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1. Introduction
Coffee activity in the world, and especially in
Colombia, is a sector traditionally dominated by
men; However, it has undergone significant changes
in recent years, since it begins to make women
visible as a fundamental part of its growth and
strengthening. However, their presence and role are
still oriented to traditional dynamics, where women
have a support figure for men.
The strategies and practices promoted towards
women to revive the demand for coffee today are a
response to a market dynamic from marketing, and
not from the intention of more equitable, fair, and
inclusive markets. For this reason, leadership from
the perspective, capacity for persuasion and joint
decision-making have allowed women from the
associativity to empower themselves and take part in
the processes of strengthening and coffee production,
despite the barriers.
In spite of the above, the concept of continuous
diffuse and not very clear social responsibility within
the sector, the joint practices of the certification and
seals processes, has allowed them to guide their
actions, and the development of specific strategies
from the framework of the RS has responded
immediately to specific situations. Although there is
a talk of more equitable and inclusive markets, there
are still gaps in the sector related to the context and
participation of women in a sector where the
patriarchal structure prevails. Despite the existence
of projects that promote the idea of guaranteeing
gender equality, women's working conditions are
maintained or precarious, given the persistence of
historical elements such as machismo and patriarchy
[1].
The efforts are focused on improving production
and the inclusion of women for the growth of the
sector, but it denotes limitations in the recognition of
the producer from its leading role, its conditions, and
ideals in the rural context. In this sense, studies
carried out at the departmental level, highlight the
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Social responsibility has been established to the
extent that organizations and society are interwoven,
where the latter has certain expectations about the
behavior and results of the organization [3]. So much
so, that its social performance refers to the
configuration of the principles of social
responsibility, policies, programs, processes, and
results of the social response that the organization
has before society and that shows its relationship
with it. Likewise, more and more social
responsibility establishes a relationship with the
economic and financial performance of organizations
and their operationalization [4], [5].
Carroll [6] allows us to understand Social
Responsibility from four perspectives; economic,
legal, or legal, ethical, and philanthropic, where the
model cannot be covered sequentially or
progressively, but comprehensively regardless of the
role or core of the organization. That is why, even
though social responsibility is attributed to large
companies, there is a strong tendency in small
companies and organizations to speak and propose
particularities from economic, social, and
environmental aspects, from the framework of social
responsibility [7], whose purpose is to contribute to
sustainable
development
[8].
Therefore,
organizations and their stakeholders see the
importance of a socially responsible act.
Lantos [9], for his part, exposes four focuses of
action for SR: vision of profit generation as a single
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Instrumental Theories

Group

Political theories

2.1. Social Responsibility

Table 1. Theory of Social Responsibility

Integrative
Theories

2. Literature Review

purpose, vision of profit generation in a limited area,
vision of social welfare and vision of a company at
the service of the community.
The third classification was established by Garriga
and Melé [10], around four theoretical currents:
instrumental, integrative, political, and ethical (see
Table 1).

Theories about ethics
and morals in business

social and solidarity associative work as a facilitator
for the development of productive projects that
allows them to improve economic income for women
[2], but not of the conditions and characteristics of
empowerment and leadership possessed by women
coffee growers.
Therefore, it is necessary to inquire about the
characteristics of the social responsibility exercised
by women in the sector, to generate a central
perspective on the development and achievement of
access to differentiated markets, strengthening of
producer associations, responsible practices, among
other Although there are no specific guidelines
related to social responsibility in the framework of
the coffee sector. Coffee growing, through the
changing dynamics of markets, social and
environmental aspects, has become aware of the
importance and promotion of a series of criteria and
standards for the production and commercialization
of grain, such as sustainable certifications according
to the category, friendly with the environment, social
content, organic coffee, and fair trade.

Central idea

Approaches

There is a direct
relationship between CSR
and wealth generation.
Emphasis is placed on a
strategic management of
the company where
socially responsible actions
are articulated with
obtaining greater
performance and profits for
shareholders.
It emphasizes the social
power that the organization
acquires in each
community, given by the
contract or social
relationship that they
establish between them.

Shareholder value
maximization approach
Social cause marketing
approach

It focuses on identifying
and responding to social
demands, such as
compliance with the law,
public policies, and
stakeholder management.
Based on business
activities that respond to
the fulfillment of universal
rights. The development of
correct actions for the
benefit of the common
good.

