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Introduction 

 
     In April 2016, the Pew Research Center revealed that the baby boomer generation was no 

longer the largest segment of the population. The research center also predicted that death of 

baby boomers will outweigh net immigration. As baby boomers continue to shrink in size, the 

newest generation to take over is the millennial group. Discussions about the incorporation of 

millennials have increased greatly, particularly in the public relations industry. More and more 

companies are beginning to realize that millennials must be considered as a crucial stakeholder 

group in order to create effective public relations campaigns. Public relations practitioners 

working with brands and CSR practitioners are diligently trying to figure out how to include 

millennials in their CSR efforts. While discussions about the importance of millennials have 

increased, the dialogue about the baby boomer stakeholder group, particularly when creating 

CSR campaigns, has greatly decreased. Due to a large push on the study of the millennial views 

on CSR, public relations professionals have neglected to examine how the previously dominant 

population views CSR.  

    My hypothesis was that the baby boomer generation viewed corporate social responsibility 

differently from the millennial generation. While CSR has numerous definitions, for the purpose 

of this paper, CSR is defined as a company’s efforts to give back to the community and to act as 

a responsible citizen.  

     To determine whether or not there was a difference in views, I conducted a ten-question 

survey at a local mall in the Long Island area. I surveyed both millennials and baby boomers, 

looking at consumer purchasing decisions, employment decisions and general attitudes towards 

brands/corporations and CSR.  

     My research disproved the theory that baby boomers view CSR differently. The survey 



 
 

CSR: BABY BOOMERS VS. MILLENNIALS  3  

participants, both baby boomers and millennials, understood the importance of CSR. Yet, both 

groups do not think about CSR proactively when considering which items to purchase or which 

company to work for. The survey results that were unexpected included the way in which 

millennials felt about brands in general and the millennial interaction with CSR campaign 

initiatives. Despite the great lengths CSR practitioners have gone through to include millennials, 

the survey revealed that millennials are not aware of such CSR campaigns. As a general 

observation, the survey responses also reveal surprising gaps in the understanding of millennials. 

Millennials have not been studied to the extent they should in the public relations industry, 

specifically for the purposes of CSR. Millennials have been overgeneralized, much in the same 

way baby boomers have been stereotyped. This group needs to be further dissected for study and 

analysis. This finding is important for all PR practitioners, especially individuals involved in 

CSR. The only way practitioners will create effective campaigns for CSR or PR in general is to 

fully understand the millennial stakeholder group. Likewise, while baby boomers may no longer 

be the main focal point, they are not irrelevant. Baby boomers still matter as a stakeholder group 

and must not be overgeneralized or skipped over. Lastly, practitioners will need to begin thinking 

about the next generation of consumers and how they will be incorporated into campaigns. 

 
Literature Review  

 
     As the public relations field continues to evolve, certain aspects of the industry such as 

corporate social responsibility (CSR) are advancing to meet stakeholder needs. One of the 

newest trends public relations practitioners and PR scholars are discussing in current PR 

literature and research is the millennial demand for companies to actively engage in CSR. With 

projections from the Pew Research Center stating that the millennial population will peak at 81.1 

million by 2036, this topic is becoming increasingly urgent in the public relations industry. In 
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comparison, once the largest segment of the population, the baby boomer generation, is 

shrinking. The Pew Research Center reported that by midcentury, the boomer population will 

dwindle to 16.6 million (Fry, 2016). 

     The discourse regarding millennial demands for CSR can be found in public relations 

academic institutions. For example, an article found on the Public Relations Professionals of 

America (PRSA) website titled, “CSR: Why Organizations Can’t Ignore It Any Longer,” argues 

that “millennials are changing the game” of CSR. The author of the article, Heather Sliwinski, 

views millennials as a massive and powerful force in the marketplace. She writes how millennial 

demands are so strong that companies are now taking the time to revisit their CSR initiatives and 

business models. Another public relations institute urging practitioners and businesses to 

consider the integral role of the millennial is the Plank Center for Leadership in Public Relations. 

Researchers Dr. Juan Meng, Holley Reeves (doctoral candidate) and Dr. Bryan Reber conducted 

a study to learn about the millennial generation and found that several similar themes emerged in 

millennial and executive comments to create a workplace conducive to incorporating the next 

generation. One theme they discovered about millennials was their drive to engage in social 

responsibility. The researchers discovered, “Growing up in an era of social responsibility, 

millennials seek a higher purpose in their work and look to give back to society. Opportunities to 

serve the community will attract millennials and encourage engagement with the organization” 

(Meng, Reeves & Reber, 2015). The arguments and findings by both the PRSA and the Plank 

Center exhibit how companies are incorporating CSR into their business and how companies are 

recruiting employers.  

      Other institutions beyond PR academics have also studied the power of the millennial’s role 

in CSR. An American Marketing Association article points to a few different studies performed 
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over the last few years about millennials and their relationship to CSR. For example, a 2015 

Cone Communications study reported that millennials represent $2.45 trillion in spending power 

and are 60% more likely to engage with brands that discuss social causes (Ames, n.d.). 

Additionally, the insurance company Aflac reported that two-thirds of millennials surveyed 

responded that they are likely to invest in a company well-known for its corporate social 

responsibility program, compared with less than half of adults over 34 (Ames, n.d.). 

Additionally, an Advertising Age article revealed a study performed by Horizon Media titled, 

“Finger on the Pulse.” The study showed that some 81% of millennials expect companies to 

make a public commitment to good corporate citizenship (Polizzotto, 2015). The statistics from 

Cone Communications, Aflac, and Horizon Media are aligning with the discussions found within 

PR academic institutions. 

