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INTRODUCTION

Tea houses are more common place and transforming to being corporate over the decades. Many started from humble beginnings as tea shops serving high quality drinks to ordinary patrons every day. As demand became popular, proprietors began packaging their brand of tea for wholesalers, supermarkets and mail order. As entrepreneurs experienced, they created a market trend of selling quality drink products with a purpose of creating memorable experience from plant to cup for the world to enjoy, as interpreted from one successful entrepreneur, John M Talbot, (Ref: “Grounds for Agreement: Political Economy of the Coffee Commodity Chain”, Rowman & Little, 2004). Companies have shifted from cost to consumers to sharing value of providing benefits to the company and consumers in an environmentally and socially sustainable means through the Fair Trade Certification program that seeks small holder farmers that lifts people cultivation out of poverty and hunger. Corporate Social Responsibilities (CSR) despite formerly known as a response to negative publicity, it has now emerged as triple bottom line accounting framework of sustainability, a trend TL should adopt.

While there is an estimated 70,000 cups of tea drunk every second (more than coffee), the second most popular drink behind water, tea farmers and workers do not benefit from a fair deal and is a direct real human cost. According to Fairtrade Canada, China has 80 million tea growers, and India has almost 1 Million permanent tea workers with double the number of seasonal labourers. The unfortunate fact is that Fair Trade or CSR has grown slowly in consumer satisfaction and buying habits, resulting negative economic advantages and lower quality drink products for consumers. This is the case with coffee according to a report from Stanford, and tea may trend the same way.

Despite the debate of implementing CSR or Fair Trade, this document takes a look at what TeaLand(TL) CSR policy ought to focus on through an SWOT analysis, preparing goals, review the tools, develop a strategic plan and continuous feedback on performance to make adjustments in order to reduce a large impact to their tea business while sustaining growth and demand.

ANALYSIS

Before embarking on TeaLand(TL) to simply planning a Corporate Social Responsibility (CSR) program, a SWOT matrix with analysis review is needed. 

Strengths: Tea products have health benefits for consumer(s). Evidence exists in Japan that tea reduce chances of death among women double that of men. Fair Trade practise is mainly focused on Coffee versus Tea producers giving. TeaLand has been in business for 20 years and has grown significantly for last 15 years and can capitalize his market strength. TeaLand had success with their Aromatic brands and have grown to popularity in Asia, Europe and American.

Weaknesses: Tea working conditions are poor with many cases of women and children labor abuse. Tea workers are not benefiting through free trade initiatives as coffee workers. TeaLand is late in partnering with traditional tea suppliers such as Teavana (Starbucks). TeaLand lacks an ecological means for producing the Aromatic Tea products. TeaLand has been reported by media and worker surveys for their low wages, long work hours and no career path or education opportunities.

Opportunities: Tea products have health benefits for consumer(s). TeaLand may be able to experience indirect advantage by partnering with other drink suppliers focused on the smaller Starbucks Coffee challenger (like Peet’s or Tim Hortons), Juice (like Jamba) or Chai (Bhakti Chai) wholesale market. While TeaLand has traditionally sold their product through wholesale in loose or bulk packaged, and processed drink forms, they have yet to introduce product at the retail locations.  TeaLand has not marketed products into Africa. TeaLand should diversify products such as innovation, equipment, and customized packaging.

Threats: Coffee products cancer benefits consumer(s). Traditional tea drinking countries like Britain are changing hot drink of choice to coffee. Media continues to report on TeaLands treatment of workers have now affected the annual revenues for the first time and may impact the future.

In looking at the market opportunity for TeaLand(T) here are some global perspectives.

According to DataTrends report in 2017 for EU companies, there were 46% reporting as innovative companies. During the period 2012-2014, organization, process and product innovations through acquisition of machinery, equipment and software. In TeaLand (TL) case, those companies with similar financial strengths, almost 62% of innovative food and drink companies introduced innovations with environmental benefits. TL has an opportunity to introduce new products and retail drink stores much like how Lipton or Teavana both explored new product innovation with Pepsi, and Starbucks respectively through acquisition. The impacts of financial gain could be limited only to country or geographical boundaries.