Strategic approach of
companies to achieve
competitive advantages
Approach to corporate
constitutionalism
Social contract
approach
The corporate
citizenship approach
Social affairs
management approach
Public responsibility
approach
Management approach
of the groups involved
Corporate social
performance approach
Regulatory approach of
stakeholder groups
Universal rights
approach
Sustainable
development approach
Approach to the
common good

2.2. Social Responsibility and Coffee
The coffee sector has been linking social
responsibility through the systematic development of
policies, programs and practices for the production,
distribution, and marketing of coffee. The
associations linked to this production chain have also
adhered to the basic principles of management
through decision-making that are consistent with the
basic principles of management, including those
unconventional study bodies.
The generation of economic value and
competitiveness, the efficient use of natural resources
and the strengthening of the social fabric, have been
the reasons why a sector approach to social
responsibility has been developed [11]. For example,
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terms such as "sustainable coffee" have been used
within the sector to mention the importance of the
use of agricultural methods that allow profitability to
the coffee grower and good health, with minimal
damage to the environment [12].
Thus, the use of quality certifications by coffee
producers has been one of the means to promote and
show social responsibility and coffee sustainability,
whose objective is to achieve responsible production
and origin, as well as social and environmental
conditions. adequate. Also, there are more and more
certifications and codes of conduct issued by
specialized and authorized centers in the sector,
related to this management model, especially those
associated with environmental aspects.
Now, the involvement of women in the sector and
their affirmative response to social responsibility is a
bet that has been existing through the struggle for
visibility and recognition from the culturally
designated functions within their feminine social
role, such as their role within the value chain of the
sector [1]. Although, the presence and role of women
in coffee growing has become different [13], it is still
classified as “support from the coffee grower” and
despite the practices and strategies to revive the
demand for coffee from the gender equity, there are
gaps related to the context and participation of
women in a sector where the patriarchal structure
prevails.
Even though in recent years there have been
studies that examine the practices of social
responsibility and its relationship with gender in
different fields of social and economic life [14], [15],
[16], [17], [18], and these are almost non-existent in
peripheral countries, especially when addressed in
unconventional organizational contexts.
Based on this investigative work seeks to describe
the perceptions of the principles of social
responsibility established in associations of women
coffee growers, as well as their sociodemographic
conditions, considering that there are few
investigations regarding women, their community,
and its role in the coffee sector and in the margin of
social responsibility.
3. Materials and Methods
The research methodology was constituted in five
stages: the first mentions the approach in which it is
developed, the second the population group and the
sample, the third describes the quantitative
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instruments applied, the operationalization of the
variables and study dimensions, the fourth considers
the ethical considerations and, finally, the fifth
presents the criteria for the analysis of the
information.
3.1. Approach
The research was approached from a quantitative
perspective due to the nature of the data obtained,
descriptive in that it seeks to describe the
phenomenon of SR and is cross-sectional since it
collects information in a single moment [19], whose
objective is to investigate and describe the
dimensions of social responsibility in an
unconventional organization associated with the
coffee activity, specifically in the associations of
women producers of special and differentiated coffee
in a peripheral region of Colombia.
3.2. Population and Sample
The population corresponds to the women who
make up the associations of coffee producers in a
peripheral region of Colombia. The sample used was
non-probabilistic, specifically a convenience
sampling, in which 450 questionnaires were applied
to women from ten coffee associations, with
extensive experience in the production of traditional
and differentiated coffee. In general, women of legal
age who were formally linked to the organizations
and who voluntarily participated in the study were
selected.
3.3. Instruments and Operationalization
The first survey was carried out to the associations
of
women
coffee
growers,
to
identify
sociodemographic variables such as personal, family
and land tenure data and its production.
On the other hand, the instrument for measuring
social
responsibility
in
associations
used
corresponded to the proposal of Andrade et al. [20],
used for the coffee context. The questionnaire has 29
items derived from 4 dimensions: values,
transparency, and governance (VTG), labor issues
(LA), environment (MA), and society (S) (see Table
2). For all items, people indicated their perception on
a five-point Likert-type scale, where one (1) means
totally disagree and five (5) means totally agree (see
Table 2).
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Table 2. Questionnaire variables
Variable

Dimension
Socioeconomic
Education level
Age
Dependents
Head of the
family
Conformation of
economic income

