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Corporate social responsibility (CSR), or the idea that companies can do well while doing the "right" 
thing, has gained enormous attention in today's business world. From disaster relief to 
environmentally and socially sensitive manufacturing practices, large and small companies over the 
world devote unprecedented efforts and resources to CSR. A key motivator of such efforts is 
consumer demand; a recent survey of more than 10.000 consumers in 10 countries (Cone 
Communications and Echo Research, 2013) reports that 81% of consumers want companies to be 
more socially responsible (e.g., change the way they operate to align with greater social and 
environmental needs). At the same time, however, companies remain largely in the dark as to how 
best communicate their CSR efforts to this valuable stakeholder group, the potential for a positive 
consumer response comingling with the fear that such communication will trigger consumers’ 
skepticism and criticisms.  
In this light, this “Corporate Social Responsibility & Marketing” course seeks to introduce students to 
the notion of CSR, and to help them acquire a critical perspective toward the many challenges that 
marketing practioners are facing with respect to CSR, and CSR communication campaigns. 
 

Course Content 

 

Based on theory, discussion of real-life cases and various in-class exercises, this course will cover 
the following topics:    

 Introduction to corporate social responsibility 

 The business case for CSR 

 Formulating and implementing CSR initiatives 

 CSR and the consumer 

 CSR communication: success factors and associated risks 
 
 

Learning Objectives 
 

At the end of the course, students should be able to:  

 Understand what corporate social responsibility (CSR) is 

 Identify the challenges facing marketing practitioners with regards to the development, 
communication, and evaluation of CSR initiatives 

 Take a critical stance toward companies' CSR activities and their communication 

 Put theory into practice by formulating relevant recommendations and ideas to improve existing 
CSR communication campaigns 

 
 
 

Assessment 
 

Students will be evaluated based on: 



 Continuous assessment: 50% 
- Active participation during the course 
- Case study discussion 

 Group project (including final presentation): 50% 
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