If TeaLand(s) establishes their sight on the international market and wishes to expand on their strengths and follow successful Corporate Social Responsibility (CSR) policies, they will need to adopt CSR prevalent in those markets. As mentioned previously there is growing consumer adoption of Fair Trade markets but they vary in each global domain.

Where TeaLand(TL) is likely saddled by the powerful voices of the media, TL will need to focus on marketing campaign that is sensitive to their consumers through responding positive messages through customer feedback sites, social media, web site panels, writers, bloggers and public communications efforts. It would also be beneficial to review their financial strength to team up, acquire or merge with an in-country partner who has a strong CSR message and adopt their policies. While the effort may be a short term investment, the cost may be a smaller cost to the lost of revenues already experienced.

In addressing the negative survey, the report is already a smear on TeaLand(TL) reputation, but they appear they have a chance to turn it around through announcement of a pact with the Fair Trade organization or work with in country NGOs to seek adjustment of worker conditions, training, to fair wages to benefit economically. Given Tea workers have not had the limelight compared to Coffee workers whom have negatively impacted the coffee producers and consumers. There appears to be time on TL’s side to change the attitude of both media and consumers for the tea business. TL may be able to address through marketing campaigns that they are prepared to deal with one country or geographical region at a time by settling differences and use the CSR strengths of comparable coffee producers plans. Given there is already successful plans executed by medium (Green Mountain) to large (Starbucks) corporations, TL has opportunities to adopt those positive steps that provide little change to the economic benefit. As an example, cost of education or a scholarship in third world countries are still a fraction that of industrialized nations, and are even less if they are government sponsored.

As another analysis opportunity for TeaLand(TL), TL is equipped with other resources in joining other leadership firms aiming to meet sustainable agricultural programs that are funded by IDH, Rainforest Alliance, KTDA that certifies over 150,000 hectares of tea farms in Kenya. By partnering in this initiative, TL can claim certification with Lipton to Unilever who are demonstrated leaders and have taken advantage of growth to gaining new client(s) such as McDonalds. TL will also gain claim to being part of a program accepted in the USA, Japan, Australia, with 69 tea factories and estates with 38,000 small holder farms whom have improvements to working conditions of wastewater treatment, micro hydro electric service, protective clothing, non toxic chemicals.

For TeaLand(TL) to address threat(s) in the UK or other countries where Tea is  trending down to a rise in Coffee, TL will need to partner with health organizations to learn of the attitudes of consumers. To look at what changed those drinkers to switch, TL may invest in more research in why millennial(s) or demographic group in one country drink less or prefer more of specific products. TL could also generate survey(s) and fund medical research to also address the concerns of the group. There is more positive medical data for tea benefits in the strengths for TL to take advantage of.

For TeaLand(TL) the analysis for opportunities appears to be positive that they have time to incorporate change in CSR policies to improve their social, economical, and environmental conditions both on the land and in their processing. They have opportunities to expand into their stakeholder groups to initiate monitoring and verification programs of corporate wide standards and methods they plan to adopt. From a financial perspective, TL can certainly afford to provide financial, technical and market assistance for quality improvement in small producers through innovation. Not to forget, but the other stakeholder whom also indirectly provides assistance, TL can focus on country by country programs to adopt management of lands for production limits to subsidies that provide financial aid during drought seasons to wet seasons, then also draft meaningful labor policies which exceed and meet minimal practice. On the another meaningful opportunity, TL should work with NGOs to create training programs on social environmental and economic aspects on tea value chain, by supporting them with training to skills, and trade partnering shows, and practise of CSR policies. 

All of these opportunities should be addressed to reduce the impact of findings of weaknesses that TeaLand(TL) and other similar tea producers experienced from falling revenues, poor working conditions, discrimination amongst gender with low wages, no protective clothing, high energy consumption, increased pesticide usage, little or no CSR practise.

GOALS

TeaLand(TL) has many opportunities from the analysis to take advantage of not only to address their threats but also to become a leader in CSR policies. In order to start, they will need to prepare some goals to achieve. The key is to develop a few key goals that TL is able to achieve in the short term mitigate their threats, then establish some long term goals for the business to sustain and grow from.

A. Short Term Goals:
1. TL to strive for Excellence in Sustainability and Performance that is mutually beneficial to their tea growers and manufacturers both in a supportive and inter dependent.

