positively to the communities that it served, and
to the environment. Starbucks made this commit-
ment not only because it was the right thing to
do but also because its workforce was aware and
concerned with global environmental and pov-
erty issues. In addition to sustaining and grow-
ing its business, Starbucks supported causes “in
both the communities where Starbucks stores
were located and the countries where Starbucks
coffee was grown.”

On the local level, store managers were
granted discretion to donate to local causes
and provide coffee for local fundraisers. One
Seattle store donated more than $500,000
to Zion Preparatory Academy, an African-
American school for inner-city youth. CEO
Howard Schultz used his own money to start
the Starbucks Foundation, which provided
“opportunity grants” to nonprofit literacy
groups, sponsored young writers programs,
and partnered with Jumpstart, an organiza-
tion helping Headstart children. Although the
Starbucks Foundation was technically separate
from the company, Starbucks made an annual
donation to the foundation.

On the international level, in 1991, Starbucks
began contributing to CARE, a worldwide re-
lief and development foundation, as a way to
give back to coffee-origin countries. By 1995,
Starbucks was CARE's largest corporate donor,
w_mammnm more than $100,000 a year and speci-
fying that its support go to coffee-producing
countries. The company’s donations helped
with projects such as clean-water systems,
health and sanitation training, and literacy ef-
forts. By 2001, Starbucks had contributed more
than $1.8 million to CARE.

In 1998, Starbucks partnered with
Conservation International (CI), a nonprofit
organization that helped promote biodiversity
in coffee-growing regions, to support produc-
ers of shade-grown coffee. The coffee came from
cooperatives in Chiapas, Mexico, and was in-
troduced as a limited edition in 1999, The coop-
eratives” land bordered the El Triunfo Biosphere
Reserve, an area designated by C1 as one of the
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25 “hotspots” that were home to over half of the
world’s known plants and animals. Since 1999,
Starbucks had funded seasonal promotions of
the coffee every year, with the hope of adding
it to its lineup of year-round offerings. The re-
sults of the partnership had proven positive for
both the environment and the Mexican farmers.
Shade acreage increased by 220 percent, and
farmers received a price premium of 65 percent
above the market price and increased exports
by 50 percent. Since the beginning of the part-
nership, Starbucks made loan guarantees that
helped provide over $750,000 in loans to farm-
ers. This financial support enabled these farm-
ers to nearly double their income.

In 1992 Starbucks developed an envi-
ronmental mission statement to articulate
more clearly how the company interacted
with its environment, eventually creating an
Environmental Affairs team tasked with de-
veloping environmentally responsible policies
and minimizing the company’s “footprint.”
Additionally, Starbucks was active in using
environmental purchasing guidelines, reduc-
ing waste through recycling and energy con-
servation, and continually educating partners
through the company’s “Green Team” initia-
tives. In 1994, Starbucks hired Sue Mecklenburg
as the first director of Environmental Affairs,
Although Starbucks had supported responsi-
ble business practices virtually since its incep-
tion, as the company grew, it felt more pressure
to protect its image. It was Mecklenburg who
developed the idea of using paper sleeves in-
stead of double cupping.

At the end of 1999, Starbucks created a
Corporate Social Responsibility department,
and Dave Olsen was named the department’s
first senior vice president. According to Sue
Mecklenburg, “Dave really is the heart and
soul of the company and is acknowledged by
others as a leader. By having Dave be the first
Corporate Responsibility SVP, the department
had instant credibility within the company.”
Between 1994 and 2001, Starbucks’ CSR depart-
ment grew from only one person to fourteen,




