


1. Consumers:
• Chobani's primary stakeholders are 
health-conscious consumers seeking inno-
vative and healthy yogurt options.
• The company constantly innovates its 
product lines, offering choices like no-sugar 
yogurt and Oat milk.
• Chobani prioritizes quality ingredients, 
such as non-GMO ingredients and cane 
sugar, promoting healthier consumption.
2. Community:
• Chobani always actively engages with • Chobani always actively engages with 
the community, building trust and a posi-
tive reputation.
• Initiatives like School Breakfast Clubs 
have been established to enhance chil-
dren's nutrition.
• Chobani employs about 30% of refu-
gees, contributing to social inclusion and 
community development.

3. Partners:
• Chobani collaborates with partners who 
share its mission 
• Partnerships enable resource integration 
and maximizing contributions to the com-
munity.
4. Employees:
• Chobani demonstrates employees’ care 
through comprehensive welfare and equita-
ble pay.
• The company encourages employee vol-
unteerism, offering 8-hour paid wages per 
year for volunteering.
5. Environment:
• Chobani prioritizes sustainability, with 
dedicated groups focusing on sustainable 
goals.
• Actions like experimenting with sustain-• Actions like experimenting with sustain-
able packaging, reusing by-products, and 
ensuring water efficiency support environ-
mental preservation.



Practicing Corporate Social Responsibility (CSR) in public 
relations can offer numerous benefits to companies, 
ranging from enhancing their reputation to increasing 
customer loyalty. In addition, we think that the implemen-
tation of CSR needs to take into account all stakeholders, 
rather than being one-sided and unilateral.
From Chobani's CSR behaviors, we can derive several 
valuable lessons that can be applied to other companies.


