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Outline

* 1. Do consumers care about corporate social responsibility (CSR)?
» What they care and why?
» How much they care?
» Where do they find such CSR information?
» How they behave after knowing firms with bad CSR performance (a recent study)?

* 2. Do firms care about consumer interests by engaging in CSR?
» What is the most effective way? CSR reports?
» Recent evidence?
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Do consumers care about CSR?
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Do consumers care about CSR?

' = = S
Y\ Consumers' Attitudes to Environmental Responsibility
' based on a survey of more than 28,000 consumers (15+) across 23 countries
April 2015
100% )
Brands and companies have to be [ feel guilty when I do something 1 only buy products and services
90% environmentally responsible that is not environmentally that appeal to my beliefs, values
friendly or ideals
B0% 76%
66%
. ° 63% 63%
B Total agree
B60% 530/, 54% 9
50%
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0% i
23-country US average 23-country US average 23-country US average
average average average
MarketingCharts.com | Data Source: GfK
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What consumers care about in CSR?

marketing
e.. Charts

e

Consumer Attitudes to Brands' Sustainability Efforts

Companies/brands should do a lot more
to reduce their carbon impact

89%

Sustainability should be a standard business practice

Companies/brands have a responsibility
to take care of the planet and its people

g

&

It's good that brands use their money and power 86%
to raise awareness of important issues 6
Businesses should play a part in solving challenges 86%
like climate change or social justice
Published on MarketingCharts.com in May 2021 | Data Source: Wunderman Thompson
Based on a survey of 4,000 adults (18+) in the US, UK, China and Brazil
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What consumers care about in CSR?

Most Influential Brand Activism Attributes to Consumers : g%’r'zgti"g

The company treats its employees well 63%

st o s wepires s o), I *
(e.g., where it sources materials, employee stats, etc.)
The brand is local or locally sourced

The brand supports and acts upon causes we have in common _ 53%

The brand connects me to others like me and

gives me a sense of community 49%

The brand takes a political stance on issues close tome 45%

Published on MarketingCharts.com in October 2021 | Data Source: Jungle Scout

Based on an August survey of 1,100 US adults (18+)
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What consumers care about in CSR?

* “While quality and performance (39%), low prices (35%) and quality customer
service (35%) are the top three reasons why consumers say they purchase from a
brand, others say they are likely to purchase from a brand that is committed to
sustainability (21%), represents a lifestyle they identify with (21%) and represents
ethical standards they agree with (20%).”
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What consumers think of CSR?

Academic research has identified different reasons for firms’ CSR;

1. Other-centered (stakeholder-driven and values driven attributions):

» consumers’ perceptions that companies feel morally committed and see it as their
responsibility to help.

2. Self-centered (strategy-driven and egoistically driven attributions)

» consumers’ perceptions that companies engaging in CSR for strategic reasons (e.g., to
increase their profits).

3. Win—win.

» Most consumers ascribe mixed motives to corporate engagement in CSR and view
companies in a positive light when they credit CSR-related efforts with a combination of
values-driven and strategic attributions.
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Why consumers care CSR?

Academic research shows:

Consumers tend to satisfy their personal values, such as prestige, status, self-
esteem, and social acceptance from their consumption decisions.

When consumers consider a company to be ethical and socially responsible,
they are also more likely to believe that such ethicality will reflect on the
quality of its goods/services
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How much do consumers care about CSR?

CORPORATE

RESPONSIBILITY Eonsumers
CAN BEA BIG

DRAW FOR 2o rirfmiay™™
C O N S U M E RS responsible companies

H

MmC Paying A Premium For Sustainable Products

based on an online survey of more than 30,000 consumers in 60 countries

October 2015

66%
55% N

50% Figures show percentages willing to pay
extra for products and services that come
from companies who are committed to
positive social and environmental impact.
Key fiqures in 2015:
- 68% among those earning <$20k
- 63% among those earning >$50k
- Almost 3/4 of Millennials
- 72% among Gen Z (under 20)
- 51% among Boomers (50-64) ,
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How much do consumers care about CSR?
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L
"How much effect would you say a
company's reputation for social responsibility

has on your own decisions about what to buy
and who to do business with?"

