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EXECUTIVE SUMMARY

Despite rising polarization on refugee policy in the
United States, U.S. consumers exhibit a surprising level
of support for brands that help refugees, indicating that
brands can “do good,” by making positive contributions
in the lives of refugees, and “do well,” by attracting

consumer support, at the same time.

Brands can consider making commitments to support
refugees, knowing that, on net, U.S. consumers
support these actions and are more likely to purchase

from brands that make them.

U.S. consumers — especially millennial consumers —
do not discriminate significantly among most types of
business support for refugees. Therefore, brands can
focus on projects that best align with their business

operations and brand values and yield the greatest

impact for refugees.

Brands with a significant proportion of millennial
consumers, female consumers, or consumers of color,
are likely to see particular support for projects to help

refugees.

Instead of ruling out efforts to support refugees,
brands with a significant proportion of conservative
consumers or consumers in their mid-fifties or older
should consider efforts to support refugees overseas,
which are likely to trigger less opposition from these

consumer demographics.
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INTRODUCTION

The number of refugees globally has risen to 25.4 million,

with a surge in new refugees over the past several years
and a decrease in the number of refugees returning to

their countries of origin.

Traditional actors are unable to meet refugees’ needs
in a comprehensive manner. A number of organizations,
including the Tent Partnership for Refugees, have
highlighted the urgent need for the global businesses

community to step up in support of refugees.

Atthe same time, the resettlement of refugees in the
United States has become increasingly politicized.
In 2017, the Trump administration resettled only
33,000 refugees in the United States - compared to
approximately 97,000 in 2016.

The administration lowered the cap on refugee
admissions to 45,000 refugees for fiscal year 2018

and again to 30,000 for fiscal year 2019, reducing

resettlement to historically low levels. Supporters of the
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current administration are notably less likely to support

refugee admissions to the United States.

Given this polarization around refugee resettlement,
companies may be concerned that supporting refugees
could alienate consumers and ultimately hurt their
business. Companies like Starbucks and Chobani, which
have made visible efforts to hire refugees, have faced
criticism from certain quarters. While these experiences
have understandably made other companies more
apprehensive about taking similar steps, this report
demonstrates that companies will find that more

consumers react positively than negatively.

This reflects the actual experience of Starbucks and
Chobani, both of which have continued to perform
strongly in the wake of initial criticism, from certain

quarters, to their refugee-hiring initiatives.
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The data we used was collected in an online survey of
7139 consumers in the United States. The respondents
were recruited through Research Now, a leading data
collection and market research company, and were
financially incentivized to take the survey. Respondents

were asked a series of questions about ten brands in

each of ten product categories (for a total of 100 brands):

alcohol, automobiles, cosmetics, apparel retail stores,
grocery stores, home furnishings, hotels, soft drinks,
soap-shampoo and sports apparel. The demographic
breakdown of the survey participants by gender,

race, census region, education, age, income, family
composition, religion, and political ideology is illustrated

on the following page.

Both female and white consumers are overrepresented
in the sample. The survey respondents are 59% female,
but the U.S. population is only 51% female; the survey is
82% white, but the U.S. population is only 77% white.

Female consumers tend to be more supportive of

companies taking steps to support refugees than male
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consumers, which would have skewed our findings
positively, but since white consumers are the least
supportive of these efforts among racial groups (as
illustrated in Section 3), our assessment is that on
balance the sample should still be representative of the

U.S. population.

Notably, all respondents were over the age of 18 — but,
as demonstrated on itis likely that respondents
under the age of 18 exhibit high levels of support for

brands that support refugees.

Survey data also indicates that there is a high level of
awareness of the refugee crisis among consumers in the
United States; overall, approximately 84% of respondents
are aware of the refugee crisis. Respondents with higher
socioeconomic status are most likely to be aware of the
refugee crisis, but in the income brackets capturing the
American middle class’, awareness of the refugee crisis
is still high, ranging from 82% to 88%. Even in the lowest
income bracket, capturing people who make less than
$15,000 annually, 71% of respondents are aware of the

refugee crisis.

