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Abstract 

Research background: In addition to their economic activities, global 

brands applying the concept of corporate social responsibility are also 

focused on social and environmental aspects. At the same time, they 

emphasize that these interests are not in conflict, on the contrary, they can 

work together to increase the efficiency of brand strategy. The basis for the 

application of corporate social responsibility is the fact that customers are 

becoming more and more sensitive to other activities of the brand and not 

just to sales. Especially, one generation of consumers, Millennials, is 

considered to be the driving force behind the demand for socially responsible 

brands and products.  

Purpose of the article: The main aim of the paper is to determine the 

attitudes of Millennials to the corporate social responsibility of global 

brands. This includes providing the theoretical background and analysis of 

the corporate social responsibility from the viewpoint of Slovak and foreign 

authors. 

Methods: General scientific methods were applied for the processing of the 

data as well as mathematical-statistical methods to evaluate the data collated 

from the results of the questionnaire survey and to statistical hypothesis 

testing. The important source for secondary data was scientific researches, 

annual companies reports, statistical databases, published professional 

publications. In order to found out the attitudes of Millennials to the 

corporate social responsibility of global brands, a questionnaire survey was 

conducted among Slovak consumers. 

Findings & Value added: Based on the analysis and results of the 

questionnaire survey, benefits of the application of corporate social 

responsibility in the marketing strategy of global brands are highlighted such 

as gaining competitive advantage, increasing the brand value and improving 

brand image. 
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1 Introduction  

The concept of corporate social responsibility is based on the foundations of ethics and, as a 

result of the negative effects of globalization (greater environmental pollution, carbon 

footprint, relocation of production to developing countries with cheaper labour), it is being 

talked about very intense. Today, more and more companies are beginning to realize the 

connection with profit and adherence to ethical principles, which can represent a great 

competitive advantage in a highly competitive market. Companies are aware that their long-

term success depends on the surrounding communities, and it is therefore in their interest to 

support these communities and invest in their development (Esses et al., 2021; Biro and 

Csete, 2020). No company can exist as a separate independent unit; it is always part of some 

larger unit that can influence and at the same time is influenced by it. 

Corporate social responsibility requires compliance with a code of ethics, which is the 

starting point for all business partnerships. Companies strive for transparent behaviour and 

building long-term relationships with business partners based on trust and mutual respect. In 

the social field, respect for human rights, support for local communities and non-

governmental non-profit organizations or foundations, support for charitable and charitable 

events are key for socially responsible companies. They try to negatively affect the 

environment as little as possible within their business. They invest in the development of new 

technologies, conserve natural resources and seek to draw on energy from renewable sources 

in order to mitigate as much as possible the environmental impacts leading to climate change 

(Lizbetinova and Hitka, 2016; Podhorska et al, 2017). The raw materials needed for business 

are sought to be obtained in an environmentally friendly and ethical way. Taking these steps 

in the economic, social and environmental fields leads to sustainable business and the 

conservation of natural resources for future generations. 

Based on the above, the corporate social responsibility can be linked to the social, political 

and environmental challenges of globalization, which affects the whole world . The corporate 

social responsibility can also influence the direction of globalization to some extent and can 

be considered as an integrative element of corporate management for (not only) global brands 

in order to achieve a competitive advantage and minimize risk (Wood, 1991). 

One of the consumers’ generations, so-called Millennials, is currently considered to be 

the driving force behind the demand for socially responsible brands and products. It is a 

generation that has already reached adulthood, and therefore it is economically active and 

increasingly important in the market of workforce as well as consumers (Bucic et al., 2012; 

Fry, 2016). It is often referred to as Internet generation with constant access to information 

and tremendous power on social networks (Wiedmer, 2015). A lot of research and studies 

claim that this is a generation educated in the field of CSR and thanks to their representation 

in the traditional market as well as the labour market with the power to require companies to 

be socially responsible (Nielsen, 2018). At the same time, however, several publications have 

reached the opposite conclusion - although the Millennials perceive CSR on a theoretical 

level as an important issue and should be interested in, they themselves do not show much 

interest in sustainable behaviour and as individuals do not contribute much to it (Hume, 2010; 

Schoolman et al., 2016). The main reason for focusing this generation is mainly its growing 

importance, the power of its impact on companies and the ambiguous results in determining 

their interest and involvement in CSR activities. 

