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Abstract 

Corporate Social Responsibility (CSR) has in the last two decade become a more and more 

important topic in both the academia and in the business world. The importance of CSR 

engagement has been discussed in connection to brand image, purchase behavior and the impact 

in financial performance. It was also discussed that consumers’ perception of CSR activities 

can have an impact on the reputation of the company and that CSR engagement can provide a 

positive outcome and that skepticism for the use of CSR in communication towards consumers 

might have a negative effect on the company. The purpose of this thesis is to offer a better 

understanding of young consumers’ perception of CSR activities and how they are being 

communicated. 

In this thesis, a case study is the strategy chosen to gather the data needed for enabling the 

authors to answer the overall purpose. The case entails four examples of international CSR 

activities that have been selected to support answering the purpose and research questions. The 

data have been collected through a series of seven interviews, through a sample of young 

students at Luleå University of Technology. Through the data collected, the theories used in 

this thesis could be supported or at least supported to some extent when there was a split view 

among the interviewees. There were some theories were one or two of the interviewees’ 

answers that did not support the theories but in those cases the majority of the interviewees’ 

did. Some aspects we had not encountered in the literature review were brought up by the 

interviewees, which we believed might be good to do further research on. Furthermore we 

believe that the area of CSR and young consumers’ perception of CSR activities and how they 

are being communicated need further research to enable full understanding for managers. 



Sammanfattning 

Corporate Social Responsibility (CSR) har de senaste två årtionden blivit mer och mer viktigt 

i både akademiska och företagsvärlden. Betydelsen att engagera sig i CSR aktiviteter har 

diskuterats i samband med företags image, kunders köpbeteende och påverkan det kan ha på 

företagets finansiella prestanda. Ytterligare var det diskuterat att konsumentens perspektiv av 

CSR aktivitetar kan påverka företagets rykte, samt om det kan ha en positiv inverkan. Även att 

skepticism över CSR kommunikation riktad mot kunder kan ha en negativ inverkan på 

företaget. Syftet med den här c-uppsatsen är att ge en bättre förståelse för unga konsumenters 

perspektiv av CSR aktiviteter och hur de blir kommunicerade.  

Den här c-uppsatsen strategi för att försöka kunna svara på syftet är en händelse studie. Fyra 

internationella CSR aktiviteter har blivit valda för att stödja försöket att kunna svara på syftet. 

Sju intervjuer har genomförts med studenter på Luleå Tekniska Universitet, där uppgifter blivit 

insamlade. Som sedan kan bli jämförd med existerande teorier, för att se om de insamlade 

uppgifterna stödjer eller motsäger teorierna. De insamlade uppgifterna stödjer de flesta 

existerande teorier, visa teorier kunde bara till viss grad bli stödd av de insamlade uppgifterna. 

Visa teorier var det en delad åsikt om bland de som intervjuats, som antingen stödde eller motsa 

de existerande teorierna. Intressant var att några aspekter som vi inte hade stött på i 

granskningen av litteratur blev nämnt av de som blev intervjuade, vilket får oss att föreslå 

ytterligare undersökning i de områdena. Vi föreslår även ytterligare några områden som skulle 

kunna behöva mer undersökning. ör att kunna bistå chefer av företag med tips på hur de ska 

handskas med konsumenters perspektiv, när det kommer till CSR aktiviteter och deras 

kommunikation.   
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1 INTRODUCTION 

In the first chapter of the bachelor thesis, the background will be presented to give the reader 

a better understanding of the topic. Following the background will be the problem discussion. 

Thereafter a purpose will be obtainable and one or more research questions will be reached. 

The final part of this chapter will be an outline of the bachelor thesis.   

1.1 Background 

Consumers nowadays are becoming more and more aware of the importance of purchasing 

products and services from companies that focuses on a more sustainable future. As evidence 

to this, the book Shopping for a Better World in which companies that dominates in the eight 

aspects of corporate social responsibility (CSR) are discussed has sold more than one million 

copies which imply that consumers are taking more interest on the social responsibility records 

of the different companies. (Mohr, Webb, & Harris, 2001) Aside from this, an increase of 82% 

in socially responsible funds between 1997 and 1999, a span of two years, can be interpreted as 

an implied proof increase interest for a more socially responsible purchasing behavior 

(Scherreik, 2000). 

In order for companies to create and gain a competitive advantage over its competitors, it is 

vital for them to incorporate within their operations finding ways on understanding how 

consumers’ response towards different activities that they are conducting. Due to the 

continuously increasing awareness of the consumer towards a more sustainable and ethical 

purchase behavior, corporations have to take part in developing sustainability and meet the 

expectations of the consumers. A way that corporations can communicate their work towards 

sustainability and ethical behavior is through Corporate Social Responsibility (CSR). (Planken, 

Nickerson, & Sahu, 2012)  

Bowen (1953) was the first to define CSR and according to his definition, it entailed that people 

operating businesses had to consider and follow the objectives and values defined by society in 

decision making and way of operating. This notion came out of the growing corporate activities 

that could have severe implications on the welfare and condition of society but this train off 

thought was met with skepticism, stating that a corporation’s principal social responsibility was 

to insure profit. (Russo & Perrini, 2010) 
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In modern days, there are many definitions that attempt to give an explanation of what CSR 

means. In Hartmann, Heinen, Melis and Simons’ (2013) research, they followed the definition 

developed by ISO 26000 (2011) in which Hartmann et al. stated that the definition shows that; 

corporations’ are responsible for the issues in society and the environment and the impact they 

have on them. The companies have to realize that corporation management must contain an 

area in which the relationship with the stakeholders is in focus. One of the primary stakeholders, 

the consumers, can be influenced by the corporation which can have an impact on profitability. 

(Hartmann, Heinen, Melis, & Simons, 2013)  

According to Holme and Watts (2000), CSR is the commitment of companies to act in an ethical 

manner while contributing to a greater quality of life, not just for the workers and the business 

but also on the improvement of society and in local situations. Even the European Union has 

provided a definition in which they stated that CSR is when businesses include the different 

environmental and social issues within their operations and their communication with the 

stakeholders. It is when they implement activities that can help the society as a part of the 

business through their own decision to help. 

There are discussions on the effect of CSR, Hartmann et al (2013) argues that a corporation’s 

bad conduct would affect the performance of the company in a negative way and vice versa. 

They also discussed if the consumers, who are one of the primary stakeholders group of a 

corporation, are aware of CSR. Does the CSR activities of the business affect the consumers 

perception of the corporation and if that can be seen in their purchasing behavior. (Hartmann, 

Heinen, Melis, & Simons, 2013) 

Different studies show a positive correlation between a company’s CSR and its Corporate    

Financial Performance (CFP) and that the businesses will gain advantages and benefits by 

implementing more activities that can be perceived as socially responsible (Crowther, 2003; 

Towler & Idowu, 2004; Maron, 2006; Orlitzky, Schmidt, & Rynes, 2003).  Aside from a better 

CFP, companies can improve consumers’ view on the quality of their product as a result of their 

CSR (Grewal, Krishnan, Baker, & Borin, 97). By implementing activities that are deemed to 

be charitable, a brand can create a reputation that is deemed to be more praiseful which then 

can be used as a buffer in case the company finds itself in a situation with negative publicity as 

a result (Brammer & Pavelin, 2004).  
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From years of research and different efforts to put a concrete notion to CSR, a number of CSR 

paradigms have been identified. If a corporation wants to be considered as a CSR corporation, 

it needs to act voluntarily and reach further than just the legal predicaments. A business and 

society relationship have to be long term, were corporations have the responsibility for its 

activities in society as a part of operations and value creation. (Russo & Perrini, 2010) 

Nowadays, corporations need to be aware of their responsibilities towards more than just the 

profit of the business but also as external stakeholders. Profit is no longer the sole objective of 

a company; they have to also consider relationships with stakeholders and this leads into the 

issues of social and environmental nature. (Russo & Perrini, 2010) CSR was in 2011 ranked as 

the issue that is of greatest importance to managers in the Global Retail and Consumer Goods 

Sector (Hartmann, Heinen, Melis, & Simons, 2013). 

Ellis (2010) states that CSR is becoming a form of guideline for the age we are in now the age 

of sustainability and that the role of stakeholders has shifted from the traditional to a new way 

of viewing morality towards responsibility. A corporation cannot ignore the issues of society 

in the pursuit of profit, that external stakeholders are expecting corporations to take part of the 

responsibility usually placed on government. (Schmeltz, 2012) 

Crane et al (2004) claims, that at large the meaning of CSR is the corporations´ part in and the 

affect they have on the economic, environmental and social context in which it operates. 

According to Matten and Moon (2005), the center of CSR is the notion that a corporation cannot 

risk to act in a manner that is resistant or isolate themselves from society´s problems and not 

taking stakeholder into consideration. Sorsa (2008) refers to CSR as a process in society to 

participate in and communication is a central factor. (Golob, Klement, Elving, Ellerup Nielsen, 

Thomsen, & Schultz, 2013) 

1.2 Problem Discussion 

CSR has in the last 20 years gone from being an irrelevant and obscure phenomenon to a highly 

acceptable term in both academia and business (Lee, 2007). The importance of incorporating 

CSR activities with the brand is escalating. Consumers demand for products and services that 

are produced by companies that shows support to a more sustainable society are constantly 

increasing, As a result of this trend, more and more companies are getting involved on 
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implementing activities that are deemed to be charitable and helpful to the improvement of the 

world’s welfare.  

According to Morsing (2006) and Morsing and Schultz (2006) CSR communication is the way 

a company communicate its CSR engagement. Using tools and techniques from promotion 

strategies to communicate the CSR activities and uphold the image and reputation of the 

company. These are some of the ways of identifying how to influence the perception of 

stakeholders when it concerns CSR actions. (Golob, Klement, Elving, Ellerup Nielsen, 

Thomsen, & Schultz, 2013)  

Schmeltz (2012) stated that CSR communication is visibly increasing; referring to that the 

FTSE 100 companies in 2008, more than 90 percent had communicated CSR work. 

Multinational companies from automobile to clothes industry are launching different 

campaigns as a part of their CSR activities. Some examples are H&M’s clothing line called 

Fashion against AIDS, Google distributing grants to different charitable organizations and their 

earthquake relief efforts and BMW’s worldwide effort on promoting road safety concepts 

(BMW Group, 2011). 

Podnar (2008) claims, that consumer groups are gaining more power when it comes to CSR 

communication. However, what is expected to be communicated from the corporations to 

consumers is not as clear. As a stakeholder group, consumers have not been researched as much 

as investors, business partners and government in connection to CSR. The roll of the consumer 

has change vastly over the last two decades, which is making the relationship between consumer 

and businesses very complex. (Schmeltz, 2012) 

The study by Schmeltz (2012) want to try and see if companies might be reserved against CSR 

communication because they can be met with skepticism and might therefore use a restrained 

communication of CSR to reduce the risk of skepticism and increase persuasion. Also, to see if 

today’s consumers have become more sophisticated in their expectation and more aware of 

CSR and its impact. If that is correct, consumers might show to be more susceptible for new 

kinds of communication of CSR activities. Schmeltz (2012) also contemplates if this is more 

common among younger consumers, that consumer’s notion of CSR communication is not 

clearly mapped and that it would be of importance to see how young consumers perceive CSR 

communication (ibid).  
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Communicating CSR perceives to be a challenging task for companies, though the value of 

having CSR activities is dependent on being communicated to the right stakeholder. For some 

reason, companies tend to avoid CSR communication which could be connected to their 

unwillingness to communicate what they feel is the responsibility of the company. It could even 

have to do with that a company is not aware of the importance of this kind of communication. 

(Schmeltz, 2012) 

Numerous studies (Beckmann, 2006; Sen & Bhattacharya, 2001; Maignan, 2001; Ramasamy 

& Yeung, 2008) discuss that consumers view CSR as something vital and that corporations 

should possess CSR activities. While Morsing et al (2008) and Mohar et al (2001) state that it 

is off-putting for consumers when corporations’ communication about their CSR is too striking. 

Therefore, they are failing in persuading the consumer towards the brand resulting in loss of 

credibility and trust making consumers become suspicious and might even change the 

consumers’ view of the company to a negative one. Further Beckmann (2007) states that it is 

also important that there is a strategic fit between the company and its CSR activity.  

A company´s CSR activity can also be judged based on previous corporate social performance 

(CSP) (Schifferstein & Oudejans, 1996). If a company´s CSP is the same as before it won’t 

have an effect on the consumer perception but if it has changed drastically to a higher or lower 

CSP, this would have an effect on the consumer perception of the present CSR activity. (Gao, 

2009) 

In general, most of the consumers express an extremely positive or just positive attitude towards 

firms with CSR. The negative attitudes are mainly coming from reservation such as distrust to 

the companies’ motives of implementing the socially responsible activities and also in which 

way they the corporations chooses to communicate such projects. (Mohr, Webb, & Harris, 

2001) Consumers are one of the big stakeholder groups but in light of that, there have not been 

a lot of studies in which the consumers’ view of CSR activities or the response to CSR 

communication are discussed. (Planken, Nickerson, & Sahu, 2012) 

There might be a shift in the way consumers perceive CSR communication that it no longer 

needs to be something to tip toe around. The new generation, the Generation Me or the iGen 

(Twenge, 2006) might have a more self-centered perception of life. This can then raise the 

question if they perceive CSR activities and communication differently than the previously 

stated perception. (Schmeltz, 2012) 
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The new way of socializing and distribution of information through the internet and this is a 

forum where transparency is expected. Could this have an effect on the expectations from the 

consumers on the companies when it comes to information sharing? Do they expect companies 

to be more open about their CSR activities just because they are the generation that share 

practically everything publicly as a way of living? (Schmeltz, 2012) 

Schmeltz (2012) refers that the traditional approach of avoiding skepticism for CSR activities 

was subtle, with communication in the form of an annual report and that CSR activity is just 

taking their responsibility and being a good citizen. This might no longer be the case, because 

young consumers perceive CSR as a natural part of today’s business world and that it is 

acceptable to have CSR activities for more reasons than doing things that are considered as the 

right thing.   

Even though studies that are related to CSR matters have been previously conducted, it is not 

so often that researches examine a behavior of just one distinct age group. Since this generation 

is seen as the next “big” generation after the babyboomers and that the consumers in this group 

have a massive purchasing ability combined, it is normal that companies have the desire to 

capture this market. The corporations are struggling to find ways on capturing and retaining 

this consumer group. One of the ways that is believed to help seize this market is by using 

activities that are deemed to be socially responsible. (Cui, Trent, Sullivan, & Matiru, 2003) 

The discussion in the literature is that communication of CSR might not be something to tip toe 

around anymore, that CSR might be perceived as a natural part of today´s business world. Also, 

that consumer view CSR as something important and companies should engage in CSR 

activities. What is expected to be communicated by the companies is not as clear, consumers is 

one of the biggest stakeholder groups in the business world but there have not been a lot of 

studies in consumers perception of CSR activities or CSR communication in which made us 

think that it is an area that need further research and a relevant topic to investigate.  
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1.3 Purpose 

The purpose of this thesis is to describe and to offer a better understanding of young consumers’ 

perception of different CSR activities and how they are being communicated.  

This will be achieved by describing the consumers´ perception of CSR communication. 

Furthermore, we will also describe the perception of CSR activities from the consumers’ point 

of view. 

- RQI:  How is the CSR communication of the activities perceived by young consumers? 

- RQII: How is CSR activities perceived by young consumers?   

 

1.4 Thesis Outline 

In chapter one, we have accomplished on narrowing down our field of interest into a topic that 

can be researched. Our topic is of high relevance in today’s society and business world. Aside 

from that, it is also open for further research.  

This bachelor thesis contains six chapters, presented in the upcoming figure. The chapters will 

be made up of; an introduction, literature review, methodology, collected data, data analysis 

and a findings and conclusion chapter. The first chapter, introduction will provide a background 

into the topic then followed by the problem discussion. Afterwards, a purpose and research 

questions are presented, ending with an outline of the bachelor thesis. Chapter two is a literature 

review of already existing research into the fields of our research questions, in order to be able 

to answer our purpose and find a solid ground for our research questions and create a conceptual 

framework. One theory that will be presented in this chapter is Carroll´s (1991) CSR pyramid.  

The next and third chapter is called methodology; in this chapter we will present how we 

collected the data and how we will analyze it to answer our purpose and research questions. In 

the fourth chapter we will share the data we collected through our qualitative research. The fifth 

chapter will be devoted to analyze the data we collected. And in the final chapter; chapter six, 

findings and conclusions will present what we learned through this thesis about our topic. 

Findings from our qualitative research will be discussed and whether we could answer our 
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purpose and research questions. Final notes will conclude with possible suggestions for further 

research to be done in the area of CSR and will end with limitations of this thesis work.       

 

Figure 1-1: Outline of the Bachelor Thesis 

2 LITERATURE REVIEW 

Literature review is the chapter in the thesis in which different theories that are applicable to 

the research questions will be explained and presented. This chapter is divided into three parts 

in which the theories and materials that were used would be categorized on the area of usage. 

The first part will contain the theories that are connected to both research questions. The 

second and third part would include theories that are applicable to the first respectively second 

research question.  

Throughout the last two decades, the expectations of consumers towards companies to adapt a 

more sustainable way of doing business has been gradually increasing (Davisson, 1994) and 

the idea of implementing CSR activities has gone from being a phenomena that can be classified 

as obscure and irrelevant to a highly acceptable one (Lee, 2007). Varadarajan and Menon (1988) 

labeled this strategic move in which the company chooses to associate its brand image with a 

non-profits, social issues that are important and different causes that affects the society as cause-

related marketing (CRM). 

Some literatures argue that companies are responsible for their involvement on a primary and 

secondary area, that CSR activities should be directed at solving the issues and problems that 

the company creates or affect with their operations (Swanson, 1995; Wood, 1991). This can 

Introduction
Literature 
Review

Methodology

Collected DataData Analysis
Findings & 
Conlusions
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help support the argument that consumers not only want a company with CSR activities but 

that the activities should be perceived as reflecting their operations (Colvin, 2001).  