* Pew Research defines middle class in the United States as ranging from $42,000 to $125,000 in pre-tax income.
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REGION GENDER GENERATION

Midwest 24% 25%
Northeast 20% 41% Millennial
South 34% Male -
West 22%
RACE EDUCATION
Other 5%
Black 6% ‘
Asian 7% ‘
White
High school or
lower Graduates and
PHD
Some college
INCOME FAMILY COMPOSITION
Less than $15,000 Couple no kids
$15,000 - $24,999 Couple with kids
$25,000 - $49,999 Living alone
$50,00 - $74,999 Other

$75,000 - $99,999

$100,000 - $149,999

$150,000+
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RELIGION POLITICAL IDEOLOGY
Catholic 24%
Other Christian 20%
Unaffiliated 16% 6%

Extremely
Atheist 5% Conservative
Orthodox Christian 2% 18% )

Conservative
Other World Religions 1% 12%
Slightly

Historically Black Protestant 0.4% Conservative
AWARENESS
ARE YOU AWARE OF THE INCOME BRACKET AND AWARENESS

REFUGEE CRISIS?

100%

16%

No 90%

Yes e No
O EEED

80%

70%

60%

50%

40%

30%

20%

10%

0%

Lessthan  $15000- $25000- $50,000- $75,000- $100,000- $150,000+
$15,000 $24,000 $49,000 $74,000 $99,000 $149,000
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HOW BRANDS AND COMPANIES
CAN SUPPORT REFUGEES

A

BRANDS CAN SUPPORT REFUGEES
IN A VARIETY OF WAYS, BUT TEND
TO HAVE THE MOST IMPACT WHEN
THEY HIRE REFUGEES, INTEGRATE
THEM INTO THEIR SUPPLY
CHAINS, DELIVER SERVICES

TO THEM, OR INVEST IN THEIR
ENTREPRENEURIAL ENDEAVORS.

The Tent Partnership and the Center for Global
Development have proposed that, in the context of a
refugee crisis characterized by long-term displacement
and low levels of economic integration, companies can
have the greatest and most sustained impact when they
leverage their “core business” operations, such as by
hiring refugees, integrating refugees into supply chains,
delivering services to refugees, or investing in refugee

entrepreneurs.

We sought to test consumer reactions to these potential
commitments, as well as two other areas where brands
may consider helping — donating money or engaging in

political advocacy.

UNDERSTANDING COMMITMENT TYPES

Hiring commitments

Brands can hire refugees into their workforce directly.
For example, WeWork publicly committed to hiring 1,500
refugees within five years. To test consumers’ reactions,

we asked two versions of this question:

» Would you be less or more likely to buy products from
a brand or company that had committed to hire 500

refugees in the United States?

» Would you be less or more likely to buy products from
a brand or company that had committed to hire 500

refugees overseas?

Supply chain commitments

Brands can create jobs for refugees in their supply
chains by working with their suppliers or sourcing from
refugee-owned or refugee-employing enterprises. For
example, IKEA is selling in its retail stores hand-woven
rugs, textiles, and other items produced by an enterprise
employing refugees and Jordanians. To test consumers’

reactions, we asked the following question:

» Would you be less or more likely to buy products from
a brand or company that had committed to source
certain products/services from companies employing

refugees?

Service delivery commitments

Brands can tailor their services to better reach refugee
populations, recognizing that refugees often face unique
barriers to accessing financial, connectivity, or other
service. For example, through the Smart Communities
Coalition, Mastercard and Western Union are
collaborating to provide refugees in Kenya with access
to remittances, banking, education, healthcare and other

basic needs. To test consumers’ reactions to this kind of

commitment, we asked the following question:
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» Would you be less or more likely to buy products from
a brand or company that had committed to provide

educational, financial or other services to refugees?

Impact investing commitments

Brands can support refugee entrepreneurs and small
businesses. For example, Generali, the Italian insurance
company, committed to helping refugees start 500 new
businesses by 2020. To test consumers’ reactions, we

asked the following question:

» Would you be less or more likely to buy products from
a brand or company that had committed to invest in

refugee entrepreneurs?

Charity

Brands can also support refugees by donating money to
organizations that help them. While the Tent Partnership
and the Center for Global Development have suggested
that traditional philanthropy is less likely to have a

high impact in the longer term than commitments that
leverage a brand’s core business operations, a number
of brands prefer to support refugees in this way. For
example, over 2016 and 2017, Johnson & Johnson
donated $1.75 million to Save the Children, a global
charity that works with refugees among other vulnerable
populations. To test consumers’ reactions, we asked the

following question:

» Would you be less or more likely to buy products from
a brand or company that had donated $5 million to

help refugees around the world?

