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Ulf Schräder*, Ursula Hansen** & Silja Schoeneborn***

WHY DO COMPANIES COMMUNICATE
WITH CONSUMERS ABOUT CSR?
CONCEPTUALIZATION AND EMPIRICAL
INSIGHTS FROM GERMANY

Consumers are crucial for the success of corporate social responsibility (CSR).
However, since CSR is a credence quality which cannot be assessed by consumers

directly, they rely on credible information to consider the social responsibility

of companies in their purchasing decisions. An important communicator of
CSR information are companies themselves. However, up until now the analysis

of companies' CSR communications has mostly focused on non-financial

reporting which could be aimed at consumers but usually focuses on stakeholders

like investors or non-governmental and governmental organisations (NGOs
and GOs). The present paper deals with this issue by identifying factors which
determine the relevance companies give to consumer oriented CSR communications

(COCCOM). Accordingly, a model of determinants is developed and
tested with data from a survey of 137 German companies (food producers and

energy suppliers). The analysis shows that especially those companies consider
COCCOM as highly relevant, which (1) perceive it as a business case and as an

cpportunity to contribute to the public good, which (2) perceive few conflicts
With existing processes, and which (3) show high degrees of CSR orientation
and (4) market orientation. The results lead to new approaches as to how
companies can be influenced by internal and external stakeholders to increase their
consumer oriented CSR communications activities..
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1. The Problem and Its Relevance

The aim of this paper is to identify and to analyze the determinants which

explain why companies do or do not communicate with consumers about

their corporate social responsibility (CSR) performance. Up until now,

practice and especially research have widely neglected consumer oriented

CSR communications (COCCOM) (Beckmann 2006; Maignan &
Ferrell 2004). The analysis of CSR communications has mainly focused

on non-financial reporting (e.g. Cormier et al. 2004; Hooghiemstra
2000; Kolk 2004; Llena et al. 2007; Marshall & Brown 2003; Piechocki

2004), which can target highly involved consumers but is primarily
directed at stakeholders like the financial community, non-governmental
and governmental organisations (NGOs and GOs) or research institutions

(EU-Commission 2002; GRI 2006; SustainAbility 2004). Only
few reports consider private consumers as a relevant target group.1 Usually
CSR reports are complex, fact oriented, and hardly related to consumers'

purchasing behaviour (Reisch 2007). The recognition of consumers
within this field has however increased with the development of Internet

reporting, which can be better arranged according to the specific needs

of different target groups (Isenmann & Lenz 2002; Wheeler & Elking-
ton 2001). But still, only very few publications on CSR communications
focus on the private consumer.

This situation stands in contrast to the relevance the consumer is

supposed to have according to economic theory. Ludwig v. Mises (1949: 265)

describes it in the following metaphor:

The direction of all economic affairs is in the market society a task of the

entrepreneurs. Theirs is the control of production. They are at the helm
and steer of the ship. A superficial observer would believe that they are

supreme. But they are not. They are bound to obey unconditionally the

captain's orders. The captain is the consumer.

Even though the traditional model of consumer sovereignty is questionable,

consumers do have a potentially high authority to guide the market

' The highly recognized Sustainable Reporting Guidelines of the Global Reporting
Initiative do not mention consumers as relevant stakeholders of non-financial reporting,

while they refer eleven times to shareholders/investors (GRI 2006).
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by voting about corporate offers with their money at the cashier desk (Kear
et al. 1994; Hansen & Schräder 1997; Brinkmann 2004). Generally, they
could use this power to steer companies towards sustainable development
by rewarding companies with a good CSR performance and punish, resp.

ignore companies which perform badly in terms of CSR. This capacity of
consumers is widely acknowledged by politicians who argue in favour of
CSR and sustainable consumption (e.g. Töpfer 2005). However, to use

purchasing power to support sustainability and CSR requires - among
other things - the availability ofadequate information. Unlike the colour
or shape of a product, CSR is not a "search quality" which could be easily
assessed by consumers before purchase. CSR is only to a small extent
reflected in 'experience qualities' like durability or energy consumption
which can be evaluated by consumers after use experience. To assess the
CSR performance of a company consumers usually rely on credible
information by the company or trustworthy third parties like consumer policy
actors (e.g. McWilliams & Siegel 2001; Schuler & Cording 2006). Thus,
CSR is basically a "credence quality".2

While the usefulness of consumer policy actors to create CSR

transparency is undisputed (e.g. Reisch 2004), there are also good reasons to

argue that these activities have to be complemented by corporate
communications. A first reason is the mere quantity of the communications
budget. In Germany, e. g., companies spend about 30 billion euros a year
°n advertisement alone (ZAW 2006), an amount about 300 times higher
than the whole annual budget of German consumer organisations. A
second reason is the limited availability of basic CSR information.
Consumer policy actors often have difficulty getting a full picture of corporate
activities. They depend on the companies' willingness to disclose their
conduct beyond mere legal obligations. A third reason worth mentioning
ts corporate communications know-how. Over the years companies have

developed and improved target group specific communications. They
bave experience in getting across their message in a time of information
0verioad (Eppler & Mengis 2004) and in reaching consumers who are not

2 The differentiation between search qualities and experience qualities goes back
to Nelson (1970). Darby & Kami (1973) complemented the typology with credence
dualities.
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willing to actively seek information. And the fourth reason is that - as

we will show below - responsible companies neglect a valuable competitive

advantage if they do not engage in COCCOM. Thus, despite
reservations about the credibility of corporate communications (Morsing &
Schultz 2006; Schuler & Cording 2006), companies can play a crucial
role in enabling consumers to consider CSR in their purchasing decisions.

For actors interested in supporting companies' COCCOM activities the

knowledge of what determines corporate activity in this field is a key

point of departure.3
In the next section, the term COCCOM is defined and illustrated. We

will then identify determinants of COCCOM and develop hypotheses

on how they influence the relevance of COCCOM. The hypotheses have

been tested by using data from an online-survey of German companies.
Method, sample and measures will be described before the results are
presented. In the end, we draw conclusions for relevant actors and identify

open questions for further research.

2. Consumer Oriented CSR Communications of Companies

The definition of COCCOM rests in turn on the definition of CSR. The

concept has a long history and various definitions have been discussed

(e.g. Carroll 1999; Maignan & Ferrell 2004; Matten & Crane 2005;
Schräder & Sandström 2006; Valor 2005; Wood 1991). For the purpose
of this study, we follow the EU-Commission (2002: 3) which defines

CSR as "a concept whereby companies integrate social and environmental

concerns into their business operations and the interaction with their
stakeholders on a voluntary basis." This definition focuses on social and

environmental aspects but fails to treat the economic dimension as an

integral part of CSR.

