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Abstract

Purpose The purpose of this thissis to compare the impaaf promotional vs. institutional

corporate social esponsibility (CSR) initiatives dve on the cognitive, affective andaHavioral
variables of consumer per sbphawotaliintestshis reBearchiaiheto t i f y i
determine if an opptunity exists to increase profitability, competitive advantage and shareholder

value for a corporation by institutionalizing their CSR initiatives.

Findings: Con c | u s i o n show a difieranceébetween the cognitive, affective, and behavioral
variablesof consumers towards companies that use CSR initiatives for promotional purposes when
compared with companies that institutionalize CSR initiatives. The research conducted returned
results, which found a more positive impact on these behavioral varialllea wompanies
institutionalized their CSR initiatives. The way in which research was conducted did not imply that
companies had to invest more to enjoy the more positive returns of such a strategy. For this reason,
this paper suggests an opportunity fompanies to increase competitive advantage, profitability and

shareholder value by institutionalizing their CSR initiatives.

Originality/Value : Researb about the difference betweermromotional andinstitutional CSR
initiatives as they relate to consunm@rceptions and behavioral intent. Institutional CSR initiatives
focus on making a more sustainable positive affect. Therefore support for institutionalizing CSR
initiatives can be used to support more compatuidse socially responsible and companiesingva

more positive impact on those in need. The paper should be of interest to marketing managers,
fundraising directors, charitable organizations, NGOs, company directors, shareholders, CSR

Researchers, and consumers.
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THESI S EXERTE
Survey results
After gathering data from over 300 respondents from an international sample size, including
Australia, Canada, Hong Kong, USA and others, rekestrongly supports that institutional
CSR initiatives will return increased behavioral intent by consumers, both intent to purchase
and intent to recommend thus offering a potential for increased revenue. In addition,
institutionalized CSR initiatives, adefined in this survey and thesis, do not necessarily
require increased budget allocation. For this reason, there is an opportunity to increase profit
and sharehol der value by increasing fAreturn
institutionalze their CSR initiatives.

More specifically, institutional CSR initiatives increase cognitive and affective
components of brand attitude more then promotional CSR initiatives. This means that an
opportunity exists for companies to strengthen brand insagk establish a competitive
advantage in their marketplace by institutionalizing their CSR initiatives. This is consistent
with Fombrun and Shanley1990, which suggested that CSR initiatives could be an
opportunity for companies to differentiate theiogucts and enhance brand equity.

Figure 6 shows the relationship between consumer responses to the three coffee
companies presented in the research survey distributed (A: Alner, B: Belner, C: Celner). The
bl ue is represent at i viele towardscthe nbeamdmBurple ss thge n e r
cognitive variable and green is the affecti:
blue are representative of the behavioral variables, intent to purchase and intent to
recommend. This graph has been desigiwetlustrate the impact which institutionalizing
CSR initiatives has on consumers (A: No CSR initiatives, B: Promotional initiatives, C:

Institutional CSR initiatives).
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Figure 6: Behavioral Intent Across Companies
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As illustrated in Figures, the behlvioral intent of consumers increased as companies
enhance their CSR initiatives. The terminol
no CSR initiatives, promotional CSR initiatives, and institutional CSR initiatives. The
connection from A to B (neeported CSR initiatives to promotional CSR initiatives) has been
studied over many years. (Maignan and Ferrell, 2004gDal, 2007; Pirschet al. 2007).

Studies continually return a positive relationship between cognitive, affective and behavioral
variables and instillation of CSR initiatives. It is the relation between B (promotional CSR
initiatives) and C (institutional CSR initiatives) that this paper aimed to determine. It was also
the reason why Research Question #3 was established.

Porter and Kamer (2009) found an increasing positive relationship from promotional
CSR to institutionalized CSR to be true as

occurs when a company adds a social dimension to its value proposition, making social
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impacti nt egr al to the overall strategyo (Port
Pdchtrage(2003)r epor t ed, Ain Western Europe, Japan,
number of companies are finding that it makes good business sense to fully integrate th
interests and needs of customers, employees, suppliers, communities, and oudrag|aredt

as to those of shareholders nt o cor por at e asdPoéchttagery20@3spl). ( Sc hi
Results presented in this thesis support this idea, and gierfugason to why companies

would benefit from not only adopting but also institutionalizing CSR initiatives.