As mentioned earlier CSR has become a topic that has received a lot of attention, especially in 

the last ten year period and consumer response to CSR has been researched with many 

directions. A direction that has started to gain in quantity is consumers’ attitudes and purchase 

intentions and the effect of CSR initiatives on that, also the awareness of such initiative from a 

consumer perspective. (Pomering & Dolnicar, 2009) 

Battacharya and Sen (2004) present a CSR Framework where they state a couple of entities that 

fall under the bases Input, Outcomes: Internal and Outcomes: External. Where they identify 

three key components: 

1. Consumers’ response to CSR initiatives is not homogenous.  

2. The CSR initiatives can easier and in greater extent affect the internal outcomes, such 

as awareness, attitudes and attributions, then the external outcomes such as consumer 

purchasing behavior 

3. Not only companies benefit from CSR initiatives but consumers and the social issues 

that the CSR initiatives are working against also benefit from the engagement.  

The internal outcomes section of Battacharya and Sen (2004) study looks at awareness, 

attributions and attitude. Were they state that a key to positive reaction to a CSR activity is 

through the awareness of the consumers in regards to the companies CSR activity. A large 

number of consumers do not seem to be aware of that a lot of companies have CSR activities. 

This could indicate that the hoped positive affect of the CSR activities in relation to the 

company is not being fulfilled. When this is put in the context of the advertising and promotion 

of the CSR activity issue, Battacharya and Sen (2004) study showed that consumer awareness 

of the issue probably would grow.  

Attribution is connected to the reasoning of the consumers when analyzing a company´s CSR 

activity and refers to in what range the consumers would have a positive or negative reaction 

of the CSR initiative. According to Battacharya and Sen (2004), this deeply affects the 

reasoning sounding the reason for CSR activities in companies and the genuineness of such 

activities. They identified two things that could make consumers become suspicious against 

motives for CSR activities, which are the Companies reputation and the fit between the 

company and the issue their CSR activity are trying to reduce.  
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Consumers have shown to have a more positive attitude against companies that have CSR 

activities. In Battacharya and Sen (2004) research, they found that consumers were more 

positive against a company after receiving information about their CSR activities. The attitude 

is even more positive if the consumers perceive the company to have a good reputation, that the 

CSR activity fit the company and if the issue the CSR activity tries to reduce have a personal 

meaning for the consumer. Through the communication of the CSR activity, the attitude 

towards the beneficiary of the CSR activity would also increase. Regarding specific causes or 

non-profit organization and it have a stronger affect if there is a good fit between company and 

issue. (ibid) 

Even though the amount of attention towards CSR related research has been increasing in the 

last decade, it is yet to be determined how these activities may be perceived by the consumers 

(Fiske, 1997). In general, companies that implements CSR activities can gain different 

advantages such as a more favorable brand image and better corporate reputation (Brammer & 

Pavelin, 2004) but there are cases in which CSR activities can cause a negative effect and 

backfire against the corporation (Gao, 2009; Rugman & Verbeke, 1998).  

Gao (2009) has conducted a study that focuses on how consumers might perceive the different 

aspects of CSR activities. Adapted from the conceptual framework of Ellen et al. (2000) that 

shows whether consumers perceives a company as extrinsic or intrinsic based on some aspect 

of their CRM efforts, Cui et al. (2003) stated that the following factors must be taken into 

account. Factors such as type of the cause that the activity is supporting, the geographic scope 

of the cause and how long the activity lasts. 

Based on Cui et al’s research, Gao (2009) developed a model that focuses on the following four 

aspects of CSR namely: type of issue/cause, forms of CSR, timing of CSR and commitment of 

CSR. The difference between this study and the one it was adapted from is that the geographic 

scope of the cause was excluded in this research material and a new field called Timing of the 

cause was added. The model shown below was developed through Goa’ (2009) research. 
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Figure 2-1: Aspects of CSR and Consumers' Response 

Source: Adapted from  Gao (2009),  p. 274 

The first aspect that was discussed in this journal article was the type of issue or case a company 

has decided to focus on. Due to the increased attention towards CSR activities in the past ten 

years (Pomering & Dolnicar, 2009), it is given that there will be a wide variation on how these 

activities are implemented. (Gao, 2009) A database called SOCRATES: The Corporate Social 

Ratings Monitor categorized the different activities of more than 600 companies into six broad 

categories. These domains are the following: product, diversity, employee support, community 

support, non-US operations and environment (Kinder, Lydenberg, & Domini, 1999). 

Different forms of CSR are another aspect that was discussed in this study. Cui et al (2003) 

classified CSR activities into two forms called transaction and non-transaction based. A 

company that runs a campaign in which its donation is built upon the amount of consumer sale 

is classified as a transaction-based support (Gao, 2009). A good example of this is when the 

company American Express donated two cents per dollar of their sales to the organization called 

Share Our Strength to promote the charity’s anti-hunger campaign (Fiske, 1997).  

Opposite to the previously named form of CSR activity is the non-transaction based support, 

which as it name hinted is a kind of charitable work in which no purchases from the consumers 

are necessary. Instead, the firms that are involved in this form of CSR activity functions as a 

Consumer's 
response

Type of 
issue/cause

Commitment 
of CSR

Timing of CSR

Form of CSR
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facilitator and/or in certain situations as a supplementary sponsor. (Gao, 2009) , A good 

example is when the Home Improvement store decided to loan its store as the official site for 

cash donations for the US Red Cross Disaster Relief Fund and match the amount of the donation 

up to $25 000 (Cui, Trent, Sullivan, & Matiru, 2003). 

An aspect of CSR activity that has not gotten attention from the academic world is the timing 

of CSR. Gao (2009) believes that it is only reasonable to study this aspect due to the fact that 

being the pioneer within a certain field plays an important role on the firm’s success or failure. 

Different studies have shown that consumers, in general, process information in a way that 

favors the pioneer thus giving them the opportunity to gain a first-mover advantage (FMA) over 

their competitors. The author of this journal pointed out that FMA thus indeed exists on this 

field and landed to an assumption that how consumers’ attributions toward the CSR activity 

may  differentiate depending on the timing of its implementation. (Gao, 2009) 

Lastly, how consumers’ perceive a CSR activity based on the firm’s commitment was also 

examined. Input, durability over time and consistency are the three factors that composed this 

aspect of CSR (Gao, 2009). It is believed that how consumers perceive a socially responsible 

activity might depend on the significance of the donation which in turn can lead into how the 

firm will be evaluated by the consumers (Strahilevitz, 1999). A proposition was made by Gao 

(1999) in which it is stated that a consumer perceives a CSR activity depending different level 

of commitment from the firm’s side. 

2.1 Consumer Perception of CSR Communication 

As mentioned in the previous chapter, CSR has become a topic which has received a lot of 

attention especially in the last ten year period and consumer response to CSR has been 

researched in many directions. A direction that has started to gain in quantity is consumers’ 

attitudes and purchase intentions and the effect of CSR initiative.  It also includes the awareness 

of such initiative from a consumer perspective. (Pomering & Dolnicar, 2009) 

According to Schmeltz (2012) even though consumers’ perception of a company is affected by 

CSR, there is not a clear picture in literature what consumers expect to receive in information 

about CSR. The awareness of CSR communication is a field that has not been thoroughly 

explored, which would support the notion that it would be of interest to find out if and in what 

way consumers actually are aware of CSR communication. Therefore, the aim of Schmeltz 
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(2012) study was to try and map out consumers’ attitudes and opinions in context to CSR 

communication.   

2.1.1 Consumer Awareness 

In order to create awareness towards CSR initiatives many companies are using marketing 

communication that aim at “pro-social”. As mentioned earlier, this sort of communication can 

be met with negative response as skepticism, which therefore can lead to questioning the 

effectiveness of such communication. (Pomering & Dolnicar, 2009) 

According to Pomering and Dolnicar (2009) while in theory CSR shows a positive correlation 

between CSR and consumer attitude and behavior, it has not been shown practically in the 

marketplace, though it has been shown that there is a low awareness among consumers about 

companies CSR activities and the good they do. This might indicate that companies need to 

educate consumers in how to better intercept the communication of the CSR initiatives.  

(Pomering & Dolnicar, 2009) 

For example, a study found by (Pomering & Dolnicar, 2009) made by Cone Inc. (2004) said 

that out of all the American respondents, 86% answered that companies should inform about 

their CSR activities. In a study in the United Kingdom, 86% of the respondents wanted the 

companies to make them aware of the CSR activities through active communication (Dawkins, 

2004).  

According to Mohr et al. (2001) there is lack in research that measures the awareness of 

consumers in regards to CSR initiatives. Mohr et al. (2001) also states that consumers have a 

hard time to store the information available. On the other hand, Dawkins (2004) mean that it is 

at the base of the communication from the companies that the problem lays and that consumers 

are eager to learn about CSR initiatives. This provides an opportunity to improve the company 

image and credibility through CSR marketing communication (ibid).  

Pomering and Dolnicar (2009) conducted a quantitative survey where they tried to get an insight 

into the demand side of CSR communication from the consumers perceptive. In order to 

examine the awareness of CSR activities but also the possible demands for information among 

consumers.  
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Pomering and Dolnicar’s (2009) survey was based on ten areas namely: 

1. Specific verbal CSR recall 

2. Specific graphic CSR recall 

3. General awareness of CSR initiatives 

4. Consumers´ interest in Bank-related information 

5. Current information received 

6. Information source trust 

7. Information source use 

8. Awareness of social issues 

9. Consumers´ evaluations of CSR responsibilities 

10. Consumers´ stated support of socially responsible businesses. 

Pomering and Dolnicar’s (2009) study was trying to investigate consumer awareness about 

CSR and also to find out consumers demand for information concerning CSR. This study was 

conducted in two parts, a qualitative study to investigate the communication behavior of the 

company and a quantitative study to find out more about consumer awareness and demands for 

information. The researcher of this study stated that if CSR activities are not actively being 

communicated then a high consumer awareness is not to be expected. It could develop through 

word-of-mouth but this is an information source that the company cannot control the flow of 

information in. If companies where to engage in communicating their CSR activities this would 

create awareness about companies CSR engagements. (ibid) 

Based on the information collected Pomering and Dolnicar (2009) also stated that due to the 

variations in the respondents answers, a market segmenting approach could possibly be used to 

increase the awareness among consumers and the communication of the CSR engagement.   

2.1.2 Information 

The aim of Schmeltz (2012) article was to investigate CSR in connection to companies’ 

engagement and communication of CSR based on young people’s opinions and attitudes. The 

study of the article is based on a quantitative survey that aims at uncovering consumers’ 

attitudes and values that help form their perceptions of companies CSR activities and how they 

are being communicated.  
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Some of Schmeltz (2012) stated findings where; consumers’ interest in CSR activities being 

communicated to them and in more explicit manners then the state of today’s communication. 

Young consumers of today´s society are more accommodating towards CSR communication 

that relates to them personally and provide a lot of facts. Young consumers are not as skeptical 

towards CSR communication as previous literature might have suggested. Consumers might be 

more sophisticated in their perception of CSR and their demand for information than earlier 

generations which might mean that there is a need for more CSR communication to 

accommodate the new situation. (Schmeltz, 2012) 

Schmeltz’s (2012) study showed that the majority of the participants, 84 %, thought it was 

important that companies had CSR activities. Out of the participants 50 percent thought that 

only about 25 percent of medium and large-sized companies were working with CSR. From her 

findings, Schmeltz states that through her research it seems likes consumers want more 

information about CSR engagement from companies but at the same time they are not willing 

to look for it themselves. The participants states that they think CSR is important but that it is 

not apparent in the everyday life. This can strengthen the proposed notion that CSR information 

needs to be more obtainable through communication from the companies. Schmeltz (2012) 

states that by mapping out the values that guide the dimensions of consumer perception of CSR. 

This could be used as a guide on what consumers wants to be communicated in regards to CSR. 

(ibid) 

Battacharya and Sen (2004) refers to that negative information affect consumers more than 

positive one. Also that companies need to try and increase the level of awareness among 

consumer regarding CSR. Something that though needs to be considered is to be careful in CSR 

communication because even though consumers seem to want to hear about the CSR initiative 

of companies, this can backfire resulting in a negative attitude. In order to create an effective 

communication strategy companies therefore need to consider both source and message 

decisions. (Battacharya & Sen, 2004) 

In 2007, an overview of literature concerning CSR communication was made by May et al. and 

in 2011 by Ihlen et al. from which Golob et al. (2013) presented diverse perceptions of how to 

embrace the concept of CSR communication, through either: Public relations and corporate 

communication, marketing communication, organizational communication and organizational 

studies.   
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Traditional approaches of CSR communication are often functionalistic and preoccupied with 

the aim at trying to affect the perception of CSR activities in regards to stakeholders (Morsing, 

2006; Morsing & Schultz, 2006). According to Golob et al. (2013), more recent studies look at 

a more diverse option of CSR communication that it needs to be seen as a challenge. CSR 

communication should aim at connecting and interacting with stakeholders by conversing and 

conveying about CSR activities, in order to achieve an understanding suitable for both parties 

(ibid).   

Hansen and Schrader (1997) refer to consumers as being “rewarding and punishing authorities” 

(Hansen & Schrader, 1997, p.447) in context to purchasing behavior and company 

performance. This indicates that it is important to communicate what companies that are 

conducting CSR activities. Pomering and Dolnicar (2009) states, through markets polls you can 

see that consumers want to be informed and are willing to support companies with CSR 

activities. 

According to Price et al. (1987) informed consumers demand for information can come to affect 

other less information sensitive consumers through word-of-mouth. Pomering and Dolnicar 

(2009) suggest that an effective CSR communication strategy could be focus on consumers that 

are more interested in receiving information and that they could be segmented into what CSR 

area they are of greatest importance to them.  

Communication of CSR initiatives is a tricky thing and something that might affect how it is 

perceived is whether if the source of the information is trustworthy. Sources that are not under 

the control of the company tend to inspire more trust and that advertisement is an information 

source that consumers tend to mistrust. In prior works, it has been suggested that response 

towards companies CSR activities can result from; not strong enough communication of the 

CSR activities, or that they are being communicated but the consumers are just not aware of 

them. (Pomering & Dolnicar, 2009).   

2.1.3 STRATEGIES 

According to Planken, Nickerson and Sahu (2013) research into CSR has shown that campaigns 

that are CSR oriented can have an effect on consumers’ perception of the company’s image, 

which could result in a higher profitability. Considering there is not a huge range of studies in 

the area; therefore Planken et al. (2013) wanted to see if using CSR in communication strategies 
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could help fulfill primary objectives of the company by examining how consumers response to 

CSR platforms, initiatives and also towards CSR communication strategies.   

For their study, Planken et al. (2013) incorporated the same marketing strategies developed by 

Kotler and Lee (2004) that Dahl and Persson (2008) used in theirs. Dahl and Persson (2008) 

wanted to see if the strategies developed by Kotler and Lee (2004) could affect Swedish 

consumers’ purchasing intent and their perception of a company. Planken et al. (2013) stated 

that the strategies could not only be used as a way for companies to communicate themselves 

as good citizens but it could also make consumers more supportive of the company. The aim of 

Planken et al. (2013) study was to see if a positive consumer perception could be reached 

through the use of Kotler and Lee’s (2004) CSR marketing strategies. 

Table 1: CSR- based strategies by Kotler and Lee (2004) 

Strategy Description Aim(s) 

Cause Promotion 

Corporation promotes awareness of a societal 

cause as part of its CSR policy in an advertising 

campaign 

Raise awareness of the cause; 

influence consumer 

attitudes/behavior by combining 

corporate/product promotion with 

cause promotion 

Cause-related 

marketing 

Corporation is seen to be actively involved with a 

particular societal cause as part of its combined 

CSR and marketing policies; specific product(s) 

explicitly associated with the cause 

Raise awareness of the cause; 

actively involve consumers in 

supporting cause by purchasing 

company’s product (i.e. % of 

purchasing price is donated to 

cause) 

Corporate social 

marketing 

Corporation combines product/service advertising 

with awareness-raising specifically targeted at 

changing consumer behavior in a sustainable way 

Persuade consumers to purchase; 

bring about structural change in 

stakeholder behavior beyond 

purchase 

Corporate 

philanthropy 

Corporation refers to its corporate giving policy 

as a marketing communication strategy which 

may be unrelated to specific product promotion 

Raise awareness about CSR policy 

with regard to corporate reputation 

Community 

volunteering 

Corporation refers to its community volunteering 

policy as a marketing communication strategy 

which may be unrelated to specific product 

promotion 

Raise awareness about CSR 

policy/activities with regard to 

community volunteering, promote 

corporate reputation 



Young consumers’ perception of corporate social responsibility (CSR) activities and the way they are being communicated. 

 

18 | P a g e  

 

Socially 

responsible 

business practice 

Corporation emphasizes its behavior as a good 

corporate citizen in general and its overall 

commitment to sustainable business as a 

“blanket” marketing strategy (essentially 

subsuming 1-5) 

Promote corporate reputation as a 

responsible citizen 

Source: Adapted from Planken, Nickerson & Sahu (2013), p. 362 

The consumers’ response to the marketing strategies of Kotler and Lee (2004) showed that 

consumers had a relatively high positive affect on consumer attitude towards the company. In 

the table presented in the study, the mean score was ranging from 4.06-6.06, on a 1-7 scale of 

how much they agreed to statements surrounding the strategies. It also showed that the cause 

promotion strategy had the least effect on the consumers and that the socially responsible 

business strategy produced the highest influence on the consumers’ attitude towards the 

company. When it came to the purchasing intent, the consumers scored the influence of the 

strategy towards purchasing intent from 3.58-5.35.  The strategy that had the lowest influence 

on the consumers purchasing intent was also here cause promotion. The strategies that had the 

highest influence on purchasing intent were cause-related marketing and socially responsible 

business. (Planken, Nickerson, & Sahu, 2012) 

Planken et al. (2013) states that the information received through the survey showcased that it 

is of importance to seek understanding in consumer attitudes. In order to establish a CSR 

communication that will result in positive attitude towards the company and fulfill consumer 

expectations towards CSR activities. Maignan (2001) study’s aim was to see if consumers were 

more prepared to support a company that was engaged in CSR and the consumers’ attitude 

towards Carroll’s CSR principles. The findings provided reasonable belief to the notion that 

CSR could be a useful tool in marketing (ibid). 

