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DO consumers
care about
CSR ?

Just Saying or Doing ?

Imug
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Klaus Topfer, Executiv Director, UNEP

“Consumers are increasingly interested in the world that lies
behind the product they buy. Apart from price and quality, they
want to know how, where and by whom the product has been
produced.’

How to prove this
hypothesis ?

Is there any
evidence ?

Dr. I. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug

12



Theoretical background: consumer and citizen Imug

Basic consumer demands ...
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Theoretical background: the consumer—citizen imug

Basic consumer demands ...

quality

safety egoistical
p goals

good price

service / rights A

Consumers as citizens
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Polls prove: general attitude Imug

,Industry and retail do not care enough about their own

responsible behaviour!”

European Average
Finland

Great Britain
Portugal

Italy
Switzerland

Spain
France
Belgium
Germany
Sweden

Denmark
Netherlands

source: Mori

| 58
I 75
I 71
I 66
I 64
I 63
I 62
I 50
I 57
I 47
I 46
¥
I 40

B agreement (in %)

Quelle, MORI, 2000

n =12.000 consumers in 12 European countries

data in percentage
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Polls prove: general attitude Imug

,Industry and retail do not care enough about their own

responsible behaviour!”

European Average | 58
Finland G 7S
Great Britain I 1
Portugal G 56
italy I ¢/
Switzerland T 53
Sl [
France NG 60
Belgium I 57
Germany NN /7
Sweden INNENEGGEN /6
Denmark I /4
Netherlands S 20

source: Mori
n =12.000 consumers in 12 European countries
data in percentage

INFORMING CONSUMERS OF CSR IN
INTERNATIONAL TRADE

Priliminaiy Diralft, June 2006

for example:

35 studies on
expectations of
consumers towards
CSR

ORGANISATION DE GOOPERATION ET DE DEVELOPPEMENT ECONOMIQUES
ISATION FOR EGONOMIG GO-OPERATION AND DEVELOPMENT

18.12.2006
© imug
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Polls show: preferences for responsible companies Imug

, roday, various products of the daily demand are from comparable quality.

Please, tell me if you would prefer a product with same price and quality of a company
from which you know that this company shows social responsibility in a special
dimension/ way.”

ORGANISATION DE GOOPERATION ET DE DEVELOPPEMENT ECONOMIQUES
ISATION FOR EGONOMIG GO-OPERATION AND DEVELOPMENT

00 | e
349% of the consu

I
|
o products of resp
often prefer -24 CoT Ao Trans
/ Prilirinary Diclft, June 2006

always prefer

sometimes prefer 20
not prefer 32 .
most studies
are even more
| do not know 14 T
| | | | ,optimistic ‘
ks
© P> ® S
source: imug (2003): Themenspot Verbraucher und Corporate Social Responsibility © imug

basis: population from 16 years on;

n = 979; data in percentage 07



Boykott
campaigning for specific
Issues

Protests

consumer activists
demonstrate for decent work in
supply chain

Buykott
AEG brand decreased sales

after cutting german production

Give Nestlé
the boot.

> .frah@!'.r'rmwﬂf’

Sy el

F 'i’A o

N HE

2l im rechis frafen

- / S
Protest vor dem: AEG-Werk in Niirnberg

HHHHHHH ATE

Kunden strafen Electrolux ab

eit dem umsirillenen Beschluss, das 2005 durch die SchlieB:
traditionsreiche AEG-Werk in Niirn- ik i

rsch gesell

der Marktanteil der re
it Elek-

1 Mo-

support breasts
not dictators

' boyéott tiimph:
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What do
consumers
understand

= about CSR ?
ICRT i

-Lﬂ;g_ugopm PARLIAMENT

EUROPEAN D for Saclal Affairs and Equal Opportunities
| COMMISSION UNIT B2; European Employment Strategy, CSR, Local Development
T ol et

Dr. I. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug

119



>

What do consumers associate with coprporate’s social resonsibility ? Imug

Open question / asking for clues, examples etc.

