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Corporate Social Responsibility

e Defined;

* CSR 1s the continuing commitment by business to behave ethically and

contribute to economic development while improving the quality of life
of the workforce and their families as well as of the local community

and soclety at large



Corporate Social Responsibility
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Business Performance

Business Competitiveness

(Blasco & King, 2017; Gelb, 2002; Hur, Kim, & Woo,

2014; Mullen, 1997; Porter & Kramer, 2006)




Corporate Social Responsibility

“Company motives are profit-oriented”

(Kim, Kwak, & Kim, 2010)

| ETRr “Motivation are not altruistic”

! i _ y (Lantos, 2002)

Negative CSR association can have detrimental
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effect on overall company evolution.
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Presentation Notes
Professional sports teams are unique in the business world. Despite being relatively small in comparison to many Fortune 500 corporations, they can generate huge revenues and are among the most visible and recognizable organizations in the world. Sports organizations connect with their customers and fans on a much deeper level than most corporations do; individuals often view their fandom as a core part of their identity. It’s this identification that puts sports teams and leagues in a unique position to advance positive social change in areas like education, health and sustainability.


CSR & Sport

Olympic snowboarder Gretchen
Bleiler to talk climate change at
CU-Boulder

By Whiiney Bryen, bryen@coloradodaily.com
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Issue 1. The Framework

Philanthropic Responsibility
Be a good corporate citizen

Ethical Responsibility
Be ethical

Legal Responsibility
Obey the law

Economic Responsibility
Be profitable

Carroll (1979)



Current CSR trend in Sports

CSR as obligation to maximize profit »}» CSR as proactive contribution to the soclety



Environment-related CSR
Environmentally friendly activity.

Increase in awareness of environmental
sustainability.

Sport events caused environmental pollution.

Environmental concerns were considered high
priorities.
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* The social injustice has become key factor today.

* Numerous types of injustices still exist in society
(Lee, George, & Cunningham, 2019).

* Athlete popularity can be used to encourage fans to

be aware of inequality and support social justice
(Lee et al., 2019).



Health-related CSR.
Raising an awareness of public health issues.

Professional sport organizations can effectively
promote public awareness of health concerns.
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Professional sport organizations is a valuable setting that promotes public awareness of various health issues and a healthy environment.
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NFL

Character Education

Education-related CSR.

Crucial CSR commitment.

MADDEN
NFL supports children through various education Eﬂ]

programs. FOOTBALL BY THE NUMBERS
* NFL Players Association and Discovery

Education on Football By the Numbers sJiscovery 78 "H_ﬂ,

ECUCATION

Teaching math and science to student
between fifth and ninth grades.

GET STARTED
ot N B




Patriotism-related CSR

Sport organizations honor military service and
veterans in collaboration with non-profit

organizations (Rugg, 2916).

NFL promotes sense of patriotism by military
apprecilation events.




Issue 2. The Population




Who 1s Generation Z.?

ﬂ: . Born after 1996.
‘ * Accounted for 24% of American population (U.S.
Census Bureau, 2019).

% Generatlon Z has umque Characterlstlcs
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Why is the Gen Z important?

* Contributed to US economic impact and spent $29
billion to $149 billion (Fromm, 2018).

* The new target segment of company and the
largest consumption group.

* Unique characteristics.
» Digital-native.
» Tach-savvy.
» Best-educated generation.
» Creative and innovative.




Why is the Gen Z important?

The most socially responsible generation
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Gen Zers Are About Half as Likely as Millennials to

Watch Sports Often, Twice as Likely to Never Watch Am er i cans LOVe t h e N F L ’
Respondents were asked how often they watch live sporting events B u t c h a nge I s Lo o m i ng

m All adults = Millennials GenZ

% of U.S. adults saying ... is their favorite
. - o ) follow

Gen Z (18-22)

13% [
8%

Watch sports almost every day  Watc

V. MORNING CONSULT

e
19% G5
Gen Zers Less Likely Tt
Respondents were &
“avid” sports fans,l_ 7%

mAvid §

GenZ
All adults 18+

Gen Z girls/women

All women 18+

Based on a survey of 6,599 U.S. adults conducted in July 2019

Gen Z boys/men :
Source: Morning Consult

All men 18+




Issue 3. The Analysis
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Structural Equation Modeling?
Indirect Effect?