2.1.4 Skepticism 

Schultz and Morsing (2003) stated through the findings of their research that consumer could 

find it off-putting when companies used CSR activities in marketing communication. At the 

same time the consumers lacked great knowledge about companies CSR activities. (Pomering 

& Dolnicar, 2009) 

Communicating CSR activities is not effortless, in order to avoid skepticism from consumers it 

is crucial that the consumers trust the information that they are receiving. Consumers tend to 
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view advertisement with an inborn skepticism, compared to the view of information received 

from other sources. (Obermiller & Spangenberg, 1998) Pomering and Dolnicar (2009) also 

stated that by using customary advertisement, the good actions of the company could be 

overshadowed and that way losing trust in the message by consumers.   

Schmeltz (2012) states that through an overview of literature there can be a theory detected that 

fit between CSR activity and company operations have an impact on the perception if a CSR 

activity is genuine. Therefore, to decrease skepticism towards the company they should focus 

their CSR activities in connection to their operations. CSR activities should also be 

communicated through annual reports of the company. Schmeltz (2012) is questioning in her 

study if this is also valid for young consumers. Pomering and Dolnicar’s (2009) findings also 

strongly suggests that a CSR message have to fit peoples interest area, to affect people’s 

attitudes and purchasing behaviors. Communication should be amid at informing about the 

social issue and its gravity, to make sure that the CSR activities are seen for their contribution 

in context to the social issue they are trying to help reduce.   

Schmeltz (2012) on the other hand states that through h research findings that even if the 

consumers’ perception of the motive to engage in CSR by the company is also for their own 

gain, the overall view of the CSR activity is still positive. This could indicate that companies 

should not be reluctant to communicate about their CSR activities, in order to avoid skepticism 

and negative perception. (Schmeltz (2012) 

2.2 Consumer Perception of Different CSR Activities 

A study conducted by Mohr, Webb, & Harris (2001) shows how different type of consumers’ 

view the different CSR related activities. A survey was conducted in which the samples 

underwent an interview; in which it was discovered that overall, consumers have a positive 

attitude toward the business in general. When it comes to how they perceive companies related 

to the level of CSR, the emotions are mixed, some respondent believe that a company’s main 

goal is to make profit though these consumers also believe that there are additional 

responsibilities that a company must take into account. (Mohr, Webb, & Harris, 2001)  

There are different factors that affect how a person can perceive a certain kind of thing or action 

and the attribution theory concocted by Folkes (1984) gives a good insight on describing this 

behavior. The main idea behind this theory is that people has the tendency to evaluate the 
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current happenings around them by searching for clues or an explanation on why these events 

occur. According to Ellen et al (2000), a person might perceive a CRM offer depending on 

different aspects such as whether the company is acting in an extrinsic or intrinsic way. 

If the consumer believes that the corporates are acting on an extrinsic motive or self-interest 

demeanor then they will perceive the activity as only a mean for the companies to make 

themselves look good with the ulterior motive of boosting their sales. Hence, the consumers 

must find enough evidence to prove that the company is sacrificing something and is not 

prioritizing their welfare but putting the issue of the CSR activity in first propriety. (Cui, Trent, 

Sullivan, & Matiru, 2003) 

2.2.1 Four Levels of Corporate Social Responsibility  

Ramasamy and Yeung (2009) conducted a study that examines how important it is for the 

consumer that a company engages in socially responsible activities. Auger et al. (2007) 

explained with the help of different situations that are taken out of modern day’s context, why 

people are becoming more and more socially aware. A combination of better education and 

higher income, in general and the wider variation of products that are available combined with 

consumers’ brand knowledge are the factors that contributed to this recent trend. 

Some studies have shown that ethical behavior of companies would have an effect on the 

consumers purchasing behavior but there are also other studies that shows otherwise (Page & 

Fearn, 2005; Auger, Devinney, & Louviere, 2003; Becker-Olsen, Cudmore, & Hill, 2006). 

According to the Center for Corporate Citizenship at Boston College even though, when asked 

in Surveys, some of the participants responded that they are willing to buy products that were 

produced in a socially responsible manner but this does not necessarily guarantee that this 

mentality translates into action (Ramasamy & Yeung, 2009).  

The main focus of this research material is the consumers’ perception of CSR as consumers 

differentiate the four levels of company responsibilities with economic, legal, ethical and 

philanthropic nature. Ramasamy and Yeung’s (2009) attempted to increase their understanding 

of consumers’ CSR perception by examining the Chinese market using a research method 

inspired by the Maignan (2001) study in which they presented a 22 statement questionnaire. 

The goal is to examine how the consumers’ evaluate the different CSR activities and business 

that engages in this type of movement. The last 16 statements are based on the four levels of 



Young consumers’ perception of corporate social responsibility (CSR) activities and the way they are being communicated. 

 

21 | P a g e  

 

Carroll’s (1991) CSR pyramid and is used to get a picture of how consumers perceived the 

different levels of corporate responsibilities. Ramasamy and Yeung (2009) also stated that the 

Chinese consumers seem to differentiate the responsibilities within the levels more compared 

to western ones.  

Carroll (1979) presented a definition of CSR containing four sectors of responsibility namely 

economic, legal, ethical and discretionary, in a conceptual model. It was also stated that if a 

company wanted to be successful with their corporate social performance (CSP), it is vital to 

have a basic definition of CSR, an understanding of the issues for which a social responsibility 

existed; and a specification of the philosophy of responsiveness to the issues. In year 1991, a 

revision was made and the model was presented in the form of a pyramid, in which the 

discretionary level was changed to philanthropic.  (Jamali & Mirshak, 2006). 

The four level CSR pyramid was introduced in 1991 that entails all responsibility factors of 

business. The hierarchy of the pyramid model shows the necessity of each level, to meet the 

full extent of social responsibility. According to Windsor (2010); and Crane et al (2010) the 

two first levels are a non-questionable requirement from society, while the two upper levels are 

something that society are expecting of the corporation and desire (Byström & Mälstad, 2013). 

Windsor (2010) also stated that a corporation cannot act ethically responsible until they have 

fulfilled the two first levels (Jamali & Mirshak, 2006). 

The first level in Carroll’s (1991) framework, the economic sector was the first to be introduced 

in 1989 in which a business’ responsibilities with an economic nature were discussed (Jamali 

& Mirshak, 2006). It was defined as the level in which companies are acting in an economic 

responsible way such as producing the products and services that is demanded by the market. 

If this level of responsibility is fulfilled when conducting the company’s operations in foreign 

countries, it may lead to creations of jobs and income within that country. (Ramasamy & Yeung, 

2009) In the list below, Jamali and Mirshak (2006) have provided some examples within this 

area namely: 

 Fair salary to the employees 

 Creating jobs in the society 

 Incurring investors and stakeholders return on their investments  

 Working towards innovation and advances in technology 
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 Providing new products and services.  

According to Patima (2002) the second level of the CSR pyramid, legal responsibilities, covers 

the expectations of society on business to uphold their economic objectives through the frame 

of the law (Jamali & Mirshak, 2006). Carroll (1991) defined this responsibility as the level in 

which companies can be classified as legally responsible if they complied with their economical 

obligations without breaking any laws that was set by the country in which they operate. These 

legal responsibilities may include the safety of the worker, environmental standards and tax 

laws. (Ramasamy & Yeung, 2009) 

The ethical level can go beyond the limits of the law by establishing and providing an ethical 

guideline and philosophy that a company can follow (Solomon, 1994). The level showcases 

corporations as doers of good, having a sense of morality and knowing what is right and fair. 

Ethical responsibility covers different activities that are not legally compulsory for the company 

to execute. This, however, does not excuse the firms to uphold these activities due to the society 

and stakeholders’ expectation. (Lantos, 2001) Carroll (1979) identifies a limitation with the 

ethical level due to the lack of concrete definition on which activities are part of this area hence 

making it difficult for the companies to incorporate it within their strategy (Jamali & Mirshak, 

2006).  

The newest defined responsibility called the philanthropic level is the highest in the CSR 

pyramid and is deemed as an extra effort from the company to be socially responsible. It entails 

the activities that corporations must respond to because of the expectations from the society to 

be a good corporate citizen. A CSR action or activity can only be define as philanthropically 

responsible if it was implemented voluntary and discretionary by the firm. Also it must reside 

within the corporations to have the desire to be a good firm and not just acting the way they do 

to meet the expected desires of society (Carroll, 1991). Crane et al (2004) defined it as the level 

of responsibility in which the company contributes to the improvement of the quality of life. 

Philanthropic activities are usually in form of donations when implemented on developing 

countries (ibid).  

In their research Ramasamy and Yeung (2009) have concluded that the variations in consumers’ 

perception of the different corporate responsibilities are too wide hence it would not be both 

advisable and ideal to run a homogenous CSR strategy. They have also stated that being 

philanthropic alone would not convince the consumers that a firm is indeed being socially 



Young consumers’ perception of corporate social responsibility (CSR) activities and the way they are being communicated. 

 

23 | P a g e  

 

responsible. They also stated that philanthropic is important but that the ethical level need more 

critical attention and therefore suggested that companies should include in their mission or 

motto the reason why they contribute socially in information towards stakeholders. (ibid) 

Ramasamy and Yeung (2009) stated that their findings showed that Chinese consumers could 

differentiate among the levels of Carroll´s (1991) CAR pyramid. They also perceived all levels 

of Carroll´s (1991) CSR pyramid as acting social responsibilities by a company. In the Shanghai 

case it was a little bit different since notion was the same as Maignan (2001) results from the 

western consumers. They do not count the economic level as a social responsibility for the 

company since it is a clear part of businesses (Ramasamy and Yeung, 2009). 

2.2.2 Generation Y and how they perceive the different forms 

of CSR activities 

According to a group of studies conducted by Webb and Mohr (1998), Ellen et al (1997) and 

Lafferty (1996), conducting a well-developed CSR activity that is executed in a well-mannered 

way can strengthen a consumer’s view and perception of the company and its image. In 2003 a 

research was conducted by Cui, Trent, Sullivan and Matiru that focuses on a specific type of 

consumer that shares the same age span and how they perceive the different type of socially 

responsible activities conducted by corporations. 

In the research material, the authors have focused on the younger generation or young adults 

called generation Y because this specific era is considered to be the next generation right after 

the baby boomers. Due to this fact, it is of a great importance that the companies find ways to 

understand how this group thinks for a successful acquisition of this market. The main purpose 

of this study is to advice the companies on how to effectively formulate their CSR activities by 

showing how the consumers perceive them. (Cui, Trent, Sullivan, & Matiru, 2003) 

The four type of CSR forms that was examined in their research paper are the following 

1. Type of cause 

2. Geographic scope of cause 

3. Type of support 

4. Length/frequency of support. 
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The study was adapted from an earlier journal written by Ellen et al (2000) with the exception 

of conducting the test on younger respondents and the focused shifted from two retail firms to 

one grocery store. Different hypotheses were made based on previous research materials. (Cui, 

Trent, Sullivan, & Matiru, 2003) 

The first area that was discussed in the paper is how consumer will evaluate a CSR activity 

depending on which type of cause the focus lays upon. According to Ross et al (1990-1991), 

there is a bigger chance that people in general would support an activity aimed for supporting 

a relief for disaster rather than the one directed toward an ongoing cause. This gives a better 

insight on whether someone in this case, a company, would disregard their own welfare and 

self-interest to tend the needs of the people involved (Skitka, 1999).  Based on these studies Cui 

et al (2009) reached a hypothesis that: “Consumers will evaluate a CRM offer more positively 

if it supports a disaster rather than if it supports an ongoing cause.” (Cui, Trent, Sullivan, & 

Matiru, 2003, p. 312)  

Aside from the topic mentioned above, another area that the researchers focused on is which 

type of an activity, depending on its geographic scope, a consumer is more likely to support; a 

CRM offer directed to a cause that benefits the local community or something that is directed 

towards a broader national scope (Cui, Trent, Sullivan, & Matiru, 2003). This assumption is 

based on a research conducted by Ross et al (1990-1991) that states that there is a bigger chance 

that people would better perceive a charitable action aimed towards the local community rather 

than on national level. 

Another factor that might affect the consumers’ perception of a CSR activity or CRM offer is 

the type of support used to offer this kind of campaign (Cui, Trent, Sullivan, & Matiru, 2003). 

In this paper the activity was categorized into two different types namely transaction or non-

transaction based. Gao (2009) based his study on this research paper thus the definition of this 

terms are similar to the one mentioned earlier in this thesis paper. The authors of the article 

have developed a hypothesis that people in general tend to better appreciate an offer if they 

believe that the company was acting selfless by ignoring ways that are more beneficial for them.  

In the fourth and final scope, it was discussed that aside from the factors that was mentioned 

earlier, consumers’ perception of the CRM effort is affected by the length and frequency of the 

activity. Assumption such as consumers would prefer long-term/frequent instead of a short-

term/infrequent support was made leading to this hypothesis: “Consumer will evaluate a CRM 
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offer more positively if it is long-term/frequent rather than short-term/infrequent support” (Cui, 

Trent, Sullivan, & Matiru, 2003, p. 313).  

Aside from the four factors mentioned above the correlation between the demographic traits of 

the consumer and its perception of the CRM offer was investigated. Lastly, several studies have 

shown that implementing CSR activities might have an effect on the consumers purchase 

decision. Smith and Alcorn (1991) conducted a study that shows nearly half of the respondents 

are willing to switch brand due to the type of support a company implements. In relation to this, 

Barone (2000) suggested that the success of the CRM effort would, in some degree, culminate 

the consumers into choosing this brands service or products. 

Overall, out of the four hypotheses made, all of them were supported by the result of the survey 

with the exception of hypothesis number two. As a result, people do not evaluate a national 

cause differently from a local one.  

2.3 Conceptual Framework 

This far the thesis has presented a background into the topic of CSR, followed by a problem 

discussion landing in an overall purpose of the thesis. An overview of what was to come was 

thereafter presented leading into chapter two, where pervious research was reviewed in order 

to create a conceptual framework to follow. Through the literature review studies where found 

that could help answer the overall purpose of this thesis. According to Huberman and Miles 

(1994) a conceptual framework presents what will be under study in a graphic or narrative 

manner. Based on that, the frame of reference will be presented through explanatory lyrics, 

tables and figures. In order to show the relevance of the studies picked to help answer the overall 

purpose, other known as conceptualization.   

 

2.3.1 Studies related to Research Question I:  

How is the CSR Communication of the activities Perceived by young 

Consumers? 

We are looking on how consumers perceive the CSR activities based on CSR communication. 

Through the literature review four areas have been identified that are connected to CSR 
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communication and they are awareness, information, strategies and lastly skepticism. In order 

to answer the overall purpose this thesis need to require information to answer the research 

questions. In order to answer the first research question this thesis will concentrate on the four 

areas identified connected to4 CSR communication.  

In order to describe consumers awareness of CSR, Schmeltz’s (2012) and Pomering and 

Dolnicar’s (2009) studies will be used. In Schmeltz’s (2012) study the general consumer 

awareness was measured through a survey and then presented in three tables. These tables, table 

II-IV will be used as an inspiration four our interview questions to find out the general 

awareness of CSR of our participants.   

Table 2: Description of CSR Communication  

Communication factors Description Supportive articles 

Awareness 

The general awareness among 

consumer regarding CSR 

activities  

Schmeltz, 2012; Pomering & 

Dolnicar, 2009 

 

Information 

 

The perception of the information 

received by consumers 

Schmeltz, 2012; Pomering & 

Dolnicar, 2009 

Strategies 

Perception of CSR strategies 

used when communicating about 

the CSR activities 

Planken, Nickerson & Sahu,  

2013 

Skepticism 

Consumers perception of motives 

for CSR activities and their 

perceived skepticism towards 

CSR activities 

Schmeltz, 2012; Pommering & 

Dolnicar, 2009 

 

For this thesis, the second part of Pomering and Dolnicar’s (2009) study will be used, the 

sections in which the quantitative survey that are related to consumer awareness was used. The 

specific graphical CSR recall and the Specific verbal CSR recall will be used to see the 

awareness among the participants for four CSR activities that will be used throughout the 

interview.  The reason for using these two studies is that they are relevant in time and their 

subject elide with what we are trying to answer with this research question. They also provide 

a structure that can be followed and modified to fit this thesis.  
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The second area identified was information, for this area the studies that will be used are 

Pomering and Dolnicar’s (2009) and Schmeltz (2012). In Pomering and Dolnicar’s (2009) study 

the sections Current information received, Information source trust and Information source 

use. These will be used to see how consumers perceive information and how they would like to 

receive CSR communication.  Schmeltz (2012) will be used to see how young consumers 

perceive information and if it were to differ from the previous notion and if they would look 

for information themselves. 

For the third area strategies, Planken, Nickerson and Sahu’s (2013) study will be used to see 

how consumers perceive the communication of CSR activities. Planken, Nickerson and Sahu’s 

(2013) study used the CSR-based marketing strategies constructed by Kotler and Lee (2004) 

and for this thesis a modified approached will be used to see how consumers perceive the 

different strategies and how that affects their perception of the CSR activities.  

The last area identified is skepticism and in order to be able to look at this aspect in this thesis, 

Schmeltz’s (2012) study will be used. In her survey there was a question regarding how 

consumer perceive the motive for a company to use CSR activities and consumers skepticism 

and perceived credibility of companies using CSR. The findings were presented in Table VII 

and VIII and will be used in this thesis to evaluate how skepticism could affect consumers’ 

perception of CSR activities. Schmeltz’s (2012) also stated that consumers are less skeptical if 

the CSR activity seems to fit the operation of the company. Pomering and Dolnicar’s (2009) 

study will also be used in the context of fit and that consumers perceive that communication 

should be amid at informing about the social issue and its gravity. This in order to make sure 

that the CSR activities are seen for their contribution in context to the social issue they are 

trying to help reduce and not that it is the company that try and help. Another notion is that if 

using customary advertisement companies might overshadow the good done through the CSR 

activity. 

