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Abstract. This paper aims to develop a conceptual framework presenting how social influences, including technology-based influence, and millennials’ inherent
corporate social responsibility (CSR) perception affect millennials’ attitudes and
purchase intention related to socially responsible (SR) products. Millennials’
CSR perception and behaviour and the relevant antecedents are considered in
developing the conceptual framework based on the theory of planned behaviour
and social conformity. The discussion about subjective norms considers social
conformity and millennials’ reliance on technology-based media, while the attitude towards SR products consists of cognitive and affective attitudes. The
framework and the subsequent empirical study will help companies to evaluate
in which CSR initiatives they should get involved and which social influences
would be the most effective for delivering CSR-related messages.
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Introduction

Millennials are 'people born between 1986 and 2002' [1][2]. This generation grew up
with computers at home [2] and is comfortable with connecting with others, e.g., with
they family, friends or even strangers, through various channels, such as cellphones,
computers, and mobile devices [1][2]. Millennials are also the first generation growing
up with CSR [3]. They believe they should make the world a better place, and companies have the responsibility of pursuing the same endeavor [4][5].
Marketers consider millennials a promising generational segment [6][1]. Market reports and academic research have reported how a company's corporate social responsibility (CSR) initiatives influence the millennial's job-seeking, e.g., [7][8] and brand
perception, e.g., [9][10][11]. However, millennial consumer studies still call for an un-
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derstanding of the relationship between millennials' characteristics and CSR perception. In addition, they are interested in how this relationship influences millennials'
consumption behaviour.
Though market reports mention that the millennial is a CSR conscious generation
[3][4][12], it is not clear to what extent CSR motivates and influences these consumers'
purchases and which CSR dimension is these consumers' primary concern. Understanding such influences would help companies to evaluate in which CSR initiatives they
should get involved and which social influences would be the most effective for delivering CSR-related messages. Therefore, this paper aims to develop a comprehensive
framework for an empirical study investigating how CSR perceptions and social influences shape millennials’ attitudes and purchase intention of socially responsible (SR)
products.
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The Conceptual Framework

According to the theory of planned behaviour (TPB, [11]), subjective norm, attitude
towards the behaviour, and perceived behavioral control influence a consumer's behavioral intention and, in turn, actual behaviour. In this paper's context, millennials' social influences, CSR perceptions, and behaviour will be considered in the development
of the TPB-based conceptual framework (Figure 1).

Figure 1. Conceptual Framework
2.1

CSR Beliefs And Attitudes towards SR Products

Because millennials grew up with information on cause-related marketing and CSR,
such information is internalised as millennials' beliefs and influences how they evaluate companies and products [14][2].
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Ben Brik et al. [15] argue that CSR enables a company to build a positive relationship with its customers and other stakeholders. Therefore, a consumer with CSR in
mind would consider an SR product positive. Past studies in consumers' CSR perception have considered the CSR sub-dimensions separately, e.g., [16][17] [18][19][20].
In this paper, CSR belief is considered a holistic construct consisting of beliefs about
different CSR sub-dimensions, i.e., economic, legal, ethical, and philanthropic CSRs
[21], and influencing millennials' evaluation of SR products. Such an evaluation is
termed 'customer value' by Papista & Krystallis [19] and can be cognitive and affective
[22][19]. The discussion here leads to the following propositions.
P1. Millennials' CSR beliefs, including economic, ethical, legal, and philanthropic
responsibilities, affect millennials' cognitive attitude towards socially responsible
products.
P2. Millennials' CSR beliefs, including economic, ethical, legal, and philanthropic
responsibilities, affect millennials' affective attitude towards socially responsible
products.
2.2

CSR Beliefs And Attitudes towards SR Products

When shopping for products or services, millennials often ask opinions from family
and friends [23][1] and want to conform with peer groups and social trends [24][25].
Such a tendency can be explained by social conformity theory[26]. Social conformity
includes normative conformity and informational conformity. The former is motivated by the concern of gaining others' approval or maintaining social harmony with
others. The latter relates to 'the desire to be correct' and the concern of making an
accurate and valid judgment [26][27].
In the context of millennials, research [24][28][29] also shows that various media,
mainly technology-based/social media, have been a part of millennials' daily life.
These media are critical channels for delivering marketing messages, and the information from these channels could even influence millennials' prosocial emotion towards charitable causes [30]. Therefore, social influences, both from their social circles and from online sources, e.g., company websites and blogs, play an essential role
in assisting millennials' decision-making [23]. The discussion here leads to the following proposition.
P3. Subjective norms, including normative influence, informational influence, and
media influence, affect millennials' willingness to purchase responsible products.
In addition, millennials grew up with the information of cause-related marketing
and CSR [3]. They have been subject to the influences of CSR information from various sources. Therefore, the subjective norm defined here could also affect millennials' beliefs about CSR. This inference leads to the following proposition.
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P4. Subjective norms, including normative influence, informational influence, and
media influence, affect millennials' CSR beliefs.