Strictly speaking, CSR refers to the corporate level, e. g. to environmental

and social management or to corporate philanthropy - whereas in
a broader sense, CSR manifests itself also in specific products and their

1 Based on this consideration the research presented in this paper has been financially

supported by the German Federal Ministry for Nutrition, Agriculture and

Consumer Protection.
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Table 1: Examples ofDifferent Types ofCOCCOM

Point of reference

Company Products/value chains

Consumer
focus

Among
others

- Non-financial reports 1

- Company related CSR

communication on the

Internet

- Company related press
releases about CSR

- Company related

stakeholder dialogues

- Product related CSR 3

communication on the

Internet

- Product related press
releases about CSR

- Product related stakeholder

dialogues

Specific

- Corporate 2

advertisements

- Participation in

CSR-ratings/tests of
consumer organisations

- Eco-/Social labels 4

- Product advertisements

- Packaging declarations

corresponding value chains. Consumer oriented CSR communication
tools can either specifically focus on consumers or consider them one

target group among others. This leads to the following definition:

Consumer oriented CSR communications of companies (COCCOM)
comprise all communication activities which are specifically or among
others targeted at consumers and which deal with corporate social and/or
ecological responsibility. In a narrow sense COCCOM is restricted to
communications on the corporate level, in a broad sense it also includes

communications on the level of products or value chains.

The following four-field matrix, integrating the two dimensions of this
definition, may serve to illustrate what kinds of instruments are covered

by our understanding of COCCOM (see Table 1).

As mentioned before, classic CSR communications on the company
level address consumers only among others (field 1). Common examples
are non-financial reports, company related CSR communication on the
Internet or company related press releases about CSR. These monological
rneans of communication have lately been complemented by stakeholder

dialogues which involve consumers or their representatives (Morsing &
Schultz 2006). The use of company level instruments to communicate
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CSR specifically to consumers (field2) is a recent development. In recent

years, companies like BP or General Electric have started consumer
oriented corporate advertising campaigns on CSR issues. An additional

development in this category is the implementation of CSR tests to
complement traditional product testing (Schoenheit 2005; Brinkmann 2005;

Young & Welford 2002).4 The tests provide consumers with a comparative
evaluation of corporate social and ecological behaviour and thereby allow
them to consider these aspects in their purchasing decisions. Although
the tests are conducted and communicated by consumer policy actors,

they depend on the companies' willingness to disclose necessary information.

In this case, COCCOM of companies mostly equals filling in and

forwarding questionnaires about a range of CSR aspects. Although this

type of CSR communication addresses a third party in the first place, its

final addressee is the consumer.
CSR communications on a product level which target consumers

among others (field3) can be identified in product related Internet
communication, press releases or stakeholder dialogues. Traditionally, CSR

communication on a product or value chain level is more focused

specifically on consumers {field 4). This category comprises the established

instrument of labelling (Karstens & Beiz 2006; Rubik & Frankl 2005;

Thogersen 2000), e.g. eco-labels like the EU flower or social labels like
the trans-fair logo, product advertisements which address social or
ecological features ofproduction and packaging declarations which voluntarily

include social or environmental issues.

3. Determinants ofConsumer Oriented CSR Communications ofCompanies

In general, voluntary activities are the more relevant, the more
opportunities they offer and the fewer problems they cause. When it comes

to COCCOM, opportunities and problems are not a matter of fact but

of perception and they differ according to specific characteristics of a

company. Thus, as pre-analytical categories ofCOCCOM's determinants

4 Origins of these social-ecological company assessments go back to the 1980s when

the American Council on Economic Priorities (CEP) started to publish their consumer

guides "Shopping for a better World" (e.g. Corson et al. 1988).
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we distinguish between perceived opportunities, perceived problems, and

supporting company characteristics.

In order to find the relevant variables within these groups of determinants,

we did an extensive review of literature on CSR in general and CSR

communications in particular on the one hand while we conducted 27

expert interviews in Germany with representatives of the business

community and experts on consumer policy and related research on the other.
Our results are reflected in the hypotheses we present in this section.

3.1. Perceived Opportunities

In many publications, both from business and academia, CSR is described

as a business case, because it has the potential to enhance a company's ability
to reach its economic aims (e. g. EU Commission 2002; Smith 2003; World
Economic Forum 2002). Usually, reputation is considered the key factor in
this context (e.g. Fombrun 1997; Fombrun et al. 2000; Piechocki 2004;
Schwaiger 2004;, Wiedmann & Buxel 2005): CSR has the potential to
improve and/or stabilize a company's reputation, which will have a positive

influence on the company's various stakeholder relationships. To realize
this potential, CSR activities have to be made transparent to the relevant

stakeholders (Flooghiemstra 2000; McWilliams & Siegel 2001; Maignan
& Ferrell 2004; Schüler & Cording 2006). In the case ofCOCCOM, the

primary target is the consumer who the communicating company can
become more attractive to. This does not necessarily mean that COCCOM
bave a substantial direct effect on consumers' purchasing decisions. However

they positively influence relationship quality dimensions like trust or
commitment (e.g. Becker-Olsen et al. 2006; Ellen et al. 2006; Luo & Bhatta-

charya 2006; Maignan et al. 1999; Mohr et al. 2001; Sen & Bhattacharya
2001). In addition, public CSR communications with consumers always
have second audiences and are recognized by other primary stakeholders."'

Thus, COCCOM can also promote possible CSR effects vis-à-vis employes

(like employee satisfaction, motivation and retention; see e. g. Fombrun
et al. 2000; Riordan et al. 1997; Turban & Greening 1996) or the financial

5 For a distinction between primary and secondary stakeholders see Clarkson (1995)
and Buysse and Verbeke (2003).
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community (like admission to sustainability funds and indexes; see e.g.
Hümmels & Timmer 2004; Koellner et al. 2005; Michelson et al. 2004).
All these impacts are elements of the potential business case ofCOCCOM.
Their perception influences the relevance ofCOCCOM in a company.

HI: The more COCCOM are assessed as conducive to the business case,

the higher is their overall relevance in a company.

Although most research concentrates on supporting the business case,

company surveys (e.g. Maaß & Clemens 2002; TCCC-BC & USCC-
CCC 2004), contents analysis of corporate websites (Maignan & Ralston

2002) and our expert interviews reveal that an additional motivation for

managers to engage in CSR is the opportunity to do something morally
right and to contribute to the public good. Partially, these might be

interpreted as socially desireable statements. However, they are plausible since

generally people strive to achieve congruence among their values in the

different roles they fulfil. They appreciate the opportunity to live up
to their private values in professional life (Ulrich 1999). This is in line

with Abraham Lincoln's famous motto "When I do good, I feel good;
when I do bad, I feel bad, and that is my religion." In addition, different
authors refer to the apparent paradox that often precisely the CSR activities

of those companies are a business success which consider the public
good an aim in its own right and not only a means to make profits (e. g.
Becker-Olsen et al. 2006; Hansen 1988; Schräder & Sandström 2006).
COCCOM can contribute to the public good by providing motivation
and the information required for sustainable consumption (Hansen &
Schräder 1997; Thogersen 2006). Therefore, it is not only communication

about CSR, but can be considered part and expression of a company's
social responsibility. Companies that identify the promotion of sustainable

consumption via corporate communications a relevant and achievable

task are more likely to engage in COCCOM.
H2: The more COCCOM are assessed as conducive to the public good, the

higher is their overall relevance in a company.

