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Introduction
The importance of corporate social responsibility (CSR) has grown over the last several years.1 Consumers 

increasingly value companies not just by what they produce, but how responsibly they operate as a business. Many 

organizations engage in some form of giving back to society, addressing an environmental, social or economic need. 

But the specific impact of CSR efforts on a company’s reputation, brand loyalty, and bottom line remains unclear. 

This paper addresses the importance of CSR in brand reputation and what areas of social impact are most important to 

consumers. We look specifically at those who say education is an essential part of corporate social responsibility and find 

that they are more likely than others to be engaged with and loyal to brands.

The results presented are from a survey conducted through SurveyMonkey Audience. A survey of 705 adults who had made a purchase 

from a superstore in the last 6 months was conducted from August 4-7, 2017. The margin of error is 3.8% 

1Crane, Andrew and Matten, Dirk and Spence, Laura J., Corporate Social Responsibility in a Global Context (September 1, 2013). Chapter in: Crane, 

A., Matten, D., and Spence, L.J., 'Corporate Social Responsibility: Readings and Cases in a Global Context', 2/e. Abingdon: Routledge, pp. 3-26 .
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Key Findings 

• About three-quarters (76%) of consumers say engagement in the broader community is 

important to brand reputation.  

• Nearly half (46%) of consumers say companies have an obligation to take action to 

improve societal problems. 

• Six-in-ten consumers want companies to spend their CSR budgets on education, the most 

of any item tested on our surveys.  

• More than six-in-ten consumers (66%) say companies have an obligation to invest in the 

future workforce through education.  

Education-concerned consumers are more likely than those not concerned with education to be loyal to and 

engaged with companies. Those who value education in a company’s social impact efforts are more likely to spend 

more money on a product even when a more affordable option exists, recommend a brand to a friend, follow a brand 

on social media, download their app and donate to a charity that brand supports.

The Value of Corporate Social Responsibility
While many companies engage in CSR efforts, 

their value to consumers and the effect of CSR on 

purchasing decisions is far from clear. 

We asked respondents how important a range 

of issues were to a company’s reputation. 

Unsurprisingly, elements tied closely to the product 

scored the highest, with nearly all respondents 

saying quality, reliability and consistency are 

important to reputation. 

Building social capital and engaging in the 

community are also viewed as important, though. 

About three-quarters of consumers say how the 

company engages in the broader community is 

important to their reputation.
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Not only is CSR viewed as an important part of reputation, 

but many see it as a responsibility for companies. Nearly half 

(46%) of consumers say companies have an obligation to 

take actions to improve societal problems, even if they are 

not related to their business operations. Consumers have 

identified corporate social responsibility as an important part 

of brand reputation and further, many believe companies have 

a requirement to engage in these socially beneficial efforts.

Customers may say corporate social responsibility is 

important to them, but does community engagement actually 

have an effect on purchasing decisions? According to our 

survey, about six-in-ten consumers (58%) say the social impact 

of the company is important when deciding which product to 

buy. For many customers, CSR and reputation are important 

factors when they decide where to spend their money.

Education’s Role in Corporate Social Responsibility
Companies have a range of options when considering where 

to spend their CSR budgets. Of the six potential areas tested 

in our survey, the largest number of consumers wanted to see 

CSR budgets spent on education. Six-in-ten said they want 

their favorite brand to use their CSR budget on education.

Consumers who value 

education are more likely to 

be engaged with and loyal to 

companies.

46%  think companies have an 
obligation to take actions to improve societal 

problems, even if it is not related to their 

business operations

42% think companies do not 
have an obligation to improve societal problems 

that are unrelated to their business operations
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Additionally, majorities of consumers say education is a crucial part of any CSR model. Over three-quarters (78%) of 

consumers say it is important that education be a part or remain a part of CSR models.

And consumers not only want education to be a part of CSR models, they say companies have a responsibility 

to invest in it. Nearly two-thirds (66%) of consumers say companies have an obligation to invest in the future 

workforce through education. On the other hand, just a quarter say companies do not have an obligation to provide 

education to students who may or may not work for them one day.

Education-Concerned Customers:  
Engaged and Loyal
Not only do more than three-quarters of consumers want education to be a part of companies’ CSR budgets, but the 

consumers who value education are more likely to be engaged and loyal customers. We asked consumers whether 

they were likely to engage in six measures of brand loyalty. 

Consumers who said education is an important part of a CSR 

model were more likely to do all six actions than consumers 

who did not think education is an important part of a CSR 

model. For example, 76% of education-concerned consumers 

say they are likely to spend more money on a brand even 

when a more affordable options exists, compared with just 

59% of those who do not think education is an important part 

of a CSR model. Education-concerned consumers are high-

value customers. Investing in attracting these customers via 

education efforts can pay off for companies in the form of 

increased engagement and ongoing loyalty.

66%  think companies have an 

obligation to invest in the future workforce 
through education
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