The goal Excellence in Sustainability and Performance is for TL to recognize their growers are mutually reliant on each other and require support to be successful. TL leaders need to focus on valuing working together to achieve sustainability and to achieve performance objectives. TL will need to invest time, support and financial aid to ensure workers and their management understand that the tea business is dependent on all working towards a common objective of sustainability and cannot view the objective as independent. That is without support of fair working wages with reasonable work conditions, and addressing the environment concerns, and working towards positive economical market, the tea business would not be sustainable. TL will need concentrate on a balance.


2. TL to strive for Sustainable Principles and Practices which promote collaborative partnerships that benefit mutually with supply chain business stakeholders including communities.

This goal Sustainable Principles and Practices is to enable small businesses in small communities and countries to benefit in TL’s global economic model but also practise the CSR policies consistent to meeting the country’s standard and exceed them where possible globally. TL will need to work with all stakeholders at each level to help ensure the principles are understood, provide necessary training to reach these goals and practise them so that it becomes consistent from organization to worker understanding them.


3. TL strives to being sustainable by Systematic Approach of Integrating and Governing all functions and elements of business operation through to its supply chain.

This goal Systematic Approach of Integrating and Governing is for TL to becoming consistent in their approach of implementing CSR policies and ensuring their practises are being measured and valued by not only their employees but also with their partners and stakeholders. By measuring and validating through independent organizations who certify the CSR policies of the organization, TL will be able to change the attitude of the media and those who have viewed Tea producers as lagging in Fair Trade compliance. TL has an opportunity to expand this practise by exposing and joining with Rainforest Alliance programs already a practise by some of their largest Tea allies including Lipton and Teavana.

B. Long Term Goals:
1. TL strives to be sustainable by Improving Competent Management in sustainability, by differentiating from rivals or peers in profitable and meaningful methods.

For TL, this goal Improving Competent Management is about continuous improvement in the practise of sustainability for not only meeting the current expectation in the industry but as well add new practises either through adoption from other industries or innovation within. TL will need to invest and promote training within their current team and also look at outside help to achieve innovation. By promoting within and generating opportunity for community employees to gain management skills may enable innovation to create sustainable achievements and exceed goals. As some other industries have discovered, the best ideas are sometimes within your own teams and communities. For TL, they most likely have key differentiation that they can apply from within to sustain being profitable. It is the meaningful approach that the differentiation is from their community that the business is interdependent that will be sustainable. After all they have been in business for 20 years and there is a successful practise of what the business method is towards the economical goal but its mature now to differentiate it by investing the CSR policies with the communities to supply chain. Also there is chance for TL to further differentiate themselves through acquisition or merger of new markets and communities to enable constant improvement of sustainability practise.


2. TL strives to ensure and validate Owners to Management to Commit and Practise Sustainable Business models and practises.

This goal Owners to Management to Commit and Practise Sustainable Business is common for all those businesses already practicing a CSR model. The real value and differentiation for TL is to monitor and uphold management performance to demonstrate and practise the sustainability business, then be validated by stakeholders and the public by way of testing and through justified examples through achievements. TL can use this in slowly changing media attitudes of the past where the survey of the business was not following proper CSR of caring about workers or environmental impacts. A certification process that is common in the industry is system that TL can look to implementing or adopting through organizations already subscribed to such as Starbucks or Pepsi. Also NGOs in the industry have methods to audit and validate that TL can also implement. TL just needs to ensure that they have valid NGOs that are independent of corruption that could lead to negative media. The managers at TL can demonstrate practise through awards and job reviews of workers eligible for education support and scholarships. All of these are sustainable for the business and vision through the community. The practise is validated through not only the community but by the country and can be interdependent in that the fruits of the initiative can be applied with matching programs by the government through tax relief and other education benefits such as guaranteed job advancement or protection while studying.


3. TL strives to offer sustainable business through Differentiated Competitive Advantages through branding, market segmentation and pricing.

