines).  

This initiative is being used by companies all over the world. (Quaak et al. 2006) With 

the broader aim to reach a significant larger group of stakeholders  rather than just the 

shareholders, the guidelines enable the delivery of the sort of information that is ex-

pected by stakeholders. (GRI, 2002) According to Quaak et al (2006, p 296) “The GRI 

guidelines do not represent a code of behaviour or a performance indicator, but aims to 
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give tools to report measures that are taken to improve economic, social and ecological 

performances; this is to compare the results of those measurements and to compose 

strategies to improve. In this way, GRI gives indicators for subscribing to the CSR ac-

tivities, like average hours of training per year per employees.” 

Another recommendation in the quest for successful CSR implementation, is the help 

from the political sector. So as to be able to ensure minimum acceptable standards of 

environmental and social welfare in consuming and producing countries, government 

regulation is definitely needed. If minimum standards for sustainability ever become a 

legal requirement for companies “CSR could still be a way for companies to ‗do good 

by doing good‘ and benefit from the win-win situations, but sustainability would also be 

ensured”. (Persson, 2008, p.73) 

Concluding, so as to be able to gain more of an in-depth understanding of the CSR 

reporting within the coffee industry, a larger sample could be considered if this study 

were to be repeate. As CSR covers multiple subject areas, community and employee 

relations could be added in the study for example, as already mentioned above. Finally, 

it would be very interesting to compare the results from the coffee industry with another 

industry that is championing CSR as well, such as the hospitality industry or the phar-

maceutical industry, or even both. If such a comparison were to be made, the findings 

would offer an even greater insight as to how all industries need to progress to become 

ultimately sustainable. 
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