2.3

Attitudes towards SR Products And Purchase Intention

Past studies [31][18] have shown that attitudes towards a brand's socially responsible
behaviour could influence purchase intention. Millennials' attitudes towards SR products will affect these consumers' willingness to purchase such products [3][32]. Since
there are two types of attitudes, namely cognitive and affective, [22][19] and both exert
different levels of influence on purchase intention [33], their influences on willingness
to purchase should be considered separately. Particularly when millennials consider
both the functionality and 'feel good' aspects of a product [23], the effects of both their
cognitive and affective attitudes on purchase intention of SR products should be considered.
P5. Millennials’cognitive attitudes towards socially responsible products influence
the willingness to purchase socially responsible products.
P6. Millennials' affective attitudes towards socially responsible products influence
the willingness to purchase socially responsible products.
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Conclusion and Potential Contributions

Millennials are a CSR-conscious generation and concern whether companies play an
active role in fulfilling their social responsibility [4][5]. Therefore, integrating CSR in
a company's core business is essential for attracting potential millennial job seekers
and consumers. However, studies exploring millennials' intrinsic motivation for supporting CSR are still scant.
This study aims to seek a theoretical explanation and empirically investigate how
such motivation and social influences affect millennials' intention to purchase socially
responsible products. As the first step, this paper establishes a TPB-based framework
demonstrating the possible antecedents of millennials' attitudes towards and purchase
intention of socially responsible products. The next step would be to survey millennials
to examine the relationships proposed in this paper empirically. The data will be analysed through structural equation modeling in order to elucidate and verify the proposed
framework.
Theoretically, it is expected that the empirical study will make the following contributions. First, this study provides a modified TPB framework for explaining millennials' disposition for evaluating and purchasing socially responsible products. Second,
including both social conformity and the influence of technology-based media, subjective norms in the modified framework will help to examine whether a consumer's tendency towards socially responsible products is due to an individual's pure desire to be
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correct or due to external influences such as the pressure of maintaining social harmony and immersion in the media message. Third, unlike past studies often examining
separate CSR sub-dimensions, the framework here considers a consumer's belief
about CSR, a composite construct consisting of various sub-dimensions. Fourth, unlike
the original TPB viewing attitude as a single construct, attitude in this framework consists of cognitive and affective attitudes; such design will reflect the view on attitude in
the extant literature.
Managerially, the empirical study extended from this paper will help managers to
understand the primary source of social influences affecting millennials' purchase
intention of socially responsible products and design more impactful marketing messages targeting millennials. Besides, the potential study results will show which CSR
sub-dimension is millennials' primary concern so that marketers could consider the fit
with their core businesses and should accentuate in their marketing messages.
Finally, the discussion in this paper is subject to several limitations. First, when
discussing the theoretical framework, this paper does not consider different cohorts
that might exist in the millennial segment [23]. Second, this paper does not consider
the difference between product categories in the discussed relationships [34].

References
1. PR Newswire: Study refutes myths about millennials and reveals the motivations behind
their brand loyalty and buying power. PR Newswire, April 01. (2014)
2. Solomon, M.R.: Consumer behavior: buying, having, and being. 11th edn. Pearson, Upper
Saddle River .(2015)
3. Cone Communication: Perceptions, millennials, and CSR: How to engage the new leaders
of tomorrow, http://www.conecomm.com/csr-and- millennials, last accessed 2020/07/11.
4. Koch, L.: Millennials want brands to be socially responsible, https://www.emarketer.com/content/millennials-want-brands-to-be-socially-responsible,
last accessed
2020/07/08.
5. Taylor, C.: What makes a CSR message resonate with millennials and Generation Z?
https://www.forbes.com/sites/charlesrtaylor/2019/04/30/what-makes-a-csr-message-resonate-with-millennials-and-generation-z/#9e81cec7fc71, last accessed 2020/07/08.
6. Barton, .C, Kowslow, L., Beauchamp, C. How millennials are changing the face of marketing forever: The reciprocity principle, https://www.bcgperspectives.com/content/articles/marketing_center_consumer_customer_insight_how_millennials_changing_marketing_forever/, last accessed 2020/07/11.
7. Leveson, L. A., Joiner, T.: Exploring corporate social responsibility values of millennial jobseeking students. Education + Training, 56(1), 21-34 (2014).
8. McGlone, T., Spain, J. W., McGlone, V.: Corporate social responsibility and the millennials.
Journal of Education for Business, 86, 195-200 (2011).
9. Eveland, V.B., Crutchfield, T.N. and Rynarzewska, A.I.: Developing a consumer relationship model of corporate social performance", Journal of Consumer Marketing, 35(5), 543554 (2018).