     Additionally, millennials are being discussed and researched more within PR and 

communications as a whole. For example, Todd Metrokin, vice president and creative strategist 

at Ogilvy Public Relations in Washington, D.C. published a study titled, “Millennials: 

Understanding the past, present, and future of America’s most promising generation.” Metrokin 

writes on the importance of studying the millennial generation. “We’re paying close attention 

because we know their choices will impact the world. How they vote, where they shop, what 

they buy, and which causes they support are just a few areas of intense study” (Metrokin, 2015). 

He also addresses the stereotype of millennials in the study. “If you’ve read any of the news 

headlines about Millennials over the past eight years, you’ve probably noticed terms like 

narcissistic, entitled, delusional, unpolished, and materialistic used to describe the generation” 

(Metrokin, 2015). In 2006, Dr. Jean M. Twenge published “Generation Me,” and then “The 

Narcissism Epidemic” in 2009, which are based on her study of 9 million high schoolers and 
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young adults entering college. Dr. Twenge argued and proved based on her studies that 

millennials as a generation displayed higher amounts of narcissism. In response to Dr. Twenge, 

Metrokin argues that millennials are not self-centered. “Millennials are proving to be the engine 

driving many of the world’s social, economic, and political movements. They’re building 

networks and leveraging them for the greater good” (Metrokin, 2015). He points to scholars Neil 

Howe and William Strauss who wrote the book “Millennials Rising: The Next Great 

Generation.” In their book, Howe and Strauss predicted that Millennials were in line to be the 

next “hero” generation.  

     Metrokin also argues that PR practitioners and scholars should not homogenize the millennial 

demographic. He suggests that millennials should be broken down into smaller subgroups. Cone 

Communications, who has developed an entire website to millennials and CSR, has taken 

Metrokin’s suggestions. Cone Communications divides the millennial population into the 

following groups: the young millennial, the mature millennial, the female millennial, the male 

millennial, the affluent millennial, and the millennial mother.  

     The young millennial is described as 18-24 year olds who are “blindly optimistic about their 

future” and dismiss the concept of the “American dream.” Cone Communications reported, “This 

group is the most likely to consider a company’s corporate social responsibility (CSR) 

commitments when deciding where to work (82% vs. 75% mature Millennial) and they’re the 

most willing population to take a pay cut to work for a responsible company (66% vs. 61% 

mature Millennial)” (Cone Communications, 2015). Additionally, Cone found that young 

millennials are the most likely to use social media to engage around CSR efforts (73% vs. 64% 

mature Millennial) are the most likely to believe their purchases make a significant impact (36% 

vs. 25% mature Millennial). By contrast, the mature millennial is described as the “slightly less 
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enthusiastic counterpart to their younger cohorts.” This group of 25-34 year olds “grapples with 

ballooning student debt and other growing expenses and tends to be more cautious with 

spending.” According to this study, “In lock step with the young Millennial segment, this group 

is likely to participate in CSR efforts in a variety of ways, such as telling friends and family 

about a company’s CSR efforts (82% vs. 81% young Millennial), donating to a charity supported 

by a company (80% vs. 80% young Millennial) and buying a product with a social or 

environmental benefit (86% vs. 88% young Millennial)” (Cone Communications, 2015). The 

characteristic that distinguishes the older millennial group is their decreased likelihood of 

following with action beyond making donations.  

     Cone Communications also includes some insights on the key differences between female and 

male millennials. According to the study, over half of female millennials are pursuing post-

secondary education and 40% of millennial working wives out-earning their husbands. The 

communications firm calls female millennials “a force to be reckoned with.” Cone 

Communications noted, “This segment wants to be inspired and inspire others, so marketers 

should involve Millennial women in the conversation and look to them as meaningful partners 

for change” (Cone Communications, 2015). The female millennial also believes that shopping 

holds tremendous power to reward companies for their CSR efforts. According to the study, 

three-quarters of this millennial demographic are even willing to pay more for a socially or 

environmentally responsible product (75% vs. 66% Millennial male), and such females are the 

most likely to hold companies accountable for producing results (86% vs. 77% Millennial male). 

On the other hand, the male millennial sees the need for CSR with “slightly less conviction” than 

their female cohorts. Cone Communications asserted,” Millennial men are facing economic 

hardships unlike previous generations. One-third of the 30 million men in this demographic are 
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unemployed and median incomes for men under 34 have fallen since 1974 (while female 

incomes have risen)” (Cone Communications, 2015). Key differences in the male millennial 

demographic include the prioritization of data and numbers related to impact (30% vs. 18% 

Millennial female) over stories. They also will not pay attention to a company’s CSR efforts until 

something goes wrong (64% vs. 53% Millennial female).  

     Next, Cone Communications looks into the affluent millennial, totaling less than 10 percent 

of the overall Millennial consumer base (about 6.2 million people). This demographic includes 

millennials ages 30-34 and is predominantly female (about two-thirds). The study found, “They 

are defined as “trendsetters” who, unfettered by the budgetary concerns of their peers, don’t need 

to cut corners in one area in order to buy products they wish in others. However, affluent 

Millennials don’t see their money as something to show off, especially after seeing the impact of 

the recession on others. Like their other Millennial counterparts, they crave experiences over 

possessions” (Cone Communications, 2015). They are most likely to say they’d switch brands to 

one that supports a good cause (95% vs. 85% U.S. average) and most likely to follow donation 

intent with action, 82% of affluent Millennials said they’d donate to a charity and 81% have 

donated in the past 12 months. Most importantly, this group is most likely to say they do not 

believe companies are striving to be as responsible as possible until they hear otherwise (57% vs. 

