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Corporate Social Responsibility at TOMS
Introduction
In trying to optimize their business practices, many organizations have increasingly adopted Corporate Social Responsibility in their business models. Corporate Social Responsibility (CSR) is a business notion that involves acknowledging the organizations’ ethical obligations to society and the environment in their practices and relations with their stakeholders (Kapoor, 2015). As such, CSR specifies that an organization should “identify its stakeholder groups and incorporate its needs and values within its strategic and operational decision-making process” (Hartman, DesJardins, and MacDonald, 2014). Over the years, TOMS has provided an outstanding example of how CSR can form the foundation of an organization’s business operations and serve to enhance the organization’s reputation and success in different sectors (Liodice, 2010). Further analysis of the CSR practices at TOMS reveals that they are most consistent with the integrative and stakeholder models of CSR presented by Hartman, DesJardins, and MacDonald (2014). Inevitably, TOMS’ CSR activities have faced various criticisms, especially from those who believe that the company’s CSR efforts are illegitimate. Nonetheless, I think that good ethics has resulted in good business for TOMS.
Corporate Social Responsibility Activities at TOMS
Since its inception, TOMS has prioritized Corporate Social Responsibility practices. One of the company’s main business strategies involves an initiative to donate a pair of shoes to children in disadvantaged communities for every pair that is purchased (Mugendi, 2017). This is aimed at promoting the lives of the children in these communities as part of the company’s ethical responsibility to give back to society (Mugendi, 2017). This initiative has benefitted various countries across Africa, South America, and other continents worldwide (Mugendi, 2017). Additionally, TOMS employs environmentally friendly business practices since its products are mainly made of recyclable materials (Brown, 2013). Apart from shoes, TOMS also produces bags and the profits made from the bag purchases have been used by the company to avail training facilities for birth attendants, mainly to promote safe deliveries across the world (Kapoor, 2015). The company has also organized eye check-up services for various needy individuals to provide sufficient medical equipment to reduce the burden of eye complications for individuals in needy communities (Kapoor, 2015).
TOMS has also invested hundreds of millions of dollars in the company’s innovative social ventures mainly to generate new alternatives for enhancing the lives of their customers as well as the needy communities who benefit from their donations (Buchanan, 2016). This illustrates a true commitment to Corporate Social Responsibility because the company is not obligated to utilize any expenses in identifying ways to enhance the impact of their CSR practices, yet it is dedicated to doing the same (Buchanan, 2016). The company has also illustrated a new dimension of CSR that goes beyond simply implementing their Corporate Social Responsibility policies to identifying ways of improving these policies to benefit their customers, shareholders, and society in general (Buchanan, 2016). Furthermore, the innovative efforts can help TOMS to identify additional areas of need in the society that can be filled by CSR practices (Buchanan, 2016). By refining its CSR strategies, TOMS has set an example of how innovative resources can be channeled towards the implementation of CSR.
Advantages of TOMS’ Corporate Social Responsibility Activities
Through its CSR activities, TOMS has benefitted its shareholders, employees, and other stakeholders in different ways. TOMS has increased its reputation through CSR practices, which has enhanced its appeal to various stakeholders and potential investors. As such, the company has consistently received support from various non-governmental organizations and international bodies such as the United Nations International Children’s Emergency Fund, which has assisted in providing financial and logistical support in distributing TOMS products to children in disadvantaged communities across the globe (Buchanan, 2016). The implementation of Corporate Social Responsibility at TOMS has helped the company to establish a positive organizational culture. Since CSR specifies that an organization is obligated to acknowledge the needs of its employees to promote their well-being, TOMS has ensured that its employees are valued since their rights are respected, which has contributed to employee satisfaction within the company. As such, the company has created and sustained positive relationships between its employees and the management based on mutual respect. Furthermore, the company has established positive relations with its wide customer base through its CSR practices, which has contributed to the establishment of a customer-oriented organizational culture. Similarly, the relationships with its suppliers, as well as the stakeholders, have been promoted due to TOMS’ CSR activities. Such positive relationships, coupled with employee satisfaction and a customer-oriented business model, contribute to a positive organizational culture at TOMS.