Social issues
(n = 606)

Environmental issues
(n =401)

Market-issues
(n =251)

General ethical
issues (n =47)

Umgang mit Beschéftigten (n = 279)
= verantwortliches, solidarisches
Verhalten gegeniiber
Mitarbeitern (n = 138)

= Sozialleistungen, soziale
Absicherung (n = 72)

= Vergitung (L6hne, Gehalter,
Beteiligungen) (n = 42)

= Gleichstellung benachteiligter
Gruppen (n = 18)

= Gesundheitsschutz (n = 5)

= Mitarbeiterférderung (n = 4)

Arbeitsplatzerhaltung (n = 175)
= Arbeits- / Ausbildungsplatze (n = 94)
= Standort Deutschland (n = 81)

Sozialstandards, fairer Handel (n = 162)
= keine Kinderarbeit (n = 63)

= Menschenrechte / Sozialstandards
einhalten (n = 62)

= fairer Handel (n = 33)

= Unterstitzung der Wirtschaft
in armeren Landern (n = 4)

UmweltschutzmaBnahmen (n = 317)

= Reinhaltung von Luft, Boden,
Gewasser (n = 268)

= sparsamer Einsatz von Rohstoffen
und Energie, nachwachsende
Rohstoffe nutzen (n = 29)

= artgerechte Tierhaltung (n = 16)

= verantwortlicher Umgang mit
neuen Technologien (n =3)

= Kkurze Transportwege (n = 1)

Umweltvertrégliche Produkte,

Verpackungen (n = 84)

= umweltfreundliche Produkte,
Verpackungen (n = 69)

= regionale Produkte (n = 10)

= Geraterlicknahme, Recycling,
Dosenpfand (n = 5)

basis: reprasentative Haushaltsbefragung
n = 1.008; Inhaltsanalytische Kategorisierung offener Antworten, Mehrfachnennungen mdaglich

Qualitat zu fairen Preisen (n =
122)

= qualitativ hochwertige, ,sichere”
Produkte (n = 78)

= gutes Preis-Leistungsverhaltnis
(n=44)

Kundenorientierung und
Service (n = 30)
Verbraucherinformation (n = 73)

= Produkt- und Hersteller-
informationen (n = 57)

= Transparente Produktions-
prozesse (n = 16)

Wirtschaftlichkeit (n = 6)

= rentabel wirtschaften,
guter Umsatz (n = 2)

= solide Finanzpolitik (n = 3)

= Gewinne reinvestieren (n = 1)
Informationsoffenheit (n = 3)

= Mitarbeiter Uber Unternehmens-
stand informieren (n = 2)

= offen (n = 1)

Unterstitzung sozialer,

O0kologischer Projekte (n = 17)

mehr Verantwortung,

weniger Gewinn-

orientierung (n = 26)

= moralisch vertretbar
handeln (n = 20)

= mehr Verantwortung
fur Gesellschaft
Ubernehmen (n = 3)

= weniger egoistisch,
weniger Macht-
streben (n = 2)

= weniger
Shareholderorien-
tierung (n = 1)

Ehrlichkeit, Zuver-
lassigkeit (n=17)
= Ehrlichkeit (n = 14)

= Zuverlassigkeit (n = 3) © imug 2006
Sonstiges (n = 4)

wn / kA (n =29)
Dr. I. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006
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What do consumers associate with coprporate’s social resonsibility ? Imug

Open question / asking for clues, examples etc.

Social issues
(n = 606)

Environmental issues
(n =401)

Market-issues
(n =251)

General ethical
issues (n=47)

= vere
Verl
Mite
= S0z
Abs

= Ver¢
Bete

= Glei
Gru

= Ges
= Mita

Arbei
= Arb
= Stat

Sozia
= kein
= Mer

eint
= faire
= Unte

in &l

relevant aspects / issues may also

Umgang mit Beschéftigten (n = 279) UmweltschutzmaBnahmen (n = 317)

Qualitat zu fairen Preisen (n =

nearly each consumer mentions
some aspects / issues

not all issues are relevant for
every consumer

differ by industry

basis: reprasentative Haushaltsbefragung
n = 1.008; Inhaltsanalytische Kategorisierung offener Antworten, Mehrfachnennungen mdaglich

mehr Verantwortung,

)

r

g
)

"9 ©imug 2006

Dr. I. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug

/11



Imug

A CSR benchmarks sk

Brussels
g 0 December 18th

I. : L‘E’
i
i)
.
\

Do all
consumers
care about

e English CSI a .

7 g FUROPEAN PARLIANENT “1
s Cgl’:nﬁhg;ES?gN :er' D2: Eu'bpeanl g:mlnrrnerlt Swgcifﬂgﬁlzg:dnzzﬂ:pmﬁwnm“

Dr. |. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug

1112



Pitfall: Trade offs between price, quality and CSR Imug

Example: Jogging shoes

price 60 € win

quality (runability + mark 1.5 win ' I
endurance) buylng '

business best win
responsibility (CSR) practice

Dr. I. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug
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Pitfall: Trade offs between price, quality and CSR Imug

Example: Jogging shoes new case

price L 120 € expensive

quality (runability + { mark2.0l okay buylng ?

endurance)

business best win
responsibility (CSR) practice

Dr. I. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug
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Pitfall: Trade offs between price, quality and CSR Imug