52% Millennial average, 51% U.S. average). 

     The last group Cone Communications examines is that millennial mother. Millennial mothers 

make up almost a quarter of all mothers in the U.S. These mothers are starting families around 

the age of 26 and are juggling more roles (65 percent of moms holding jobs with children under 

six years old.) Cone Communications described this segment of millennials writing, “This group 

prides itself on being present, actively involved and intentionally connected to their children, and 
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that includes being a good role model. They look to have a personalized and trusted relationship 

with brands that align with their values” (Cone Communications, 2015). Cone Communications 

reports that such mothers are most likely to assume companies are being as responsible as 

possible until they hear otherwise (54% vs. 49% U.S. average), most likely to consider CSR in 

everyday decisions, such as which companies do business in their community (89% vs. 84% U.S. 

average), what they buy and where they shop (87% vs. 80% U.S. average) and which products 

and services they recommend to others (88% vs. U.S. average) and most likely to say they would 

voice their opinions on company CSR efforts through comments on company websites, blogs or 

reviews (78% vs. 60% U.S. average). 

       Groundbreaking research in PR academics that is also important to our discussion is how 

millennials today expect CSR to function. PR practitioners and scholars alike have found that 

corporations can no longer choose CSR initiatives at random. Max Lenderman, lecturer at the 

University of Colorado’s Boulder Digital Works and founding board member of the International 

Experiential Marketing Association (IXMA), argues the need for brands to pay attention to social 

causes and show sincere support rather than using social responsibility exclusively as a ploy. 

“...A major challenge has been helping brands understand the difference between rallying behind 

a cause and standing for a purpose. Brands often want to randomly pick a cause even if they 

don't truly believe in it. Millennials will see right through that…” (Ames, n.d.). Communications 

scholars are proving this point. Ronald Paul Hill (Founding Dean and Bank of America Professor 

of Corporate Social Responsibility at University of South Florida St. Petersburg) and Karen L. 

Becker-Olsen (Assistant Professor of Marketing at Lehigh University) conducted a study in 2006 

titled, “The Impact of Perceived Corporate Social Responsibility On Consumer Behavior.” The 

study examined three firms (Home Depot, Ford Motor Company, and Toys R Us) and three 
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social issues (homelessness, vehicle safety, and missing children) to learn whether or not 

consumers accepted blind CSR initiatives. Hill and Becker-Olsen looked at fit (defined in a 

social marketing context as the perceived link between a cause), the firm’s product line, brand 

image, positioning, and target market) and motivation (a consumer’s perception of the 

underlying motivations for the act may drive their evaluations of the firm and impact beliefs, 

attitudes, and intentions). The study reinforces Lenderman’s argument. “In fact, research 

suggests consumers will punish firms that are perceived as insincere in their social 

involvement…” (Hill & Becker-Olsen, 2005). The authors also reported, “We find that low-fit 

initiatives negatively impact consumer beliefs, attitudes, and intentions no matter what the firm’s 

motivation, and that high-fit initiatives that are profit-motivated have the same impact. Further, 

consumers consider the timing (proactive versus reactive) of the social initiative as an 

informational cue, and only the high-fit, proactive initiatives led to an improvement in consumer 

beliefs, attitudes, and intentions” (Hill & Becker-Olsen, 2005).  

     The last important discovery for discussion on this topic is how millennials are choosing 

companies to work for. Much of the discussion in scholarly literature points to the importance of 

CSR for recruitment purposes. In 2011, researchers Teresa McGlone and Judith Winters Spain 

from Eastern Kentucky University and Vernon McGlone (University of the Cumberlands) 

published the study “Corporate Social Responsibility and the Millennials” in the Journal of 

Education for Business. They examined the CSR attitudes of college students and the correlation 

of these attitudes with willingness to work for companies that emphasize CSR through employee 

volunteerism. “We found that Millennials reported more volunteerism than non-Millennials and 

that the reported reasons for this behavior were pressure from social organizations, seeking extra 

credit for courses, and wanting to pad resumes…Millennials who rated working for a company 
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that incorporates CSR as important reported more volunteerism than non-Millennials who also 

considered this important. These findings support the Cone (2008b) study conclusions that 

Millennials have internalized the need to make the world a better place and support that attitude 

by volunteering more” (McGlone, McGlone, & Spain, 2011). 

        An article by PR Week titled “Millennials more informed on CSR news than baby boomers” 

reported a finding about millennials and their drive for wanting CSR information. “G&S 

Business Communications found that most Americans cite the news media as their main source 

of CSR and sustainability information in a survey conducted with The Harris Poll. It also found 

young consumers are better versed on the topic than their older counterparts” (Washkuch, 2015). 

With such research being published, a few essential questions need to be addressed by public 

relations practitioners. Who are baby boomers and how much information is available about this 

generation and their involvement in CSR? 

     Defined by the U.S. Census, baby boomers are individuals born between 1946-1964, are 76 

million strong nationwide, and their influence on health care, technology, travel and e-commerce 

is only growing (“U.S. News & World Report Baby Boomer Report,” 2015). In 2015, the U.S. 

News & World Report released a study on baby boomers. The U.S. News & World Report 

argues that boomers are continuing to transform the industry and states the importance of not 

writing them off for younger generations. “As more and more Boomers reach retirement age, 

they face fundamental changes in their lifestyle and spending habits. Whether it’s smart 

investments to extend their nest eggs, finding the best doctors and hospitals to get their hips 

replaced, or exploring ideas for the perfect vacation for their golden years, Boomers are informed 

decision makers and motivated planners embracing a long, active and thriving future” (“U.S. 

