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Asumpmion of shared backgroom

INTRO

1. C8R is how companies self-regulate and take
accountability for their social and environmental
impacts cn their communities (Woed, 19910

LS LIS SIBNAMPLICAT IDNS
Wi this fascinates

2, CM iz how companies promote their socially responsible

acts.

WHY? Ta help worthy causes and improve a firm's
MILLENNIALS

performance {Varadarajan & Menon, 1988)

A INCM's ehjectives are good, does it mean Gen Yers

and students like my classmates and | view it positively?,
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MILLENNIALS

BUT WE DO CARE!
1. We pay more attention to CM campaigns (Cui, 2003)
2. Upon hearing about a company-charity partnership
80% of 18- to 24-YOs (younger Gen-Ys) would switch
to a cause-supporting brand (Cone, Inc. & Duke U.,

2008)
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WHAT ABOUT MILLENNIAL STUDENTS?

1. Biz students kind of flunked out of being socially
responsible.

2. One study even found that while theyre equally
knowledgeable about, say the environment, as students of
other majors, theyre less willing to act in environmentally

friendly ways (Benton, 1994).

“*Would “tomorrow’s business managers” (Benton,
1994) (i.e. business students) currently support both
CM campaigns and the company-nonprofit
partnerships they promote?**
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RELEVANCE
(Brief Summary)

"Businesses have been entrusted with society’s
resources. | herefore, students must understand
the social consequences—not only the economic
consequences—of business decisions because
they will have important [societal] implications
later on. Business students’ values will be
instrumental in the introduction of appropriate

products and services" (Synodinos, 1990).
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« Professional-Tech

« Environmental

« Business

- Social Sciences
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Assumption of shared backgrounds
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SOME SIGNIFICANT FINDINGS
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Their Comments Re: (M

Mast were Negative & Mived:

+ It “miakes everything more expensive” [WES)

= It's more worth it o “support our local econemy than
anything else [by buying locul | (WSS)

« CM s “disingenuous,” “manipulative " and “beads to
corraption” (PTW)

» “Businesses [that engage in CM] pry on people’s
emntions and it works” (FTW)
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For partrating with 2 nenpafit arganization?

Taps]

Comments, Continued

« *[Mare| companies should s [CM] 1 help society
and the bottom line of the businesses imvolved” (BW)

» Businesses do it because “sadly, [they] want re gain
image/sales even though some are not thar way” [BW)

« M can be “dangerons’ (WES)

» *|Instead, some] compunies should work on making
their produets healthier and more environmentally

friemdly...” (WES)
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What do you think a company's motives might be
for partnering with a nonprofit organization?
[Top 3]

Combat negative publicity 79%

Gain a better image

Earn more profits & sales
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[Top 3]

Combat negative publicity 79%

Gain a better image 98%

Earn more profits & sales 81%
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- It “makes everything more expensive” (WSS)

« It’'s more worth it to “support our local economy than
anything else [by buying local]” (\WSS)

- CM is “disingenuous,” “manipulative,” and “leads to
corruption” (PTW)

- “Businesses [that engage in CM] pry on people's

emotions and it works” (PTW)
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Comments, Continued

« “[More] companies should use [CM] to help society
and the bottom line of the businesses involved” (BW)
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DISCUSSION/IMPLICATIONS
(Why this fascinates me)

1. The differences observed may be related to

students’ areas of study.
E.g., WES and BW students’ responses were

more likely to differ.
2. Millennial university students (incl. Business
students--thank goodness!) DO tend to support CM
and CSR initiatives!
3. Just think of the potential for businesses AND

business schools!
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