The generation of Millennials includes people born between about 1981 and 1997. Some 

authors, such as Lee and Kotler (2015), present a wider range of this generation, defined 

between 1980 and 2000. Approximately, this generation now represents 27% of our planet's 

total population and is becoming of which the largest global generation of consumers in 
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history (Anderson et al., 2018). It is therefore more than obvious that this is a group with 

significant purchasing power, whose needs and attitudes must not be neglected by companies 

and their marketers. 

2 Literature Review 

Corporate social responsibility is an extremely important element for brands that aim to be 

ethical and transparent in the eyes of their consumers (Horoszowski, 2016). The importance 

of this concept has grown even more in the past decade, both among companies and their 

customers. According to a PwC Global CEO study, more than 64% of CEOs worldwide are 

now increasing investment in corporate social responsibility projects, arguing that corporate 

social responsibility is not just a stand-alone program, but at the heart of their entire business 

(Horoszowski, 2016). Social and ethical issues are gaining increased public attention, which 

logically leads to great market pressure from customers and other stakeholders on the 

responsible behaviour of companies (Low, 2016). 

The concept of corporate social responsibility has undergone development since the 

1950s, when this concept first came to the fore to the present day. In the 1950s, the prevailing 

view in the field of CSR was that social responsibility lies in the fact that companies and their 

managers internally monitor their activities without dependence on the coercive power of the 

state. The topic of corporate responsibility towards society and the idea of sustainable 

development began to emerge during the 1960s, and stakeholder theory first appeared in the 

1970s. This theory emphasizes the interconnectedness of relationships between companies 

and their environment, i.e. customers, suppliers, employees, investors and communities. 

During the 1990s, the concept of CSR was then considered part of broader concepts. 

The topic of corporate social responsibility currently consists of a large number of 

secondary topics, which include e.g. social responsibility, sustainable development, 

corporate ethics, corporate citizenship, Triple-bottom line; 3P concept (People, Profit, 

Planet), social philanthropy and corporate governance (Low, 2016). 

Carroll (1979) described CSR as a comprehensive concept, which defined four 

dimensions of socially responsible corporate behaviour. These four dimensions include all 

the responsibilities of the company, such as economic responsibilities, legal responsibilities, 

ethical responsibilities, philantropic responsibilities. 

Following this, Burke and Logsdon (1996) determined the strategic CSR dimensions 

necessary to achieve the business goals and create the business value – centrality, specificity, 

proactivity, visibility and voluntarism. 

Based on several previous definitions, Dahlsrud (2008) has defined five basic aspects of 

CSR that have been repeated in these definitions, namely: 

1. Environmental fields 

2. Social fields 

3. Economic fields 

4. Stakeholders 

5. Volunteering. 

According to these and many others research publications (Chen and Gavious, 2015; 

European Commission, 2019), we can claim, that the significant and important feature of the 

CSR is the principle of volunteering.  Companies also have to apply social, environmental, 

ethical, human rights and consumer concerns into their business operations in close 

collaboration with their stakeholders (European Commission, 2019). 

The basis of the CSR concept as well as sustainable development lies in the issue of triple 

corporate responsibility, so called Triple Bottom Line (TBL) which includes three pillars of 

social responsibility of the company - environmental, economic and social (Elkington, 1998). 
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This theory was modified to the widespread concept so called "3P" – People, Planet and 

Profit as an expression of corporate social, environmental and economic responsibility. 