News & World Report Baby Boomer Report,” 2015). 
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     Researchers at Nielsen have also argued that baby boomers are a generation that cannot be 

left behind. “The Boomers are simply too valuable to ignore – there is much to be gained by 

prioritizing them, and much to be lost by passing them up” (The Nielsen Company & 

BoomAgers LLC, 2012). The Nielsen report also debunks the stereotype that baby boomers are 

unwilling to spend more money. “The Boomers were born into a post-war culture 

of affluence and optimism. These were formative years, and the values that were forged then 

have stayed with them throughout their lives…Their growing incomes and the availability of 

plastic credit launched an era of spending and consumerism that endures today” (The Nielsen 

Company & BoomAgers LLC, 2012). Lastly, Nielsen argues that the boomer generation is 

technologically savvy and values social media. Nielsen argues that while younger generations 

are the first to adopt new technologies, it is the Boomers’ adoption that is driving the real growth 

of technology once such platforms become mainstream. “The Boomers have always embraced 

science and technology and are using today’s internet-linked products to enrich their lives by 

staying connected, socializing, shopping and entertaining themselves” (The Nielsen Company & 

BoomAgers LLC, 2012). 

     An important discussion occurring within the baby boomer generation is volunteerism. 

According to an article in CSRWire the nonprofit StrengthBank Inc. has found that the baby 

boomers are essential in their volunteerism efforts. The non-profit offers high school curriculum 

that includes mentoring from business volunteers, many of whom are baby boomers. Sheila 

Bugdanowitz, president and CEO of the Rose Foundation shared her thoughts on baby boomers. 

"I think this is the generation that harnessed its own power early on, whether it was around civil 

rights, women's equality, the war or other issues” (“Baby Boomers Playing Big Part in CSR, Say 

StrengthBank Inc. President/CEO,” 2008). Wendy Spencer, chief executive of the Corporation 
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for National and Community Service (the federal agency in charge of the U.S. government’s 

AmeriCorps and Senior Corps programs) argues that baby boomers also are the best suited 

candidates to be volunteers. “The thing I love about boomer volunteers is that they offer 

seasoned experience and lifelong lessons they’ve learned...Young people have great skills in 

technology and social media, but they don’t have the lessons to share that boomers and seniors 

do” (“Baby Boomers Playing Big Part in CSR, Say StrengthBank Inc. President/CEO,” 2008).  

     To conclude this discussion, the majority of the research I found focuses on the millennial 

generation and CSR. I had a much more challenging time trying to find scholarly sources on the 

baby boomer generation and their relationship to CSR initiatives. However, the literature and 

research available on both segments of the populations as presented in this review show an 

interest and great care in CSR and companies that have a heart. 

Methodology 

Research Question: Do baby boomers view Corporate Social Responsibility differently than 

millennials?  

Research method selected: Survey 

This research method was chosen to ensure that an equal amount of males and females from the 

baby boomer and millennial generations were involved in the study. 

The survey was comprised of ten questions aimed to understand the differences in CSR 

viewpoints among the baby boomer and millennial generation. The first two questions about age 

and gender helped me categorize the survey participant. The next two questions about the 

participant’s favorite brand were created in order to gain a deeper understanding on consumer 

purchasing decisions from both generations. I wanted to see if consumers considered CSR efforts 

when making their purchasing decisions. The fifth question similarly aimed to see if CSR had an 
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impact on decision making, however, this question looked at employment choices. The goal of 

sixth and seventh question of the survey was to see how much consumers know about CSR 

initiatives with the products they encounter on a daily basis. Question eight was crafted in order 

to learn about the current viewpoints from both baby boomers and millennials on CSR. The ninth 

survey question was directed towards learning about how knowledge of CSR initiatives affects 

baby boomers and millennials. The last survey question regarding following CSR news was 

based on the study found in the literature review stating that millennials follow CSR news closer 

than baby boomers. I wanted to find out if this study was still true today. 

Sixty individuals in the United States of America (thirty baby boomers and thirty millennials) 

volunteered to participate in the survey. Individuals were randomly selected from two categories, 

ages 18-34 (the millennial generation as defined by the Cone Communications 2015 study) and 

ages 53-71 (the baby boomer generation as defined by the U.S. Census).  

I chose to hand out my survey at the Roosevelt Field Mall located in Garden City, New York and 

interviewed daily shoppers (mostly shoppers who were sitting down on a couch in a resting 

area). The American individuals that were selected were from the Long Island area, specifically 

Nassau County. Nassau County's industrial profile is heavily weighted toward wholesale and 

retail trade. According to the Federal Reserve Bank of New York, Nassau is New York State's 

most densely populated county outside New York City. Additionally, Nassau's population is 

relatively affluent and well-educated. Two out of five adults over age 25 hold college degrees 

and median household income was $94,000 in 2009. An extraordinary 83 percent of homes are 

owner-occupied, compared with 67 percent nationwide; the median value of these homes was 

estimated at $475,500, which is roughly 55 percent above the statewide median and more than 

two and a half times the national figure. A majority of the population also commutes into New 
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York City for employment (32 percent).  