As outlined in this paper, it is critical for companies to consider the amount of
resources they are able to allocate before taking on CSRtiv@sialt is important that
companies not adopt something that is unsustainable. Never the less, the fact that
institutionalizing CSR initiatives, as presented in this study, do not require greater monetary
investment and therefore can create an oppoytuait increased profit. This is consistent
with McWilliams and Siege{2001), who suggested that CSR initiatives should be considered
in a companyo6s strategy, with consideration
propose a positive benefitvith no required increase of cost, deductively suggesting a
possibility for a positive ratio/relationship.

Implications of this research must take into consideration that customers were informed
about the CSR initiatives. For this reason it is also maod to note that marketing initiatives
and materials will need to work closely with the CSR department to make sure information is
clearly portrayed to customers. In the scenario used for this survey, consumers were given
detailed statistics about theitiatives. It suggests that companies should clearly outline the

specifics of their initiatives to achieve such results.

6.2 Limitations and Discussion of Potential Problems:

Potential limitations due to distribution method, survey structure, internetagic.,

are as follows. First the survey was only sent through the Internet, which may create an
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incomplete sample because of those who do not have access to the Internet, or may not be
technologically sophisticatedRGnchhod and Zhou, 2001n addition it is possible that the
response sample may be generally younger (McDonald and Adam, 2003). In addition, while
navigation was simple, problems may still have occurred. No service help was provided,
which may have caused frustration and potentially sddbe person from completing the
survey

After the survey was distributed a discussion on the product used (in this case coffee)
began with the researcher. Internationally, there is a debate about how gotchdeair
actually occurs. Some people debateat while high prices are paid, little is done to work
towards sustainability or solve greater issues such as mechanization and industrialization
( O6Nei I I, 2007) . Ot hers argue that the pric
points of economi¢ | uctuati ons. This paper does not at
2007). To be more specific, to gain the Reade certification, companies must agree to pay
farmers a price higher then the market pri
Furthermore, Faitrade advocates the support of higher social and environmental standards,
and not supporting the lack of (FT). In 2009, the {#ade Labeling Organizations
International (FLO) reported that global Faimde sales had increased 122%nfrlast year
( FL O, 2009) . Mo r-teade sades grewf by atdebst 50% infsdvenicaountries,
including Australia and New Zealand (72%), Canada (67%), Finland (57%), Germany (50%),
Norway (73%), and Sweden ( 75 #&yas metivatio®touse 009 ) .
Fair-trade certification in case scenarios. Fairtrade coffee was used as a highly recognized
symbol to gain insight into consumer 6s per sj
this reason, individuals with a strong viewntoon fairtrade may have skewed data results.

Additional opportunities for the survey to skew data include the mention cfr&de.

In general the goal of Fairade is to ensure that all parties are given a fair price for the
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coffee sold. In realitysome criticize if this actually occurs, or if the fixed prices and structure
cause Farmers to not be able to capitalize on cyclical changes in the economy. Current

research and articles elaborating on this debate can be found on the Internet.

6.3 Opportunities for Further Research

An opportunity for additional research, or extension of the current survey would be to
add a component of price. This could be don
pay more for this c¢of fdemsdhowonuchaheygvoukdde willmg a s Kk i
to pay for each coffee. The questions would need to be included after initial opinions were
determined. Analyzing this component could further define the profit potential of CSR
initiatives.

Additional opportunities foresearch extension have been mentioned throughout this
report. With any consumer study, updated research is continually valuable as consumer
perspectives change at a dynamic rate with time. In addition, specific financial impact is an
additional opportuity for extended research, such as ROI for institutional vs. promotional

CSR initiatives. This research is intended to support and offer motivation for continued study.