The reason for using these articles for research question I: is that they are relatively new, 

therefore providing present-day information about the topic. They are also contemplating 

similar things and are a good fit to what this thesis is trying to accomplish.   

2.3.2 Studies related to Research Question II: 

 How are CSR Activities Perceived by young Consumers?  
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In the beginning of the literature review an attribution analysis conducted by Gao (2009) was 

mentioned, in which four aspects of CSR activities and how consumers perceive them are 

discussed. Out of those categories, we have chosen to take a deeper look into just two of them 

and exclude the aspect called timing of CSR and commitment of CSR. As Goa (2009) 

mentioned, that area of timing is still new and that there are not enough research materials 

available therefore we strongly believe that it would be difficult to do a credible analysis with 

a limited source of information. 

Table 3: Descriptions of CSR Activities 

CSR Activities Description Supportive Articles 

CSR issues/causes 
The perception of the CSR levels of 

Carroll’s pyramid  
Ramasamy and Yeung (2009) 

Forms of CSR 
The perception of the different forms 

of CSR 
Cui (2003) 

The two aspects we have chosen to examine can be further explained and supported by a 

researches conducted by Cui et al. (2003) and the Ramasamy and Yeung’s (2009). The results 

from these studies can give us a deeper understanding on how people perceived the different 

CSR aspects used in Gao’s (2009) model.  How the type of issue/cause affects the way 

consumers look at the CSR activity can be explained by answering the question used in 

Ramasamy and Yeung’s (2009) research material based on the Maignan (2001)  study where 

Carroll’s (1991) CSR pyramid was discussed. Furthermore, the type of issues/case was broken 

down and categorized into four more distinct areas, each with a specific description. In the first 

named model, a category composing of six CSR activity initiatives taken from the SOCRATES’ 

database (Kinder, Lydenberg, & Domini, 1999) was mentioned. Due to the lack of theories that 

can provide as proper material to further deepen our knowledge within this area, we have chosen 

to follow the categorization and definition given by Carroll (1991). 

In Gao’s (2009) attribution analysis, the different forms of CSR activities was discussed and an 

example and definition was provided. Since the model only provided two forms that are 

opposite to one another, namely transaction and non-transaction based, we felt like this limited 

our studies in an area that is far too small. After conducting a more thorough research, we had 

found a material with the appropriate information that we needed and this was the study made 
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by Cui et al (2003). In this article, the focus lays on the understanding how the younger 

generation perceives the different forms of CSR activities.  

1. Transaction or Non-transaction based 

2. Disaster Relief or Ongoing cause 

3. Long-term/frequent or Short-term/Infrequent 

The non-transaction and transaction based was also discussed in the academic journal but aside 

from that three more pairs concerning forms of CSR was added to the list. It was discussed 

whether it is the first or second alternative within the pair that has a more positive effect on the 

consumers. (Cui, Trent, Sullivan, & Matiru, 2003)  

The reason that these two studies were selected is mainly because the nature of their research 

is similar to the purpose of this thesis. Ramasamy and Yeung’s (2009) study is using a method 

to analyze the response to levels in a broadly acceptable theory by Carroll (1991) and are also 

providing their measurement in the article. Cui’s study is also looking at the consumers’ 

perception of different forms of CSR.  

2.3.3 The Conceptual Model  

The conceptual framework that was chosen as the basis of this thesis’ conceptual model was 

developed and used in the research material authored by Gao (2009) which was mentioned in 

the beginning of chapter two and labeled as Figure 2-2: Aspects of CSR and Consumers' Response. 

Since all the factors in that study are not going to be analyzed in this research material, it has 

been decided to do some modifications that will better suit the aim of this paper. One of the 

major changes that were made was changing the center part of the model from Consumers’ 

Response to Consumers’ Perception. Instead of directly connecting the two factors, Forms of 

CSR and Type/Issue of Cause directly to the center, similar to Gao’s (2009) model, they were 

categorized into one area that is called CSR Activities. The main reason for this is to clarify the 

connection between the two factors by incorporating them into one main area. 

Since there are two research questions in this thesis, it is rather logical to show them in two 

separate categories. As stated in the part of this thesis called 1.3 Purpose, the authors have 

stated two research questions. In the attempt to show a better division of the two areas, they 

were divided into two different parts namely CSR Activities, with two sub-factors, entailing 
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three respectively four areas of interest. Communication has four areas of interest. An 

illustration of the model can be seen below:  

 

 

 

Figure 2-3: The Conceptual Model 

Source: Adapted from Gao’s (2000) Attribution Theory and Modified by the Thesis’ Authors 

3 METHODOLOGY 

The Methodology chapter will present how the collection of data was executed, in order to 

attain an answer to the overall purpose of the bachelor thesis. First the research purpose will 

be presented followed by the research approach and strategy. The next section of the 

Methodology chapter will show how the data collection process was conducted, followed by 

Consumer's 
Perception

Type of 
issue/
cause

Commu-
nication

Forms

1. Transaction or  

Non-transaction 

based 

2. Disaster Relief or 

Ongoing cause 

3. Long-term or 

Short-term  

Cui et al (2003); Gao(2009) 

 

1. Economic 

2. Legal 

3. Ethical 

4. Philanthropic 

Ramasmy & Yeung (2009) 

Carroll’s (1991) CSR Pyramid 

1. Awareness 

2. Information 

3. Strategies 

4. Skepticism 

Schmeltz (2012); Pomering & 

Dolnicar (2009); Planken, 

Nickerson & Sahu  (2013) 

CSR 

Activities 
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how the sampling was established. The final parts of the chapter will be a data analysis, validity 

and reliability discussion. 

3.1 Research Purpose 

As stated by Marshall and Rossman (1995), a research’s purpose can be categorized into three 

different types namely exploratory, explanatory and descriptive. Even though there are 

distinctive differences between these kinds of research purpose, there is a possibility that they 

might overlap with each other resulting in a thesis with a mixed purpose. The direction in which 

the thesis’ purpose might go depends on the amount of the background knowledge the 

researchers has before conducting the study (Yin, Case study research: design and methods. 

2nd Ed, 1994). The first step on our methodology is stating the relevance of this study based on 

the definitions that will be given below. 

Exploratory research is a kind of study in which the main goal is to explore a phenomenon for 

a better understanding of the area in an attempt to describe the topic and clarify it. (Saunders, 

Lewis & Thornhill, 2009). An exploratory research is usually implemented on an area of studies 

in which information is limited thus the main purpose would be to accumulate as much data as 

possible (Denscombe, 1998). According to Marshall and Rossman (1995), participant 

observations and conducting in depth and elite interviews are examples of some techniques that 

can be used to collect the data needed in this type of study.  

A study with an explanatory purpose focuses on finding explanations of a certain field by 

studying the relationship of different variables that are involved in the situation or the problem. 

(Saunders, Lewis & Thornhill, 2009) Explanatory research can be used to explain how a cause 

and effect relates to one another. As the terminology suggests, the main focus of this research 

is to find explanation on the different phenomena or theories that exists (Yin, Case study 

research: design and methods. 2nd Ed, 1994). The same data collection techniques, mentioned 

in the definition of an exploratory study, can be used in this type of research but also analyzing 

documents and using a survey questionnaire is acceptable (Marshall & Rossman, 1995) 

According to Saunder et al (2009), a descriptive study aims to offer a better understanding of a 

certain phenomenon by providing a description or portrayal of that specific situation. It 

describes and provides a profile of a situation, person, backgrounds, procedure and events. 

(Saunders, Lewis & Thornhill, 2009) A descriptive research is preferable when the field in 
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which the study focuses on already has enough existing data and theories and tries to describe 

the topic and its effects (Yin, Case study research: design and methods. 2nd Ed, 1994). 

Collecting the necessary data can be done by executing a panel, survey or by looking on to 

secondary data. Conducting an observation is also a technique that can be used on gathering 

information for this type of research.  

Now that the three different research categories have been explained, it is now possible to 

narrate which direction this research material would take. Since there is a vast amount of studies 

that focuses on CSR-related areas, we have chosen not to focus on conducting an exploratory 

and explanatory study but instead we are aiming on conducting a descriptive research.  

Using the different theories and research material combined with the result of our data 

collection, we would be able to give a portrayal and a clearer outlook on how aware the younger 

generation is when it comes to the different CSR activities that are conducted by the companies. 

We will also attempt on describing whether the consumers’ perception of the CSR activity 

corresponds to the aimed with the CSR strategy that were set by the companies. Also that the 

purpose of this thesis is to describe and to offer a better understanding of young consumers’ 

perception of different CSR activities and how they are being communicated, thus making its 

research purpose descriptive. 

3.2 Research Approach 

There are two directions to go when it comes to the research approach, one is a quantitative 

research method and the other is a qualitative research method.  

A quantitative approach focus is on numerical data in other words numbers and through use of 

questionnaires data can be collected (Saunders, Lewis & Thornhill, 2007).  While a qualitative 

research’s focus is on verbal data, which can result in non-standardised data (Saunders, Lewis 

& Thornhill, 2007). According to Miles and Huberman (1994) a qualitative research aim is to 

gain insight into real-life situations of a nature that require more than numbers to state a 

conclusion. The collection of data concerning the perception of the participant can be acquired 

through qualitative research. Qualitative data can provide insight on things when it is expressed 

in words, which cannot be done in a meaningful way through quantity (Saunders, Lewis & 

Thornhill, 2009). 
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A qualitative research method was chosen for this thesis and the main reason for this is that we 

have chosen to focus on a descriptive research method. We believe that to gather enough data 

and information to be able to write a proper description of consumers’ perception towards the 

different kind of CSR activities a qualitative study is a good option. A qualitative research 

approach can also provide a deeper understanding into the consumers perception of CSR 

activities then a quantitative, because a qualitative research approach gives us the opportunity 

to ask the respondents how, what and why in relations to their response to the questions asked.       

3.3 Research Strategy 

There are five different research strategies; experiments, surveys, archival analysis, history and 

case studies (Yin, 1994). According to Yin (1994) there are three things to take into 

consideration; what type of research question that have been proposed, if there is any control 

over behavioral events and if the focus is on contemporary events. A case study have research 

questions that wants to know how and why, it possesses no control over behavioral events and 

the focus is on contemporary events (Yin, 1994).  

For this thesis, a case study will be used, a case study is by Yin (1994) defined as using a 

quantitative method with a small number of participants. In Gerring’s (2004) paper he 

references to George and Bennett (2004) referring to a case study as “process-tracing” (Gerring, 

2004, p. 342). Gerring (2004) also states that a common definition used through literature is 

that a case study is a study concentrated on one component to further understand a bigger 

segment.   

Saunders et al. (2009) refers to case studies as a way of exploring theories that already exist 

and might even contest to the notion of the theories, by providing insight if the theories are 

acceptable, or if it could require more research to support them.  

The reason a case study have been chosen for this thesis is because the research questions are 

how based, it provides no control over behavioral events and part of the purpose is looking to 

describe contemporary events.   

3.4 Data Collection 
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The generalization of research data can be divided into two categories, secondary and primary 

data. Secondary data is of a multiple source nature, meaning it entails information from books, 

journals or industry reports (Saunders, Lewis & Thornhill, 2007).  A downfall though with 

secondary data is that it is data that might not be used to fulfill the same purpose as this thesis 

(ibid). While primary data is data collected for the purpose of the research at hand (ibid). 

According to Yin (1994) there are six types of sources of evidence when gathering information: 

documentation, archival records, interviews, direct observation, participant-observation and 

physical artifacts. For this thesis interviews have been chosen for the primary data collection. 

As with many things there are both strengths and weaknesses in using interviews, they will be 

presented in the table below: 

Table 4: Source of Evidence: Strengths and Weaknesses  

Source of Evidence Strengths Weaknesses 

Interviews 

 Targeted: focuses directly on case study 

topic 

 Insightful: provides perceived causal 

inferences 

 Bias due to poorly 

constructed questionnaires 

 Response bias 

 Inaccuracies due to poor 

recall 

 Reflexivity: interviewee 

gives what interviewer 

wants to hear 

Source: Adapted from Yin, 1994, P. 80 

There are three types of interviews mentioned in Yin (1994), open-ended, focused and 

structured interviews. A focused interview can contain open-ended questions but mostly 

follows a couple of pre-decided questions. Using this type of interview might be to check things 

known by the interviewer. (Yin, 1994) 

According to Saunders et al. (2007) interviews can be divided into structured, semi-structured, 

unstructured, standardized interviews or non-standardized interviews. Were semi-structured 

interviews will be using a set of themes and questions to go over, which might have some 

variations from one interview to another. Meaning that some question might be forgotten, other 

might be added and the order might differ. This depending on how the interview is progressing 

to enable answering the research questions. With this kind of interview audio-recording is 
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advisable. A non-standardized interview can be done on a one-to-one basis through face-to-face 

interviews and data collected can be used to get an understanding of the what and the how but 

will also provide an opportunity to explore the why. (Saunders, Lewis & Thornhill, 2007) 

For this thesis, the above mentioned interview styles was used to conduct an interview guide 

that would be guiding in gathering of the primary data for this thesis. Even though the 

interviewee has specific set of questions to answer they are still free to express other thoughts 

and feelings related to the topic meaning that the interview would be semi-structured. The main 

reason for this is to avoid any limitation to the collected data. The interview would be recorded 

and would later be transferred into transcripts to enable data analysis. 

3.5 Sample Selection 

The strategy we have chosen to use in undertaking this thesis is by using a case study and 

because of that, the method used to gather data was by conducting a series of semi-structured 

and non-standardized interviews. As justification to this action, Yin (1994) stated it is 

acceptable to use a case study when “how” and “why” are being asked. This would allow us to 

formulate a more complex study design, giving us the chance to include subunits of analysis 

which then can give us the possibility of better understanding the case.  

After the research strategy and the data collection method has been established, it is vital to 

choose samples that has the capability to provide empirical data that are of importants to this 

research (Yin R. K., 1994). Taking into account the argument made by Saunders et al (2000), 

that it is better to choose a non-probability sampling when conducting a case study, we have 

decided to conduct our sampling in that manner. Two categories that falls under the non-

probability sampling are judgmental sampling and convenience sampling. When using a 

judgmental sampling, a group is chosen to use as a representation of the population and 

choosing the samples for the studies based solely on how convenient it is for that author is 

called convenience sampling (ibid). In this thesis, both of the former mentioned sampling styles 

are used. The judgment sampling is only used to some extent, since the interviewees are 

representing a younger generation’s view but the aim of this thesis is not to draw generalized 

conclusions for a whole population.  

The samples used in this research can be categorized into the population group called the 

generation Y and these are people that were born between 1977 and 1994 (Nayyar, 2001). Due 
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to the fact that this period spans for 17 years, it can cause a big difference on perspective 

between the older members to the younger ones (Cui, Trent, Sullivan, & Matiru, 2003). With 

this in mind, we have chosen to limit our sample group by conducting interviews only with 

young adults between the age of 19-24 and are currently studying in Luleå University of 

Technology (LTU) in Luleå, Sweden. In which part of Sweden each of the participants 

originally came from is irrelevant to the study hence it was not taken as a factor when choosing 

the subjects to interview.  

The students that participated were chosen based on our judgment and in our case also based 

on convenience. We felt like they are the kind of samples that are easy to find since we, 

ourselves, are also students. The different example of forms and types of CSR activities and 

how CSR is being communicated to the consumers that was shown and described to the 

interviewees during the interviews, were chosen based upon the different definitions and 

descriptions that were given and mentioned in earlier researches. There are many different 

activities that we could have chosen from but, based on our judgment, the ones we used in this 

thesis best suited our study. Because they are CSR activities from four internationally operating 

companies that the interviewees should be familiar with. They were also chosen for this study 

because they represent one level each in Carroll´s (1991) CSR pyramid. This in order to cover 

the aspects of the research questions with the same examples, in order to not confuse the 

interviewees with too many example activities. The four example activities are: 

For the economic level Microsoft’s learning initiative was chosen, that is a collaboration with 

Bihar urban development authorities. In order to give underprivileged people a chance to earn 

a globally recognized certification from an IT training program, which will enable them better 

chances to get a job and provide for their family.  (Teach-Bihar, 2011) 

For the legal level Volvo’s code of conduct, that in countries were the Volvo group has 

operations tax laws and regulations will be followed. Volvo does not look for “tax havens” by 

applying aggressive tax planning. (The Volvo Group, 2013) 

Apples environment sustainability initiative has been chosen for the ethical level. “We want to 

leave the world better than we found it” are the first words that you will see when visiting 

Apple’s webpage. It is safe to say that the focus of their CSR activities is on improving the 

environment. According to the company itself, it takes a great deal of material and energy to 

produce their products which contributes to global warming. The goal is to minimize their 
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carbon footprint by using 100 percent renewable energy as a power source on their data centers. 

Recycling is also one of the aspects in Apple’s CSR activities, by using recycled materials on 

their products. They also conduct different activities in which people can leave not just their 

Apple products but even the ones from other companies for the purpose of recycling them. 

(Apple, 2014) 

The fourth CSR activity that will be used as example in this thesis is H&M’s Fashion against 

AIDS clothing line that will be representing the philanthropic level. Fashion Against AIDS is a 

clothing line that 25% of the profits is donated to the AIDS awareness organization. (Frankfort, 

2014) Links for the communication of the CSR activities used in the interviews can be found 

in appendix 2. 

The reason for choosing these particular CSR activities is because they are CSR activities from 

four international companies and the focus of the CSR activities is on an international event. 

This will strengthen the international aspect of this thesis, then just having a topic that is of an 

international relevance.  

 

 

 

3.6 Data Analysis 

In order to analyze the data an analytic strategy need to be selected, according to Yin (1994) 

there are two strategies to consider; developing a case description and Relying on theoretical 

propositions.  