Due to the large amount of survey participants needed for this study, I made three different trips 

to the Roosevelt Field Mall, starting around 11 a.m. until around 4 p.m. I went later in the week 

on a Wednesday, Thursday, and Friday, figuring that the most consumers would be found during 

the latter part of the week. The reasoning behind starting to distribute the survey around 11 a.m. 

was to ensure that I found enough baby boomers to take my survey, since the baby boomers were 

generally less interested in taking the survey. Many millennials were shopping after school 

around 2 p.m., however, they were generally in the mall at all times of the day. 

In order to ensure that participants fit either the baby boomer or millennial generation category, I 

asked for the participant’s age information as the very first survey question. Only ages that fit 

within the appropriate generational category were documented for the purposes of this study. 

Participants were given a ten-question survey on one double-sided sheet of paper. Writing 

utensils were provided as well. Once all sixty responses were completed, the responses were 

reviewed and typed out in an official research results spreadsheet document for further analysis. 

Survey: 

Introduction 

Thank you so much for taking the time to fill out this questionnaire for my school project. 

I am currently studying consumer purchasing decisions. 

Below you will find 10 questions that aim to answer my research question. 

Questions 

1) What is your age? 

2) Male/Female? (please circle) 

3) What is your favorite brand? 
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4) Please describe three reasons why this is your particular brand of choice? 

5) If you are working and/or currently looking for employment, please describe three qualities 

you look for when considering a company? If you are currently retired, please describe three 

qualities you looked for in a company while completing your last job search. 

6) What was the last product you purchased? 

7) Thinking back on your last purchase, do you know if the company does anything to give back 

to the community? 

8) Do you believe that companies today are doing enough to give back to their communities? 

Why or why not? 

9) Would you be more likely to purchase an item and/or work for a company if you knew they 

were giving back to their community? Why or why not? 

10)  Do you follow a company’s efforts to give back, why or why not? If so, how do you follow 

such efforts? 

Results 

     Out of the 60 participants who voluntarily took the survey, 29 survey participants were male 

and 31 participants were female. The majority of males wrote that their favorite brand was a shoe 

brand including Adidas, Puma, and Sketchers (13 out of the 60 participants). Nike is a 

particularly popular amongst males based on the survey (6 out of the 60 participants wrote Nike 

and/or Nike Jordan as their favorite brand). A fair amount of the female participants reported that 

their favorite brands were designer, including Coach, Michael Kors, Louis Vuitton, Lily Pulitzer, 

and Tory Burch (5 out of the 60 participants). Both male and female participants also listed 

clothing brands as their favorite, including Chico’s, Talbots, Forever 21, H&M, Dress barn, 

Express, Guess, Ann Taylor Loft, Free People, Jack Victor, Levi’s, and Timberland (15 out of 60 
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participants). Male and female participants also reported that food and beverage brands were 

their favorite including Coca-Cola, Pepsi, Celestial Seasonings Tea, Whole Foods, Kellogg's, 

Kraft Yogurt and Fage Yogurt (10 out of 60 participants). Starbucks was mentioned by 3 out of 

60 participants. 

     When asked for three reasons why the participant chose their particular favorite brand, only 2 

participants mentioned a company’s efforts to give back. Price, especially an affordable price, 

was an important factor for many of the female and male participants when making a purchasing 

decision (16 out of 60 participants). Quality was another important reason participant listed (13 

out of 60 participants). Style was another quality participant described as a reason for their brand 

loyalty (13 out of 60 participants). 

     Only two of survey participants listed generosity/giving back to the community as a quality 

they look for when considering employment opportunities. Receiving a good salary was a top 

priority for many of the female and male participants (18 out of 60 participants). Another top 

priority for both male and female participants was company benefits (11 out of 60 participants). 

Treatment of employees was also a popular response (7 out of 60 participants). A company’s 

trustworthiness and loyalty was a priority for a few of the participants (3 out of 60 participants). 

Additionally, some participants reported the importance of working with quality employees (7 

out of 60 participants). Lastly, work environment/company culture was an important quality for 

participants (11 out of 60 participants). 

     The 60 participants described their last purchases mostly as small items ranging from 

beverages, food, clothing, shoes, and accessories. A few participants had purchased larger items 

such as furniture and cell phones. Only 11 out of the 60 participants answered with confidence 

that they knew the company of their last purchase was giving back to the community in some 
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fashion. 3 out of the 60 participants speculated that the company from their last purchase may be 

giving back. 

     When asked whether companies are doing enough to give back to their communities, the 

majority of the responses were met with negativity and cynicism towards companies (25 out of 

60 believed that companies were not doing enough to give back to their communities). In 

contrast, only 17 out of the 60 participants do believe that companies are doing enough. Some 

participants were more ambivalent. 6 out of the 60 individuals answered that some companies 

are doing more than others to give back to the community. 

     More half of the survey participants answered they would be more likely to purchase an item 

from a certain company or work for a certain company if they knew that the company was giving 

back (39 out of 60). A small amount of the participants said that community efforts make no 

such impact on purchasing and job decisions (13 out of 60 participants). The majority of the 

participants do not follow a company’s efforts to give back to the community (43 out of 60). 

Only 10 out of the 60 participants said they follow a company’s efforts to give back. Limited 

time, access to technology, and a general lack of interest in CSR news were the most common 

answers. 

     Looking more specifically at the baby boomer generation, 15 out of the 30 participants were 

male and 15 out of the 30 were female. Many of the baby boomers reported that their favorite 

brand was food or beverage related (9 out the 30 baby boomer participants). Two out of the 30 

participants reported that their favorite brand was Starbucks. Three out of the 30 participants 

reported that their favorite brand was an athletic clothing/shoe brand. Three out of the 30 

participants reported that their favorite brand was a designer brand. The most popular answers 

were brands related to clothing (8 out 30 participants). Six out of the 30 baby boomers listed 
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quality as a reason for their favorite brand. Eight out of the 30 baby boomers viewed price as a 

reason for their favorite brand. 

