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This study aims to identify current social sustainability
metrics and understand the role they play in fostering
corporate social responsibility (CSR). We examined consumer
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Many future research opportunities that stem from this work exist.
We ultimately imagine a database being constructed that compiles
scores from a consumer-reported framework and reports said scores

i. Next, Same constructed the CSI framework using Microsoft Excel to utilize a binary system of 1 for yes, O for no, and NA for
not applicable to answer questions related to the three main categories of economic, environmental, and social

sustainability. . : ) . :
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iv. ~ Weighting was introduced into the framework to allow users to emphasize a specific category of sustainability. ultimately drive-up demand for corporate social responsibility.

v. Once we agreed upon a draft framework, we tested it on two chocolate companies: Alter Eco and Tony’s Chocolonely.
vi. We Identified metrics deemed essential (this type of question is labeled accordingly and indicated with a "**”) and that if
answered with "no,” the category will have a 0%.)

vii. Additionally, we created a new section for each category where users can state the number of additional certifications or References Literature Review
metrics that adds up to .5 instead of 1. g e o s,
viii. We found that adding weight for each section and the number of metric-based questions in each category were more @@
B representative and accurate to assessing social sustainability. R
ix. Along with this, we weighted the economic category at O, with an emphasis on social (weighted at an 11) and environmental R !; o
(weighted at a 4). i i
B x. We added questions that are directly tied to recognized sustainability certifications, so that when a user answers “yes” it will [0) kg by

automatically fill in areas concurrent with the framework and the recognized metric.

xi. After the evaluations were complete, we compared our results to scores for the test companies using the Good Shopping
Guide.



