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• 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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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%).”



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.



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? 



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?

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.



How they behave after knowing firms with bad CSR 
performance? (A research example)
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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)
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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?

• 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.



Do firms care about consumers by engaging in CSR?

• This is because failure to do so would lead consumers to boycott their products or 
services. 

• Consumers’ word-of-mouth is 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.



What is the most effective ways of communication?
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CSR Reports?

“When it 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 is 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)



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.”



-1

-0.8

-0.6

-0.4

-0.2

0

0.2

0.4

0.6

0.8

1

1.2

2010 2011 2012 2013 2014 2015

Figure 1: Annual Average CSR_SCORE, 2010-2015
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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.

Recent Evidence?



Recent Evidence?
After receiving consumer complaints, firms in the U.S. tend to:

• improve 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.



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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