     When asked about desirable employer qualities, none of the baby boomers who participated 

in the survey listed giving back to the community as a response. Rather, pay was the largest 

factor (7 out of the 30 baby boomers listed pay as an important quality when making 

employment decisions). Three out of the 30 baby boomers listed benefits as important when 

considering employment. Two out of the 30 participants listed trust/loyalty as a quality they look 

for in an employer. Three out of the 30 participants wrote treatment as employees as an 

important factor. Three out of the 30 participants listed quality of employees as important in 

terms of employment. 

     Thinking back on their last purchase, only 6 out of the 30 baby boomers were confident that 

the company of purchase was giving back to their community. When asked if they believed 

companies were doing enough to give back to the community, 5 out of the 30 baby boomers 

answered with a hard “no.” 

     Eight out out the 30 baby boomers answered with a hard “yes” when asked if they believed 

companies were doing enough to give back to the community. Three out of the 30 baby boomers 

believed that some companies are doing more than others to give back to their communities. 

Three out of the 30 baby boomers included that companies only care about making money in 

their responses. 

     Nineteen out of 30 baby boomers answered that they would most definitely purchase an item 

from a certain company and/or work for a certain company if they knew that the company was 

giving back to the community. Ten out of the 30 baby boomers answered that giving back has no 

particular significance in their purchasing decisions and/or employment decisions. In terms of 
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following CSR news, 20 out of the 30 baby boomers answered that they do not follow news 

about companies giving back. Four out of the 30 baby boomers reported their reason for not 

following news about companies giving back was due to a lack of time. 

     Looking at the millennial generation, 14 out of the 30 participants were male and 16 

participants were female. Only one of the millennial participants listed a food/beverage brand as 

their favorite (Starbucks). Athletic shoes and clothing line brands were very popular amongst 

millennials (10 out of the 30 participants). Eight out of the 30 participants listed a clothing brand 

as their favorite brand. Compared to the baby boomer generation, a few millennials listed more 

innovative/technology brands as their favorite brands including Apple, Amazon and PlayStation 

(3 out of 30 participants). Seven out of the 30 millennials listed quality as reason for their 

favorite brand. Eight out of the 30 millennials viewed price as an important reason for their 

favorite brand. 

     When asked about desirable employer qualities, 2 out of the 30 millennial responses included 

giving back to the community. Pay was still the largest factor (11 out of the 30 millennials listed 

pay as an important factor when making employment decisions). Eight out of the 30 millennials 

listed benefits as a quality they look for in employers. Only one participant listed trust as an 

important quality they looking at employment. 2 out of the 30 participants wrote treatment as 

employees as an important factor. 3 out of the 30 participants listed quality of employees as 

important in terms of employment. 

     Thinking back on their last purchase, only 5 out the 30 millennials were confident that the 

company of purchase was giving back to their community. When asked if they believed 

companies were doing enough to give back to the community, 10 out of the 30 millennials 

answered with a hard “no.” 
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     Six out of the 30 millennials answered with a hard “yes” when asked if they believed 

companies were doing enough to give back to the community. 4 out of the 30 millennials 

believed that some companies are doing more than others to give back to their communities.  4 

out of the 30 millennials included that companies only care about making money in their 

responses. One key difference with the millennial group in their responses to this question is that 

they do not hear about such to give efforts (3 out of the 30 millennials included this idea in their 

responses companies to 1 out of the 30 baby boomers). 

     Twenty out of 30 the millennials answered that they would most definitely purchase an item 

from a certain company and/or work for a certain company if they knew that the company was 

giving back to the community. Six out of the 30 millennials answered that giving back has no 

particular significance in their purchasing decisions and/or employment decisions. Another slight 

key difference in the millennial generation responses to this question is the language about self-

satisfaction. Two out of the 30 millennials responded that by engaging with companies who are 

giving back, it makes the individuals feel better about themselves. In terms of following CSR 

News, 23 out of the 30 millennials answered that they do not follow news about companies 

giving back. Rather than describing time as the issue, the millennials surveyed do not see time as 

the reason why they don’t follow company news on giving back to the community (only 1 out of 

the 30 millennials wrote “no time” as their response). Two out of the 30 responses included the 

term “too busy.” Two out of the 30 responses included information that the individuals simply 

had no attention span or feel that following such news requires more effort. Another key 

difference in the millennial responses is the mention of following news in general more closely 

to hear about what companies are doing. Three out of the 30 millennials surveyed included such 

language in their responses. 
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Graphical Representations of Data 

Question One Responses: What is your age? 

 

Question Two Responses: Male/Female (please circle one) 

Ages 53-71 

50%

Ages 18-34 

50%
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Male 
52%

Female 
48%

Male 
50%

Female 
50%
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Question Three Responses: What is your favorite brand? 

 

Male 
47%

Female 
53%
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Question Four Responses: Please describe three reasons why this is your particular brand of 
choice? 
 

 
 
Question Five Responses: If you are working and/or currently looking for employment, 
please describe three qualities you look for when considering a company? If you are 
currently retired, please describe three qualities you looked for in a company while 
completing your last job search. 
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Question Six Responses: What was the last item you purchased? 
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Question Seven Responses: Thinking back on your last purchase, do you know if the company 
does anything to give back to the community? 