The attitudes of the Millennials generation and their shopping behaviour have already 

been researched by a number of authors. According to Moreno et al. (2017), Millennials 

represent a very attractive market group because they are a generation that has grown up in 

an environment where technology is a platform for personalization and immediate 

satisfaction of needs in all aspects of life. At the same time, for them, the shopping process 

is fun, and their loyalty to the brands they buy is relative. On the other hand, Millennials are 

more sensitive to price fluctuations much less loyal to brands than their predecessors (Taylor, 

2019). 

It is also quite evident that the Millennials generation, the group with the fastest growing 

purchasing power today, is a group with very clear values worldwide that is willing to invest 

its money in products that match their worldview (Landrum, 2017; Rudominer, 2017). This 

generation is fast becoming a more and more influential group with great market power. 

According to a Nielsen study (Nielsen, 2015), over 73% of Millennials are willing to pay 

extra for a product or service from socially responsible companies and 81% of them expect 

their favourite companies to publicly emphasize their steps towards sustainability and the 

charitable projects in which these companies participate (Landrum, 2017). 

Some authors (Anderson et al., 2018; Brown and Dacin, 1997) have concluded that 

positive CSR can strongly influence the preferences of consumers of this generation and play 

an important role in their decision-making process. In addition, Millennials are more 

proactive in finding information. Their purchasing decisions are therefore not only influenced 

by the passive receipt of information, e.g. from media and campaigns of individual 

companies. The Millennials show greater initiative, e.g. when reading product labels or 

examining the material from which the product or its packaging was made. In addition, this 

generation is aware of its influence. The Havas Prosumer Report (Havas Worldwide, 2013) 

found that 50% of millennials believe they have a greater impact on society as consumers 

than as voters. Determinants of the impact of CSR on Millennials' purchasing behaviour 

include authenticity, brand alignment with a given CSR initiative and the level of 

commitment to the initiative by the company (Taylor, 2019). At the same time, socially 

responsible companies attract not only customers from the Millennials generation, but also 

employees. The involvement in CSR activities in the company's strategy increases the 

attractiveness of the employer from the point of view of members of the Millennials 

generation (McGlone et al., 2011). 

3 Methods 

The main aim of the paper is to determine the attitudes of Millennials to the corporate social 

responsibility of global brands. This includes providing the theoretical background and 

analysis of the corporate social responsibility from the viewpoint of Slovak and foreign 

authors. The important source for secondary data was scientific researches, annual companies 

reports, statistical databases, published professional publications. In order to found out the 

attitudes of Millennials to the corporate social responsibility of global brands, a questionnaire 

survey was conducted among Slovak consumers. Based on the analysis and results of the 

questionnaire survey, benefits of the application of corporate social responsibility in the 

marketing strategy of global brands are highlighted such as gaining competitive advantage, 

increasing the brand value and improving brand image. 

General scientific methods were applied for the processing of the data as well as 

mathematical-statistical methods to evaluate the data collated from the results of the 

questionnaire survey and to statistical hypothesis testing.  
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The aim of the questionnaire survey was to analyse the attitudes of Millennials to the 

corporate social responsibility of global brands. The sample size was determined using the 

Sample Size Calculator that forms part of Creative Research Systems´ survey software and 

which is provided as a public service. The calculator determines how many respondents need 

to be interviewed in order to get results that reflect the target population as precisely as 

possible. This is necessary to avoid any distortion in the survey information. The process 

requires a base file to work from, which in this case consisted of population data for the 

Slovak Republic, and in particular data on those born in 1981-1996. The confidence interval 

was set at 5%, with a confidence level of 95%. This means that for the questionnaire survey 

a 5% margin of error is assumed. The sample size calculated by the calculator was determined 

to be 384 respondents. In total, 625 respondents participated in the questionnaire survey. 

The questionnaire survey was conducted in May 2021. The selection of the respondents 

in the sample set took place at random and was based on the number of Slovak inhabitants 

born in 1981-1996 that belong to Millennials. The quantitative assessment method was 

applied to the processing of the information obtained from the questionnaire survey. The data 

were processed empirically in the form of percentages, with additional written comments and 

comparisons. 