Advocacy

Finally, brands can seek to influence government policy
on refugees. In the United States, the primary policy
issue concerns the U.S. government decision on how

many refugees to resettle in the United States. To test

consumers’ reactions, we asked the following question:

» Would you be less or more likely to buy products from
a brand or company that asks the U.S. government to

agree to resettle more refugees?

DO CONSUMERS PREFER CERTAIN
COMMITMENT TYPES?

Consumers were asked about whether they would be
much less likely, less likely, neither more nor less likely,
more likely, or much more likely to buy products from

a brand of company if they knew it was involved with
these different kinds of activities to support refugees.
Responses were scored between -2 and +2; -2 indicates
“much less likely,” -1indicates “less likely,” O indicates
“neither less or more likely,” +1indicates “more likely,” and

+2 indicates “much more likely.”

In the Consumer Response by Commitment Type chart,
zero signifies that consumers are, on net, neither more
or less likely to purchase from the brand. As the chart
demonstrates, almost all the results are well above
zero, which reflects that there are more consumers
who are more likely to purchase from a brand due to

its commitment than there are consumers who are less

likely to purchase from a brand due to its commitment.

For example, on the question of a brand committing
to hire refugees in the United States the scale score
for millennials is 0.43, which translates into 44% of
millennials who are more likely to purchase a brand
committing to hire refugees in the United States,
compared to 11% that are less likely to do so. On the
question of brands committing to extend financial,
educational, or other services to refugees, the scale
score for millennials is 0.49, which translates into 48%
of millennials are more likely to purchase a brand
committing to extend financial educational, or other
services to refugees, whereas only 10% are less likely
to do so.
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CONSUMER RESPONSE BY COMMITMENT TYPE

HIRING
) ) b on
Hire 500 refugees in the U.S. 0.43
Hire 500 refugees overseas M 0.14 0.33
SUPPLY CHAIN
Source from businesses employing refugees M 0.14 0.32
SERVICE DELIVERY
Provide educational, financial or other I 0.29
services to refugees 0.49
IMPACT INVESTING
. [ 0.24
Invest in refugee entrepreneurs 0.45
CHARITY
Donate $5 million to help refugees | 0.27
around the world 0.47
ADVOCACY
Ask the U.S. government to agree to resettle ) 0.02
more refugees 0.31
A Average Millennial
Overall, (i) consumers tend to respond positively (from the total population) was advocacy for the U.S.
across the board to brands supporting refugees and government to resettle additional refugees.

(ii) consumers, especially millennial consumers, do ) N
o ) Given that consumers, on balance, respond positively
not exhibit highly varied responses to most types of ] )
to a broad arrange of potential commitments, and do
support for refugees. Consumers do tend to respond o o
) not appear to discriminate significantly among these
most favorably to three types of brand commitments: ) ) )
o ) ) o potential commitments, brands can focus on developing
delivering services to refugees, investing in refugee _ i ,
} commitments that reflect their core competencies
entrepreneurs, and donating money. However, for most
) ) and brand values, and have the greatest and most
consumers, brand commitments to hire refugees or ) )
) ] sustainable impact for refugees.
source from businesses employing refugees were only

marginally less appealing. The only brand commitment

that did not garner a minimally positive response
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FRAMING BRAND SUPPORT

FOR REFUGEES

A

THE WAY IN WHICH BRANDS
PUBLICLY FRAME THEIR SUPPORT
FOR REFUGEES INFLUENCES HOW
CONSUMERS RESPOND TO THEIR
EFFORTS.

The study also set out to test how companies can frame
their reflugee commitments to generate the greatest

positive effect on consumer purchase intentions.

First, we tested how consumers responded when
commitments were framed as helping specific
populations of refugees versus refugees in general.
To do so, we asked multiple variations of the following
question:

» Would you be less or more likely to buy products from
a brand or company that had committed to hire 500

refugees overseas?

This question alternated among "refugees," "Syrian
refugees," and "Burmese refugees" to see if referring to a
specific refugee population has an effect on consumers’

purchase intentions. Respondents were randomly

assigned one of the three variations of the question.
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We found that consumers respond more positively
to brand commitments to help refugees when

they are focused on “refugees” generally, without
reference to their country of origin. This may reflect
the fact that the refugee population that is resettled
in the United States is highly diverse, with Burma, the
Democratic Republic of Congo, Irag, Somalia, and
Syria as leading countries of origin, and respondents
have more or less sympathy for discrete refugee
populations. When asked about “refugees”
generically, respondents may conjure specific
populations to whom they are more sympathetic. We
also found that respondents reacted more favorably
to commitments to help Syrian refugees than those

to help Burmese refugees, which may reflect the fact

that the Syrian refugee crisis is more widely known.

