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This report looks at the following areas:

* What macroeconomic factors are currently shaping consumer shopping
behaviors, and CSR’s role in this larger picture

» Areas where consumers want companies to focus their CSR efforts

¢ How consumers find out about companies’ CSR initiatives

« Ways that consumers are willing to show support for brands’ and retailers’
CSR efforts

» Consumers’ awareness of — and attitudes toward - brands’ sustainability
efforts

« Consumers’ attitudes related to CSR in general

Half of US adults pay attention to companies’ corporate social responsibility
(CSR) initiatives. And, a majority of those who pay attention also think that these
CSR plans are important factors when they are deciding where to shop or what
o buy.

Conscious consumerism is on the rise as consumers increasingly want fo direct
their purchasing in ways that have meaning beyond a mere transaction. Amid
such high inflation, though, consumers might be forced to make purchase
decisions that are more based on basic needs like price and product
availability rather than ethics. This, as well as other outside factors such as the
pandemic and the Ukraine conflict, threaten to divert consumers’ attention and
infentions.

Half of consumers remain skeptical about the intent of such CSR plans, and, as
such, they’re more likely to see and hear marketing language and lofty goals
that don’t have meaning. While there will always be naysayers, companies
have to work hard fo educate the public at large about the true intent and
meaning behind their efforts, as well as share tangible impact.

There are many ways to earn the trust and respect of consumers. This could
entail putting company leaders in the spotlight, showing how they personally
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uphold their company beliefs; providing progress reports as to the impact the
company’s CSR efforts have had using measurable proof; and taking stands on
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THE CONSUMER - FAST FACTS
IMPORTANT ISSUES FOR BRANDS TO SUPPORT

Three-way tie for top issues consumers want brands to

address
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What this means
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Gen Z wants brands to address health and wellness-related
issues, more so than others
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generation and parental status, 2022

Black consumers far more likely than others to say DEl is
important to address

Figure 27: Important issues for brands to support, by race and
by Hispanic origin, 2022

INFORMATION SOURCES

Consumers are influenced by a variety of sources

What this means

Figure 28: Information sources, 2022

Gen Z and Millennials more likely to get their information
from online sources

Figure 29: Information sources, by generation, 2022

PREFERRED METHODS OF INVOLVEMENT

Monetary support is preferred, but not the only way
consumers will get involved

What this means

Figure 30: Preferred methods of involvement — nets, by
household income, 2022

Consumers are willing to show their support for brands,
especially if it doesn’t involve much effort

Figure 31: Preferred methods of involvement, 2022

Figure 32: Allbirds supports Earth Day with call for donations,
2022

Figure 33: Sam’s Club supports Feeding America food banks,
2022

Women will advocate for brands in many ways

Figure 34: Select preferred methods of involvement, by
gender, 2022

Gen Z and Millennials will go the extra step for causes they
believe in

Figure 35: Preferred methods of involvement, by generation,
2022

Black consumers will open their wallets for the right reason
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Figure 36: Select preferred methods of involvement, by race
and Hispanic origin, 2022

Figure 37: Macy's supports Black History Month, 2022
Consumers more likely to get involved with brands that are
made locally or in the USA

Figure 38: Top five environmental claims that resonate with

consumers when shopping, 2022

ATTITUDES TOWARD SUSTAINABILITY

Most consumers are “somewhat” in the know on
sustainability and think it's “somewhat” important

What this means

Figure 39: Sustainability knowledge, 2021

Figure 40: Importance of sustainability, 2022
Sustainability is a top concern for at least four in 10
shoppers for electronics, household goods and food
Figure 41: Importance of sustainability, by category, 2022
Figure 42: Willingness to pay more for sustainability, by key
demographics, 2022

Figure 43: Chipoftle touts proof points from its sustainability
report, 2021

Level of expectation regarding sustainability’s scope will
evolve

Figure 44: Attitudes toward brands and sustainability, 2022
Figure 45: United Nations Sustainable Development Goals
Figure 46: Motivating reasons to buy eco-friendly products
Consumers speak out on sustainability

They understand the concept of sustainability, but perhaps
not the various facets of it

Recycling, reducing use of plastics are common household
activities

Open to learning from brands, within limits

ATTITUDES TOWARD CORPORATE SOCIAL RESPONSIBILITY

Consumers want brands to speak up about their CSR plans
What this means

Figure 47: Atfitudes toward communicating CSR efforts and
company values, 2022

Figure 48: Aftitudes foward communicating CSR efforts and

company values, by generation, 2022

Consumers will align with, but also avoid, companies whose

CSR efforts match or differ from their own

Figure 49: Advocacy versus boycotting, by generation, 2022
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Figure 50: Flowers for Dreams stands up for Women's Health

Protection Act, 2022

» CSR can be a recruitment tool and a revenue generator
Figure 51: General attitudes toward corporate social
responsibility, 2022
Figure 52: Attitude toward worth of socially responsible
companies, by age and household income, 2022

* No room for marketing hype

Figure 53: Skepticism toward social responsibility efforts, by

key demos, 2022
« Multicultural consumers are tuned in and taking action

+  What this means

Figure 54: Attitudes toward corporate social responsibility

efforts, by race and Hispanic origin, 2022

REASONS FOR APATHY

+ Price and convenience still win out
+  What this means
Figure 55: Reasons for apathy, 2022

* Older men are the most skeptical

Figure 56: Skepticism regarding CSR, by gender and age,

2022

APPENDIX - DATA SOURCES AND ABBREVIATIONS

¢ Data sources

« Consumer survey data

« Consumer qualitative research
« Abbreviations and terms

» Abbreviations

+ Terms
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