In order to achieve the main aim of the article, based on the theoretical background and 

survey results, research hypotheses are formulated: 

• Hypothesis 1: More than 50% Millennials know the concept of CSR. 

• Hypothesis 2: More than 50% Millennials consider the use of CSR in the brand 

strategy to be a factor in improving global brand's image. 

• Hypothesis 3: When making purchasing decisions, more than 50% of Millennials 

prefer a global brand that behaves socially responsibly. 

The marginal rate 50% was set as the expression of the simple majority (Macfie and 

Nufrio, 2006). 

Statistical hypotheses testing is defined as a statement of the assumption of unknown 

parameters in the basic set, which is formulated as a statistical hypothesis and its validity is 

verified by statistical procedures based on selection characteristics. The role of statistical 

hypotheses testing is to decide whether to accept or reject the hypothesis regarding the basic 

set in accordance to the information from the available choice. In verification of the 

hypotheses, the methodology of statistical hypothesis testing consisting of the following steps 

was met (Rimarcik, 2007): 

1. Formulation of the null hypothesis (H0). 

2. Formulation of the alternative hypothesis (H1). 

3. Determining the level of significance (α). 

4. Calculation of test statistics and probability. 

5. Decision. 

The test statistic for hypotheses 1 – 3 we calculated by using the method testing a single 

proportion by one‐tailed testing because it is commonly used (Ruxton and Neuhauser, 2010; 

Lombardi and Hurlbert, 2009). Significance level α was determined at 0.05.  

4 Results 

Of the 625 respondents in the sample set, 380 (61%) were female and 245 (39%) were male. 

The results of the questionnaire survey show that 79% Millennials know the CSR concept. 

71% respondents consider the involvement in social responsibility as a necessary part of 

global brands strategy. According to respondents, the most important benefits of 

implementation CSR in global brands strategy is improving brands image (65%), gaining 

competitive advantage (49%), increasing the brand value (45%) and gaining the customers 

loyalty (39%). The results of the questionnaire survey show that when making purchasing 
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decisions, 66% Millennials prefer brands that behave socially responsibly (applying the 

principles of economic, environmental and social responsibility). 

To verify the statistical hypotheses 1 – 3, we used the method testing a single proportion. 

Results of verification these statistical hypotheses are shown in Table 1. 

Significance level α was determined at 0.05. The test criteria were calculated according 

to: 

                                                     𝑇 =
𝑝−𝜋0

√𝜋0∗
(1−𝜋0)

𝑛

                                                                  (1) 

By using the tables of the normalized normal distribution, we find the critical value for 

the right-tailed test (2) for hypotheses 1 – 3. 

                                                  𝑇 > 𝑧2𝛼                                                                      (2) 

Table 1. Verification of statistical hypotheses 

Calculation of the 

sample 

proportion: 

𝒑 =
𝒎

𝒏
 

Satisfaction of the 

condition 

𝒏 ∗ 𝝅𝟎 ∗ (𝟏 − 𝝅𝟎) > 𝟗 

Test 

criteria 

Critical 

field 

 

 

Inequality 

Acceptance 

or rejection 

of the 

hypothesis 

Hypothesis 1: 

H0: 50% Millennials know the concept of CSR. 

H1: More than 50% Millennials know the concept of CSR. 

p = 0.79 156.25 > 9 14.5 1.645 14.5> 1.645 H0 rejected 

Hypothesis 2: 

H0: 50% Millennials consider the use of CSR in the brand strategy to be a factor in improving 

global brand's image. 

H1: More than 50% Millennials consider the use of CSR in the brand strategy to be a factor in 

improving global brand's image. 

p = 0.65 156.25 > 9 7.5 1.645 7.5 > 1.645 H0 rejected 

Hypothesis 3: 

H0: When making purchasing decisions, 50% of Millennials prefer a global brand that behaves 

socially responsibly. 