 

 

 

 

 

 

Confident 

20%

Unsure 

80%

Confident 

17%

Unsure 

83%
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Question Eight Responses: Do you believe that companies today are doing enough to give back 
to their communities? Why or why not? 
 

 

 

Yes 

17%

No 

20%

Unsure 

63%

Yes 

20%

No 

67%

Unsure 

13%
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Question Nine Responses: Would you be more likely to purchase an item and/or work for a 
company if you knew they were giving back to their community? Why or why not? 
 

 

 

 

Yes 

63%

No 

37%

Yes 

67%

No 

33%
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Question Ten Responses: Do you follow a company’s efforts to give back, why or why not? If 
so, how do you follow such efforts? 

 

 

 

 

Yes 

33%

No 

67%

Yes 

23%

No 

77%
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Discussion 

     The survey results proved my argument to be incorrect. There is no significant difference 

between the way in which baby boomers and millennials view CSR. Rather, the survey results 

reveal differences in millennial attitudes towards corporations and how they keep track of a 

company’s effort to give back to the community. 

     After careful review of the research results, it can be concluded that both the baby boomer 

generation and the millennial generation do not think about CSR proactively. Rather, if they see 

a pro-social campaign, the sentiments towards the product and the brand increase with positivity. 

Both age groups feel the same about wanting to support a company that is acting responsibly 

through CSR efforts. The survey participants from both generations generally felt very strongly 

that companies should be acting as responsible agents in the community and should be rewarded 

for their efforts. Additionally, the data reveals there is no significant difference between the 

amount of knowledge baby boomers vs. millennials have and/or wish to acquire about CSR. This 

research finding is contrary to the past literature on this subject.  

     I believe my results are different because of the Pew Research study finding that millennials 

are beginning to dominate as the most populous group on the planet. PR practitioners and 

companies both are in a heightened state of awareness that in order to create successful 

campaigns, their focus needs to be spent on appeasing millennial demands. Since millennials are 

dominating the market, the majority of the literature and research is spent on discussing and 

understanding the millennial’s take on CSR. 

     Where the data begins to show a significant difference in the age groups is the millennial 

view of corporations in general. While taking the survey, double the amount of millennials 

compared to the baby boomers included a cynical and skeptical response about companies/large 
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corporations in their answers. Many of the millennials felt that corporations only care about 

making a profit. Interestingly, none of the scholarly articles found during research for this 

capstone project addressed this millennial view of corporations. The articles only placed 

emphasis on the millennial drive for sustainability and social responsibility. For PR practitioners 

working in corporate public relations, such results may mean that more time needs to spent 

understanding why millennials feel so such strong negativity towards corporations. Also, perhaps 

companies are not investing in enough CSR initiatives. In order to convince millennials that 

companies are not interested in the bottom line, corporations may need to create more CSR 

campaigns. These survey results may also show that millennials are not aware of the CSR 

initiatives that PR and CSR practitioners carefully craft and execute.  

     Another key difference the data reveals is that the millennial generation is more interested in 

hearing more about a company’s CSR efforts. If companies are participating as responsible 

citizens for change, millennials do not know about such efforts. Compared to baby boomers, 

millennials included wanting to learn about CSR news in their responses. What this means for 

PR and CSR practitioners alike is that more time may need to be spent creating awareness about 

CSR initiatives. Much of the literature focuses on the CSR strategy, particularly the millennial 

demand for creating a genuine, heartfelt CSR plan that aligns with a company’s mission. The 

issue may be that PR practitioners and companies are simply too focused on the strategy building 

aspect of CSR. 

     Another interesting observation about millennials that the survey reveals is that, compared to 

baby boomers, this generation is using the news to follow a company’s behavior, especially 

when a company makes a grave mistake or shows their caring side. While both generations do 

not necessarily go out of their way to follow CSR news, the millennials reported they are 
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keeping a closer eye on companies, reading the newspaper and watching the news. While this 

may be a more passive approach, the importance is that millennials are in fact following 

company news. This finding proves the G&S Business Communications research found that 

most Americans, particularly millennials, cite the news media as their main source of CSR and 

sustainability information. This finding also reveals an important media strategy CSR 

practitioners can use once a CSR plan is in place. 

     The survey did reveal a very slight increase in narcissism among the millennial generation. A 

couple of the millennial responses indicate that CSR is about “What’s in it for me?” and “How 

will this make me feel good?” However, the degree of narcissism is to the extent in which Dr. 

Twenge argues in her research. In fact, the survey reveals that baby boomers are just as 

narcissistic, especially when considering employment opportunities. Both baby boomers and 

millennials felt that money is was most important quality when considering employment. 

Additionally, many of the baby boomers reported in the survey they would rather keep the 

money for better deals and sales when making a purchase. 

     Lastly, one other difference between the two generations can be found in the sort of company 

baby boomers and millennials care about. Based on the survey, baby boomers care more about 

more traditional companies that affect their everyday purchasing decisions (which explains why 

food and beverage items were popular responses) and millennials care more about technology 

companies (such as Apple and Amazon). For PR and CSR practitioners, these findings are 

important to keep in mind when developing CSR strategies and considering stakeholder groups. 

Scholars in the public relations community may also want to study Starbucks more in-depth. 

This company was particularly popular among the baby boomers, who were aware of their 

efforts to give back to the community. 
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     The survey results are important because they contravene what many of the scholars and PR 

professionals are saying about millennials. The stereotype of the highly narcissistic tree-hugger 

type of individual were not found in my study. Research centers such as Cone Communications 

are making important contributions to the study of the millennial generation. PR practitioners 

certainly need to better understand their needs and concerns as a stakeholder group. However, 

the 2015 Cone Communications study overgeneralizes millennials. Not all millennials like the 

ones Cone discusses in their study and displays on their YouTube videos are altruistic or looking 

to make a genuine difference as a responsible citizen. Many millennials are similar to baby 

boomers, making employment and purchasing decisions based on monetary value. I believe 

Cone Communications should create a new survey studying millennials, since their latest report 

is from two years ago. 