6.4 Final Words

Based on conversations discussing strategy and the nature of CS$éhsbklps, which
have occurred with various ngmmofit organizations and major corporations, it was found that
all parties share a common opinion. Both charitable organizations and major corporate
leaders believe that an opportunity for a mutually benéfigkationship exists here. As
continually discussed, the purpose of this study was to determine the extent to which both
parties can benefit from establishing a relationship through CSR initiatives. Survey results
proved that using creativity in the desigf CSR initiatives, and a reallocation of resources,

an opportunity to enhance the success of both parties does exist. It is therefore suggested that
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institutionalizing CSR initiatives should be discussed in corporate strategic meetings and if
correctlymanaged, can return greater profits.

Furthermore, is can also be suggested thatpmofit organizations should propose to
donors ways they can institutionalize their initiatives to best support theprobn
organization. For example, by clearly outting t he organi zati onds nee
those that are strictly financial, corporations can begin to identify opportunities for an
institutionalized CSR relationship.

It is hoped that the research presented in this paper motivatgsoftirorganzations and
corporations to investigate and profit from a wiim opportunity that has been proven to
exist. Furthermore, it is hoped that fellow scholars will continue to develop these ideas and
add statistical support to encourage establishment of sergéfibial relationships. It is one
world, one population, all with goals of surviving and thriving. This study has proposed an

opportunity to capitalize on this concept.
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Male

155

Female

154

Number of years you have lived in current country:

Less than 2

78

910

Mainland China

South America

Country where you currently live:
(My thesis has special interest in the listed countries for extended analysis. All responses will be
included initially.)

200

Dowse2009
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Which of the following best describes your employment role?

Temporary/Int-
em/Part-time

Other

—
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Year Born:

Before 19014

(1901-1924)

(1925-1942)

(1943-1960)

(1961-1980)

(1982-2000)

After 2000

o 20 40 60 &0 100 120

think through the future
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Appendix B: Survey

MBA CSR Survey- Final

1. Welcome!

Dear Respondent,
Thank you for taking the time to complete this short opinion survey! (About 5 minutes.)

This survey includes three hypothetical coffee companies and asks you to rank your perceptions of
various statements.

Anonymous demographic questions will be in a final section to ensure that the survey has obtained
opinions from individuals across the global social spectrum.

This research is motivated by the fact that many organisations are considering CSR (corporate social
responsibility) programs as a way to benefit society and the environment. I am collecting this data for a
scientific paper about how consumers perceive the image and motives of companies who pursue CSR
programs. Results will be used in an MBA thesis presented in September 2009 for the Universitat de
Valencia, Spain and for the University of North Carolina at Wilmington, USA.

Thank you in advance for your time.

For your reference or interest, final results from this study will be made available to all on September
Sth, 2009 at: http://www.evanspeck.asia/en/csr_survey_2009.php .
(This link will be repeated at the end of this survey as well.)

Survey data must be collected by August 1st, 2009.

Kathleen D.

International MBA Student- Marketing 2009
Universitat de Valéncia and

University of North Carolina at Wilmington
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MBA CSR Survey- Final

2. Instructions

3k K 5k K 5k 3k K ok kK 3k >k 5K 3k K 3k >k K 3k 5K 3k 3K 3K 5k %K 5k K 5K 5k K 3k >k K >k 3K 3k 3K 3K >k 3K 3K 3K 3K 3K 3 K K 3k XK 5k kK K 5k K %k Xk ok

Instructions for Answering Survey:
3k 3k 3k 3k %k %k 3k 3K 5K 3K K 3K 3k 3K 3k 3k 3k 3K 3K 3K 3K %K 5K 5K 5K 3K K 3K 3K 3k 3k 3k 3k 3K 3K 3K 3K 3K 3K 3K 3K 3K 3K % kK K kK K 5K 5K 5Kk K ok ok ok ok

Imagine you are in a grocery store and you are interested in purchasing some coffee. There are three
types of coffee available- Alner, Belner and Celner coffee. You have enjoyed all three coffees in the
past.

During this visit to the grocery store, you see that new information about each company has been
posted below each product.

After reading each poster, please rate your reaction to the following statements about the coffee
product and the coffee company.

(Note: Coffee is merely used in this survey to represent a common consumer product. For this reason I
ask that your opinion of “coffee” to not prejudice your answers.)
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