H1: When making purchasing decisions, more than 50% of Millennials prefer a global brand that 

behaves socially responsibly. 

p = 0.66 156.25 > 9 8 1.645 8 >1.645 H0 rejected 

Source: Own processing. 

Table 1 shows, that in hypotheses 1 – 3 the inequality applies, so we reject the hypothesis 

H0, i.e., accept the alternative hypothesis H1.  

5 Discussion 

Based on the analysis and survey results, it is obvious, that the majority of Millennials know 

the concept of CSR. They are aware of benefits which result from the implementation of CSR 

for companies, and thus most of them consider the use of CSR in the brand strategy to be a 

factor in improving global brand's image. In this reason, when making purchasing decisions, 

more than a half of Millennials consumers prefer a global brand that behaves socially 

responsibly. 

When compare our survey results with previously realized research, we can find several 

identical characters. Millennials are actively involved in the process of achieving sustainable 
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development of the whole society, especially they participated in socially responsible 

activities such as buying a product that brings benefits to society or the environment and 

substitute a previously preferred brand for another if its higher contribution to building 

sustainable development of society is demonstrated (Hume, 2010; Landrum, 2017; Nielsen, 

2015; Nielsen, 2018; Schoolman et al., 2016). 

It follows from the above mentioned, that Millennials declare their willingness to 

contribute to socially responsible activities, although this is mainly reflected secondarily in 

their purchasing preferences for socially responsible products. For Millennials, it is important 

to know whether their buying behaviour contributes to solve societal problems and help them 

meet their long-term sustainability commitments (Majerova, 2014; Moravcikova et al., 

2017). In global, Millennials currently have a significant representation and thus form the 

predominant generation in both the consumer and labour markets. Although the situation in 

the Slovak Republic is relatively different than in the countries of Western Europe or the 

USA, Millennials nevertheless have a significant impact on both markets and require 

companies to behave socially responsibly and to become active creators of long-term social 

sustainability. For this reason, Millennials represent the target segment for the socially 

responsible global brands. 

6 Conclusions 

Based on the above as well as previous surveys, it is obvious, that Millennials show a greater 

interest in the environment, sustainable business and society, volunteering and donations than 

others generations, both from the point of view of employees and consumers. If the global 

company implements socially responsibly activities in its business strategy, it may be a more 

attractive employer and employee loyalty to it is growing. It will also attract more customers 

due to the growing interest of this group in socially responsible products and the socially 

responsible behaviour of global brands. 

Millennials already have a significant presence and influence in the consumer market and 

is expected to be the predominant generation in these markets within a few years. Due to their 

position, they will shape these markets through their requirements. These conclusions proved 

the power and importance of the Millennials to influence the shape of the world, but the 

question is, what are their requirements. 

The outcomes of the research provide the overview of the attitudes of Millennials to the 

corporate social responsibility of global brands, which can be considered as a main theoretical 

benefit of the article. It also provides space for further discussions on specific activities of 

corporate social responsibility of global brands in relation to Millennials as well as to others 

generational cohorts. It is obvious that Millennials represent the target group of the socially 

responsible global brands, because they prefer and buy products of the socially responsible 

brands. Additionally, mentioned generation consider the use of CSR in the brand strategy to 

be a factor in improving global brand's image, and when making purchasing decisions, the 

majority of them prefer a global brand that behaves socially responsibly. Thus, the survey 

results can have a significant application in practice, especially in predicting purchasing 

behavior based on attitudes of target segment. Based on this, the main managerial 

recommendation consists of the targeting on Millennials within socially responsible business 

strategy of global brands. 

The issue of Millennials as a socially responsible generation of consumers has, therefore, 

the potential for deeper research in the future - both qualitatively and quantitatively. To obtain 

statistical relevance, it would be appropriate to investigate the findings of qualitative research 

quantitatively. For expanding knowledge and in order to gain a better overview in this issue, 

it would be appropriate to examine and compare the impact of CSR on buying behaviour of 
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Millennials compare with Post-Millennials as another target segment of socially responsible 

brands, possibly with other generations. 
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