Example: Jogging shoes third case

price 60 € win

quality (runability + { mark2.0l okay buylng ?

endurance)

under loss
average

business
responsibility (CSR)

Dr. I. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006
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Pitfall: Trade offs between price, quality and CSR Imug

Example: Jogging shoes

price 60 € 90 € 120 € 150 €

quality (runability + mark 1.5 mark 2.0 mark 2.5 mark 3.0
endurance)

business best over- average under-
responsibility (CSR) practice average average

brand adidas Puma Nike asics

Dr. I. Schoenheit

What are the findings ? CSR benchmarks
Conference in
Brussels

Which impact has CSR in relation to price, quality ... ? 18.12.2006

© imug
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Findings: Trade offs between price, quality and CSR  [y{ife|

1 Quality and price are more important
than CSR (average consumer)

2 Quality and price have nearly the
same impact like CSR (about 20 % of consumers)

3 Importance / impact of CSR differs

between product cateqories
(Jogging shoes / washing machines)

Dr. |. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

available, credible, comparative information about CSR g

1117

Assumption for all cases:
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Who should
Inform
consumers
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" CSR ?
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Sources of CSR-information for consumers Imug

Industry.com Media

objective
comparative
credible
usable By

Brusse Is
18.12.2006

© imug
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Interest in CSR-information from independant institutions gg{8le|

“Once accepted, there would be an independent institution similarly the STIFTUNG
WARENTEST, which would arrange and evaluate information about social and ecological
effects of enterprises activities.

Please tell me how much you would be interested in information about companies from
this institution.”

very interested 27
interested 39
less interested
not interested
| do not know 6
Dr. I. Schoenheit
1 T T T T 1 CSR-benchmarks
for consumers.
Q q/Q VQ (OQ Q)Q \'QQ Conference in
Brussels
18.12.2006
Source: imug (2003): Themenspot Verbraucher und Corporate Social Responsibility ©imug

basis: population from 16 years on;

n = 974; data in percentage
1120



Conference
Brussels
December 18th

Do consumer
buy responsible
If CSR-information

—— RN Is available ?
:- maumwmumm ICRT 4y
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velopment

Dr. I. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug

/I 21



Impact of CSR-tests on buying decisions Imug

Subscribers of Stiftung Warentest‘s magazine test /
who bought salmon after reading CSR-test on salmon and before interviewing

[ all, who bought salmon (n = 280)

v | ¢ Dr. I. Schoenheit
CSR-benchmarks
m preference for. . . buykott of . . . G
15.15 2006
© imug

basis: Abonnentenpanel der Stiftung Warentest;
n =542; Angaben in Prozent; bei den Handlungsoptionen Praferenz oder Boykott waren Mehrfachnennungen moglich.
Filter: nur die 52% der Befragten, die seit Erscheinen des CSR-Tests Tiefkihl-Lachs gekauft haben. Il 22



Just saying or doing? Imug

1 The gap between just saying (67%)

and doing (26%) is considerable.

9 26% of interviewed subscribers took at least one
decision influenced by CSR-tests (cross-checked !)

3 Prefering “good companies” is more often than
buykotting “bad companies”.

Notice 1: No representative data (not all consumers, but subscribers)

Notice 2: Most valid data on prooved impact of CSR-information on buying

Dr. |. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug
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Conclusion / Resumé Imug

Consumers expect companies to act responsible

Many issues comprise corporate social responsibility

If credible information is available a specific target
group is reacting accordingly (chance: non user benefits)

Price and quality are dominant considerations.
CSR is an important additional “attractor”.

CSR information, produced by consumer organisations
is indispensable (risk: CSR as lemon market)

Dr. |. Schoenheit
CSR-benchmarks
for consumers.
Conference in
Brussels
18.12.2006

© imug
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Thank You
for your attention !




www.imug.de Imug

Themen - - - Das Institut - - - Die Beratungsgesellschaft - - -

** imug - - -
Forschung und Beratung unter einem Dach

= publikationen Marketingkormpetenz und Engagerment fir soziale und Skaologische
= downloads Zielsetzungen missen keine Gegensitze sein. Das zeigen schon die
S Themen, mit denen wir uns im imug beschaftigen.
= jobs
= team . e L
- Corporate Social Hesponsibility und Machhaltigkeitsmanagement
= contact ; I

Marketing und Kommunikationsberatung

Marktfarschung

Unternehmenstests und -ratings
= internal Investrnent Research

In der Forschung und erst recht in der Beratung zahlt das "Gutgemeinte”
sehrwenig. Auf das "Gut gemacht” kormmt es anl

Dias sehen wir genauso. Im imug sind Forschung und Beratung unter einem
Dach. Gut gemeint und hoffentlich auch gut gemacht.

lngo Schoenheit




imug Imug

imug is the abbreviation of Institut fir Markt-Umwelt-Gesellschaft (Institute for market - environment - society).
imug, which has the legal form of a registered society, was established in 1992 at the university of Hannover as
a research institute with a practical orientation. In addition to providing fundamental research, imug is also
involved in a number of projects researching practical questions for business operations, but also for
consumer, environmental and other organisations. Significant results and data are published.