Developing a case description is a strategy to consider if there is not a lot of research available 

from previous studies (Yin, 1994). While relying on a theoretical propositions strategy is based 

on comparing previous studies theories and the data collected to answer the research questions 

(ibid). For this thesis the relying on theoretical propositions is the strategy that will be used for 

analyze.     

Yin (1994) also mentions two ways of analyzing case studies, cross-case analysis and within-

case analysis. Cross-case analysis refers to comparing data from one case to the data from 
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another case, within-case analysis is when you instead are comparing the data collected with 

theory that are being used in the research. As previously mentioned this thesis will be comparing 

the data collected with the theory used in the thesis, more precisely the theories used in the 

construction of the conceptual framework.  

In order to analyze the data collected Miles and Huberman (1994) refers that since the emphasis 

is on data through words the data needs possessing. They state that there are three “flows” to 

consider in data analysis; Data reduction, Data display and Conclusion drawings and 

verification, which will be considered through the analysis of this thesis. 

Miles and Huberman (1994) state that data reduction should be seen as a part of analysis, that 

data reduction is the part of analysis that sharpens the data by sorting and organizing the 

collected amount of data, focusing and deciding what can be left out before a finalized 

conclusion can be made and verified.  

Data display Miles and Huberman (1994) refers to as organizing the data collected in a 

summarized manner, to be able to take the information in easier to make a conclusion out of 

the entire data collected. As previously stated this is a part of analyzing data and that a good 

display of data can be helpful in validating qualitative analysis (ibid).  

When it comes to conclusion drawing and verification it is the final step in analyzing data 

according to Miles and Huberman (1994) and is the step where meaning is brought to the data 

collected. By detecting patterns and consistencies in what is collected and some form of 

explanation might be suggested in the data. This should be done though with a sense of 

skepticism and open mind while making conclusions.   

Miles and Huberman’s (1994) three flows Data reduction, Data display and Conclusion 

drawings and verification. Will be considered through the analysis of this thesis, since it will 

allow us to sharpen the data collected, help us in validating the qualitative analysis and find 

patterns and consistencies in what is collected and also some form of conclusion might be 

suggested in the data. This will be done by summarizing what was found in previous theory and 

in the data collected thereafter comparing it, to see if the data collected will support or not 

support the existing theories and findings. This will enable to reduce the data and then allow a 

display. This will provide patterns that can be commented on and draw conclusions from to 

answer the overall purpose of this thesis.  
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3.7 Quality Standards 

Validity and reliability are the two factors that are often used to assess the quality of the thesis 

and whether the result is credible or not.  Malhotra (2004) defined reliability as being able to 

reproduce a consistent result when the process is repeated. This factor can be used, as Zikmund 

and Babi (2007) formulated, as a measurement that indicated the internal consistency of the 

paper. In short, a study is reliable if the resulting data are the same after conducting the study 

in multiple different times.  

Furthermore, validity shows how accurate the concept is, (Zikmund & Babin, 2007) meaning 

that while measuring data, the correlations between the different factors must be taken into 

account. A good example of this is to realize that how well or bad the relationship between a 

student and a teacher can affect how the student’s performance is graded. Yin (1994) has 

divided these two factors in four subcategories which can be seen and defined in the table shown 

on the next page. 

 

 

 

Table 5: Case Study Tactics for Four Design Tests 

Tests Case study tactic 
Phase of research in 

which tactic occurs 

Construct validity 

 Use multiple sources of evidence 

 Establish chain of evidence 

 Have key informant review draft case 

study report 

 Data Collection 

 Data Collection 

 Composition 

Internal validity 

 Do pattern matching 

 Do explanation building 

 Do time-series analysis 

 Data Analysis 

 Data Analysis 

 Data Analysis 

External validity 
 Use replication logic in multiple case 

studies 

 Research Design 
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Reliability 
 Use case study protocol 

 Develop case study database 

 Data Collection 

 Data Collection 

Source: Adapted from Yin, 1994, p. 33 

Construct validity can be established, as Yin (1994) recommended, by creating a chain of 

evidence through the usage of different several sources and lastly, it is also important to have 

an informant study the report.  For this study, construct validity was created by using different 

theories in our conceptual framework functioning as the chain of evidence. Several interviews 

were conduct thus implying the usage of multiple sources of evidence and also, this thesis was 

reviewed by some of our peers and was further examined by the designated supervisor provided 

for us by the university.  

Internal validity is formulated by examining the correlation of two factors, whether there is a 

relationship between X and Y (Yin R. K., 1994).  As we mentioned earlier, the main purpose 

of this thesis is descriptive and not explanatory, thus giving us the reason not to assess and take 

a deeper look into this factor.  

Yin (1994) stated that the external validity takes into account how the result of the study can be 

used in an overall generalization in the chosen area of research. In our opinion, the amount of 

respondents used in this thesis is too small for us to be able to draw a conclusion that can be 

generalized. Since we only used one group namely students from Luleå University of 

Technology ranging from 19-24 years old, our result can only showcase the mindset of this 

sample thus giving us the limitation to draw any generalization.  

The last test that can be conducted is the reliability in which Yin (1994) refers to as whether the 

procedure can be recreated and results will be the same.  He also recommended that 

documenting the study can reduce the biases so that there will be a possibility to recreate the 

data collection (Yin, 2004). With this in mind, we have chosen to conduct the interviews based 

on an interview guide that we have formulated on previous research and was approved by the 

supervisors. Audio recordings and transcripts of the interviews were conducted thus making it 

possible for other researchers to repeat the study. 

4 COLLECTED DATA 
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In this chapter of the thesis the collected data will be presented to allow an analysis of the date 

to reach a conclusion and thereafter see it the overall purpose was answered. The data 

presented in this chapter was collected thru seven interviews, based on an interview guide 

(appendix 1) that was built on theories and studies brought up in the conceptual framework. In 

the interviews we used four CSR activities from one big international company each, that would 

help as examples in asking questions that could lead to answering the overall purpose. The data 

collected will be presented in the same order as each topic has been brought up in previous 

chapters of this thesis.  

Before starting with the interview guide questions, the interviewees were first asked if they 

knew what CSR stood for. After that, the full name of the acronym was provided to the 

interviewees followed by the question if they could tell us what Corporate Social Responsibility 

makes them think about or if they knew what this term entailed. A definition was then presented 

which we thought summed up what CSR was in an easy way for the interviewees to understand, 

also providing an example of a CSR activity. The interviewees were then asked if they could 

think of any CSR activities or companies that had a CSR activity. This was done to get a better 

insight if the interviewees knew what CSR was or anything about it before starting with the 

interview guide question. The reason for this is that if the interviewees did not know what CSR 

or CSR activities were then there would be no point in asking the some of the questions that are 

related to this that can be seen in the interview guide. 

4.1 RESEARCH QUESTION I: HOW IS THE CSR COMMUNICATION OF THE 

ACTIVITIES PERCEIVED BY YOUNG CONSUMERS?  

In this part of chapter four, the results of the data collected from the conducted interviews will 

be reviewed. The data presented below will help to answer the first research question. 

4.1.1 CONSUMER AWARENESS 

The data collected thru the interviews showed that the majority of the interviewees did not know 

what CSR stood for but when the full name was presented people recognized it. Things that 

came to their mind were; how you act in a company, human resources, the responsibility of the 

company towards employees and their impact on the environment, carbon dioxide reduction 

programs, “think about society and the consequences that your actions makes”, “surrounds 

corporate ethic, what you can and can’t do for money” 
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When asked to give some examples of CSR activities things that came to mind were; Fairtrade, 

free software movements, helping towards environmental issues for example planting trees, 

paper and fabric bags in stores, organic materials. Even though each interviewee could just 

think of one or two things each and two felt like they could not think of any at the moment of 

the interview.  

When it came to companies that had CSR activities these three; Body shop, Max 

Hamburgsrestaurang and H&M were the only ones mentioned by three of the interviewees. 

Though they could not recall exactly what CSR activity they had, just that they remembered to 

have seen or heard about something surrounding CSR and these companies.  

For the case study of this thesis four main CSR activities were chosen, one that would fit each 

level of Carroll´s CSR pyramid, economical, legal, ethical and philanthropic. For economic 

Microsoft’s learning initiative was chosen, for legal Volvo’s initiative to not look for tax havens 

was selected, for ethical Apples environment sustainability initiative and for philanthropic 

H&M’s Fashion against AIDS campaign.  

In accordance to the interview guide we showed the interviewees the logos of these companies 

and asked if they could think of any CSR activity that they had. Things that were mentioned; 

Volvo´s seatbelts in the 60´s, H&M have had cloths made out of organic cotton, that Volvo 

might be making a car that lets out less emissions, or using renewable energy but did not know 

for sure. One interviewee said “I know that Volvo works a lot with their employees and trying 

to promote equal rights between men and women”.  

When asked if they knew of any local companies CSR activities, LKAB, Luleå energy and Max 

Hamburgerestaurang was mentioned. They thought that LKAB and Luleå energy were using 

renewable and recycling energy and that Max did something for the environment. Though they 

could not say for sure that they knew what exactly these companies did as a CSR activity.  

When asked about how big a percentage out of medium-sized and large companies they thought 

were engaged in CSR activities, the majority of the interviewees thought that it was a high 

percentage raging between 70-90 percent. Even though they could not recall a lot of activities 

themselves they still thought that companies were engaging in them. Some of the interviewees 

thought it was lower, more around the 10-30 percentage range.   
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4.1.2 INFORMATION  

When asked if they feel like they are being informed about different CSR activities on a regular 

basis, not a single interviewee felt like they were being informed about CSR. Since they had 

not heard about any of our example activities except for H&M’s fashion Against AIDS line, 

that some of the interviewees remembered that they had seen or bought something from when 

we told them about the activity. They felt like they had heard something about CSR before but 

could not really remember any specific activities. As one of the interviewees said “no, 

apparently not, since I can’t think of any”. Another interviewee mentioned that if you go on to 

a company’s website you could probably find it there but aside from that could not recall any 

other information.  

When asked about if they would like to be informed about CSR activities all interviewees said 

that they would like to be informed but it was some variation on the reason for it and how they 

wanted to be informed. Some thought that it should be more of a subconscious thing, that it 

should not be super obvious, it should be present but not “a big PR statement”. It should not 

just be a “sales trick”, the company should show what they are working with it and why they 

are doing it. As one interviewee said “I do think that they should do a lot more, need to inform 

us more, to show what they are doing”. A notion mentioned by a couple of the interviewees 

was that it could come to affect their purchase if they were choosing between two products. It 

could also be for personal reasons, as one interviewee felt “I feel better if I know that the world 

is fighting for the world and try to get a better environment, it feels good for me”.  

When asked which information source they would trust to receive information about companies 

CSR activities. Information sources mentioned were; independent sources since they are not 

also covering the companies’ agenda to make profits, Fairtrade marketing, news and 

newspapers because they would use journalistic investigation to find out the real facts. Through 

the actual company, by using advertisement to make the consumer aware of the CSR activity 

was also mentioned as a source of information they would trust. Maybe not as a PR campaign, 

more like this is something that the company works with and why, then on our website you can 

find further information. Perhaps not as much in commercials, maybe use more advertisement 

in the stores or even on Social Medias through links that can connect you to the information. 

One interviewee talked about word-of-mouth and that it would be a trustworthy source, since 

the people talking about it usually know what they are talking about.   
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When asked what information source they felt they had received information from they said; in 

the stores sometimes, the internet, social media and word-of-mouth.  

When the interviewees were asked if they would seek out information themselves, all but one 

said they would not seek out the information themselves. Because they wanted the companies 

to inform them, that if the company wants the consumers to know about their CSR work they 

should inform the consumers, it should not be the consumers’ responsibility to seek out the 

information. If they are engaged in CSR work just for their own sake they should still put it on 

their website or annual report. One interviewee said that if you were to buy something really 

expensive they might look up the information themselves but not on a regular basis. The 

interviewee that said yes I would seek out the information, also pointed out that it’s because he 

is really interested in CSR and want’s to “have informed purchase choices” and did not think 

that the general consumer would seek out CSR information.  

4.1.3 STRATEGIES 

Communication of the four example CSR activities was shown to the interviewees afterwards 

they had to state what it made them think about and what they thought was the reason of the 

company for using this CSR activity. 

Microsoft’s Learning Initiative 

The majority notion among the interviewees is that this is a good and positive CSR activity, 

that it’s great that they are helping a developing country’s underprivileged people to get a 

chance to improve their job possibilities to be able to support their families. It’s seen as a way 

of promoting Microsoft but at the same time they are helping the society by bringing awareness 

to the issue, it’s a “win-win situation”. It is a good activity and Microsoft is actually doing 

something not just pumping money into a developing country. One of the interviewees only 

saw it as a way for Microsoft of maintaining its monopoly in the software world. If people know 

how to use Microsoft, that is what companies will use in their operations. The interviewee 

thought that this notion was strengthening by the fact that the communication only showed what 

they were doing, no results were presented from the program. 

Though the others felt like it was both to help people by teaching them how to use Microsoft 

software and that they are not just thinking about themselves. All of the interviewees were under 

the impression that it is good for Microsoft that they are using their own software to help people 
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get jobs. Because this would help Microsoft to remain wanted in a long-term picture in different 

places of the world. The reason for using this CSR activity was also to sell more products and 

to be “globally recognized”. Some thought the communication was too one-sided, it just showed 

what Microsoft did, not providing results on how many people actually got jobs after entering 

the program. While some thought that it was good that they connected their contribution to 

society with their own business.   

Volvo’s Tax Policy 

The responses to the communication of Volvo’s not looking for tax haven policy was that; it 

feels like they are taking their responsibility, a lot of companies probably look for countries to 

operate in where they can pay cheap or no tax at all. It feels sincere and provides a good feeling 

about the company like they are the real “good guys”. Seems as they are doing it because of the 

ethics, this speaks a lot of them as a company. Also that it is no commercial about it makes it 

feel more genuine like they are doing it just because it’s the right thing and just mention it in 

their yearly report.  

The pattern in the interviews is that Volvo is doing this because it’s the right thing to do, that it 

is a part of the business core to act in the right way. In order to improve societies on a global as 

well as a local scale. They are doing it also to be seen as an honest company, that it is the code 

of conduct within the company and that they actually stand by it.   

Apple’s sustainable environment initiatives 

The response to the communication about Apple’s CSR activity was that it felt like a mission 

statement like they have to do this and their products need to meet a certain standard. It is the 

mindset of the company, throughout the whole operation, that they are trying to be green and 

not just helping the structure of society but also the environment. By using renewable materials 

and energy, recycling and sustainability is important. Good that they are showing numbers on 

the results not just communicating what they are doing but also how they are doing it.   

As a big company they have to think about showing that they are not just making electronics 

and do it for profits but that they want to be a part of changing the world to a better one. 

Promoting sustainability and getting the consumers involved in thinking and acting more 

sustainable. Of course it is to sell more products but it still seems like a genuine effort to help 

the environment. One of the interviewees thought that Apple only wanted to show themselves 

as green and ”hip” and did not really see anything else with the communication. Another 
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interviewee said that what Apple was doing could be considered as greenwashing, this is 

something we had not heard of but when explaining it we understood what it was and thought 

this would be a good topic for further research. More on greenwashing will be discussed in 

implementations.   

H&M Fashion against AIDS 

For this CSR activity there was a split in the response, half thought that the communication 

feels like a branding gimmick, “as someone said what is something everyone hates, well AIDS”, 

then have a couple of celebrities talk about it which makes it feel like a PR gimmick. As if they 

are trying to show everyone they are the good guys. It’s a good CSR activity but the 

communication of it could be less PR based.  

Don’t think that the main goal is to cure AIDS but to make money, because if they wanted to 

cure AIDS they could do a lot more. This is more to create awareness that H&M is doing 

something good which can create more market shares for them. The awareness towards the 

cause is more of a side effect then the goal. Another reason is to get people to associate H&M 

with a good cause.  

The other half thought it was moving and made it feel like a really important problem, that 

H&M is making a big effort to make you aware of it. Of course they want the consumers to buy 

more cloths but the video is not really talking about H&M it’s talking about AIDS all the way 

through. It is not like “hi, we are H&M and we are doing this”, it just showcase a good cause 

and what you as a consumer can do to support it. They are actually doing something to create 

awareness for the AIDS problem, they are actually informing about the activity which is good 

because then people can get involved.  

The goal with this is to show that they are doing something and that they care. Of course to sell 

products too and have people think positive about them.  Also that they are trying to help and 

bring attention to the issue of AIDS 

One of the interviewees said that maybe they should provide the option of just donating money 

as well, in case someone does not want to buy the fashion against AIDS cloths. “If I buy it, it 

is more of a statement, maybe I don’t want to do that, you know because of ‘Jantelagen’”.  

4.1.4 SKEPTICISM 



Young consumers’ perception of corporate social responsibility (CSR) activities and the way they are being communicated. 

 

47 | P a g e  

 

To be able to describe peoples perceived skepticism towards communicated CSR activities, the 

interviewees were asked what their opinion was about companies informing about their CSR 

activities. The pattern in the interviews were that they should inform about them but some 

thought that they should do it a bit “sneaky” that the consumers have to go up towards the 

information to find out more. Companies should be careful to go “we are the best” look at what 

we are doing. In commercials they should be more informative about the cause and not about 

how the company is supporting the cause, then it will subconsciously register that the company 

is associated with this cause. They seem to do it to sell more products but also to raise awareness 

for the cause. Perhaps they don’t need to showcase the company every time they are informing 

about the cause. The companies should inform what they are doing and what it lead to, not just 

show a cause and no results, that would make it less skeptical.  

Then the interviewees were asked how it would make them feel if a company is exercising a 

CSR activity that benefits society but also the company and the notion was that; doing a CSR 

activity is better than doing no activity at all. It might not make the consumers think that H&M 

for example is the best company but it will still raise awareness about the cause and contributing 

to society, therefore it’s still a good thing. The company is probably working some kind of 

angle to make profit but they are still doing something that benefits society. If it did not benefit 

the company they would probably not put as much effort into it.  