3.2. Perceived Problems

Although company surveys usually show a high degree ofagreement about

the opportunities engendered by CSR activities (e.g. Maaß & Clemens
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2002; TCCC-BC & USCC-CCC 2004), their implementation is still
limited. This is specifically true for COCCOM (Whitehouse 2006).
Significant problems block greater relevance. High expenses is the most
crucial since COCCOM cause costs and require efforts.

A precondition for all CSR communications is the generation of
relevant information. Strictly speaking, this starts with the actual CSR

activities, since all credible information relies on the existence of activities

worthwhile to communicate about (McWilliams & Siegel 2001). In
addition, information has to be gathered and processed. In today's long
and complex global supply chains even disclosure oriented companies
sometimes have difficulty providing information on all relevant social
and ecological effects caused by them, their suppliers, and sub-suppliers
(Koplin et al. 2007; Mamie 2005). It takes time and money to implement
the systems to deliver the necessary information. As to COCCOM
specifics, the actual communication activities are especially expensive, since
the "one size fits alf'-approach of traditional non-financial reporting is no
longer applicable. The different COCCOM instruments mentioned in
the previous section have to be produced and distributed according to the
different needs of the consumer target groups. Companies which perceive
these expenses as too high (would) refrain from COCCOM.

H3: The more COCCOM are assessed as expensive, the lower is their
overall relevance in a company.

In addition, COCCOM can cause conflicts with established processes

within a company (Sen & Bhattacharya 2001). While communications

departments in many companies traditionally have little contact
with CSR issues, departments dealing with them, such as environmental

or human resource management, are no experts in communications.
Thus, new patterns of co-operation within the company are required.
This can be difficult, if employees lack the qualifications necessary for
COCCOM even more so as their previous workload may not be reduced

out extended. Thus, time to manage this additional task is scarce and
°ften only made available once the traditional core business activities
have been taken care of. The awareness of these conflicts can be an obstacle

to COCCOM.
H4: The more COCCOM are assessed as conflicting with established

0rganisationalprocesses, the lower is their overall relevance in a company.
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While expenses and conflicts will materialize immediately and with
certainty, the expected effects are uncertain and will often only be felt on a long-

term basis. Various studies show that consumers' positive reaction towards

CSR is not a matter of course but depends on specific determinants (e. g.

Becker-Olsen et al. 2006; Luo & Bhattacharya 2006). A company cannot
easily assess actual consumer interest in COCCOM and consumer reaction.

This can result in scepticism and consequently in limited COCCOM efforts.

H5: The more uncertain the effects ofCOCCOM on consumers are, the

lower is their overall relevance in a company.

3.3. Supporting Organisational Characteristics

Different organisational characteristics influence perceived opportunities
and problems and thus the relevance of COCCOM. Among the factors

identified in previous studies as relevant determinants of CSR in general,
size is most often mentioned (Gonzales-Benito & Gonzales-Benito 2006).
There are manifold reasons for a possible correlation between size and

engagement in CSR in general and COCCOM in particular. On the

one hand, big corporations, which often own strong brands, are subject

to intense public exposure (e.g. Logan 1998; Marsden & Andriof 1998;

Matten & Crane 2005; Scherer & Smid 2000). A variety of stakeholders

explicitly urge them to assume social responsibility. Hence, they face

exceptional risks if they refrain from using COCCOM to enhance their

reputation and stabilize it for times ofcrisis. On the other hand, size often
makes it easier to overcome or live with the obstacles to COCCOM and

to provide the necessary resources. In contrast to most SMEs, bigger
companies have the opportunity to invest in specialized departments for CSR

and CSR communications (Marshall & Brown 2003). They can hire

specially qualified personnel to carry out additional tasks (TCCC-BC &
USCC-CCC 2004), and they realise economies of scale in establishing
and using their communication systems (McWilliams & Siegel 2001).
Thus, concerning COCCOM size can make a difference.

H6: The bigger a company, the higher is the relevance ofCOCCOM in
that company.

We expect CSR orientation of a company, i.e. the relevance of social

and ecological aims within the company to be another characteristic to
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determine COCCOM relevance. We assume that the relevance of CSR
activities increases alongside the CSR orientation of a company. This
relates to the general discussion on the micro-level about the pro-social
orientation of managers being a determinant of their ethical behaviour
(Singhapakdi et ai. 1996). In the context of COCCOM a great amount
of interesting CSR activities is likely to stimulate the readiness to talk
about them (Kohn 2004) since their disclosure will increase business case

opportunities. In addition, corporations with a serious CSR orientation
can be expected to have a mission they are eager to communicate to their
stakeholders in general and their consumers in particular. Both, business

case oriented disclosure and the will to publicise a mission, will increase

COCCOM relevance.

H7: The stronger the CSR orientation ofa company, the higher is the

relevance ofCOCCOM in that company.
The third supporting characteristic we consider is market orientation.

Although Maignan & Ferrell (2004) describe market orientation as a

relevant determinant for the organizational impact of CSR issues in general
and despite its importance in marketing theory and practice (Kohli et al.

1993; Matsuno et al. 2000), the construct has been widely neglected in
CSR literature. According to Kohli & Jaworski (1990: 6) market orientation

describes "the organizationwide generation of market intelligence
pertaining to current and future customer needs, dissemination of the
intelligence across departments, and organizationwide responsiveness to it."

Thus, high market orientation means that customers' demands and
market trends are intensively monitored and recognized in corporate
strategy and actions. We expect market orientation to be a relevant
déterminant of COCCOM, since many studys have shown a significant intérêt

ofconsumers in CSR topics (e. g. Becker-Olsen et al. 2006; Ellen et al.