Co-operation

With its close relation to the University of Hannover imug enhances its efficiency especially by co-operation in
research projects with the marketing chair of Prof. Dr. Ursula Hansen (Ms Hansen is co-founder and belongs
together with Prof. Dr. Hans Raffée and Dr. Ingo Schoenheit to the board of directors of imug. The basis for the
co-operation with the chair is a common sense about objectives and functions of a modern, society-related
marketing.

Main research
imug as a research institute with its main expertise in the area of marketing focus on fostering improved
communication between companies, consumers and the broad public.
* imug has particularly distinguished in Germany by the development and publication of the conception of
“company testing”.
» The social-ecological consumer behaviour and the conflicting requirements of a sustainable consumption are
important references in many projects of imug.
» And finally result modified expectations of consumers and the society on companies in comprehensive and to
some extent new demands concerning the transparency and dialogue culture of companies. Sustainability I M

reporting and dialogue communication are another main research area of imug. CSR-benchmarks
for consumers.
Conference in

Publications / Downloads Brussels
The imug institute publishes significant results. The current publication list includes also publications of the imug = 18:12:2006
staff in professional journals, etc.. (www.imug.de) © iy
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Current

esearch on CSR and consumers

S
Corporate Social Responsibility and Consumers

Research project:

Assumption of Corporate Social Responsibility (CSR) — corporate action and
policy options for consumers

The project is kindly supported by the Federal Ministry
of Consumer Protection, Food and Agriculture via the
Federal Agency for Agriculture and Food (BLE).

$ Federal Ministry
of Consumer Protection,
Food and Agriculture

Background

The implementation of sustainable consumption and production structures is a professed goal of
Germany's economic and consumer policies. Yet, up until now competition on most markets for
consumer goods has been subject mainly — and in some cases almost exclusively — to pricing
mechanisms and product quality considerations. The social and environmental contexts of production
have been negligible arguments in competition. However, recent years have seen a measurable
increase of corporate activities and initiatives to accept social accountability and adopt a holistic
concept of Corporate Social Responsibility.

Consumers tend to be hesitant when it comes to giving companies credit for their social and
environmental commitment, which is in part a communication problem. First of all, easy-to-digest
comparative information on corporate social and environmental activities is hard to come by. Besides,
sustainable consumption efforts are hampered by profound information dilemmas and the ensuing
consumer insecurity. The present research project is to find out how to best communicate CSR
activities and performances to specific target groups in order to establish them as competitive factors
on the markets for both products and services.

Objectives

The project aims at concrete recommendations regarding the contents, distnbution and design of
consumer infarmation on CSR.

Three key questions derive from this overriding goal:

1. What corporate activities and performance indicators (contents) are of sufficient concemn to
consumers to render information on them decisive factors in actual purchasing decisions?
{module 1)

2. What promising concepts concerning the communication of CSR information (distribution) to
consumers already exist in Germany and other EU countries? (module 2)

3.  How do the readers of test magazine assess the CSR pilot projects of Stiftung Warentest
(Foundation of product testing)? Are there marked conclusions for the companies involved
(effects)? (module 3)

Approach

These three empirical research modules geared to both answer the key questions mentioned abave

and to establish a coherent foundation for concrete policy recommendations were developed against

the following theoretical backdrop:

structure of the research project

theoretical framework
i ion and

CSR - a voluntary concept
and

po——

empirical module 1
CSR information: demand in
selected trades
{trade- and product-related)

empirical module 2
CSR information: supply for
consumers in selected EU
countries (best practice)

empirical module 3
effects of innovative CSR information
concepts (CSR pilot projects of Stiftung

Warenrest)
workshop | waorkshop Il
necessary action concerning CSR- CSR ion: supply for
information for consumers consumers (best practice]
+ +
policy recommendations |
consumer councils | <—-  politics —%  companies

The 18-month project staris in January 2005.

Contact

imug

Institut fuer Markt-Umwelt-Gesellschaft e.V.
an der Universitaet Hannover

Bruehlstr. 11

D-30169 Hannover

www.imug.de

email: schoenheit@imug.de

fon: +49.(0)511.91115-0

fax: +48.(0)511.91115-95

project leader
Dr. Ingo Schoenheit

Imug
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