TL can work towards this goal Differentiated Competitive Advantages in multiple approaches on a country basis, regional initiatives, government trade initiatives or by consumer market branding. NGOs can provide a considerable assistance by co-branding and training of products and services to help distribute TL products by implementing local tea growers to independent producers all of whom meet or exceed TL CSR policy and practise. TL can also apply their local partnering initiatives and programs to further their demonstration of CSR policy and practises. Either method will further enhance the perception of TL entry to the market with a stronger impact on how they brand, segment and price their product. 

In countries where there are labour cost differentials, TL can adjust by balancing those consumers who are local with pricing that enables the local market to purchase the product without the perception from those larger economies to benefit only such as the USA. Vice versa, those markets whose economies whom have a higher demand and have the buying power, the pricing can be adjusted to reflect the local labour rates as if that community was producing the product. In a tight economical and global competitive market, TL can demonstrate they can still turn a profit with this differentiation and gain public opinion they are practising sustainable business. 

For example, a cup of Starbucks coffee sold in Canada where the dollar value is 35% less that of their neighbour USA, the same coffee is sold for similar value at $2.25 CAD in Canada and $2.25 USD in the USA. In the UK, London sells warm drinks at $4.59 versus $5.08 in Miami, then Cancun at $6.07 or $7.00 in China. Starbucks is demonstrating price sustainability by addressing the difference in the labour cost and current devaluation while not being perceived taking advantage of their market, thus reflecting the wealth of the local market. In comparing what TL sells, the price of a Teavana tea is also adjusted.

STAKEHOLDERS

Creating stakeholder mapping is important for TeaLand(TL) to execute their goals and their strategic plan. If the stakeholder(s) are left out of consultation, then there is considerable repercussions at the end of TL objective short and long term. The result can be disastrous for TL. For many industries operating in third world countries, the stakeholder(s) interest can be local, regional, inter country, continent and globally impacting. 

Whatever the situation TL cannot afford not to consider high levels of stakeholder influence from all corners of the globe given they are generating revenue and interest globally. At the same time TL needs to prioritize their stakeholder communication and address their concerns promptly. However the best practise is to balance the message and be consistent. No communications is surely a recipe for failure. 

TL will also need to develop trust and that will require not only consistent messages and reports but as well as listening to the stakeholders during town-hall events to surveys and even social media. It is no surprise that a mapping exercise is key for TL to implement a successful marketing campaign to include identifying, analyzing, prioritizing and validating (or engaging) stakeholder values the people and organizations. This fundamental approach is the practised for project development in other industries. 

If we adopt what is common types of stakeholders in projects that include 
(1) Stakeholder(s) who will contribute, and
(2) Stakeholder(s) who are affected.

For example in TL, those who contribute could be shareholders, investors, founders, junior partners and government agencies. Those who are affected could be workers, communities, region, environmental stewards, competitors, business, education and health services locally, and other indirect economical agencies such as banks, trusts and institutions. 

Based on the known conditions of tea growing regions and cultural impacts in countries who are under the monitoring of CSR oversight, here is a proposed stakeholder map.
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TeaLand CSR Initiative

Ancestral land owners
Land Claimants
Stakeholders with land already impacted
Community and Religious organizations
NGOs
Stakeholders with investment interest in TeaLand
Local communities
Stakeholders indirectly impacted
Local businesses, schools, & health support services
State,  Country, Municipal government
Stakeholders granted approval  authority 
Indigenous self govern representatives

The following are other stakeholder groups to consider.
	Communities 

	• Nearest neighbours or nearby site/head office/regional locations

	Potentially vulnerable people/groups 

	• Women/Elderly/ill/incarcerated/disabled 

	• Indigenous/Racial minorities/Oppressed Peoples 

	• Children/schools/orphanages/youth groups/head households 

	Government officials and civic organizations

	• Local/Regional/State/National officials (elected & appointed) 

	• Administrative from local/region ministries

	• Religious/Educational/fraternal/charitable organizations 

	• Professional & trade associations 

	Internal 

	• Board of directors/International Advisory Board 

	• Shareholder/Senior management/employees/retirees/families

	• Unions or other organized labour groups 

	• Legal/Logistics/Health/Safety/Procurement/Environment team 

	Industry 

	• Business/Individual/Competitors/Suppliers/Partners 

	Regulators 

	• Local/Regional/State/National and International agencies 

	NGOs and community based organizations 

	• Local/Regional/State/National groups 

	• Cultural/environment/art/international groups

	Other advocacy groups 

	• Individual/human rights/Social justice/Political activists 

	• Special Interest/small tea/agricultural growers/partners) 