2006; Luo & Bhattacharya2006; Maignan etal. 1999; Mohretal. 2001;
Sen & Bhattacharya 2001) and generally a growing relevance CSR. If
these studies are valid, managers who refer to the lack ofcustomer interest
to justify low CSR engagement are - at least sometimes - ill-informed. In
many cases strong market orientation would promote CSR in general and
COCCOM in particular.

hi8: The stronger the market orientation ofa company, the higher is the

relevance ofCOCCOM in that company.
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4. The Study
4.1. Method and Sample

To test our hypotheses we conducted a standardized online-survey of
German companies. This survey was part of an extensive project on

COCCOM as a precondition for sustainable consumption, which focused

on nutrition and energy supply. These two industries were selected because

they account for the highest share of indirect ecological effects of
consumption in developed countries (e.g. The Worldwatch Institute 2004).
In addition, they represent two very different kinds of offers: while food

comprises heterogeneous material products provided by a wide range of
small, medium and large enterprises, energy supply is a service of
homogeneous invisible products predominantly provided by large companies
in - at least in Germany - a highly concentrated market. By way of
personalized e-mails we asked CSR and communications managers to
participate in the online-survey. In total we wrote personalized e-mails to

representatives of 165 energy suppliers and 812 food producers, which

were selected to give a representative picture of the industries. 43
questionnaires were completed by energy suppliers and 94 by food producers,

which equals a response rate of 26%, 12% resp. Thus, the response
rates are within the usual limits of company surveys. The higher response
rate of energy suppliers might be interpreted as an indicator of a greater
relevance of the topic in that industry, an assumption supported by the

answers. Overall, the moderate response rate presumably results in a self-

selection biased sample. On average, the companies which participated in
the survey are probably not typical representatives of their industries but
tend to have a particular special interest in CSR.6 However, for our analysis

this is less of a problem since we do not intend to describe the absolute

level of COCCOM and views on opportunities and problems but analyze
instead the determinants of COCCOM relevance. For this purpose,
a sample of companies with at least some experience in COCCOM is

required. In the following analysis we treat all participants as one sample;
differences between industries will be discussed in the end.

6 The non-response bias is reflected in a significant correlation between earliness

of response and relevance of COCCOM, with the laggards (which are most likely to
resemble the non-participants) rating lowest.
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4.2. Measures

^ he variables mentioned in the hypotheses are mostly measured by multi-
item scales. Theses scales were composed of statements which had to be

graded by the respondents on a five-point scale running from 1 "totally
agree" to 5 "totally disagree." Since COCCOM is a new field for empirical

investigation, all scales had to be newly developed except for the
market orientation scale. The scale development was based on theoretical
considerations and expert interviews. The resulting multi-item scales are
documented in the appendix. Before we confronted the respondents with
these scales, we presented them with our understanding of COCCOM as

described in the second section of this paper.
The dependent variable relevance of COCCOM was measured as an

overall assessment with the single item "At present consumer oriented
CSR communications are of high relevance in our company." It represents

the respondent's subjective perception of the emphasis the company
Puts on this topic. Earlier considerations to combine the subjective overall
assessment with more concrete and objective measures were rejected as

statements on the percentage of communication activities which include
CSR arguments are misleading, since small companies that only use very
few instruments like e. g. one company brochure will indicate higher
percentages than big companies with a more differentiated use of instruments

without putting necessarily more emphasis on the topic. A similar
argument applies to using the assessed relevance of different COCCOM
mstruments as indicators of their overall relevance. It is not necessar-
hy the case that a company which uses the whole range of COCCOM
mstruments considers these activities more important than a company
which concentrates on a limited but intensely used number of communication

instruments. Therefore, the dependent variable is measured as a

subjective overall assessment.
The perceived opportunity to realize the business case of COCCOM

was measured by means of a five-item-scale concerning the opportunities
to increase and stabilize corporate reputation in general, to increase the

attractiveness to consumers as the primary receivers of COCCOM, and
to increase the attractiveness to employees and financiers as second audiences

of COCCOM.
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The three items which measured the perceived opportunity to promote
the public good beyond the business case cover the general intention to do

something good and serve common welfare and the specific intention to

support sustainable consumption.
In contrast to our research design, a factor analysis revealed that the

respondents assessed both areas of opportunities as one factor/ Obviously,

managers who believe that CSR communication is a business case

simultaneously see it as a contribution to the public good and vice versa

(see also Lantos 2002). This result shows that persons in charge of CSR

communication are usually neither cynics who further the business case

without believing that this contributes to the public good, nor charitable
benefactors who promote the public good regardless of the effects on the

company. To them, instrumental and moral reasoning are linked and

constitute one single factor. Despite its wide scope, the reliability of the

resulting eight-item scale is high with an alpha of 0.87.

Expenses as the first dimension of perceived problems were measured

by means of a four-item scale which includes costs of information
generation and communication, obtainability of necessary information and

existence of CSR activities to communicate about. With an alpha of 0.83

the scale reliability is high.
Conflicts with establishedprocesses were measured with another four-item

scale. These items cover the importance of other tasks, time constraints
and competence of present employees and problems of coordination
between the departments involved. An alpha of 0.75 indicates satisfactory

scale reliability.
The last factor of problems we investigated were the uncertain effects of

COCCOM which we measured by two items: lack of consumer interest

in COCCOM and COCCOM's lack of influence on purchasing
decisions. This scale has a satisfactory alpha of 0.78.

The factor analysis confirmed the anticipated three-factor solution for

perceived problems, with all items clearly loading strongest on the factor

previously expected.

7 Using principle component analysis the factor analysis provides a one-factor solution

with factor loadings ranging from 0.84 to 0.62.
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We measured size as the first supporting organisational characteristic
by using the available data on employees worldwide. This figure is more
adequate for our purpose than the number of employees in Germany,
which for international companies hardly determines public exposure
and corporate resources. Turnover as another frequently used estimate for

company size was only disclosed in a small number of questionnaires and
bas therefore been excluded from our analysis.

While CSR orientation was measured with one item "Ecological and
social compatibility ofour business is an aim of top significance for us", we
had the opportunity to refer to established multi-item scales in the case of
market orientation. We took six items from the MARKOR scale (Kohli et
ah 1993), which are also used in refinements of the scale (Matsuno et al.

2000). These six cover the three dimensions addressed in the 32 items of
the original scale, i. e. generation and dissemination of and responsiveness
to market intelligence. With an additional seventh item we also included
the aspect of surveying non- and lost customers. In contrast to previous
research, explorative factor analysis revealed a one dimensional structure
°f market orientation, since all items loaded on one factor. The generated
seven-item-scale shows sufficient reliability with an alpha of 0.72.

5- Results and Discussion

We applied regression analysis to test our hypotheses (see Figure 1). The
analysis shows that the previously proposed determinants explain 50 %
of the variance of COCCOM relevance, which is a highly significant,
satisfactory result. Significant impacts have been identified for the
opportunities to promote the business case and the public good, for the problem
°f conflicts with established processes and for both CSR orientation and
toarket orientation as supporting characteristics. According to this analy-
Sls> the assessment of the expenses and uncertain effects of COCCOM as

well as company size only have insignificant regression coefficients.

Among the significant determinants, the perception of opportunisms

has the strongest influence on COCCOM relevance, followed by the

perception of conflicts and CSR orientation. It is worth noting that the
relevance of determinants is not necessarily reflected in their direct evalu-
aSon by the respondents. When assessed directly, perceived expenses are
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Figure 1: Regression Analysis ofDeterminants ofCOCCOM Relevance

Business case &

Public good

Expenses

Conflicts

Uncertain effects

CSR orientation

Market orientation

Perceived j
opportunities

Perceived

problems

Supporting
characteristics

Model summary:
R2= 0.50; p<0.001

VIF < 1.8;Std.Resid: <±2.3

N 68

rated as the most important obstacle to COCCOM (see means in appendix);

however, what actually impedes COCCOM are rather conflicts with
existing processes. Market orientation as the fourth important determinant

is of particular interest since it has not yet been empirically analysed

in connection with CSR and CSR communications. Our results confirm
that market orientation and social orientation are not opposites but can

complement each other.