Overall 17% 34%
e i
B I i

Bab{)lrs g_oaosn;ers _m 32%
oy 1o =

August 2014

MarketingCharts.com | Data Source: Harris Interactive

CSR Effect on Purchase Decisions, by Generation

based on a survey of US adults

Bt has a strong effect on
my decisions

It sometimes affects my
decisions

8% u It affects my decisions

ance in a while

Mo effect at all

¥ Mot sure
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How much do consumers care about CSR?

1N\C Consumer Engagement With Corporate Social Responsibility

based on a survey of 9,709 consumers in the US, Canada, Brazil, the UK, Germany, France, China, India and Japan
figures show percent indicating action in the past 12 months

June 2015

Bought a product with a social and/or environmental benefit

Made a donation

Boycotted (refused to purchase) a company's products/
services upon learning it behaved irresponsibly

Told friends or family about a company's corporate social 47%
40%
37%
34%

responsibility efforts
Volunteered

Researched a company's business practices or support of
social and environmental issues

Given their opinions and feedback about a company's
responsibility efforts directly to that company

MarketingCharts.com | Data Source: Cone Communications / Ebiquity
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How much do consumers care about CSR?

Academic research has identified that:

1. CSR only has a positive effect on consumers’ purchase intention when consumers
are interested in the CSR activity and support it.

2. Moreover, there must be a good fit between the company’s CSR activity and its
business.

3. Irresponsible corporate behavior has been found to have a greater impact on
consumers’ purchase intention than responsible behavior.
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Where do consumers find such CSR information?

How People Learn About Business o: marketing
Efforts to Promote Sustainability ’

49%
34% 33%
25%
18% 17%
9%
Bl -
I

LA LA

News media Word of mouth Social media & Sustainability Advertisements Corporate Other None
blogs or social website
responsibility
reports

Published on MarketingCharts.com in September 2018 | Data Source: G&S Business Communications
Based on a survey of 2,659 US adults | Q- "Which of the following sources, if any, do you rely on for information about business efforts to promote sustainability —
envire | or social r ibility? Please select all that apply.”

marketing

How Social Media Increases Brand Accountability ues horve

Uncovers unfair treatment 80%

3 |

Gives consumers power

Encourages — _ 7o
QG
A
Helps employees share experiences 55%

Published on MarketingCharts.com in August 2017 | Data Source: Sprout Social Seeing the world Seeing the world
Based on a survey of mare than 1,000 social media users ages 18-64 1 ’0"9‘" v§. ”‘""19;'
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Where do consumers find such CSR information?

Academic research has identified that:

» Consumers’ awareness plays a major role in the effectiveness of CSR activities.

* Various information sources such as media outlets and word of mouth, which talk
about a company’s CSR activities, are important for shaping a consumer’s attitude and
belief toward that company.

» Companies are increasingly faced with calls for more detailed information on the
social and environmental impacts of their activities.
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How they behave after knowing firms with bad CSR
performance? (A research example)

Figure 1: Average Consumer Spending Around Negative CSR Events
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How they behave after knowing firms with bad CSR
performance? (A research example)

Figure 2: Average Daily Consumer Spending around Five Main Negative CSR Events
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Do firms care about consumers by engaging in CSR?
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Do firms care about consumers by engaging in CSR?

» To have a successful brand and retain customers, businesses must create trust with their
target audience, and having a CSR strategy can help build a good reputation — and, in
turn, earn trust and loyalty — among clients.

« Many forms of CSR involve businesses interacting directly with members of society,
who may also be customers or potential customers. You can get direct feedback on what
you are doing right and what your company needs to improve on. Word-of-mouth is still
an effective form of advertising, and customers who have been part of the social
responsibility created by a company are able to tell other potential customers about the
business.
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Do firms care about consumers by engaging in CSR?

 This 1s because failure to do so would lead consumers to boycott their products or
services.

* Consumers’ word-of-mouth 1s an effective form of advertising because customers are
able to tell other potential consumers about the company.

* Dissatisfied customers tend to spread negative word of mouth and switch to another
service provider.

« Consumer activism, protests, and boycotts can force firms to improve the quality of
goods and services.
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What is the most effective ways of communication?