As one of the interviewees said “I know that they are helping, in the end I don’t think I would 

care if I know that they are benefitting from it as well as the CSR activity”. If the companies 

are benefitting from it they will continue with the CSR activity which will benefit society “it’s 

a good circle”. One of the interviewees said that even though companies benefit from the CSR 

activity, it is still good that they have it for the benefit of society but that “I do not think that 

you should earn profits with your CSR activity”. If a company want to do something good, then 

they should just do it, they don’t also need to earn money doing it.   

When it comes to the fit of the CSR activity and the companies operation the view is split 

among the consumers, about half of the interviewees though that it seemed more genuine if the 

company was engaging in a CSR activity that was connected to their operation or a problem 

that their operation caused. While two others thought that it seemed more genuine if they did 

something else, because it was less like they tried to cover their own backs then.  The last two 

of the interviewees thought that both was good, did not really perceive any difference between 
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if a CSR activity was connected to a company’s operations or not. Another aspect that was 

brought up was that the size of the company came up as a point for skepticism, that it would be 

more suspicious if a large company engaged in a CSR activity if you are a huge global company. 

4.2 RESEARCH QUESTION II: HOW IS CSR ACTIVITIES PERCEIVED BY YOUNG 

CONSUMERS?  

In this part of chapter four, the results of the data collected from the conducted interviews will 

be reviewed. The data presented below will help to answer the second research question. 

4.2.1 YOUNG CONSUMERS’ PERCEPTION OF FOUR LEVELS OF CORPORATE 

SOCIAL RESPONSIBILITY 

The interviewees were asked if they felt like the different CSR activities they knew of on their 

own could be divided into different areas, to see if people were aware of that there are different 

types of CSR activities. The common respond among the interviewees was that they could not 

think of any. One thought that it could depend on the level of real concern for the social issue 

by the company. Another was thinking you could divide them into environmental or 

humanitarian activities.  

Afterwards the interviewees were told that there have been identified four different areas, 

economic, legal, ethical and philanthropic CSR activities. Then they were asked the question 

what comes to mind when you hear each of these terms, to see if there were any awareness of 

the levels among the interviewees. 

For the economic level people were thinking about companies earning money, that some of the 

money they earned was donated for example to children in need. Companies pay their workers 

fairly and don’t just have minimum wages. Companies might have to pay for the amount of 

pollution they bring to the world and then that money can be used for societies benefit. Also 

that companies should be economical responsible, or they might go bankrupt and that’s not 

good for society and that companies actions should bring economic value to society not just the 

company and not taking unnecessary risks. 

For legal responsibilities people said to follow the rules, human rights and that they are being 

upheld all around the world not just within the company but with suppliers and outsourcing as 

well. As one interviewee said “Not using loopholes to pay as little taxes as possible”, another 
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said that legal responsibilities are connected to the economical responsibilities that companies 

wants to make profit but that they have to “follow the legal framework”.  

When it came to the ethical people were thinking about the environment, reducing emissions, 

how companies run the business after what kind of ethics they are following, don’t sell products 

produced by children or slave workers, animal rights, doing something that is not just 

economical or legal it’s a step further.  

For the philanthropic area, first of all only two of the interviewees knew what philanthropic 

was. After we explained the phrase what came to peoples mind were; donation money, 

McDonalds Ronald MacDonald houses, that philanthropy was something the company did for 

free, or doing social work just for the sake of doing social work, one interviewee said that they 

go beyond what is expected by the company.  

Even though the interviewees said some good stuff combined they could personably just think 

of a thing or two each for the different areas. After this general check, the interviewees were 

provided with definitions for the different levels of the CSR pyramid, to ensure that they knew 

what the levels entailed before asking the preset of questions from the interview guide.  

After being provided with definitions of the four levels in Carroll´s CSR pyramid and the four 

examples of CSR activities for the case study, the interviewees were asked which level they 

thought would relate to the activities. They had some difficulties placing the activities to witch 

the level they should belong to, many of them said that Microsoft was under the economic level, 

Volvo was under the legal level and that Apple was under ethical. When it came to H&M they 

had a hard time deciding if it was economic, ethical or philanthropic. Since they were making 

money from having the activity and that it was sometimes hard to see the line between ethical 

and philanthropic. Since most of them had not heard about philanthropic before the interview 

they might not have had a full grasp on the concept.  Some of the interviewees said that one 

activity spoke to them the most and those where the CSR activities by H&M and Apple. 

The interviewees were then asked a couple of question to see how they perceived each of the 

levels in the CSR pyramid, the first was an open overview of what they believed a company 

must do to be socially responsible. One notion was that it depended on the size of the company; 

if it was a big company they should take more responsibility in society. They should give back 

to and try to help the society they operate in and the field they operate in, that profit is not 
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everything. Companies have to be ethical, that “I don’t demand any company to be 

philanthropic but at least ethical”. Being economically responsible is something a business 

needs to be in order to survive and if you don’t follow the law sooner or later the business will 

be in trouble.  

When asked if the interviewees believed that companies must maximize profits, the response 

was; companies should focus on maximizing profits but in relations to society, if society and 

business work together a better long-term solution could be achieved that will in the end 

maximize profits. If they are already in the top they should not focus on just maximizing profit, 

big companies should focus on social issues too because they are more capable to do that then 

smaller ones. One interviewees view was that if companies first did not maximize their profit 

they would probably not think about helping society as a first priority, since every company’s 

management’s main goal is to make profit. Companies must not maximize profits they chose 

to maximize profits and in the pursuit of profit companies should not forsake other things just 

to make more money.   

The interviewees was thereafter asked if they believed companies must always submit to the 

principles of the law. And the responses were; yes the legal system should be followed was the 

general view. Finding loopholes to earn more money is not socially responsible to do. At the 

other hand finding loopholes that could benefit society is still not good if you look at it from 

just the legal point of view but it’s better to benefit society then to follow the law word for word 

“as long as they are not doing something that is illegal”. One interviewees view was that “the 

focus of being responsible is on ethics, not the legal aspects”. Maybe some laws are a bit too 

strict as well. The legal level should be at the base of the pyramid was one of the interviewees 

view. Another view from one of the interviewees was that avoiding paying taxes through 

loopholes is not bad because they are breaking the law but because it is unethical. 

Next they were faced with the question if ethics should have priority over economic 

performance, the notion was that; in the future companies might face problems if they are not 

ethical, therefore they could be ethical right from the start or change now before there are laws 

put in place that will make it really expensive for them. Therefore one interviewee said “better 

to begin with the ethical then economics” and if companies are not acting ethical it can seem 

like they do not want to be and that could affect their reputation negatively. The focus of a 
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business should aim at being ethical in all they do. The world would be a better place if everyone 

where to be more ethical. 

The last question surrounding the levels of CSR was if the interviewees believed that companies 

must play a role in society that goes beyond making profit. The belief was that companies’ 

responsibility is to act ethically. Though how big of a part they play in society should depend 

on how big the company is. If a global company is engaging in CSR activities they are setting 

an example for other companies to follow and can maybe even have an impact on politicians 

and important people. All companies should try and give something back to the society that 

they operate in and are a part off. Even if it is something small, anything is better than nothing. 

Consumers might be more supportive towards the companies, if they knew that the companies 

were helping and gave back to society.  

Only one of the interviewees did not think that companies must be a part of society, that society 

should not put up boundaries for companies goals even if their goal is to maximize profit. If 

they want to help society that’s great but companies should not be forced to.   

The main part from the data collected is that the interviewees think that economics and legal 

responsibilities are something that has to be done or the business world would not function. 

Therefore in order to be socially responsible you would have to go beyond these levels and be 

ethical. It’s good if a company is philanthropic but they must be at least ethical.  

4.2.2 YOUNG CONSUMERS’ PERCEPTION OF THE DIFFERENT FORMS OF CSR 

ACTIVITIES 

According to the empirical data that was gathered for this study, the overall perception of the 

interviewees towards CSR activity is positive. Even though in some cases it is met with 

skepticism and uncertainty whether the companies sincerely wants to help the society or a 

hidden agenda with self-gain is the reason behind why they are conducting CSR activities. 

Students that participated in this interviewee were still quite satisfied when a company decides 

to conduct charitable activities.  

During the interview, six different forms of CSR activities were shown to the respondents, 

afterwards they would then state how they have been affected or how they perceived these 

activities. Even though each and every one of these activities was asked to be described, 

comparing them to one another is unavoidable. The main reason for this is that the 



Young consumers’ perception of corporate social responsibility (CSR) activities and the way they are being communicated. 

 

52 | P a g e  

 

implementations of these activities are direct opposite of one another. In general, the 

interviewees believe that conducting CSR activities is better than not doing anything at all. How 

they accept these activities may differ though, depending on their point of view. An analysis 

will be shown below to describe how the respondents perceive the different forms of CSR 

activities. 

Transaction-based 

Out of all the different forms of CSR activities shown to the respondents, this one was met with 

criticism the most. The interviewees are skeptic towards this kind of CSR activity due to the 

fact that it gives them the impression that companies’ only conducts this activity as a PR 

Gimmick. As one of the respondents mentioned and we quote “I feel like that it is a double-

standard to ask people on buying your product first before you actually help! I feel 

uncomfortable with that thought. If a company wants to help then just help someone, you don’t 

need to force people on buying something before you do it”.  

Two of the interviewees have mentioned that they are worried whether the correct amount of 

money would go to the cause because there is a room that the data could be manipulated in 

which different unnecessary costs would be deducted from the overall profit to show a lower 

amount of money that must be donated to the organizations. Even though this kind of activity 

was met with skepticism by the majority of the respondents, two interviewees have shown a 

different perception. This kind of activity is something that they like because it gives them the 

feeling that they are actively doing something and that they are contributing on the improvement 

of the society.  

Non-transaction based 

The response from the interviewees towards this kind of CSR activity is a mixture of both 

positive and skeptic reactions. On one side, it is perceived to be more philanthropic because in 

comparison to the H&M campaign Fashion for AIDS this feels like less planned and it gives 

less impression that the company is just doing this to maximize their profits. The respondents 

get the feeling that the company has no hidden agenda and that the responsibility of how much 

the sum of the donation would become depends on the consumers. Also, knowing or giving the 

possibility to know the exact amount of donation that would be spent towards the charities is a 

comforting thought for the respondents.  
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The problem though on this kind of CSR activity, according to one of the respondents is that it 

is easily forgotten because the effort given from his point of view is minimal. It also gives the 

feeling of not getting enough credit for the action itself, as one of the students stated “In this 

kind of CSR, I would be the one giving the money but since it goes through the company it 

gives me the feeling that people would have the impression that it is the corporation who does 

something good”.  

Disaster Relief 

Most of the interviewees’ perception towards this type of activity is positive. The respondents 

stated that when a company assists on relief operations on places that were damaged by a 

calamity or a disaster, it gives them a more humane reaction from the company. The interviewee 

appreciates the fact that direct actions were done and seeing that someone is doing something 

to help ease the mass suffering has an emotional effect on them. This kind of activity gives an 

impression that it was less planned and more spontaneous giving the feeling that the action is 

more genuine and less of a PR gimmick.  

Though some respondents still show some reservations, believing that it is still not as genuine 

at it seems and that the company probably has some sort of funds that are reserved just for this 

kind of situations. One of the interviewee stated that this kind of activity has more effect when 

actions are made that can be helpful to the society, such as when Microsoft donated equipment 

that enabled people to communicate with each other during the rescue missions in the 

Philippines after it was hit by the typhoon. It gives a better impression when actions like this 

were conducted, opposite to just giving money donations.  

Ongoing Cause 

This form of CSR activity was positively perceived by the respondents due to the fact that it 

gives a bigger chance and opportunity for the company to actually change something that would 

give an impact towards a more sustainable way of living. Interestingly some of the interviewee 

stated that they appreciate it more when a company conducts a CSR activity in the area that is 

connected to the damage that their company is causing. It is based on the logic that the 

companies should compensate by trying to fix the harm that they have caused.  

Some reservations toward this form of CSR were also noted from the interviews; such as it is 

quite unsure to define whether the company is actually doing something that changes the world 

since the results for these kinds of activities usually takes a long time to show. One of the 
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respondents had a negative opinion about this form of CSR activity. The interviewee stated “If 

H&M wants to help for example Africa, then they should just go straight to the location and do 

something directly rather than just donating the money” 

Short-term/Infrequent 

The respondents in this study has shown a mixed of skeptic and positive reactions towards this 

form of CSR activity. By conducting this form of CSR, the interviewees believed that the 

company actually tackles problem that are relevant and that it gives the possibility to adapt this 

activity depending on the constant changes that is happening around the world. They were also 

more aware of the short-terms activities because of the built up excitement that can be created 

around an event that rarely happens. One of the interviewee stated and we quote “In the H&M 

campaign, they created this build up towards the activity, hype, as you can call it and it is 

because of this hype that I am more willing and interested to participate in that activity.”  

Long-term/Frequent 

The attitude toward this type of CSR activity is mostly positive. The interviewees have shown 

a more favorable response towards the company conducting a form of CSR in this manner. The 

main reason for this is that the students that were interviewed stated that they perceive it more 

genuine when a company associates themselves with a charitable organization for a long period 

of time. It gives the impression of a more socially committed company and the vibe that the 

companies actually wants to achieve something that has positive impact on the society and not 

just to maximize their profits. The participants in the interviews have mentioned that it is a good 

thing to work with a charity for a long period of time because this creates experience that will 

later transfer into knowledge, which then increases the chance of actually creating something 

that is more sustainable and helpful to the society.  

One of the interviewees gave an example in which in the beginning Microsoft just gave away 

money to the different organizations but after a while it has learned which activities are giving 

results and actually changes something thus focusing on that instead. The only reservations that 

the respondents have when it comes to this form of CSR are that they can easily forget which 

company does what thus giving less attention to this sort of CSR. As it turns out, when the 

respondents are used to constantly seeing a company with a certain charity working together 

then it turns into something colloquial thus giving it less attention. Also, one of the respondents 

gave an interesting point of view and stated that the world is constantly changing and thus the 
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need of the people, conducting an activity in this manner might give some limitations on how 

the CSR activities will affects the consumers and the world. 

5 DATA ANALYSIS 

In this chapter the data analysis will be presented, that have been constructed upon chapters 

two and four. A with-in case analysis (Yin, 1994) is the structure of this chapter, also Miles and 

Huberman’s (1994) three “flows”; Data reduction, Data display and Conclusion drawing and 

verification.  

 

5.1 RESEARCH QUESTION I: HOW IS THE CSR COMMUNICATION OF THE 

ACTIVITIES PERCEIVED BY YOUNG CONSUMERS?  

In this part of the data analysis, the collected data which are connected with Research Question 

I are mentioned. Also, how they coincide with previous studies and theories is discussed. 

5.1.1 CONSUMER AWARENESS 

According to Pomering and Dolnicar (2009) it has been shown that there is a low awareness 

among consumers about companies CSR activities and that this might indicate that companies 

need to educate consumers in how to better intercept the communication of the CSR activities. 

Pomering and Dolnicar (2009) states that if CSR activities are not actively being communicated, 

then high consumer awareness is not to be expected 

Through the data collected, majority of the interviewees did not know what CSR stood for but 

they understood the meaning of the concept when provided the name and later a definition. 

However when asked to state examples of CSR activities, the interviewees could only think of 

one or two each and only three of the interviewees could think of companies they knew had a 

CSR activity. When we presented the example activities in our case to the consumers they were 

not sure if they had a CSR activity or what it was, even though they were global brands and 

communication were available for the consumers about the CSR activities. This could support 

Pommering and Dolnicar (2009) theory that there is a low awareness among consumers when 

it comes to companies CSR activities. Furthermore support Pomering and Dolnicar’s (2009) 

theory that CSR needs to be communicated if there is to be awareness.  
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Schmeltz (2012) study showed that 52.1 percent of the 82 participants could think about 

companies they considered being engaged in CSR but it provided no information about how 

many examples they provided. Also that almost 50 percent of the participants thought that only 

23.2 percent of large and medium-sized companies were doing CSR activities and the highest 

percentage was 50 percent. In the data collected for this thesis the majority of the interviewees 

thought it were more around 70-90 percent that engaged in CSR activities. Because they thought 

that even though consumers might not be aware of them companies still have them. Since the 

data collected for this thesis is not aimed at generalizing it could be hard to support or discard 

Schmeltz (2012) findings. It could support Pomering and Dolnicar (2009) in that companies 

perhaps need to educate consumers on how to intercept the information available, to increase 

the awareness of CSR activities. 

5.1.2 INFORMATION  

Schmeltz (2012) theory is that young consumers have a different view on CSR activities and 

its communication then what previous studies might have indicated. Young consumers want to 

be informed about CSR activities and in more explicit manners then the state of today’s 

communication. Young consumers are perhaps more sophisticated in their perception of CSR 

and demand for information, which might call for more CSR communication. On the other hand 

young consumers are not willing to seek out the information themselves. It is one the company 

to inform them.  

In the data collected not a single interviewee felt like they were being informed on a regular 

basis about CSR activities but that they all would like to be informed. However there were some 

variations in how they wanted to be informed. Some thought it should be more a subconscious 

thing, while other thought companies could to much more and show what they were doing more 

clearly. This could to some extent support Schmeltz (2012) theory that young consumers want 

to be informed and in more explicit manners. When asked if they would seek out information 

themselves all but one said no. Because they believed it was up to the companies to inform the 

consumers and that the responsibility should not lay with the consumers to become informed. 

This could support the theory that the way of communicating towards young consumers could 

be reconsidered. The interviewee that said yes to seek out information themselves stated that 

CSR was a high interest therefore wanted to stay informed but also stated that this was not done 

on a regular basis.  
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According to Pomering and Dolnicar (2009) consumers are willing to support companies that 

engage in CSR activities. Communicating about it is a tricky thing and that trust of the 

information source has a big impact on the consumer perception. CSR communication should 

amid at informing about the social issue and its gravity, to make sure that the CSR activities are 

seen for their contribution in context to the social issue they are trying to help reduce. Also that 

the information need by consumers is not being accommodated according to the demand. 