It would be misleading to conclude from our regression analysis that
the non-significant regressors have no influence at all on COCCOM
relevance. Although the VIF of 1.8 indicates the absence of unacceptable

multicolinearity in the model, the deduction of the hypotheses has

already made quite clear that the determinants are not independent from

one another. In arguing for the relevance of supporting characteristics,

we hold, that they may well influence the perception of opportunities and

problems. Additionally, there are interdependencies within the opportu-

8 Since we only included respondents in the regression analysis who had no missing
values in their questionnaires the number of participants here is lower than the total

number of respondents mentioned above.
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Table 2: Correlation Matrix ofCOCCOM Relevance and Its Determinants

Relevance

of

COCCOM

Busi.

case

&

public

good

Expenses Conflicts
Uncertain

effects

Size CSR

orientation

Market

orien¬

tation

Relevance of
COCCOM

1.00 .58** -.35** -.50** -.29** .23** 51** .48**

Business

case &
public good

.58** 1.00 -.34** -.40** -.22** .31** 51** .43**

^Expenses -.35** -.34** 1.00 51** .29** -.35** -.36** -.31**
_C°nflicts -.50** -.40** 51** 1.00 .32** -.23** -.33** _ ^C)**

Uncertain
effects

-.29** -.22** .29** .32** 1.00 .15 n.s. -.32** -.13 n.s.

Size .23** .31** -.35** -.23** .15n.s. 1.00 .09 n.s. .25**
CSR

.orientation
51** 51** -.36** -.33** -.32** .09 n.s. 1.00 .26**

Market
.indentation

.48** .43** -.31** -.39** -,13n.s. .25** .26** 1.00

mties and problems categories. This is shown in the correlation matrix
(see Table 2).

All isolated correlations between the proposed determinants and
COCCOM relevance are significant. The above-mentioned assessments
°fexpenses and uncertain effects as insignificant show strong correlations
w'th the view of conflicts with established processes as the only significant

regressor among the problems perceived. Size has an influence on
COCCOM relevance because it shows strong correlations with the assessments

of opportunities and expenses.
However, the correlation matrix is unable to identify the exact nature

°f the influences between the various determinants. This would require
structural equation modelling (SEM) which was not applied here due to
the limited size of the sample.

As indicated above, the results generally apply to both industries
considered. Only in three cases the coefficients for the correlations between
the determinants proposed and COCCOM relevance are lower than
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0.20 in individual sub-sample analyses. In the energy sample, expenses
(r -0.15) and CSR orientation (r 0.16) show only weak correlations

wirh COCCOM relevance which might be due to industry specific legal
factors. Since 2005, energy suppliers in Germany have been are obliged

to disclose their sources of power generation (e. g. nuclear, carbon, renewable)

in their annual invoices. This type of information is an example of
COCCOM independent of CSR orientation. Since the new regulations
are especially challenging and sometimes expensive for companies without
a specific CSR orientation, they might cause an increase in the subjective
relevance of COCCOM which lessens the hypothesized relationship. The

exception in the food sample is size (r 0.14). The weakness of the influence

of size in this industry can be explained by the fact that among the

"dark green" corporations specializing in organic foods the proportion of
small companies is high. These companies often intensively communicate
with their customers. Thus, we find outstanding COCCOM activities on
both extremes of the size spectrum.

6. Conclusions and Outlook

The results have shown that four determinants particularly influence

COCCOM relevance: (1) the opportunity to promote the business case

and the public good, (2) conflicts with established processes, (3) CSR

orientation, and (4) market orientation. Consequently, actors eager to

promote corporate COCCOM should take special care that the opportunities

are perceived, that conflicts with established processes are reduced,

that a general CSR orientation does exist and that market orientation is

implemented. Supporting actors in this direction may be stakeholders

from outside the company, especially GOs and NGOs with a consumer
focus, but also managers from within the company.

Giving priority to the determinants which were identified in the

regression analysis as having the strongest influence on the importance
of COCCOM should not be misinterpreted as indicating that the other
determinants are irrelevant. As the correlation analysis has shown, all

determinants considered show strong and significant correlations with
COCCOM relevance and with other determinants. Therefore, all
determinants should be taken into account to foster COCCOM.
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To support business case opportunities GOs and NGOs could identify,

promote, and award best practice examples, which on the one hand

might have direct effects on consumers and the reputation of the award-

winning company while on the other hand providing benchmarks for
other companies and motivating them to make a similar commitment.
Greater awareness of opportunities beyond the business case could arise
from the development of instruments to operationalize and measure the
social case" (Baker 2002) of CSR and COCCOM. Additionally, intensive

co-operation and dialogues between companies and NGOs (e.g.
Mcintosh et al. 2003) offer opportunities to learn more about pressing
problems and possible solutions and thus help to optimize opportunities
in this field.

Chances to reduce the problem of high expenses could derive from
further co-operation between companies. One such example is an
initiative of nearly all big German clothes retailers which participate in
collective action to regulate their sourcing by jointly auditing and train-
tng their suppliers in developing countries and thus getting important
mformation on CSR (AVE 2003). However, these collective approaches
decrease the opportunities for individual companies to create competitive

advantages.
Another opportunity to save costs refers to the information dissemination

side of COCCOM. Instead of concentrating on corporate publications

an alternative philosophy is based more or less on the modified saying
do good and let others talk about it." Press releases, public appearances of

corporate representatives, or the above-mentioned participation in CSR
tests of consumer organisations e. g. can establish credible and thus influential

indirect communication with consumers (Schoenheit 2005).
Support is needed to reduce conflicts with established processes,

especially during the implementation phase of systematic COCCOM.
Therefore, experience of companies which have already succeeded in
ttnplementing such processes is helpful. The German mail order company
OTTO has turned this idea into a business model: they hived off Systain

(http://www.systain.com), a consultancy which helps other companies
to learn from OTTO's long-term and extensive experience in the field of
OSR and CSR communications. In some cases, public financial support
°fpilot implementation processes might be necessary.
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The third problem, the uncertain communication effects on consumers,

is directly connected to market orientation and the intensity ofmarket

intelligence use. CSR communication strategy does not guarantee market

success, however, this is not a CSR specific problem. Marketing effects

are - ex ante - always insecure. With regards to more traditional communication

topics marketing managers have learned to deal with insecurity
and to limit it by applying sophisticated marketing research methods. Up
to date, many companies still do not include CSR issues in their ordinary

marketing research instruments. Thus, it is inevitable that they are

unclear about the effects of CSR communication.