TOMS has also acquired a vast and loyal global customer base through its CSR activities. The company has utilized social media platforms to create an enormous following made up of individuals who support their activities and business ideals (Mugendi, 2017). Furthermore, the company has successfully made its customers feel part of an initiative to enhance the lives of needy people across the world (Mugendi, 2017). This has promoted their customer engagement because Toms’ customers believe that for every purchase they make, they will contribute to someone else’s well-being (Mugendi, 2017). Subsequently, the company has augmented its connections with its customers, who can now influence the company’s decisions and activities through the available technological means. This enhanced connection has enabled Toms’ customers to purchase more of their products, thereby generating more revenue for the company (Roncha & Radclyffe-Thomas, 2016). Additionally, Toms’ customers have helped to advance brand recognition by sharing their positive views about the company and its products (Brown, 2013). Consequently, Toms’ customers have indirectly advertised the company’s products, leading to the acquisition of more customers and expansion of Toms’ customer base (Brown, 2013).
Corporate Social Responsibility Models Exemplified by TOMS
Toms’ CSR activities incorporate various aspects of both the integrative and the stakeholder models of Corporate Social Responsibility proposed by Hartman, DesJardins, and MacDonald (2014). In the integrative model of CSR, organizations “place social responsibility at the core of their strategic mission and corporate purpose” (Hartman, DesJardins, and MacDonald, 2014). Additionally, the integrative model specifies that organizations have to incorporate “sustainability,” which involves the utilization of environmental-friendly processes in their business practices (Hartman, DesJardins and MacDonald, 2014). This is based on the notion that an organization’s economic performance is influenced by the welfare of the natural environment within which it operates (Hartman, DesJardins, and MacDonald, 2014). On the other hand, the stakeholder model specifies that the main purpose of a business is to “create value for its stakeholders, including employees, customers, suppliers, and local communities as well as investors and stockholders” (Hartman, DesJardins, and MacDonald, 2014). In this model, the organization has to respect the human rights of its stakeholders (Hartman, DesJardins, and MacDonald, 2014). As such, the stakeholder model is based on the notion that the business activities and decisions have various impacts on these stakeholders (Hartman, DesJardins, and MacDonald, 2014). The organization’s management, therefore, has to acknowledge all the stakeholders in any decision-making process (Hartman, DesJardins, and MacDonald, 2014).
TOMS typifies the integrative model of CSR because one of the company’s core strategies since its inception has been to provide a pair of shoes to a child in a disadvantaged community for every pair that is purchased by their customers (Mugendi, 2017). This core strategy has been upheld by TOMS despite the company exploring more lines of business over the years and manufacturing products other than shoes (Mugendi, 2017). TOMS’s dedication to sustainability is illustrated in its emphasis on making environmental-friendly products. For instance, TOMS shoes contain “natural hemp, organic cotton, and recycled polyester” (Brown, 2013). Furthermore, these shoes are packaged in boxes containing recycled waste products (Brown, 2013). Consequently, by maintaining CSR in its strategic goals, TOMS has illustrated the legitimacy of its CSR efforts.
TOMS also exemplifies the stakeholder model through various practices. For starters, the company respects the rights of its employees by operating within the stipulated labor laws (Brown, 2013). Additionally, the company directs its members to actively minimize slavery and human trafficking in the company’s value chain processes (Brown, 2013). For instance, the company consistently demands that its direct suppliers provide a certification that proves that their materials are acquired without breaking the international slavery and human trafficking policies and regulations (Brown, 2013). Moreover, TOMS company does not engage in false advertisements of its products mainly to show respect to its customer’s autonomy as they make their decision to purchase TOMS products (Brown, 2013). Conversely, TOMS utilizes their customer base as their main tool of advertisement when they propagate positive reviews about the company (Brown, 2013). TOMS also embodies the stakeholder model by allowing their customers to be involved in the organization’s decision-making processes mainly by engaging them through their social media platforms (Brown, 2013).