WOULD YOU BE LESS OR MORE LIKELY TO
BUY PRODUCTS FROM A BRAND OR COMPANY
THAT HAD COMMITTED TO HIRE 500
REFUGEES OVERSEAS?

A Average

General Refugees
Syrian Refugees

Burmese Refugees

Millennial

b 014

[ 0.10

[ 0.06

0.33

0.30

0.29




Second, since a number of brands have been very
publicly outspoken about supporting immigrant rights,
we tested how consumers responded to a brand
commitment focusing on refugees as distinct from a
brand commitment supporting immigrants including
refugees. Respondents were randomly assigned to
two groups, and each group was asked one of the
following variations:

» Would you be less or more likely to buy products from
a brand or company that had committed to hire 500

refugees in the United States?

» Would you be less or more likely to buy products from
a brand or company that had committed to hire 500

immigrants, including refugees, in the United States?

Perhaps surprisingly, millennials responded more
favorably to brand commitments supporting refugees
specifically. Brands do not appear to be taking on more

risk by supporting refugees than they do by supporting

immigrants.

HOW HELPING REFUGEES HELPS BRANDS A

WOULD YOU BE LESS OR MORE LIKELY

TO BUY PRODUCTS FROM A BRAND OF
COMPANY THAT HAD COMMITTED TO HIRE
500 [IMMIGRANTS/IMMIGRANTS INCLUDING
REFUGEES] IN THE UNITED STATES?

A Average Millennial
11
Refugees 0 043
Immigrants 0.0
Including Refugees 0.31
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CONSUMER DEMOGRAPHICS
AND PURCHASE INTENTIONS

Although the effects of supporting refugees on
consumers’ purchase intentions are generally positive
across the board, certain consumer demographics
are especially supportive of these efforts — including
millennial consumers, female consumers, and
consumers of color. The following charts illustrate these
demographic differences by mapping the effect that
brand commitments to provide educational, financial

When brands take steps to support refugees, U.S. or other services to refugees have on each group’s

consumers tend to be more likely to purchase their purchase intentions.

products than they would be if the brands were not

taking these actions.
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Our findings indicate that age is a strong indicator

of consumer sentiment towards brands supporting
refugees; overall, the younger the consumer, the more
positive the effect on purchase intentions. Millennials —
the youngest age group included in our survey sample —
are most positively influenced by companies and brands
helping refugees. However, these findings suggest that
if we had surveyed teenagers in Gen Z (the generation
following millennials), they would report an even stronger
effect on their purchase intentions than millennials.

This is especially notable given how important a market
millennials — whose annual spending power is projected
to reach $1.4 trillion in the U.S. alone by 2020 — are for

most brands.

RACE Average
White 0.23

Asian 0.48

Black 072
Other 0.51

Millennials' predisposition for brands that support
refugees makes sense in the context of the 2018
Edelman Earned Brand Report, which found that 69%
of millennial consumers are “belief-driven buyers” —
meaning that they “choose, switch, avoid or boycott a
brand based on its stand on societal issues.” Specifically,
this study found that 67% of belief-driven buyers will
purchase from a brand for the first time because of its
position on a controversial social issue, which could
include a brand committing to supporting refugees.
Moreover, 65% of belief-driven consumers will choose
not to purchase from a brand that has not engaged
with an issue that they believe the brand is obligated to

address — like the global refugee crisis.

GENDER Average

Male 0.20

0.35

Female
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shows that racial minorities consumer response, as demonstrated in
—in particular, consumers identifying as Black or Asian —

respond much more favorably to brand commitments to

Brands whose target consumers are well represented
help refugees. ] N ,

by the demographic groups most positively influenced

shows that women respond by efforts to support refugees — including millennial
more favorably than men to brand commitments. consumers, female consumers, consumers of color, and

high-income consumers — may feel more motivated to
shows that consumers ) o )
o ) ) develop a commitment to help refugees, with discretion
with incomes over $100,000 are slightly more likely to ) ) ]
) to develop a wide range of potential commitments.
respond favorably to brand commitments to support

refugees. Overall, geography has almost no effect on

INCOME Average REGION Average
;izs,;gzn 0.33 Northeast 0.28

iggggg _ 0.29 South 0.27

iég”ggg ' 0.27 Midwest 0.28

$100,000 + 0.37 West 0.34
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DO CONSUMERS PREFER
DOMESTIC OR OVERSEAS

COMMITMENTS?