Bootstrapping?



Sport Management as an Applied Science




THEORETICAL T0 PRACTICAL

research for academic research for industry



The Study



Purpose

The general goal 1s to expand our understanding of CSR within a professional
sport context.

a) Examined the impact of the environment, social justice, health, education, and
patriotism dimensions of CSR on Generation Z fans.

b) Examined how the five dimensions of CSR differently affect behavioral intentions.

¢) Understand the Generation Z fans’ perception of CSR.
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Gen Z 사진에 검은 글씨로. 음영도 안맞음.  빨갛게. 사진 빼기.  
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Method

Frequency Percentage (%)
Gender:
Timeline Male 356 64.5
Female 195 35.3
* 2 weeks Others 1 0.2
March 21, 2021-April 6, 2021. Age:
.. 18-25 552 100
Pal‘UClpantS Marital Status:
* Collected 552 NFL fans who were Single 388 70.3
Married 141 255
born after 1996. Domestic Partnership 20 3.6
e J.ocated in U.S. Divorced/Separated 3 0.5
Education:
Less than high school 1 0.2
High school graduate 64 11.6
Some college 114 20.7
2-year degree 65 11.8
4-year degree 266 48.2
Professional degree 37 6.7
Doctorate 5 0.9
Ethnicity:
African-American 94 17
Asian-American 28 5.1
Caucasian/White 360 65.2
Native American 14 2.5
Hispanic 34 6.2
Asian 9 1.6

Others 13 2.4




Method

Procedures Analysis
* Participants were recruited from Amazon’s * CFA for psychometric property of the survey
Mechanical Turk (M-Turk). items.
* A HIT approval rate 70% and location in U.S. * Multiple regression for testing of the
* Screened data and deleted poor quality of hypotheses.
respondents, age restriction, incomplete survey, * Jamovi was used for the analysis.

and location.
* $0.40 of compensation was given to each M-
Turk worker.

amazon

mechanical turk




Results




Multiple regression results for EWOM variable

Variable B Std. Error S t p
Constant 764 239 3.195 .001
Environment-related CSR 345 .047 331 7.348 <.001
Social justice-related CSR 21 .042 21 5.05 <.001
Health-related CSR -.123 .064 -.094 -1.906 .057
Education-related CSR 226 .065 .184 3.448 <.001
Patriotism-related CSR 176 .055 154 3.221 .001
R2 457

Multiple regression results for TWOM variable

Variable B Std. Error S t p
Constant 1.052 .199 5.292 <.001
Environment-related CSR 146 .039 161 3.735 <.001
Social justice-related CSR 203 .034 234 5.874 <.001
Health-related CSR .032 .054 .028 .595 552
Education-related CSR .097 .054 .092 1.791 .074
Patriotism-related CSR 331 .045 335 7.295 <.001
R? .502

Multiple regression results for Attendance Intention variable

Variable B Std. Error S t p
Constant 1.664 257 6.481 <.001
Environment-related CSR 113 .05 15 2.248 .025
Social justice-related CSR 12 .045 128 2.703 .007
Health-related CSR 176 .069 144 2.55 011
Education-related CSR -.043 .07 -.037 -.614 .539
Patriotism-related CSR 32 .059 298 5.459 <.001

R’ 297




Discussions



Generation Z fans care deeply about social and
environmental concerns.

Racial equality, human rights, and environmental
1ssues were a core value.

58.9 % of NFL players are African American
(Gough, 2020).

Generation Z has grown up with global
warming and air pollution.



: ﬂ re*pre S a unique setting.




* Generation Z fans may not find the relatedness of Play 60 to the sincere health initiative.

* Authenticity i1s a key to make CSR marketing successtul (Alhouti, Johnson, & Holloway, 2016).

* The CTE caused behavioral issues, mood problems, and problems with thinking.
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* Five out of ten NFL players dropped out college (Hickman, 2011).
* Appeared to be far away from sincere goal of NFL’s education initiatives.
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