N\C Companies' Most Effective CSR Info Communication Channels
% of global consumers (9 countries) citing as most effective communication channel for
information about social and environmental programs and products
June 2015
25%
® 2015 2013 m2011
00, 19%
15%
15% 14% T
12%
10% 9%
7% 7%
5%
) I I I
- [
On the product Media Adwvertising Social media On the In-store Company - Through the  Cell / mobile
or its package / (e.g., stories (e.g. print, (e.g. Facebook company’s (e.g. store sponsored mail phone
label and interviews broadcast or or Twitter) website employees or community
in the local anline) in-store sign) events
paper) (e.g. a charity
walk or concert)
MarketingCharts.com | Data Source: Cone Communications / Ebiquity
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What is the most effective ways of communication?

NC How Brands Are Falling Short With Consumers

" select responses from a survey in 12 markets of 15,000 respondents required to have some minimum level of engagement with a brand
*Statements apply to the things a brand could do October 2014

build and maintain a connection with customers
® [mportance to consumer (top-2 box on a 5-point scale)
Believe statement applies to identified brand(s)

78%
68%
59% 58%
52% 52%
21%
- - - I - I -

Responds quickly to Communicates openly Gives many ways to Has a clear mission and Invites people to be a Uses its resources to

people's concerns and  and transparently  ask questions and give  purpose at its core part of the drive change in the
complaints about how products are opinions development and world
sourced and made refinement process

MarketingCharts.com | Data Source: Edelman
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CSR Reports?

Governance & Accountability Institute Research Results
S&P 500° Companies Sustainability Reporting

¥ Reporters ® Nen-Reporters

2011 2012 2013 2014 2015 2016 2017 2018

Soune: Goreemande & Ao cumtabity Institute, k. 2008 Resanth — wanvLga- il ilsse.o om
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CSR Reports?

++ «. marketing

Should Brands Tout Their CSR Commitments? sttt charts

1 like it when companies and brands show off their commitment to issues that go beyond their own bottom line

» Companies and brands try too hard to make it look like they care about things besides their own bottom line
46%

38% 38%

42%
'.

All adults Gen Z
Published on MarketingCharts.com in January 2020 | Data Source: Morning Consult / PRWeek

Based on a January 2020 survey of 2 201 US adults | Remaining adults answered "Don 't know / No opinion”

Millennial Baby Boomer
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CSR Reports?

“When 1t comes to social responsibility, consumers are looking for brands to show
them — not just tell them — what they’re doing,” said Sheila McLean, president of
Markstein, mid-Atlantic. “Navigating these expectations 1s not easy. Brands need a much
deeper understanding of their customers’ values as they chart their own social
responsibility course. They need to demonstrate real impact over time.”

(Source: BUSINESS WIRE: Consumers Expect the Brands they Support to be Socially Responsible)
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CSR Reports?

* “In a survey of more than 55 000 consumers across the 15 largest markets in
2013, the Reputation Institute found that CSR suppliers commonly sufer from
problems, such as irrelevance of CSR initiatives to consumers and other
stakeholders and a poor fit of CSR activities with core business.”
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Recent Evidence?

Figure 1: Annual Average CSR_SCORE, 2010-2015

1.2

0.8
0.6
0.4
0.2
0o 2014 2015
-0.4
-0.6

-0.8

==@=="Firms with Complaints Firms without Complaints

The sample period includes:

2010-2011: The pre-CFPB inauguration period;

2012-2013: The post-CFPB inauguration but pre-CFPB disclosure period,
2014-2015: The post-CFPB inauguration and post-CFPB disclosure period.
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Recent Evidence?

» After receiving consumer complaints, firms in the U.S. tend to:
* 1mprove their CSR performance;
* reduce CSR concerns rather than increase CSR strengths;

* have a significant spillover effect on non-complaint firms domiciled in
the same city or the state as complaint firms;

* get less negative impact of consumer complaints on the firm value after
improving CSR;

 get fewer future complaints after improving CSR.
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Recent Evidence?

» Although consumer complaints against financial institutions are
not associated with firms’ CSR performance per se, firms
increase their CSR performance following the public disclosure
of consumer complaints by the U.S.

» Taken together, our findings suggest that both consumers and
regulators play an important role in firms’ CSR performance.
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Thank you for all your attention!
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