Regarding supporting characteristics the study has shown that SMEs
need special support in their CSR communication activities. The above-

mentioned strategies of cost reduction are particularly important for
them. Another aspect is the relevance of a company's social-ecological
orientation, which highlights that COCCOM cannot be separated from
actual CSR performance, the basis for all CSR communications (Kohn
2004). Finally, the great importance of market orientation could encourage

different stakeholders to urge companies to intensify market research

activities with a special focus on CSR.

Despite the clear and highly relevant results of our survey, many key

questions in the field of COCCOM remain open. Future studies have to
show if our results can be replicated with samples which are both
representative and include more industries and other countries. Furthermore,
it needs to be emphasized that we only analyzed conditions for superor-
dinated aims. High relevance of COCCOM is only a necessary but not
a sufficient condition for actual COCCOM. COCCOM in turn is only
one necessary condition for transparency towards consumers. Quality of
information is more important than its quantity to make CSR transparent

for consumers, and we have not analysed qualitative communications

aspects. COCCOM only enhance transparency for consumers if
they provide a valid picture of the real CSR situation. Studies, however,

indicate that there is a huge gap between CSR rhetoric and reality at

this point (e. g. Saha & Darnton 2005). Finally, transparency concerning
CSR clearly is no guarantee of sustainable consumption. Nevertheless, it
is a necessary condition which deserves increased attention of both
practitioners and researchers.



WHY DO COMPANIES COMMUNICATE WITH CONSUMERS ABOUT CSR? 323

References

AVE (AUSSENHANDELSVEREINIGUNG DES DEUTSCHEN EINZELHANDELS) (2003). Sector
Model Social Responsibility of Member Firms of The Aussenhandelsvereinigung
des Deutschen Einzelhandels e.V. (Foreign Trade Association of the German Retail
Trade): Description of the System. Cologne: AVE.

Baker, M. (2002). But Is there a Social Case for CSR? Business Respect 43: online
edition. Last retrieved on June 16, 2008 from http://www.mallenbaker.net/csr/
CSRfiles/page.php?Story_ID 695.

Becker-Olsen, K.L.; Cudmore, B.A. & Hill, R.P. (2006). The Impact of Perceived

Corporate Social Responsibility on Consumer Qehzviour. Journal ofBusiness

Research 59: 46-53.
Beckmann, S. C. (2006). Consumers Perceptions of and Responses to CSR: So Little

Is Known so far... In: M. Morsing & S.C. Beckmann (eds.). Strategic CSR
Communication. Copenhagen: DJOF Publishing: 163-184.

Brinkmann, J. (2004). Looking at Consumer Behavior in a Moral Perspective. Journal
ofBusiness Ethics 51:129-141.

Brinkmann, W. (2005). Economic Success through Strategies for the Benefit of Consumers:

Examples ofSuccess. Speech at the International Symposium on Consumer Policy,
Berlin, 8-9 June 2005. Last retrieved on June 16, 2008 from http://webl l.sll2.typo3
server.com/fileadmin/Inhalte/sympo05/Abstracts/Abstract_Brinkmann_eng.pdf.

Buysse, K. & Verbeke, A. (2003). Proactive Environmental Strategies: A Stakeholder

Management Perspective. Strategic ManagementJournal 24: 453-470.
Carroll, A.B. (1999). Corporate Social Responsibility: Evolution of a Definitional

Construct. Business & Society 38: 268-295.
Clarkson, M.B.E. (1995). A Stakeholder Framework for Analyzing and Evaluating

Corporate Social Performance. Academy ofManagement Review 29: 92-117.
Cormier, D.; Gordon I.M. & Magnan, M. (2004). Corporate Environmental Dis¬

closure: Contrasting Management's Perceptions With Reality. Journal ofBusiness

Ethics 49: 143-165.
Corson, B. et al. (1988). Shopping for a Better World: A Quick and Easy Guide to

Socially Responsible Supermarket Shopping. New York: CEP.
Darby, M. & Karni, E. (1973). Free Competition and the Optimal Amount of Fraud.

Journal ofLaw and Economics 16: 67-88.
Bllen, P.S.; Webb, D.J. & Möhr, L.A. (2006). Building Corporate Associations:

Consumer Attributions for Corporate Socially Responsible Programs. Journal of
the Academy ofMarketing Science 34: 147-157.

Bppler, M.J. & Mengis, J. (2004). The Concept of Information Overload: A Review of
Literature from Organization Science, Accounting, Marketing, MIS, and Related

Disciplines. The Information Society 20: 325-344.
BU-Commission (2002). Corporate Social Responsibility: A Business Contribution

to Sustainable Development, Communication from the European Commission,
July 2, 347 final. Brussels: European Union.



324 SCHRÄDER, HANSEN & SCHOENEBORN

Fombrun, C.J.; Gardberg, N.A. & Barnett, M.L. (2000). Opportunity Platforms
and Safety Nets: Corporate Citizenship and Reputational Risk. Business andSociety

Review 105: 85-106.
Fombrun, C.J. (1997). Three Pillars of Corporate Citizenship: Ethics, Social Benefit,

Profitability. In: N.M. Tichy, A.R. McGill & L.S. St. Clair (eds.). Corporate
Global Citizenship: Doing Business in the Public Eye. San Francisco: New
Lexington Press: 27—42.

GonzAlez-Ben ito, J. & GonzAlez-Benito, 0.(2006). A Review ofDeterminant Factors

ofEnvi ronmental Proactivity. Business Strategy and the Environment 15: 87-102.
GRI (Global Reporting Initiative) (2006). Sustainability Reporting Guidelines:

Version 3.0. Amsterdam: GRI.
Hansen, U. & Schräder, U. (1997). A Modern Model of Consumption for a Sustain¬

able Society. Journal ofConsumer Policy 20: 443-468.
Hansen, U. (1988). Marketing und soziale Verantwortung. Die Betriebswirtschaft 48:

711-721.

Hooghiemstra, R. (2000). Corporate Communication and Impression Management:
New Perspectives Why Companies Engage in Corporate Social Reporting. Journal

ofBusiness Ethics 27: 55-68.
Hümmels, H. & Timmer, D. (2004). Investors in Need ofSocial, Ethical, and Environ¬

mental Information. Journal ofBusiness Ethics 52: 73-84.
Isenmann, R. & Lenz, C. (2002). Internet Use for Corporate Environmental Report¬

ing: Current Challenges - Technical Benefits - Practical Guidance. Business Strategy

and the Environment 11: 181-202.

Karstens, B. & Belz, F.-M. (2006). Information Asymmetries, Labels and Trust in
the German Food Market. A Critical Analysis Based on the Economics of Information.

InternationalJournal ofAdvertising 25: 189-211.

Keat, R„ Whiteley, N. & Abercrombie, N. (eds.) (1994). The Authority of the

Consumer. London: Routledge.
Koellner, T. et al. (2005). Principles for Sustainability Rating of Investment Funds.