	• News/publications/blog/social media




PLAN

In development of a Strategic CSR Plan for TeaLand to execute their goals and achieve their objectives. The plan should include communications and this section needs to be checked for alignment to their stakeholder expectations and a means to engage in consultative process. It is not enough to simply prepare a report for all stakeholders but rather set communications part of the plan, the engagement should be both formal and informal. The following phases of the Plan should be addressed (Communications, Contribution, Assessment, Benefits and Implementation)

A. Communications: Engagement for TeaLand to consult to stakeholders should include the following in the plan. The key in each of the activities is to listen, document, revisit, respond to actions or issues, and review past commitments.
1. Information disclosure
2. Public meetings, interview with specific stakeholders
3. Community liaison team members appointed
4. Grievance mechanism, newsletters, open houses
5. Annual quarterly targeted consultation
6. Perception surveys
7. Participatory monitoring
Any activities that result in a decision and conclusion should be signed and recorded in minutes with a date and time. This record of agreement should be made public all to access and read. While conclusions are result of exhaustive consultation, all records including votes and data shared with stakeholders should be part of the database. Where privacy laws are in place, all stakeholder background and personal information must be strictly removed and remain confidential.

B. Contributions: There are three types of partner contributions TeaLand should plan including (Business, Government, Community) as the KPI objectives that can be measured, monitored, reviewed and improved upon.

1. The Business contribution should include KPI(s): (1) High production efficiency means reduced delays, less downtime in production, increased worker health or less sick time. (2) Increase ROI Return on Investment. (3) Validation of social responsibility relates to TeaLand in agreement of being responsible to exceed, to be measured, and to improve on sustainable business practise. (4) Exceed community and social expectations meaning TeaLand subscribes to better management of expectations. (5) Meeting and exceeding compliance for Corporate Social Responsibility meaning TeaLand agrees to exceed the policies and practises sustainable business process. (6) Strive for direct cost savings in managing sustainable business and social issues. (7) Increase socially responsible reputation, competitiveness and lead in business practise for the industry. (8) Increase shareholder and investor economical confidence. (9) Improve recruitment, retainment, skills, and career growth of worker(s).

2. The Government contribution should include KPI(s): (1) Drive private sector plans to adapt to government plans for sustainable regional, country and global directions. (2) Reduce government dependencies and investment in private sector plans. (3) Increase government and private sector collaboration and communications on complimentary plans. (4) Increase cost and risk sharing in joint plans. (5) Improve worker skills training, production resources and resources to jump start new plans. 

3. The Community contribution should include KPI(s): (1) Increase participation in community plans and initiatives. (2) Higher transparency and access to TeaLand and government resources. (3) Increase involvement in worker community and needs by TeaLand. (4) Higher TeaLand participation in community initiated sustainability programs.

C. The next important component Assessment phase of the plan. While it is not possible for TeaLand to include all organizations to be partners, TeaLand should complete the assessment for need, measure successes of capacity building initiatives to improve regional development for purposes of performance and workers to reach their goals. The result should be based on setting the expectation of the stakeholders to determine existing and future capacity needs, forecast and confirm benefits of TeaLand partners, measure and set goals for partner sustainability attributes, identify and establish plans for partners.

Once the partners have been assessed for their current and future social responsibility contribution and impact to TeaLand, then with consideration of expectations from external stakeholders, TeaLand must fulfill their functions and roles in the CSR. These expectations will be dependent upon resources to fulfill CSR programs and plans. Any gaps should be filled with able partners who contribute to TeaLands success in business sustainability. 

TeaLand should deploy during their operations for tea production, active planning with community development programs. All of these programs result in fulfilling skills and capacities that are local and regionally available. The result is low worker development cost to TeaLand that prevents duplication and increased quality production. TeaLand can partner with government and NGOs together to address improvement of education and skills that will offer differentiation for TeaLand to achieve market leadership while being socially responsible.

