
Corporate Social Responsibility: Another profit-driven scheme?  
 
In today’s world where the internet has increased the accessibility and efficient 
retrieval of information, organisations find themselves in an era in which they are 
required to not only be 
accountable for their actions, 
but to meet the expectations of 
more than just their customers. 
Realising that no organisation 
should operate in opposition to 
the main issues in society, 
organisations are starting to 
embrace the Corporate Social 
Responsibility (CSR) 
philosophy.  
 
CSR refers to how organisations respond to the expectations of stakeholders and 
society. Organisations who actively engage in the practice of CSR are expected to 
reap a number of benefits, such as enhanced customer loyalty and increased profits. 
This raises a number of questions for organisations such as “What expectations do 
consumers have of CSR?”, or “Does the fulfilment of these expectations lead to 
support for the organisation?” 
 
A study was conducted by Angela Neale, a Master’s student in the Department of 
Marketing Management, which was aimed at exploring what consumers’ CSR 
expectations are, and the consumers’ willingness to support socially responsible 
behaviour of organisations. The study was conducted amongst a sample of 225 
South African respondents above the age of 18 years. 
 
The study identified five expectations that consumers have in regards to CSR: 
economic responsibility, legal responsibility, ethical responsibility, philanthropic 
responsibility, and environmental responsibility. Two of the five expectations did not 
impact on consumers’ intent to support an organisation. These were economic 
responsibility (i.e. issue of an organisation remaining profitable) and philanthropic 
responsibility (i.e. organisations voluntary action to benefit society). Good news is 
that three of the five expectations did matter to consumers. These included the legal, 
ethical and environmental responsibilities. 
 
The study served to inform organisations on the importance of knowing what 
expectations their stakeholders have with regard to corporate social responsibility. In 
doing so, organisations can focus their efforts to better satisfy stakeholders while 
enjoying various benefits associated with CSR such as increased brand value and 
employee satisfaction. 
 
This research was conducted as part of the fulfilment of the Master’s degree in 
Marketing Management in 2014 with the Department of Marketing Management by 
Angela Neale under the supervision of Prof. Y. Jordaan. 
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