     Even though baby boomers are no longer the largest generation, I also think researchers such 

as Cone Communications should perform an in-depth examination looking into baby boomers. 

Baby boomers may not be the dominant generation and may not keep a tab on companies to the 

same extent, yet companies cannot negate the fact that they are still a stakeholder group. Baby 

boomers still need to be taken into account when creating a CSR plan. 

     If I were to do this study over again, I would choose a different research method or distribute 

the survey differently. One major limitation of the study was finding participants to take my 

survey. Participants at the mall were generally disinterested in taking my survey, despite the 

short length and convenience with all materials readily provided. I had a particularly challenging 

time with collecting data from the baby boomer generation. I would also expand the days and 

times I distributed the survey. It would be interesting to see if the survey results are any different 

going on a weekend vs. a weekday. It would also be important to see the differences of the 
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millennials who shop at the mall earlier during the day vs. later in the night. Additionally, it may 

be interesting to interview the “mall walkers,” known as the older adults who walk around the 

mall around 7 a.m. Also, the survey may not accurately represent the sentiments of baby 

boomers across the United States since all of my participants were from the Long Island area 

only. If given the opportunity to do this survey again, I would distribute the survey online to 

reach a broader group and make the survey more of a convenience for consumers to take. I 

would also change the wording of the question where participants were asked about their favorite 

brand. Participants greatly struggled with this question because it was very broad. I would 

narrow the question, asking individuals what their favorite brand of a certain product is (such as 

toilet paper).  

      I would also change my research question based on my findings. The gap in the literature 

may not be about baby boomers. Rather, the gap may be in the more well-rounded understanding 

of millennials. Without a detailed understanding of all millennials, not just the ones who wish to 

engage in ethical and responsibly, PR and CSR practitioners may continue to struggle in their 

efforts to keep a company’s positive reputation. 

Conclusion 

     The survey revealed that there is no significant difference between the way in which baby 

boomers and millennials view CSR. The key findings of the survey reveal more about how 

millennials feel about brands/corporations and how millennials are interacting with CSR 

campaigns. 

     Based on the literature review and the survey conducted for my research question, my advice 

for PR practitioners is that they need to pay particular attention to the millennial generation and 

must be careful not to generalize this group of individuals. Past literature and research studies 
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have only begun to scratch the surface in terms of understanding this distinguished generation. 

The generalizations in the past literature and research have either categorized millennials on one 

extreme end of the spectrum or the other. Millennials have been typically described as an 

incredibly egocentric, technologically-obsessed generation. Or, on the opposite viewpoint, 

millennials have been considered the most compassionate and responsible generation. Cone 

Communications has started the process of examining the millennial generation in a more 

specific approach, yet they still have a long way to go. This study reveals that there are 

millennials who do not fit either one of these categories, leaving public relations practitioners 

with a large issue on their hands when developing campaigns (such as CSR initiatives).  

     Public relations practitioners working for brands need to better understand the millennial 

generation. With more in-depth knowledge about millennials, specifically their current attitudes 

towards corporations and how they are absorbing company news, CSR campaigns will hopefully 

become more effective. When developing a CSR campaign, my recommendation for PR 

practitioners, based on the findings, is to take the stakeholder identification process a step 

further. Simply identifying “millennials” as a stakeholder group is no longer a viable option for 

successful CSR campaigns. Rather, practitioners should consider different types of millennials 

(such as the ones identified by Cone Communications). CSR has the ability to strongly resonate 

with millennials once more information is learned about this generation. In turn, hopefully more 

brands will be able to turn their image around in the court of public opinion amongst millennials. 

     The critical need to further dissect and study the millennial generation is urgent for all public 

relations practitioners, not just the professionals who work with brands and CSR initiatives. The 

identification of key stakeholder groups and the research behind the individuals who impact a 

public relations campaign is essential in every type of public relations practiced today. PR 
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practitioners from all walks of PR run the risk of creating ineffective campaigns unless they fully 

understand who millennials are and what millennials expect from them. 

      While millennials are a powerful force, public relations practitioners in all industries cannot 

neglect the baby boomer generation. More specific to the topic at hand, baby boomers should 

still be considered in CSR efforts. While the baby boomers may no longer be the largest segment 

of the population, past literature reveals that they are still an essential stakeholder group. These 

individuals still influence the marketplace and care about giving back, especially through 

volunteerism. Public relations professionals would be wise to keep baby boomers in mind and 

also remember not to generalize this segment of the population. Past literature reveals that baby 

boomers do not equate with traditionally “old” adults. Rather, baby boomers are current with the 

times and are extremely active in their communities. 

      Lastly, an important lesson every public relations employee and student can take away from 

this study is the need to do as much research as possible about various stakeholder groups before 

developing a campaign. It is simple to make assumptions about particular groups of individuals, 

such as baby boomers and millennials. While the initial reason for this study was to understand 

these two groups in context with CSR, the unexpected larger lesson is that overgeneralizations 

about stakeholder groups are dangerous. With the new generation of technologically advanced 

individuals (as young as the age of ten years old) emerging, CSR and PR practitioners have the 

opportunity to start taking a deeper look into generations proactively and create effective 

campaigns. 
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