Socioeconomic

Housing tenure
Housing
distribution
Housing
materials
Access to the
property
Property tenure
Extension of the
property
Productive use
extension
Coffee use
extension
Type of coffee
you produce
Annual
production
income
Seal or
certifications
Client

Social Responsibility (SR)

job
Values,
transparency, and
governance
(VTG)
Laboral things
(LT)
Environment (E)

Society (S)

Scope
Classification in strata of
housing conditions according to
access to services and goods.
Understand the formal education
that the producer has
Elapsed time in years of the
person's existence
Number of economically
dependent people
Condition that establishes being
in charge or being directly
responsible for the rest of the
household members.
Source of economic income for
the family
Relationship of the person with
the home
Number of physical spaces
divided or formed in the house
Predominant materials of which
the house is made
Type of road that the property
has to access it.
Relationship of the person with
the property
Number of hectares of the
property
Number of hectares of the
property in productive use
Extension of use of Number of
hectares of the property in use
only for coffee cultivation
Kind of coffee that it produces
Sum of average income
generated by coffee production
in the year (Colombian Pesos COP)
Stamps, code of conduct and
certifications that the respondent
possesses.
Type of buyer or customer who
sells the production to you
Amount of employment
generated in production
(average)
It is related to the affinity with
certain values and ethical
principles, management
practices, self-regulation of
behavior and transparent links
with the community.
Corresponds to internal policies
and practices oriented to work or
associativity.
Adoption of an integrated
approach aimed at mitigating
direct and indirect environmental
implications.
They are related to initiatives
that stimulate a permanent
relationship with interest groups
(society), leadership and human
rights, among others.

Source: Own elaboration
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Cronbach's Alpha was performed for the Social
Responsibility variable to establish an acceptable
level of confidence for the study, obtaining excellent
consistency (α = 0.91). Also, a detailed analysis of
the reliability of the dimensions of the instrument is
used, whose results were: environment with 9
elements was 0.90, society with 7 elements was 0.88,
values, transparency, and government with 7
elements was 0.88, and labour things with 6 items
was 0.92. As can be seen, in all cases the coefficients
represent an adequate index of convergence (see
Table 3).
Table 3. Reliability of the dimensions of the questionnaire
Reliability statistics Cronbach's alpha
Environment – E
α = 0,90
Society – S
α = 0,88
Values, transparency, and
α = 0,88
governance –VTG
Laboral things – LT
α = 0,92

Elements
9
7
7
6

Source: Own elaboration

3.4. Ethical Considerations
It is a risk-free investigation, which does not imply
experimental manipulation, and that all procedures
were with the prior voluntary consent of the
participants. It is approached respecting the dignity,
well-being and rights of the people who participated
and knowing the legal norms and professional
standards that regulate the conduct of the
investigation.
3.5. Analysis of Data
The data obtained were entered into a matrix
constructed with Microsoft's Excel program, in an
ordered manner, and the corresponding values were
assigned. Then, they are transferred to the statistical
package for the social sciences (Statistical Package
for the Social Sciences, SPSS version 24) to process
the information.
4. Results
The producers belong to legally registered coffee
associations, whose main income is the cultivation of
coffee. Close to half (48%) are heads of household
and have between 1 and 12 dependents between
adults and minors (92%). The coffee-growing
women of Huila have ages ranging between 26 and
80 years. 68.5% have attended up to fifth (5th) of
primary school and in a lower percentage (6.3%),
they have technical and university academic degrees.
In relation to the characteristics of housing and
land, most of which are located in the same
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geographical area, they belong to socioeconomic
strata 1 (68.5%) and 2 (31%) and have most of the
services; energy (97%), aqueduct (83%), gas (57%),
telephone network (68%) and internet (6%). Some of
these homes do not have a bathroom (20%) and a
kitchen (13%). The houses are built mostly in
Bahareque materials (52%) and zinc (89%).
53% of the properties are solely owned by women.
59% have farms of 1 to 5 hectares dedicated 100%
for the exclusive use of coffee. 39% of them produce
specialty coffee and 69% traditional or standard
coffee. Faced with certifications, women acquire the
Fair Trade-FLO (37%), interested in fair trade for
small producers and access to equitable markets.
Codes of conduct such as 4C that stipulate criteria
applicable to the sustainable production, processing
and marketing of green coffee (19%). Others such as
UTZ certified (14%), Rainforest Alliance (9%),
C.A.F.E practices (4%), Certified Organic (3%) and
Nespresso AAA (1%), are also acquired.
Regarding the sale of coffee beans, women coffee
growers are interested in supplying it to their local
cooperative (83%), to individuals (42%) and to a
lesser extent to the association they represent (14%).
Subsequently, the variable social responsibility in
associations has an average of 4.03. Its dimensions
have an arithmetic average that varies between 3.9
and 4.1. The variance of the variable as well as the
subscales are not significant, since the measure of
dispersion around the mean between the groups does
not have an important difference (see Table 4).
Table 4. Descriptive Analysis Social Responsibility
Values,
Transparency Laboral
and
things
Government
Average
Median
Standard
deviation
Variance