TeaLand should also partner and invest in NGOs and community organizations who specialize in agricultural expertise and methods, especially those resources whom understand the history of the land and its growing conditions. TeaLand can collaborate with technology and implement appropriate equipment that adapts to increase production in a socially responsible and safe worker environment while maintaining socially responsible business practises. This is an advantageous collaboration for TeaLand to engage and consult with communities that practises complimentary partnering for the benefit of social responsibility. By listening and improving a community plan, TeaLand is differentiating from other social businesses competitively and responsibly.

TeaLand can apply a Partner Assessment Matrix (PAM) that should be made up of basic attributes of: (1) Potential benefits, (2) Financial contribution, (3) Role or Mandate, (4) Baseline Needs Assessment, (5) Operations Impact, (6) Outreach, (7) Capacity, (8) Human Resource(s), (9) Legitimacy, (10) Sustainability, (11) Negative Impacts.

D. Another component of the plan are Benefits: While TeaLand success will depend upon significant land operations that meet social business practise especially environmental responsibilities, there will also be a significant expectation of community involvement. As a minimum set of benefits for TeaLand, the following are significant.

1. Land use – TeaLand should apply GIS tools and datasets that assess land use as agricultural with limited industrial presence beyond 50 miles separation.

2. Town proximity – TeaLand should select towns with ability to increase civic infrastructure and schools services. These towns can also include neighbouring towns that are within minimal travel distances that permit bikes and walking within a 5 to 7 mile separation, reducing the need for cars but could be supported with transportation services. The towns should have the ability to support an influx of 1000s of workers to migrate and locate their families nearby. There will be impacts to infrastructure such as roads, housing, schools, hospitals, grocery stores, professional health services, legal and other community growth services that need to be considered when establishing TeaLand operations.

3. Jobs creation – TeaLand should select communities with workers who have some level of skills training centres or advanced schools with training support. The institutions can be partnered with TeaLand to improve and create skills for the vacant roles that will attract the young to experienced workers but as well support the growing services of specialized trades for health professionals, school teachers, mechanics, and operators to balance the community services so that the worker families have the comforts of establishing some level of conveniences.

4. Temporary contractors – TeaLand should consider bringing experienced workers and operations managers to ensure technical training to social responsibilities are practised and the opportunities of job training and advancement are provided prior to operation. With the influx of temporary workers, TeaLand will need to provide housing in the form of mobile homes or billeting from nearby larger cities and transportation of their workers to the operations area. This plan sub activity is necessary to show sustainability of not over creating unnecessary housing or accommodations for temporary workers and maintain necessary housing for the local workers in the long term.

5. Governance planning – TeaLand should work collaboratively and adapt to government plans to ensure regional growth, services and transformation are smooth. Governments in general cannot sustain and are not likely to encourage large infrastructure expenditure. TeaLand can partner with local residents, land owners, consumers, business owners, developers,  NGOs and government officials to share in the impact and growth. These infrastructure changes are not simply limited to roads to transport tea but schools, church and other indirect impacts to the community and the worker families.

6. Open dialogue – TeaLand should be committed to open dialogue, transparency of the plan and established goals of joint solutions that affect the community and the region.

E. Here is an Implementation strategy of how TeaLand can practise some of the baseline sections of the plan. There are some key elements of the plan like the Vision statement, Mission statement, Goals, Purposes, Outputs. These elements are all what TeaLand needs to describe what their values and principles are, what you are going to do and why, then describe what results are expected and in what time frame. TeaLand will need to describe what resources they plan to use to achieve the results and demonstrate the measurement and performance of the plan. In the end, TeaLand should be in a strong position to improve their understanding of the local environment and gain a position on where to best apply partnering with regional stakeholders. 

Implementation Elements:
1. Vision statement – TeaLand believes in co-sharing socially responsible benefits while improving lifestyles of consumers, workers and their communities by growing and producing high quality tea from plant to cup.

2. Mission statement – TeaLand will continuously improve worker and community economic benefits and maintain a high level of  environmental stewardship for the community to enjoy today and tomorrow. TeaLand will hold the highest certification necessary to maintain the best quality products and be recognized as a leader in the global market.


