144 Chapter Five

THE FAIR TRADE DECISION

Starbucks had defined being a socially respon-
sible corporation “as conducting our business
in ways that produce social, environmental and
economic benefits to the communities in which
we operate.” Starbucks knew that consumers
were increasingly demanding more than just
a “product,” at the same time that employees
were increasingly electing to work for compa-
nies with strong values. In a 1999 survey by
Cone Communications, 62 percent of respon-
dents said they would switch brands or retail-
ers to support causes they cared about. Another
survey conducted in 2001 showed that 75 to
80 percent of consumers were likely to reward
companies for being “good corporate citizens,”
and 20 percent said they’d punish those who
weren’t.® The company cared about being a
responsible corporation for a variety of reasons:
increasing employee satisfaction, maintaining
quality supply sources, obtaining a competitive
advantage through a strong reputation, and
increasing shareholder value.’

As he looked out over the busy port in
Seattle’s South of Downtown district, Orin
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Smith pondered all of these issues. Although
offering fair trade coffee was a good objective
and consistent with the company’s aims of
being a socially responsible organization, Smith
knew he could not base his decision on this fac-
tor alone. Even though Smith had a rough idea
of which issues his executive team would bring
up during the discussion, as the CEO he had
to consider the larger picture. He drummed
his fingers on the desk and asked himself
how Starbucks could support fair trade coffee
given that the company had limited resources,
a strong reputation to protect, and sharehold-
ers who were willing to support causes only
so much.

CASE QUESTIONS

1. What are the key issues for Starbucks?

2. What are the problems associated with the
decision to offer fair trade coffee from a com-
munication perspective? What are the prob-
lems associated with not offering fair trade
coffee?

. What should Smith do?
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The Evolution of the News Media )

The news media are omnipresent in our society,
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