Environment Society

SR

4,1337
4,2500

3,9021
3,8889

3,9767
4,0000

4,1159 4,0322
4,2857 4,0800

,60271

,63548

,75691

,67624 ,55632

,363

,404

,573

,457

,309

Source: Own elaboration

Faced with the descriptive analysis, it is identified
that more than half of the women in the associations
(58.7%) perceive actions related to management in
the margin of social responsibility. Dimensions such
as Values, Transparency and Governance (VTG),
Environment (E) and Society (S), have a rating
greater than 50% (see Table 5). However, the Labor
Things dimension (LT) obtains the lowest percentage
rating (47.6%)
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Table 5. Descriptive Analysis Social Responsibility
1–2
3
4- 5

VTG
4.9
28
67.1

LT
9.1
43.4
47.6

E
9.1
34.3
56.6

S
7
25.2
67.8

SR
6.3
35
58.7

Source: Own elaboration

5. Discussion
Women have always been and participated in rural
contexts, including coffee production. However, they
have had little representation in marketing, export or
management and decision-making jobs; Well,
according to Rodríguez [13], a patriarchal model
persists in the general structure of the sector.
The collectivities taken in the investigation,
although they are legally constituted, have undergone
transformations from the organizational and
economic structure, even from the permanence and
sustainability of the associates. According to them,
there are various situations, and they conclude that
their greatest barrier has been the low acceptance of
their spouses or partners and of society for the
development of their activity.
On the other hand, although for some of the
women, the association represents a welfare dynamic
on the part of the state and contributing
organizations, many consider that the communities
make visible the role of women in the sector and
contribute to gender equality and equity, making that
they empower themselves in the sector, in the
territory and in their families. However, the inclusion
of women in the sector independently, autonomously
and leader of processes has adverse implications in
the traditional conception of women and family,
which breaks mechanisms of social control, due to a
marked significance in gender roles [21].
Now, about half of the women in the associations
are heads of household (48%), they are between 26
and 80 years old, where 62% are over 50 years old.
An important indicator for the government and the
coffee and agricultural institutions on the
generational change, since fewer young people are
linked to this productive activity, given the different
changes in the sector and the territory at an
economic, environmental, and social level, and the
lack of linkage mechanisms for this population to
strengthen the coffee identity [22].
Regarding the educational level, only 6.3% have
accessed a higher education, as a technical,
technological or university professional. The
shortage in labour and the significance of the female
role, has made them accompany the processes of the
sector since their childhood, in tasks such as caring
for their siblings and children, domestic chores and
feeding workers, dissociating them from educational

TEM Journal – Volume 10 / Number 4 / 2021.

TEM Journal. Volume 10, Issue 4, Pages 1700‐1707, ISSN 2217‐8309, DOI: 10.18421/TEM104‐28, November 2021.