3. Goals – (a) TeaLand intends to improve new methods of sustainable tea growing and harvesting with consultation with NGOs, Government, Land owners, and environmental stakeholders. (b) TeaLand intends to increase the quality of life of workers through fair wages, gender equalization, safety clothing, and skills training to benefit community. (c) TeaLand intends to register with Fair Trade Certification and become a member of the RainForest Alliance to lead in Global Certification. (d) TeaLand intends to generate responsible economic benefits for their owners, partner(s), shareholder(s) and investor(s) globally. (e) TeaLand intends to work with partner(s), NGOs and government to ensure production is aligned with growth and capability of available resource(s) that ensure responsible environmental expansion and ensures long term future social benefits of the tea industry.


4. Methods to achieve – (a) TeaLand will develop a program with community dealing with worker(s) skill training, employment coordination, fitness participation and environment sustainability education. (b) TeaLand will work with government and partner(s) to support and employer co-share health provisions, education, training of leadership, participate in traffic and transportation needs, and consult with community leaders on future growth in the region. (c) TeaLand will assign key resource(s) establishing a CSR manager and a host of lead(s) to represent different roles in the community to share news, present a social media venue, panel discussion, dashboard results and social contributions for all to view, feedback and hear. (d) TeaLand will institute a board with community leadership and partner representation to ensure social responsibility and accountability is adhered to and practised.


5. Outputs – (a) TeaLand intends to establish a regional development partnership with key stakeholders within the next three years (b) TeaLand intends to achieve 100% vaccination in three years’ time. (c) TeaLand intends to increase school completion rates by 20%, etc. (d) TeaLand intends to develop new regional programs to align with the goals identified by community members when community action plans are designed.

6. Implementation – TeaLand will apply the following implementation in the next 30 days. (a) TeaLand plan to hire 1000 resources initially with 10 leads and deploy 30 temporary operations staff to lead and mentor the new worker(s) to ensure high quality and practise social responsible for the tea growing operations and production. (b) TeaLand will register with Fair Trade Certification and apply social responsible objectives. (c) TeaLand will work with community leaders, government officials and regional partner(s) to meet and align plans and programs to meet reasonable timescales. (d) TeaLand work and consult with contributor(s), key stakeholder(s), and the worker(s) to constantly exceed and improve plan deadlines while meeting both environmental and economic social responsibility goals. (e) TeaLand will continuously meet or beat plan budgets that surpass investor, partner(s) and global shareholder value expectations while exceed economic responsible profitability and ensures fair social wages to their worker(s). (f) TeaLand will create a sustainability innovations development team in the community and with partner(s) to create packaging and unique packaging for tea products.

MEASUREMENT TOOLS

State which CSR measurement tools you are going to propose for TeaLand. TeaLand needs to measure their plan and demonstrate their results to the communities including key stakeholder(s) and to their shareholder(s) in an accountable method acceptable to a globalized perspective. TeaLand should ensure social responsibility duty is passed from leadership to workers follow the same role as social actors within a changing society, that is with the capacity to make responsible decisions in their daily jobs. 

TeaLand will establish through their employee morning tailboard meetings review on its vision and mission statements, where each representative asks themselves what the others demand and what each persons demands globally. Here are some guiding measurement tools to ensure the following are monitored and measured. TeaLand can apply available sustainability tools such as Greenstone, Intellex, EcoPortal, ThinkStep CSRware, Turnkey Solutions, Enablon, ESG, Measurabl, or Dakota Software to name few. They can also assign a reputable audit firm such as PWC, who developed their own triple bottom line accounting tools called TIMM that measure the environmental, social and economic impacts of the activities and includes the report of financial profit statement. TIMM and other software supports key elements benchmarks, metrics, auditing and indices. TeaLand with the power of tools can provide annual reports or dashboard to report the following achievements.
(a) Human rights
(b) Rights of workers
(c) Environmental Protection
(d) Relationship with the social environment
(e) Relationship with suppliers
(f) Rights of the stakeholders

The recommended tool as evaluated from the comprehensive list suggested, is ESG’s Robo product. This product provides the best in class set of validity checking, score carding, materials handling assessments, gap analysis, reporting, communications, UN GRI ESOMAR CDP and Sustainability Accounting Standards Board compliance metrics measuring features. As well Robo supports a host of libraries and research materials to support mentoring of leadership to workers on improving Social Responsibility compliance. Robo is used by global corporations including Tesla.