According to Pomering and Dolnicar (2009) about 40 percent trusted information from 

companies’ website, while only 20 percent trusted advertisement and the majority trusted 

sources that were not under control of the companies. 

The data collected supported the notion of trust in information source and gave similar 

information sources that the interviewees trusted. The difference was that the interviewees 

seemed to trust information from the company itself also in the form of advertisement more 

than in Pomering and Dolnicar’s (2009) findings. Which could support Schmeltz (2012) theory 

that young consumers are not as skeptical as previous believes for consumers. The collected 

data also support that the demand for information is not being met according to the consumers.  

5.1.3 STRATEGIES 

In order to see if the theory about CSR communication strategies by Kotler and Lee (2004) 

were valid in achieving the aims they sought out to reach, the interviewees’ perception of the 

communication of the example CSR activities for this thesis case was compared to the aims of 

the strategy. To see if marketing tools could be effective when communicating CSR activities. 

Microsoft’s Learning Initiative 

The majority notion among the interviewees after viewing the communication thought that it 

was a good and positive CSR activity. It is both a way to promote Microsoft but also bring 

awareness to the issue, that it was beneficial for both parties. Microsoft is actually doing 

something real not just dumping money on the issue. This could support the aim(s) that the 

Community volunteering strategy is hoping to achieve. 

Table 6: Strategy - Community Volunteering 

Strategy Description Aim(s) 
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Community 

volunteering 

Corporation refers to its community volunteering 

policy as a marketing communication strategy 

which may be unrelated to specific product 

promotion 

Raise awareness about CSR 

policy/activities with regard to 

community volunteering, 

promote corporate reputation 

 

Volvo’s Tax Policy 

The response to Volvo’s communication was that they were taking their responsibility that they 

seemed to be the “good guys”. They are doing it because it’s the right thing to do and that it 

speaks a lot about them as a company. This could support the Socially responsible business 

practice strategy by achieving the aim(s) of appearing as a responsible company and also 

increasing the company reputation.  

 

Table 7: Strategy - Socially Responsible Business Practice 

Strategy Description Aim(s) 

Socially 

responsible 

business practice 

Corporation emphasizes its behavior as a good 

corporate citizen in general and its overall 

commitment to sustainable business as a “blanket” 

marketing strategy (essentially subsuming 1-5) 

Promote corporate reputation as a 

responsible citizen 

 

Apple’s Sustainable Environment Initiative 

The interviewees’ response to the communication about Apple´s CSR activity was that it 

seemed like it was connected to the core business of Apple. Also to get consumers more 

involved in the sustainable thinking but also to sell products but at the same time helping the 

environment. This supports the aim(s) of the theory of what the corporate social marketing 

strategy should achieve. 

Table 8: Strategy - Corporate Social Marketing 

Strategy Description Aim(s) 

Corporate social 

marketing 

Corporation combines product/service advertising 

with awareness-raising specifically targeted at 

changing consumer behavior in a sustainable way 

Persuade consumers to purchase; 

bring about structural change in 

stakeholder behavior beyond 

purchase 

  

H&M Fashion against AIDS 
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There were two dominant views about the communication of H&M’s CSR activity; one was 

that it was a PR gimmick to make more money, like they are trying to look like the good guys 

even though they might not do as much as they could. The goal is not to cure AIDS, it is to 

make money from sales. It is more about creating awareness that H&M is doing something 

good then about the cause.  

The other view was that the communication was really moving that it created awareness for the 

issue, of course they want the consumers to also buy the cloths. This was still more towards 

making people aware about the issue and what they could do to help then about H&M.  They 

are actually doing something for the issue and informing consumers about it.  

From the data collected for this thesis the strategy could be somewhat supported towards 

fulfilling the aim(s). Since there was a difference in opinions the theory about the strategy and 

what it should achieve cannot be fully supported by the collected data.  

Table 9: Strategy - Cause-Related Marketing 

Strategy Description Aim(s) 

Cause-related 

marketing 

Corporation is seen to be actively involved with a 

particular societal cause as part of its combined 

CSR and marketing policies; specific product(s) 

explicitly associated with the cause 

Raise awareness of the cause; 

actively involve consumers in 

supporting cause by purchasing 

company’s product (i.e. % of 

purchasing price is donated to 

cause) 

5.1.4 SKEPTICISM 

Schultz and Morsing (2003) stated that consumers could find it of-putting when companies used 

CSR activities in marketing communication. According to Schmeltz (2012) young consumers 

might not be as skeptical towards CSR communication as previous literature might suggest 

consumers are.  

The interviewees’ response towards companies informing them about CSR activities was that 

they wanted them to inform them. Though they should avoid in commercials to show that they 

are supporting it, it should be more about the cause and why it is important.  This could support 

Schmeltz (2012) that young consumers are not as skeptical towards companies’ communication 

about their CSR activities as previously mentioned. It also support Pomering and Dolnicar’s 

(2009) study that CSR communication should highlight the cause and not the company helping 
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that cause. Instead of just stating that this company is doing this activity, because then it could 

be perceived as more of a PR-trick.   

Schmeltz (2012) also states that even if the young consumers’ perception of the motive to 

engage in CSR by the company is also for their own gain, the overall view of the CSR activity 

is still positive. 

The notion among the interviewees was that doing a CSR activity was better than not doing one 

at all. It does not make the interviewees think that the companies are the best in the world but 

it still raise awareness about the cause and contributing to society and is therefore still a good 

thing. If the companies are benefitting from it as well they will continue with the CSR activity, 

which is good for the cause.  

Schmeltz (2012) states that the theory that fit between CSR activity and company operations 

has an impact on the perception if a CSR activity is more genuine might not be the case with 

young consumers.  

When it came to the view of fit between CSR activity and company the notion was split, some 

of the interviewees thought it would be less skeptical if the companies engaged in a CSR activity 

that suited the operations of the company. While the others thought that it seemed much more 

skeptical if they engaged in a CSR activity that had nothing to do with their operations and 

some were more neutral in the perception. Therefore the data collected could not fully support 

either the previous studies notion that fit between company and CSR activity was important. 

Nor Schmeltz (2012) that it might not be the case with young consumers. 

Pomering and Dolnicar (2009) also stated that by using customary advertisement, the good 

actions of the company could be overshadowed and that way losing trust in the message by 

consumers.   

One interviewees view of the communication of Microsoft’s CSR activity was that Microsoft 

are only doing the CSR activity to maintain Microsoft’s monopoly in the software community. 

This since they were teaching people to use their own products, therefore ensuring that 

Microsoft will spread in the world or maintain its position as leader of the software distribution. 

In some extent this could support Pomering and Dolnicar’s (2009) stating that using customary 

advertisement could overshadow the good of action. Also that some of the interviewees felt that 

H&M’s commercial was only a PR-gimmick and not a real concern about AIDS. Since the 
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majority thought that it was still good for society even if Microsoft was using their own software 

and half of the interviewees thought that H&M also benefited society it could not fully discard 

the theory.  

5.1.5 DATA DISPLAY 

The table below displays a summarization of the data collected that are connected to Research 

Question I. It shows whether the data collected through the conducted interviews coincides with 

the data from the existing research materials. The purpose of this table is to see a clearer 

overall view of the collected data. 

Table 10: Data Display for RQ1 

Theory I - 1 I - 2 I - 3 I - 4 I - 5 I - 6 I - 7 

Low awareness of CSR engagement among 

consumers 

+ + / / + / + 

Want information 

 

+ + + + + + + 

Want more explicit information 

 

+ + + / / / + 

High trust in independent source  

 

+ + + + + + + 

Low trust in advertisement 

 

/ _ _ / _ / _ 

Would not seek out information about 

companies CSR 

+ + + + + / + 

Aim(s) of Community volunteering strategy 

 

+ + + + / _ + 

Aim(s) of Socially responsible business 

practice strategy  

+ + + + + + + 

Aim(s) of Corporate social marketing 

strategy  

+ + + _ / / + 

Aim(s) of  Cause-related marketing strategy  

 

+ + + _ _ _ / 

Less skeptical towards companies 

informing about CSR 

/ + / / / / / 

Acceptable that both Companies and 

Society can benefit from CSR engagement 

+ + + + + + / 

Less skeptical if the CSR activity fits the 

operation of the business  

/ + + + / _ _ 
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Communication about CSR should aim at 

informing about the cause, not that the 

company is helping the cause.  

+ + + + + + + 

Support the theory:  + 

Support the theory to some extent:  / 

Does not support the theory:  - 

I – 1: Interview 1 

 

5.2 RESEARCH QUESTION II: HOW IS CSR ACTIVITIES PERCEIVED BY YOUNG 

CONSUMERS?  

In this part of the data analysis, the collected data which are connected with Research Question 

II are mentioned. Also, how they coincide with previous studies and theories is discussed. 

5.2.1 YOUNG CONSUMERS’ PERCEPTION OF FOUR LEVELS OF CORPORATE 

SOCIAL RESPONSIBILITY 

Ramasmy and Yeung (2009) stated that the Chinese consumers seem to differentiate the 

responsibilities within the levels more compared to western ones. Also that the philanthropic 

level is important but that the ethical level need more critical attention and therefore suggested 

that companies should include in their mission or motto the reason why they contribute socially 

in information towards stakeholders. According to Ramasmy and Yeung (2009) the Shanghai 

case notion was the same as Maignan (2001) from the western consumers, that they do not 

count the economic level as a social responsibility for the company.  

The data collected about the four levels of CSR in connection to the four example CSR 

activities, showed that the interview could not fully differentiate between the different levels. 

Some levels seemed easier to identify, then others. This could support Ramasmy and Yeung’s 

(2009) in that western consumers might not differentiate that much between the different levels. 

The data collected also support the philanthropic level is not of highest importance but that 

companies should concentrate on the ethical one, also that the ethics should be a part of the 

companies’ foundation to be seen as socially responsible. The data does not fully support 

Maignan (2001) statement that western consumers count all but the economic level as being 

socially responsible. The data suggests that young consumers consider both the economic and 

legal as not being socially responsible, that these levels are a requirement in order to run a 
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business. Thereby should not be considered as social responsibilities since they are an obvious 

part of the business.  

5.2.2 YOUNG CONSUMERS’ PERCEPTION OF THE DIFFERENT FORMS OF CSR 

ACTIVITIES 

Cui et al conducted a study in 2009 that was adapted from a journal written by Ellen et al (2000) 

in which the young generations’ perception of the different forms of CSR activities was 

examined. In Cui’s (2009) study, different hypotheses were formed based on previous studies 

that are related to the topic. In this thesis, we would compare our results with the ones from 

older studies. This thesis would also examine whether it proves or disproves the hypotheses 

made by Cui et al (2009) and attempt to describe the reasoning behind this perception. It would 

be interesting to see whether the results from the conducted interviews would agree or disagree 

with other studies. 

Transaction vs. Non-transaction based CSR activities 

In 2009, a study was conducted by Cui et al to prove or disprove a hypothesis that stated, in 

general, people are more appreciative of CSR activities when it gives the impression that the 

companies are ignoring ways that are beneficial to them.  

Among the respondents of this study, the non-transaction based CSR activities are preferable 

over the transaction-based. According to the data collected for this thesis, the main reason for 

this can be the skepticism that the younger consumer feels towards transaction-based CSR 

activities. As the authors mentioned earlier, in the fourth chapter of this thesis, out of all the six 

forms of CSR activities this one was met with the most criticism. 

Some of the interviewees were reluctant with the overall purpose of the company when 

conducting CSR activities in this manner. They stated that they felt like there is a double 

standard when implementing a CSR activity this way. This is due to the factor that before the 

company donates something, it is necessary that the consumers must purchase the product or 

service offered by the company which led to the suspicion of its real purpose. Some of the 

respondents in this study expressed that they have the impression that the companies are only 

conducting this as a PR gimmick. 

Disaster Relief vs. Ongoing Cause 
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There is a bigger chance that people in general would support CSR activities that are aimed 

towards a disaster relief rather than an ongoing cause (Ross, Stutts, & Patterson, 1990-91) 

because it shows that a company can abandon its self-interest and that it can tend to the need of 

the people (Skitka, 1999). Considering these statements, Cui et al (2009) conducted a study, to 

examine whether this assumption was true, in which the resulted in a data that supports Ross et 

al statement. 

After collecting the necessary data, this thesis discovered that the above statement matches the 

opinion of those who participated in the interviews for this thesis. Even though the respondents’ 

perception of both forms of CSR activities was positive, the interviewees were more inclined 

towards the CSR activities that focus on disaster relief. Five out of the seven students that were 

interviewed, which makes it the majority, preferred a CSR activity that was aimed towards 

aiding the people that were affected by a disaster. 

According to the students who participated in the study, the main reason that they prefer this 

type of activity is because it shows a more humane side of the companies which translates into 

a more genuine action to help someone and not just to create a PR gimmick. The interviewees 

appreciate the fact that a direct action can be witnessed and that help is provided to ease the 

mass suffering that is caused by a disaster. Since calamities are usually unpredicted, the 

spontaneous help that was given by the companies were perceived by the participants as a 

selfless act hence giving them a more emotional attachment to this action that turns into a 

positive attribution toward the activity.  

An interesting angle that was not mentioned in the earlier studies in which this thesis is based 

upon is the way these activities should be conducted. Some of the interviewees mentioned that 

even though they already preferred the disaster focused over the ongoing caused CSR activities, 

they would appreciate it more if the activity was implemented in a way that it really helps the 

affected people. It was much more appreciated when an equipment, to help people communicate 

and rescue each other, was sent to the area that was affected rather than just the company 

donating the money. This gives the feeling that the company is putting more effort to the cause 

and not just implementing the CSR activities to gain better public relations.  

Similar proposition was made from some of the respondents whom preferred CSR activities 

that are aim towards an ongoing cause. Some of the interviewees stated that if the company 

wants to associate themselves helping a cause then it should be something in the area in which 
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they are doing harm. In this logic, it seems like the companies are more genuine with their 

activity because, according to some of the interviewees, they are trying to fix something that 

they have caused and this is better because they should focus on that first before doing things 

that are not related to them. This statement coincides with the argument of Swanson (1995) and 

Wood (1991) that the CSR activity should focused on solving the problems that the company 

themselves have created 

 

Short-term/Infrequent vs. Long-term/Frequent 

Cui et al (2003) had also stated and proved in the previous study that they have conducted that 

there is a higher chance that consumers evaluate long-term/frequent support more positively 

than CSR activities that are short-term/infrequent. In this thesis, the result of the interviews 

coincides with the results of the study conducted by Cui et al (2003). 

Most of the interviewee has a more positive attitude towards CSR activities that are long-

term/frequent than the short-term/infrequent activities and this is due to the impression that they 

get. When a company associates themselves with charity works in the long run, it gives the 

feeling that it is more committed on actually making a change in the society rather than just 

maximizing their profits. Most of respondents in this study have also stated that conducting a 

CSR activity in the long-run will provide more experience which will then lead to knowledge. 

This knowledge can then be used to work in a more effective way.  

Even though the overall view of the interviews favors the long-term/frequent activities 

compared to the short-term/infrequent one, few of the participants have expressed some 

skepticism toward the long-term/frequent activity. One of the interviewee stated that the world 

is in constant state of change thus the needs of our society changes with it therefore it only 

makes sense that the companies adapts their CSR activities with the changes surrounding it. It 

was also mentioned that even though some of the respondents has a more positive view with 

long-term/frequent, there is a tendency that it will be forgotten and ignore by them just because 

they will get used to it. Whereas short-term pop up campaigns will spark their memory, 

therefore perhaps use a mixture of both, have a long-term CSR activity commitment but then 

have the short-term pop up campaigns to spark peoples interest.  
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5.2.3 DATA DISPLAY 

The table below displays a summarization of the data collected that are connected to Research 

Question II. It shows whether the data collected through the conducted interviews coincides 

with the data from the existing research materials. The purpose of this table is to see a clearer 

overall view of the collected data. 

 

 

 

Table 11: Data Display for RQ2 

Theory I - 1 I - 2 I - 3 I - 4 I - 5 I -6 I - 7 

Consumers do not differentiate the different levels 

of CSR activities. + + + / + / + 

When a company lays on one of the levels after 

Economic level then consumers perceives them as 

a socially responsible company.  

_ _ _ _ _ _ _ 

Consumers prefer non-transaction based CSR 

activities over the ones that are transaction based 

ones. 

_ 
+ 

_ 
+ + + / 

CSR activities that are focusing on disaster relief 

has a more impact on consumers rather than the 

ones focusing on ongoing cause 

+ / + + + 
_ 

+ 

A Long- term/Frequent CSR activity has a more 

positive impact on the consumer than Short-

term/Infrequent activities. 

+ / / + + + 
_ 

 

Support the theory: +  

Support the theory to some extent: /  

Does not support the theory: - 

I – 1: Interview 1 

6 FINDINGS AND CONCLUSIONS 
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In this chapter, the findings and conclusions of this thesis will be presented. In this part, it will 

be revealed whether this thesis have managed to answer the research questions thus fulfilling 

the purpose of this paper. Thereafter implications on the field of study, companies and further 

research will be discussed. Possible limitations with this thesis work would also be mentioned.  

 

 

6.1 RESEARCH QUESTION I:   

How is the CSR communication of the activities perceived by young consumers?  

Upon working with this thesis, we have learned that the area of Corporate Social Responsibility 

(CSR) is a growing and changing field in both the academic and the business world. When it 

comes to the communication of CSR activities, there were four areas that were identified 

through the literature review, which could have an impact on young consumers’ perception of 

CSR communication namely: Awareness, Information, Strategies and Skepticism.  