Business Strategy and the Environment 14: 54-70.
Kohli, A.; Jaworski, B.J. & Kumar, A. (1993). A Measure of Market Orientation.

Journal ofMarketing Research 30: 467-477.

Kohli, A.K. & Jaworski, B.J. (1990). Market Orientation: The Construct, Research

Propositions. Journal ofMarketing 54(2): 1-18.

Kohn, M.M. (2004). Integrating Responsibility Communication at Merck. Corporate

Responsibility Management 1: 30-33.
Kolk, A. (2004). A Decade of Sustainability Reporting: Developments and Signifi¬

cance. InternationalJournal ofEnvironment and Sustainable Development 3: 51-64.

Koplin, J.; Seuring, S. & Mesterharm, M. (2007). Incorporating Sustainability into

Supply Management in the Automotive Industry: The Case of the Volkswagen AG.

Journal ofCleaner Production 15: 1053-1062.

Lantos, G.P. (2002). The Ethicality of Altruistic Corporate Social Responsibility.
Journal ofConsumer Marketing 18: 595-630.



WHY DO COMPANIES COMMUNICATE WITH CONSUMERS ABOUT CSR? 325

Llena, F.; Moneva, J.M. & Hernandez, B. (2007). Environmental Disclosures and

Compulsory Accounting Standards: The Case ofSpanish Annual Reports. Business

Strategy and the Environment 16: 50-63.
Logan, D. (1998). Corporate Citizenship in a Global Age. RSA journal 146: 64-71.
Luo, X. & Bhattacharya, C.B. (2006). Corporate Social Responsibility, Customer

Satisfaction, and Market Value. Journal ofMarketing!®' 1-18.
Maass, F. & Clemens, R. (2002), Corporate Citizenship: Das Unternehmen als «gu¬

ter Bürger». Wiesbaden: DUV.
Maignan, I. & Ralston, D.A. (2002). Corporate Social Responsibility in Europe and

the U.S.: Insights from Businesses' Self-presentations. Journal ofInternational Business

Studies 33: 497-514.
Maignan, I. & Ferrell, O.C. (2004). Corporate Social Responsibility and Marketing:

An Integrative Framework. Journal ofthe Academy ofMarketing Science 32: 3-19.
Maignan, I. et al. (1999). Corporate Citizenship: Cultural Antecedents and Business

Benefits. Journal ofthe Academy ofMarketing Science 27: 455-469.
Mamic, I. (2005). Managing Global Supply Chain: The Sports Footwear, Apparel and

Retail Sectors. Journal ofBusiness Ethics 59: 81-100.
Marsden, C. & Andriof, J. (1998). Towards an Understanding of Corporate Citizen¬

ship and how to Influence It. Citizenship Studies 2: 329-352.
Marshall, R.S. & Brown, D. (2003). Corporate Environmental Reporting: What's

in a Metric? Business Strategy and Environment 12: 87-106.
Matsuno, K.; Mentzer, J.T. & Rentz, J.O. (2000). A Refinement and Validation of

the MARKOR Scale. Journal ofthe Academy ofMarketing Science 28: 527-539.
Matten, D. & Crane, A. (2005). Corporate Citizenship: Towards an Extended Theoretical

Conceptualization. Academy ofManagement Review 30: 166-179.
McIntosh, M. et ai. (2003). Living Corporate Citizenship: Strategic Routes to So¬

cially Responsible Business. London: Prentice Hall.
McWilirams, A. & Siegel, D. (2001). Corporate Social Responsibility: A Theory of

the Firm Perspective. Academy ofManagement Review 26: 117-127.

Michelson, G. et al. (2004). Ethical Investment: Processes and Outcomes. Journal of
Business Ethics 52: 1-10.

Mises, L. von (1949). Human Action. A Treatise on Economics. London: William
Hodge.

Mohr, L.A.; Webb, D. & Harris, K.E. (2001). Do Consumers Expect Companies to
be Socially Responsible? The Impact of Corporate Social Responsibility on Buying
Behavior. TheJournal ofConsumerAffairs 35: 45-72.

Morsing, M. & Schultz, M. (2006). Corporate Social Responsibility Communication:

Stakeholder Information, Response and Involvement Strategies. Business Ethics:

A European Review 15: 323-338.
Nelson, P. (1970). Information and Consumer Behavior. Journal ofPolitical Economy

78: 311-329.
P'Echocki, R. (2004). Transparency ofAnnual Sustainability Reports. Corporate Rep¬

utation Review 7: 107-123.



326 SCHRÄDER, HANSEN & SCHOENEBORN

Reisch, L. (2004). Principles and Visions of a New Consumer Policy. Journal of
Consumer Policy 27 \ 1-42.

Reisch, L. (2007). Are Consumers Interested in Information on Corporate Social Re¬

sponsibility? Yes - but not in the Form of CSR Reports! In: C. Beck & W. Fischer
(eds.). Damit alle leben können. Plädoyers für eine menschenfreundliche Ethik,
Series Factibilitas. Schriften zur Sozialethik und Sozialphilosophie 1. Erkelenz:
Aldus: 127-150.

Riordan, C.M.; Gatewood, R.D. & Barnes, J.B. (1997). Corporate Image: Employee
Reactions and Implications for Managing Corporate Social Performance. Journal of
Business Ethics 16: 401-412.

Rubik, F. & Frankl, P. (eds.) (2005). The Future of Eco-labelling: Making Environ¬
mental Product Information Systems Effective. Sheffield: Greenleaf.

Saha, M. & Darnton, G. (2005). Green Companies or Green Con-panies: Are
Companies Really Green, or Are They Pretending to Be? Business and Society Review

110: 117-157.

Scherer, A.G. & Smid, M. (2000). The Downwards Spiral and the U.S. Model Busi¬

ness Principles: Why MNEs Should Take Responsibility for the Improvement of
World-Wide Social and Environmental Conditions. Management International
Review A0\ 351-371.

Schoenheit, I. (2005). Social Quality of Products: Assessment and Signalling. In:
U. Oltersdorf et al. (eds.). Consumer & Nutrition Challenges and Chances for
Research and Society. Karlsruhe: 108-116.

Schräder, U. & Sandström, J. (2006). Corporations as Citizens: Conditions for a Le¬

gitimate Metaphor. Paper presented at the EBEN Research Conference: Normative
Foundations of Corporate Responsibility, 16/06/06, St. Petersburg.

Schüler, D.A. & Cording, M. (2006). A Corporate Social Performance-Corporate
Financial Performance Behavioral Model for Consumers. Academy ofManagement
Review 31: 540-558.

Schwaiger, M. (2004). Components and Parameters of Corporate Reputation: An

Empirical Study. Schmalenbach Business Review 56: 46-71.
Sen, S. & Bhattacharya, C.B. (2001). Does Doing Good Always Lead to Doing Bet¬

ter? Consumer Reactions to Corporate Social Responsibilty. Journal ofMarketing
Research 38: 225-243.