According to their web site ESG offers next generation complex analytics which is invaluable for deep diving tasks that TeaLand can analyze their CSR effectiveness on a monthly basis. TeaLand can also scale the product offering without loss of efficiency of data retrieval and processing from multiple locations, according to their region or by country implementation to take advantage of language and focus on specific responsibilities. The Robo product is already certified and complies with GRI, DNK, SDHs standards and gives TeaLand the necessary audit confidence it requires globally. The product appears to satisfy TeaLands goal to maintain relationships with the majority of stakeholder groups by keeping the information relevant and up to date across multiple formats. TeaLand can adopt over time as they become familiar with their stakeholders, optional features including rich reference libraries, data management tools, project management, time and calendar management, report drafting, assurance and analytics to name a few. Regardless, TeaLand cannot ignore that they will need to adopt a tool that CSR ready and industry adopted if they wish to maintain compliance and meet global expectations. 

CONCLUSION

Regardless of what successful companies like TeaLand believes in they will invest more effort and will need to convince the global market that they are part of the eco system of social thinkers and doers who will be judged for how they practise CSR responsibilities. The act of getting CSR right does not come with change and following the world response and TeaLand simply cannot execute their CSR plan without setting a strategic plan and supporting their measurements without tools. Many companies have captured the impact from the slightest opinion from sporting products to clothing and to the food their consumers eat. Everything matters from start to the consumption. 

TeaLand is not alone and can change attitude and opinion of where they are financially but will need to adopt the changes of those firms such as Lipton and Teavana who have demonstrated they needed to generate economic benefits and implement socially responsible actions by: (1) Learn about the environment their company is involved in, (2) Apply social plans and responsibilities globally to achieve greater profits, and (3) Gain benefits from both economic and social programs.

It is not late for TeaLand to deploy a thorough CSR program that obtains both economic and social benefits, but it requires buy in from the owner(s) through to their worker(s), and ultimately transforms to the communities that support it. As stated previously, TeaLand can implement simple steps to achieve the CSR through transparency and communications to all stakeholder(s) that they identify. As long as there is an education mandate to improve worker(s) skills to training, CSR accountability can be had. TeaLand can be successful with the strategy implementation suggested and establishes the necessary certification and CSR board. Having assigned key representatives to implement CSR and adopting measuring solutions, TeaLand is ready to address CSR issues and challenges from the Global market. TeaLand is headed in the right direction and has the tools and attitude that they can always improve CSR to benefit from economic, environment and social responsibilities.
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B.2 Websites

CSR & Sustainability Info for Peet’s Coffee & Tea Inc., https://www.csrhub.com/CSR_and_sustainability_information/Peets-Coffee-and-Tea-Inc

Davids Tea CSR, https://www.davidstea.com/ca_en/sponsorship.html

Ethically Sourced Tea, https://www.starbucks.com/responsibility/sourcing/tea

Stokes Tea & Coffee, https://stokescoffee.com/pages/csr

Labouring for global markets: CSR lessons from South Indian textile export cluster, https://www.eldis.org/document/A101656

Corporate Social Responsibility Policy, https://www.zavida.com/corporate-responsibility/

Sustainable Tea Certification Lipton & The Rainforest Alliance, https://www.csreurope.org/unilever-sustainable-tea-certification-lipton-rainforest-alliance

Lipton Consumer Site, http://www.lipton.com/gb_en/

Unilever Sustainability Agriculture, http://www.unilever.com/sustainability/environment/agriculture/farmers/index.aspx

Measure performance and set targets, https://www.infoentrepreneurs.org/en/guides/measure-performance-and-set-targets/

The Five Elements of the Best CSR Programs, https://www.forbes.com/sites/csr/2011/04/26/the-five-elements-of-the-best-csr-programs/

Occupational health and safety and the poorest, https://www.eldis.org/document/A76126

Measuring the effectiveness of corporate governance, https://knowledge.insead.edu/leadership-organisations/measuring-the-effectiveness-of-corporate-governance-1149

Coffee Gift Baskets & Gift Sets Teat Gift, https://www.harryanddavid.com/h/gourmet-foods/coffee-tea-beverages
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