6
10. Guzmán, F. and Davis, D.: The impact of corporate social responsibility on brand equity:
consumer responses to two types of fit, Journal of Product & Brand Management, 26 (5),
435-446 (2017).
11. Zayyad, H.M. A., et al.: Corporate social responsibility and patronage intentions: The mediating effect of brand credibility, Journal of Marketing Communications,
https://doi.org/10.1080/13527266.2020.1728565, last accessed 2020/07/11
12. Nielsen: Global consumers are willing to put their money where their heart is when it comes
to goods and services from companies committed to social responsibility, http://www.nielsen.com/us/en/press-room/2014/global-consumers-are-willing-to-put-their-money-wheretheir-heart-is.html, last accessed 2020/07/08.
13. Ajzen, I.: The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50 (2), 179–211(1991)
14. Chong, K.: Millennials and the rising demand for corporate social responsibility,
https://cmr.berkeley.edu/blog/2017/1/millennials-and-csr/,last accessed 2020/07/11.
15. Ben Brik, A., Rettab, B., Mellahi, K.: Market orientation, corporate social responsibility,
and business performance. Journal of Business Ethics, 99, 307-324 (2011).
16. Choi, S., Ng, A.: Environmental and economic dimensions of sustainability and price effects
on consumer responses, Journal of Business Ethics, 104, 269-282 (2011)
17. de Leeuw, Valois, P., Ajzen & Schmidt, P.: Using the theory of planned behavior to identify
key beliefs underlying pro-environmental behavior in high-school students: Implications for
educational interventions, Journal of Environmental Psychology, 42, 128-138 (2015)
18. Mohr, L. A., Webb, D. J.: The effects of corporate social responsibility and price on consumer responses. The Journal of Consumer Affair, 39(1), 121-146 (2005)
19. Papista, E., Kystallis, A.: Investigating the types of value and cost of green brands: Proposition of a conceptual framework. Journal of Business Ethics, 115, 75-92 (2013).
20. Pomarici, E. and Vecchio, R.: 2014 Millennial generation attitudes to sustainable wine: An
exploratory study on Italian consumers, Journal of Cleaner Production, 66, 537-545
21. Carroll, A. B.: Managing ethically with global stakeholders: A present and future challenge.
Academy of Management Executive, 18(2), 114-120 (2004)
22. Bagozzi, R. P., Burnkrant, R. E.: Attitude measurement and behavior change: A reconsideration of attitude organization and its relationship to behavior. In Wilkie, W. L. (eds.) NA Advances in Consumer Research, Vol. 6, 295-302.Association for Consumer Research,
.Ann Abor, MI (1979).
23. Fromm, J., Garton, C. Marketing to millennials: Reach the largest and most influential generation of consumers ever. AMACOM Books, New York(2013).
24. Circella, G., Tiedeman, K., Handy, S., Alemi, F., Mokhtarian, P.: What affects millennials’
mobility? Part I: Investigating the environmental concerns, lifestyles, mobility-related attitudes and adoption of technology of young adults in California, https://ncst.ucdavis.edu/research-product/what-affects-millennials-mobility-part-i last accessed 2020/07/08
25. Noble, S. M., Haytko, D. L., Philips, J.: What drives college-agee generation Y consumers?
Journal of Business Research, 62, 617- 628 (2009).
26. Cialdini, R. B., Trost, M. R: Social influence: Social norms, conformity and compliance. In
Gilbert, D. T., Fiske, S. T., Lindzey, G. (ed). The handbook of social psychology, Vols. 1
and 2 (4th ed.). , McGraw-Hill,New York, N.US: 151-192 (1998).
27. Myers, D., Abell, J., Kolstad, A., Sani, F.:. Social Psychology, European Edition. McGrawHill Higher Education, London (2010)
28. Moore, M.: Interactive media usage among millennial consumers. Journal of Consumer
Marketing, 29(6), 436-444 (2012)

7
29. Smith, B. G., Gallicano, T. D.: Terms of engagement: Analyzing public engagement with
organizations through social media. Computers in Human Behavior, 53, 82-90 (2015)
30. Paulin, M., Ferguson, R. J., Schattke, K., Jost, N.: Millennials, social media, prosocial emotions, and charitable causes: The paradox of gender differences. Journal of Nonprofit & Public Sector Marketing, 26(4), 335-353 (2014).
31. Klein, J., Dawar, N.: Corporate social responsibility and consumers’ attributions and brand
evaluations in a product-harm crisis. International Journal of Research in Marketing, 21,
203-217.(2004).
32. Lerro, M., Raimondo, M., Stanco, M., Nazzaro, C., Marotta, G.: Cause related marketing
among millennial consumers: The role of trust and loyalty in the food industry, sustainability, 11, 535-551 (2019).
33. Trafimow, D., Sheeran, P.: Some Tests of the Distinction between Cognitive and Affective
Beliefs, Journal of Experimental Social Psychology, 34 (4), 378-397 (1998).
34. Brown, T. J., Dacin, P. A.: The company and the product: Corporate associations and consumer product responses. Journal of Marketing, 61(1), 68-84 (1997).