SlNGHAPAKDl, A. et al. (1996). The Perceived Role of Ethics and Social Responsibility:
A Scale Development. Journal ofBusiness Ethics 15: 1131-1140.

Smith, N.C. (2003). Corporate Social Responsibility: Whether or How?. California
Management Review 45: 52-76.

SustainAbility (2004). Risk & Opportunity: Best Practice in Non-Financial Report¬

ing. The Global Reporters 2004 Survey of Corporate Sustainability Reporting, in

Co-operation with Standard & Poor's and UNEP. London: SustainAbility.
TCCC-BC & USCC-CCC (The Center for Corporate Citizenship at Boston

College and U.S. Chamber of Commerce Center for Corporate Citizenship)

(2004). The State of Corporate Citizenship in the U.S.: A View from Inside



WHY DO COMPANIES COMMUNICATE WITH CONSUMERS ABOUT CSR? 327

2003-2004. Produced in Co-Operation with the Hitachi Foundation. Boston:
The Center for Corporate Citizenship at Boston.

The WorldWatch Institute (2004). State of the World 2004: A Worldwatch Institute
Report on Progress Toward a Sustainable Society. Special Focus: The Consumer
Society. New York, London: W.W. Norton.

Thogersen, J. (2000). Psychological Determinants of Paying Attention to Eco-Labels
in Purchase Decisions: Model Development and Multinational Validation .Journal
ofConsumer Policy 23: 285-313.

Thogersen, J. (2006). How May Consumer Policy Empower Consumers for Sustain¬
able Lifestyles?. Journal ofConsumer Policy 28: 143-178.

Töpfer, K. (2005). The Principle of Responsibility: Who's Thinking about Tomorrow?.

Zeitschriftfür Kulturaustausch 1(2005): online edition. Last retrieved on June
16, 2008 from http://www.ifa.de/zfk/themen/05_l_fortschritt/etoepfer.htm.

Turban, D.B. & Greening, D.W. (1996). Corporate Social Performance and Organi¬
zational Attractiveness to Prospective Employees. Academy ofManagementJournal
40:658-672.

Ulrich, P. (1999). Intergrative Economic Ethics - toward a Conception of Socio-Eco-
nomic Rationality. In: P. Koslowski (ed.). Contemporary Economic Ethics and
Business Ethics. Berlin: Springer: 37-54.

Valor, C. (2005). Corporate Social Responsibility and Corporate Citizenship:
Towards Corporate Accountability. Business and Society Review 110: 191-212.

Waddock, S. (2004). Creating Corporate Accountability: Foundational Principles to
Make Corporate Citizenship Real. Journal ofBusiness Ethics 50: 313-327.

Wheeler, D. & Elkington, J. (2001). The End of the Corporate Environmental Re¬

port? Or the Advent of Cybernetic Sustainability Reporting and Communication.
Business Strategy and the Environment 10: 1-14.

Whitehouse, L. (2006). Corporate Social Responsibility: Views from the Frontline.
Journal ofBusiness Ethics 63: 279-296.

Wiedmann, K.-P. & Buxel, H. (2005). Corporate Reputation Management in Ger¬

many. Corporate Reputation Review 8: 145-163.
Wood, D.J. (1991). Corporate Social Performance Revisited. Academy ofManagement

Review 16: 691-718.
World Economic Forum (2002). Global Corporate Citizenship: The Leadership

Challenge for CEOs and Boards. Geneva: World Econmic Forum and The Prince
of Wales International Business Leaders Forum.

Young, W. & Welford, R. (2002). Ethical Shopping: Where to Shop, What to Buy
and What to do to Make a Difference. London: Vision Paperbacks.

ZAW (Zentralverband der deutschen Werbewirtschaft) (2006). Werbung in
Deutschland 2006. Berlin: edition ZAW.



328 SCHRÄDER, HANSEN Sc SCHOENEBORN

Appendix: Measures

All items were rated on a 5-point Likert-scale, ranging from 1: "totally
applies" to 5: "does not apply at all."

Relevance of COCCOM Mean Std. Dev.

At present consumer oriented CSR communications are
of nigh relevance in our company.

2.27 1.04

Perceived opportunities: Business case (1-5) & Public
good (6-8) (alpha 0.87)

Mean Std. Dev.

Consumer-oriented CSR communications offer our
company the opportunity to

(1) increase our reputation in general. 1.92 0.78

(2) stabilize our reputation in times of crisis. 2.21 0.86

(3) increase our attractiveness for consumers. 1.98 0.80

(4) increase our attractiveness for employees. 2.23 0.88

(5) increase our attractiveness for financiers. 2.96 1.09

(6) do something morally right - no matter if
economically successful.

2.23 0.91

(7) to serve common welfare. 2.23 0.86

(8) steer consumers towards sustainable consumption. 2.42 0.99

Overall 2,27 0,65

Perceived problems: Expenses (alpha 0.83) Mean Std. Dev.

(1) Communication costs are very high. 2.63 0.96

(2) Costs of information generation are very high. 2.95 0.96

(3) For us, necessary information is very difficult to
obtain.

3.29 0.95

(4) We do not have enough relevant activities to
communicate about.

3.32 1.07

Overall 3.05 0.80
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Perceived problems:
Conflicts with established processes (alpha 0.75)

Mean Std. Dev.

(1) Other tasks are more important to us. 2.61 0.97

(2) Our employees do not have enough time for that. 2.86 1.05

(3) Our employees do not have the necessary competence

for that.
3.47 0.89

(4) It causes coordination problems between the departments

involved.
3.48 0.91

Overall 3.13 0.71

Perceived problems: Uncertain effects (alpha 0.78) Mean Std. Dev.

(1) Consumers have little interest in CSR-information. 3.18 0.92

(2) CSR-information does not influence purchasing
decisions of consumers.

3.09 0.95

Overall 3.13 0.85

Supporting organisational characteristics:
^Market orientation (alpha 0.72)

Mean Std. Dev.

(1) We poll end users at least once a year to assess the
quality of our products and services.

2.63 1.20

(2) We poll former customers and non-customers to
Jissess the reasons underlying their decisions.*

3.06 1.10

(3) Marketing personnel in our business unit spend
time discussing customers' future needs with other

Junctional departments.

2.19 0.88

(4) Data on customer satisfaction is disseminated at all
Jjvels in this business unit on a regular basis.

2.54 1.07

(5) For one reason or another, we tend to ignore chang-
Jjsjn our customers' product or service needs.**

4.18 0.84

(6) The product lines we sell depend more on internal
Politics than real market needs.**

3.99 0.90

(7) If a major competitor were to launch an intensive
Campaign targeted at our customers, we would

.miplement a response immediately.

2.21 0.84

_Overall 2.36 0.60

Source: Kohli et al., (1993); *new item; ** reversed item
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Supporting organisational characteristics:
CSR orientation

Mean Std. Dev.

Ecological and social compatibility of our business is an
aim or top significance for us.

2.24 0.89
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