Criticisms Against TOMS’ Corporate Social Responsibility Activities
However, TOMS CSR activities have been criticized by many who perceive the company’s dedication to helping the disadvantages as illegitimate. For instance, Taub (2015) argues that the move to donate a pair of shoes for each that is purchased is an inefficient form of charity. She argues that this business model provides the wrong solution to the economic problems facing the children who receive the donated shoes from TOMS (Taub, 2015). For instance, she points out that a survey on the children who received the shoes concluded that the shoes had no impact on the children’s school attendance or self-esteem (Taub 2015). Taub (2015) points out that the economic hardships in such disadvantaged communities are too complicated to be solved by providing them with free consumer items (Taub, 2015). Furthermore, she argues that this business model adds to the perception that disadvantaged individuals are so helpless and cannot improve their life standards by themselves, and therefore depend on cheap handouts from more advantaged individuals (Taub, 2015). According to Taub (2015), this perception encourages passiveness such that the needy individuals are not motivated to improve their lives without cheap help from others. Additionally, Taub (2015) points out that such a perception of the disadvantaged may precipitate disadvantageous business policies and regulations in the long run.
Evaluation of the Impact of Good Ethics on TOMS’ Business Success
Nonetheless, I think that good ethics has led to good business for TOMS. Since business entails the creation of value for both the organization and its stakeholders, the adoption of CSR activities as good ethics at TOMS has enhanced this creation of value. Essentially, TOMS has created value for itself following the adoption of CSR practices which positively elevated its brand image and reputation, which increased the organization’s appeal to potential investors. Therefore, the company has acquired more investors and shareholders since its inception, which has increased the financial resources at hand for TOMS’ business operations (Torelli, Monga & Kaikati, 2012). The company has generated additional value for itself through financial support from other non-governmental organizations, which has minimized the amount of revenue used by the organization to fund its operations. Furthermore, TOMS’s partners have assisted the organization in the distribution of its donated products, which has minimized the expenses that the organization incurs from logistics and product distribution.
TOMS has also generated value for its customers, employees, and shareholders through its CSR activities, which implies good business (Gubbi et al., 2010). The company creates “intrinsic psychological value” to its customers since they feel that by purchasing TOMS products, they ultimately contribute to enhancing the lives of other disadvantaged individuals (Argandoña, 2011). This is mainly through TOMS’ utilization of social media platforms which has enabled their customers to use the technological facilities at hand to determine the decisions and practices of the business whose products they purchase (Mugendi, 2017). TOMS also creates value for its employees by providing an employee-friendly working environment which enhances employee satisfaction, thereby increasing their engagement and improvement of their skillset as a result (Argandoña, 2011). By enhancing the company’s reputation, TOMS’s CSR activities have contributed to maintaining favorable stock values for the company, which has helped to optimize shareholder value by increasing the returns on their investment (Bhasin, 2013). Furthermore, the shareholders’ reputations have been enhanced due to their involvement with Toms (Bhasin, 2013).
Conclusion
In conclusion, Corporate Social Responsibility entails business practices that acknowledge the organization’s ethical responsibilities to its stakeholders, society, and the environment. TOMS had consistently provided an exemplary illustration of the implementation of CSR through its main business strategy that involves donating a pair of TOMS shoes to a child in a disadvantaged community for every pair that is purchased (Crane, Matten, and Spence, 2013). Furthermore, the company’s diversification into the production of bags and eyewear has enabled TOMS to fund birth delivery training programs and quality medical assistance to needy individuals with eye complications. TOMS has benefitted from the adoption of CSR practices through enhancing its reputation and appeal to investors and supporters. Additionally, the company has promoted positive relationships with its stakeholders which has led to a positive organizational culture. These CSR activities at TOMS exemplify the integrative and stakeholder models of CSR since they form the core of the business strategies, and they incorporate the needs of the various stakeholders affected by TOMS’ business outcomes (Hartman, DesJardins & MacDonald, 2014). Nonetheless, TOMS’s CSR activities have been criticized as ineffective in trying to solve the needs of individuals in disadvantaged communities. This does not take away from the beneficial business outcomes that TOMS has enjoyed due to the adoption of CSR as good ethics.
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