settings, thus such as the difficulty of road access and
extreme poverty.
However, the houses where women live have
unfavorable conditions for some. More than 20% of
the women do not have toilets, 46% have dirt floors
and 60% have walls between wood and wattle. About
10% do not have energy or aqueduct, 43% do not
have gas. Although the programs and institutions
linked to the strategies and support these associations
by the state and other organizations provide training
through web pages and profiles on social networks
for the commercialization and marketing of coffee,
only 6% of women have internet.
47% of the associated women do not own the
property where they grow coffee, which is their main
income. Women recognize the need to own the land,
to feel autonomy in the production and marketing of
coffee. Important changes in the history of women
coffee growers have been linked to access to
economic resources, educational processes, and land
tenure [1], [13].
There is little recognition of the typification, class,
or criteria to identify the specialty coffee of the
standard in associated women. However, when
talking in terms of overpricing coffee, women
associate it with “special coffee” [23]. Burgos [24]
refers that in Colombia there is a potential in special
arabica coffees, but there is a strong tendency for
these women to produce standard coffee (61%), even
though more than half have a certification, linking it
in the certification processes of agricultural
production that emerged as a green market strategy.
On the other hand, the associations were identified
with concepts, principles, and practices in social
responsibility. Martínez et al. [25] in their study,
state that a participation of women in the decisionmaking of associations is reflected is leading to
Social Responsibility in their way of acting.
Actions against the dimensions of values,
transparency, government and society are the ones
that are promoted the most by associations, and it is
not surprising, given the principles of the solidarity
economy that they represent. For example, within the
society dimension, associations seek to get involved
in solutions to some community problems related to
rural and sustainable development [8]. Specific
issues such as generational change, women's
leadership, market dynamics, among others, have
allowed taking important initiatives, which are
compacted with previous studies such as Burgos
[24], who reaffirms that the sector in Colombia is a
potential solution to these different problems,
especially in the generation of employment and
generational change.
Situations such as the fight against inequality gaps
in a sector dominated by men is one of the constant
and similar actions in all associations, ranging from
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awareness campaigns for women, to management of
family training programs and psychological, to
promote the leadership of women and the change or
transformation of their role -Awareness of traditional
roles.
Faced with the environmental dimension, the
associations guide actions aimed at the promotion
and internalization of friendly habits with the
environment, given the promotion of the use of nontoxic products, nor harmful to the environment,
including the use of water and energy from the
responsible consumption.
Regarding the labor issues dimension, women
perceive few activities related or directed to formal
work, legal norms, and associativity. Although the
associations manage the education and training of
their associates through relationships with different
institutions, the latter are mostly limited to technical
and commercial strengthening.
Finally, it can be mentioned that the women's
coffee-growing associations promote principles and
practices of social responsibility from the community
in a timely manner, despite the problems and
resistance to the empowerment of women by men
and society. The contribution in the productive and
economic part, in the social and environmental
aspects, as well as in linking the production of
specialty coffees through compliance with the
certification requirements, has been developed as a
management strategy in the associations. However,
the lack of a strategic approach to the sector and the
associations from the perspective of social
responsibility continues to reinforce the traditional
thinking where there is only a general concern for the
economic aspect.
6. Conclusions
Within the conclusions of the study, there is a
marked perception of men as a barrier or potential
opponent of the involvement and participation of
women in the development of the coffee sector.
Family and social dynamics are still based on a
patriarchal model, in which women have specific
functions in the home and are only thought from
within the sector, as support in some processes.
For some women and men (couples), women's
associations are a means that allows them to obtain
personal benefits immediately and they see it within
a welfare dynamic, which may be one of the reasons
why associations experience a rotation of associates
or decrease in associated women. However, there is a
strong perception rooted in the visibility of women in
the coffee sector through this type of organization.
Although the associations are legally formed, most
do not sell what they produce through them, but
prefer private clients such as cooperatives of coffee
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growers and private agents, evidencing the need to
strengthen the cohesion and organization of the
associations.
There are specific initiatives to specific problems
from the social responsibility model, framed within
the responsible business and shared value, which
help the dynamics of the associations and the
durability and sustainability of the coffee business.
Women leaders have reached high levels of moral
development, transparency, and ethical behavior,
through a fair and synchronized vision of the needs
of their followers and other stakeholders, generating
an image of trust, identification, and adoption of their
behavioral model.
There is a feeling of reciprocity between leaders
and followers, generating individual considerations
regarding care, empathy, providing challenges and
opportunities for each one, which are outlined in
actions to strengthen the association.
Public and private institutions and organizations
have been strong allies in the empowerment and
strengthening
of
women's
coffee-growing
associations, contributing significantly to education
and cohesion processes.
It is necessary to implement strategies that allow
the consolidation of associations of women coffee
growers in the municipalities where they start their
commitment as a group. As well, routes of attention
to the violation of rights and lines of research that
tend to know the dynamics immersed at the
individual, family, and social level, as lines guided to
practices developed from the technical processes.
Finally, this study presents a model of analysis and
approach to characterize the practices of social
responsibility in coffee producing organizations
made up of women in a peripheral region of
Colombia. It is necessary to replicate the instrument
in other organizations to evaluate its performance,
especially in this type of unconventional
organizations.
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