Our findings suggest that the awareness about CSR activities is low among the consumers but 

also that there is a wish/demand for them to be informed about the different activities that the 

companies are conducting. The first assumption could be supported by the lack of awareness, 

by the participants, about the four example CSR activities from four global brands provided 

during the interview. Maybe the companies therefore ought to reconsider how they are 

communicating towards young consumers in order to reduce the awareness gap and meet 

consumers need for information. This could be further supported when examining the data, the 

majority of the interviewees thought that 70-90 percent of large and medium-sized companies 

are engaging in CSR activities, yet they have experienced difficulties in giving examples of any 

activities that they are aware of. Since awareness could lead to more positive brand reputation 

which can possibly influence consumers purchasing behavior, updating the state of the CSR 

communication should be in the interest of companies.  

According to our result, information was something that consumers seemed to want but that the 

demand for information is not being met which the data findings of this thesis seems to support. 

The findings also suggests that young consumers would like to be communicated in a more 

explicit way, though it does not provide a clear distinction on how consumers wanted to be 

communicated to since the view on this was a bit different among the interviewees.   
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The findings did seem to suggest that even though young consumers wanted to be informed 

about CSR activities they would not seek the information out themselves. The preference 

mentioned by the interviewees was that companies should be responsible for informing the 

consumers. It also suggested that trust in information source could have an impact on the young 

consumers’ perception of the CSR activity. Information communicated about the CSR activity 

should not aim at showing that the company is doing something good but instead show what 

the issue is and what the company is doing to “solve” it, was also strongly suggested in the 

findings. The findings about trust in information sources suggest that young consumers trust 

information both from external sources and the company itself, also that advertisement can be 

used for CSR communication if it aim at the issue and not the company.   

Through the findings three out of four of Kotler and Lee´s (2004) CSR-based marketing 

strategies seemed to be supporting that they could accomplish the aim(s) of using the strategies, 

the fourth one could only partly be supported since there were two different opinions about 

what the communication accomplished. This could suggest that using marketing tools could be 

effective when communicating about the companies CSR activities.   

The findings of this thesis also seem to suggest that young consumers are not as skeptical 

towards CSR communication as previous research might have suggested. Even though 

companies are gaining from their CSR engagement, consumers still view it as a good thing 

because society is also gaining from the engagement. Young consumers seem to be more 

inclined on receiving information about CSR activities and are less skeptical towards why the 

companies are engaging in them. This might suggest that companies can be more explicit in 

their communication of their CSR activities, since the skepticism that consumers could feel 

might not outweigh the good that the CSR activity is contributing to society.     

6.1 RESEARCH QUESTION II: 

How is CSR activities perceived by young consumers?  

Earlier studies have been done in an attempt to understand how the younger generation and 

consumers in general might perceive the different forms and types of CSR activities.  After 

interviewing seven students from Luleå Tekniska Universtitet, we have now the confidence to 

narrate our conclusions, whether it opposes or agrees with previously conducted researches. As 

we proceeded with the thesis, different patterns have emerged that could help us support the 

assumptions and conclusions that we are making. 
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After collecting the data, we have arrived to the conclusion that the interviewees distinguished 

no major difference between Carroll’s different levels of CSR activities. This conclusion 

supports the assumption that was made by Ramasmy and Yeung’s (2009) in which they stated 

that western consumers do not see much difference between the different levels on Carroll’s 

(1991) Pyramid of CSR activities.  

On the other hand, not all our results coincide with those of Ramasmy and Yeung’s (2009). The 

data that we have gathered suggest that even though a company is being economically and 

legally responsible, this does not directly translates into them being perceived by the young 

consumers as a socially responsible corporation. This differs to Ramasmy and Yeung’s (2009) 

statement that being on all the other level except on the economical would be perceive by the 

consumers as being socially responsible. 

Since the generation y or young adults is a big group of consumer then it is only vital for the 

companies to know in which level of being socially responsible they should be, to be able to 

make an impact towards the former named consumer group. It is then important to keep in mind 

that this generation expects the companies to behave ethically and that it would not be enough 

just to obey the law and be economic responsibility. This study has shown that it takes an extra 

effort from the company if they want the young generation to accept their CSR activity as 

genuine and not just a PR stunt.   

The implementation of the CSR activity is also important because even though the respondents 

have an overall positive attitude towards CSR activities, there are still pitfalls that a company 

can end up in. Based on the results of our study, conducting a CSR activity would not be enough 

to maximize its positive effects on the consumers, rather than doing it in way that would speak 

better towards the customers. We have concluded that companies should, if the resources allow 

it, participate in disaster relief operations due to the fact that this kind of activity is perceived 

most positively by the participants in the interviews.  

The result of our interviews has also shown that some of the interviewees thought that a CSR 

activity would have a more positive effect if it focuses on the area in which, as the consumers 

believes, the company is causing harm upon. Doing otherwise can be perceived as illogical by 

the young consumers and might raise some skepticism hence leading to a backfire effect. Also, 

companies should avoid, if possible, conducting a transaction-based CSR due to the fact that 

out of all the forms of CRS activities this is the one that got the most negative comments from 
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the participants. If still chosen to do so, then the way for a company to avoid skepticism is to 

be transparent about it. Being unable to know the exact amount and what the company does 

with the money can raise suspicions within the consumers. 

Overall, we conclude that when it comes to the participants in the interviews, consumers has 

positive attributions towards CSR but also there will always be a hint of skepticism no matter 

which activity the company has chosen to go with. Even though this is the case, companies can 

still gain a more positive response by conducting a form of CSR activity that speaks the best 

towards the consumers. In this study, that would be conducting a disaster relief towards a 

calamity affected area and a non-transaction based CSR activity. Also, the interviewees that 

participated in this study has expressed that a long-term relationship with a cause or charity 

would result with them seeing the activity as a more genuine effort for the companies to be 

socially responsible. In order to keep the activity current in the mind of the consumers the 

companies could have “pop-up” campaigns to keep the awareness about the CSR activity 

present in the consciousness of the consumer.  

6.2 IMPLICATIONS AND RECOMMENDATIONS 

In this section of the thesis we will discuss what contribution to theory this work have made, 

what implications it might have on further research and also for management of CSR activities 

and communication.  

6.2.1 IMPLICATIONS FOR THEORY 

The purpose of this thesis is to describe and to offer a better understanding of young consumers’ 

perception of different CSR activities and how they are being communicated. By trying to 

answer our research questions that aimed at CSR activities and communication. Through the 

data collected most theories that formed the conceptual framework could be supported, with 

the exception that some could only be partly supported or contradicted. Since there have not 

been a lot of research in the area of how young consumers’ perceive CSR activities and 

communication, most of the research we have encountered have focused on how CSR can have 

an impact on the brand or consumers purchase behavior. Therefore the findings of this thesis 

could contribute support to the field of CSR activities and communication.  

Another aspect that was raised in the findings was that the size of the companies could have an 

impact on how the young consumers perceived the CSR activities and communication. This is 
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a notion that we have not come across in our review of the literature and might therefore be a 

contribution to the area of CSR that could have an impact for global companies. Therefore 

further research into this area could be needed.  

Also that when it came to forms of CSR activities it was mentioned by some of the interviewees 

that even though they liked the disaster relief over the ongoing cause, they stated that they 

preferred it when they did something substantial to help in a disaster not just donate money. 

Perhaps that they contributed with means of reaching other, to be able to make sure your family 

is okay. This was something we had not come across in our review of the literature and could 

be something to reconsider when providing disaster relief bases CSR activities.  

6.2.2 IMPLICATIONS FOR FURTHER RESEARCH 

This thesis provided us with a better understanding of young consumers’ perception of CSR 

activities and communication. The findings have suggested that most of the existing theories 

could be supported but that there are still some areas which require some further research. The 

reason for this is that this thesis has examined many aspects of each research question thus only 

scraping the surface of the whole field of study. The things on the list below are some of the 

areas that it feels like more extent research can be made in some of the areas. The suggestions 

for further research are: 

 The impact of company size on the consumer perception of CSR activities and 

communication 

 There were seen some differences in the data collected depending on the gender of how 

the young consumer’s perceived CSR communication but since this was not the aim of 

our thesis to investigate and it was not really clear in the data, based on the rather small 

size of our interview sample. It feels like something that would be interesting to 

research, to see if there is a difference in how genders perceive CSR communication. 

 Another thing that was brought up by one of the interviewees was a concept the 

interviewee called “greenwashing”. The interviewee explained the concept as when a 

company does the least amount of effort to be “green” but does the most amount of 

effort to promote that they are green and acting green. We had never heard the word 

greenwashing before but the concept of the act by the company to be greenwashing was 

brought up by a couple more of the interviewees. This made us think that this could be 
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an area of research, how would the notion of a company only appearing to be really 

engaged in CSR impact the perception of consumers.  

 Another concept that was brought up by a couple of the interviewees was “Jantelagen”, 

which is a concept of how to behave and act in some of the Scandinavian countries. The 

interviewees mentioned that they might have a problem or be reluctant against 

something because of the notion Jantelagen. This made us think that it might be 

interesting and beneficial for companies wanting to operate in countries that this notion 

exist in, how the notion of “Jantelagen” could come to affect the Scandinavian 

consumers’ perception of CSR activities and communication.  

 A theory that could not be fully supported was that fit of the CSR activity and company 

operation could have a positive impact. Though the findings could only support this to 

some extent since the other half of the interviewees thought that it would be less 

skeptical if a company engaged in a CSR activity that was not in the same area as the 

company’s operation. Therefore we think it would be good to do further research in the 

area, does the fit of the CSR activity with the company’s operation have a negative or 

positive impact on consumers perception.  

 How could CSR-based market strategies impact consumers’ perception of CSR 

activities, communication, brand or purchase behavior.  

 Is young consumers’ perception of CSR engagement less skeptical then previous 

research might have suggested? 

 Perform the same study as this thesis but with a bigger or different sample selection, to 

enable clearer patterns. 

 How different forms of CSR could affect the consumers’ perception on CSR activities, 

brand or purchase behavior. 

 How could companies communicate CSR activities to raise awareness? 

 How could companies communicate CSR activities and avoid skepticism?  

 How could companies educate consumers about CSR to increase awareness? 

6.2.3 IMPLICATIONS ON MANAGEMENT 

Through the thesis work we found out some things that we thought would be beneficial for 

managers of companies to consider when implementing and using CSR activities and 

communication.  
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 If CSR activities are not being communicated awareness is not to be expected. 

 Information about CSR activities is something that young consumers (thereby the 

consumers of the future) might demand, therefore it could be a suggestion to start 

thinking about reevaluate how CSR communication is done to apply to the new 

situation. 

 Since consumers do not seem to be willing to seek out information about CSR activities 

themselves, it is up to the management to decide what the best plan off action is to reach 

consumers and create awareness.  

  Communication of CSR activities could be used in a more explicit manner when it 

comes to young consumers.  

 Even though skepticism might be raised by the engagement in CSR the good of the 

activity could outweigh the skepticism and still make it a positive perception. 

 If the communication of the companies CSR activities is more based on that the 

company is doing something good, then about the issue and what is being done to help. 

Management should reconsider how to communicate if they want to meet the suggested 

preference from the consumers.  

 Donating money to a disaster relief might not be enough, might need to do something 

substantial that would help the people directly.  

 Might need to consider a combination of long-term and short-term commitment to 

achieve the demands from the society to help but still keep it fresh in the minds of 

people.  

6.3 LIMITATIONS 

The limitations identified through this thesis work are; that the purpose and research questions 

showed to have many different areas that could impact a consumers’ perception. This only 

enabled us to look at the surface of the different areas instead of getting a complete 

understanding. The sample for the interviewees might also be seen as a limitation, since people 

that are in the same place in life tend to have similar views.  

The fact that this is a qualitative case study can also provide limitations, since it does not provide 

the option to generalize. Also that it is the authors of the thesis that are analyzing the data 

collected, which could lead to loss of objectivity. Another limitation is that the data was 

collected through face-to-face interviews, which mean that the interviewee might be affected 
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by the tone of the interviewers’ voice or body language. The interviewee might even try to 

answer the questions the way that they believe the interviewer wants them to be answered. This 

could be a limitation on the data collected.  

The biggest limitation for this thesis must have been the time span, since us the authors had to 

change the topic three to four weeks into the thesis course. This made the work a bit rushed and 

important things might have been lost in the process to finish.   
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APPENDIX 1: INTERVIEW GUIDE 

The interview guide is a tool that will help accomplish the task of answering the overall purpose 

of the thesis. The advantage with doing a qualitative study is that after a yes and no response 

to a question, is that we can ask why, how and what.  

Interview structure: is based on Schmelz’s (2012) table I (Survey structure and categories) fix 

source correct. 

Table 12: Structure of the Interview Guide 

Constructs: Content/questions related to: 

Demographics Age, gender, education 

Introduction A short definition of CSR will be provided 

Awareness Questions related to the consumers’ 

awareness will be asked 

Responsibility Questions related to consumers’ perception 

of Carroll´s CSR pyramid 

Form of CSR Question related to Consumers’ perception 

of different forms of CSR  

Communication Questions related to information demand 

and CSA marketing strategies 

Perception of motive  How consumers’ perceive the reasons for 

CSR activities  

Skepticism and Credibility How consumers’ perceive the CSR activity 

and the communication 
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Before the interviews the order of the topics was moved around to allow a better flow to the 

conversation.  

Interview guide:  

Age: Gender: Education: 

Introduction: 

Starting off by asking some general questions about awareness of the concept of CSR and if 

they know of any CSR activities.   

CSR definition: CSR is a voluntary activity by a company in order to meet, solve or bring 

attention to a social issue in society. For example; TATA motors tree planting initiative.  

Awareness:  

Specific graphical CSR recall (based on Pomering and Dolnicar’s (2009) study) 

Presentation: Images of company logos  

Question: can you identify which of these companies that is engaging in CSR activities? 

Specific verbal CSR recall (based on Pomering and Dolnicar’s (2009) study) 

Presentation of CSR activity: definition of company CSR activity. 

Question: can you identify which activity is connected to which company? 

General awareness of CSR (based on Pomering and Dolnicar’s (2009) and Schmeltz’s (2012) 

methodology) 

Question: can you think of any other companies then the previously stated that you consider 

as being responsible and engaged in CSR? 

Question: think of large and medium-sized companies, how big a percentage do you think are 

actively engaged in CSR? 

Question: are you aware of any company or companies that are involved in a CSR activity 

that will benefit your own community? 
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Responsibility: (based on Ramasamy and Yeung’s (2009) study) 

Presentation: definitions of the four levels in Carroll´s CSR pyramid 

Question: what do you believe companies must do to be socially responsible, in regards to 

economic, legal, ethical or philanthropic level?  

Economic 

Question: do you believe companies must maximize profits? 

Question: do you believe companies must control their product costs strictly? 

Question: do you believe companies must plan for their long term success? 

Question: do you believe companies must always improve economic performance? 

Legal 

Question: do you believe companies must ensure that their employees act within the standards 

defined by the law? 

Question: do you believe companies must refrain from putting aside their contractual 

obligations? 

Question: do you believe companies must refrain from bending the law even if this helps 

improve performance? 

Question: do you believe companies must always submit to principles defined by the 

regulatory system? 

Ethical  

Question: do you believe companies must permit ethical concerns to negatively affect 

economic performance?  

Question: do you believe companies must ensure that the respect of ethical principles has 

priority over economic performance? 

Question: do you believe companies must be committed to well-defined ethical principles? 
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Question: do you believe companies must avoid compromising ethical standards in order to 

achieve corporate goals? 

Philanthropic  

Question: do you believe companies must help solve social problems? 

Question: do you believe companies must participate in the management of public affairs? 

Question: do you believe companies must allocate some of their resource to philanthropic 

activities? 

Question: do you believe companies must play a role in our society that goes beyond the mere 

generation of profits? 

CSR forms: (based on Cui at el’s (2009) study) 

Each question will be asked after showing them the different CSR activities that are connected 

to Carroll’s (1991) CSR Pyramid and are adapted from the study made by Cui at el (2009). 

Question: Is it preferable to you when a company donates a certain percentage of their income 

toward a charity or when they work as a facilitator for the organization without any 

connection with their total sale?  

Question: How do you feel when you see a campaign in helping victims of a disaster? Do you 

feel a more positive reaction to it or when a firm donates to different cause such as cancer 

research or anti-hunger campaign?  

Question: How do you feel towards a company that donates money to a charity regularly with 

smaller amounts in comparison to those who donates not as frequent but with a bigger sum of 

money? 

Communication: 

Current information received (based on Pomering and Dolnicar’s (2009) study) 

Question: do you feel like you are being regularly are being informed about companies CSR 

activities? 

Information source trust (based on Pomering and Dolnicar’s (2009) study) 
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Question: what information source would you trust for learning about companies CSR 

activities? 

Information source use (based on Pomering and Dolnicar’s (2009) study) 

Question: from what information source have you learned about companies CSR activities? 

CSR-based marketing strategies (based on Planken, Nickerson and Sahu’s (2013) study 

regarding Kotler and Lee’s (2004) CSR-based marketing strategies) 

Presentation: show how the four CSR activities are being communicated  

 

After each campaign been presented ask the upcoming two questions: 

Question: how does this influence your view of the CSR activity? 

Perception of motive: (based on Schmeltz’s (2012) study) 

Question: why do you think that companies engaged in this CSR activity? 

 

Skepticism and Credibility: (based on Schmeltz’s (2012) study) 

Question: what do you feel about companies informing about their CSR activity? 

Question: How do you perceive the fit between the companies CSR activity and its own 

operations? 

Question: how would it make you feel if a company is exercising a CSR activity that also 

benefits the company? 
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APPENDIX 2: LIST OF DIFFERENT CSR ACTIVITIES 

The web links in this appendix are the communication of the four CSR activities that was used 

in the interviews.  

Economic 

Microsoft: Microsoft learning collaborating with Bihar Urban development authority  

http://www.youtube.com/watch?v=b0SRfzTPlms 

Legal   

Volvo: non aggressive tax planning, page 51 in the report 

http://www3.volvo.com/investors/finrep/sr13/sr_2013_eng.pdf 

Ethical 

Apple: sustainable environment initiative 

http://www.youtube.com/watch?v=rQCr6UKKF_4 

Philanthropic 

H&M: fashion against AIDS 

http://www.youtube.com/watch?v=El1ZnvfjGX0   
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