A

U.S. CONSUMERS TEND TO
RESPOND DIFFERENTLY TO
BRAND COMMITMENTS
THAT SUPPORT REFUGEES
DOMESTICALLY VERSUS
OVERSEAS, LARGELY BASED
ON THEIR DEMOGRAPHIC
CHARACTERISTICS.

Brands can choose to support refugees in the United
States or overseas (where the vast majority live).

We asked respondents whether two types of hiring
commitments — those in the United States and those
overseas — would affect their purchase intentions and
compared the results. In doing so, we found that
political ideology is a strong predictor of consumers’

preference for overseas commitments or domestic

commitments.

The Impact of Political Ideology chart (p. 28) shows that
the political orientation of consumers shapes significantly
how they are likely to respond to brand commitments

to hire refugees. This, no doubt, reflects the increasing
political polarization around refugee issues in the

United States. The more liberal a consumer is, the more
favorably they respond across the board. Itis important
to note that while self-identified conservatives generally
do not support any brand commitments to help refugees,
they are less opposed to commitments to help refugees
overseas. Therefore, brands with more conservative-
leaning consumers may wish to focus their support for
refugees outside of the United States — such as by hiring
refugees overseas or integrating them into their supply

chains overseas.
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THE IMPACT OF POLITICAL IDEOLOGY

Committed to hire 500 refugees in the U.S. === Committed to hire 500 refugees overseas

1.0

>

0.8

0.66
0.6

MORE POSITIVE

0.4

0.2

0.0

-0.2

EFFECT ON CONSUMER PERCEPTIONS

-0.4

-0.6

< MORE NEGATIVE

-0.8
Extremely Liberal

Liberal

Slightly
Liberal

-0.36

Moderate Slightly Conservative

Conservative

Extremely
Conservative

POLITICAL IDEOLOGY

Age also appears to have an influence on consumers’
preference for overseas versus domestic commitments
to support refugees. As demonstrated in the graph on
the right, millennials — especially younger millennials —
are very supportive of hiring commitments as a whole but
react slightly more favorably to brands hiring refugees in
the United States. Older consumers, especially those

60 and above, respond more positively to overseas

hiring commitments.

In sum, brands with a significant proportion of millennial
and politically moderate to liberal consumers can
confidently make domestic or overseas commitments

to support refugees, knowing that their consumers

are likely to respond positively in both instances.
However, brands with a consumer base that skews more
conservative may want to focus their efforts to support

refugees overseas in order to garner consumer support.
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THE IMPACT OF AGE

EFFECT ON CONSUMER PERCEPTIONS

MORE POSITIVE »

< MORE NEGATIVE

0.60

0.50

0.40

0.30

0.20

0.10

-010

-0.20

Committed to hire 500 refugees inthe U.S. === Committed to hire 500 refugees overseas

0.47
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ANNEX

The impact of a firm’s refugee initiatives on the firm’s
business is not explored in the literature. However, there
is a large literature on Corporate Social Responsibility
(CSR). CSR initiatives implemented in practice are often
summarized into the following six categories: community
support, diversity, employee support, environment,
non-U.S. operations, and product (Sen and Bhattacharya,
2001). The refugee initiatives can be perceived as a type
of community support at both global (helping to resolve
the refugee crisis) and local (integrating refugees into the
local community) level.

Although most frequently studied form of CSR activity

is the donation for charities (Simmons, et al., 2006;
Robinson, et al., 2012; Koschate-Fischer, et al., 2012,
Joireman, et al., 2015), other types of CSR activities
studied in the literature include advertising with social
message (Drumwright, 1996), marketing campaign to
support the community (Du, et al., 2011) and sustainability

reporting (Du, et al., 2017).

Another literature that is similar to literature on CSR and
thatis relevant for our work is “cause marketing.” Cause
marketing involves companies promoting causes with
value to the society at large. Previous work focused on
various forms of cause marketing including promoting
diversity and fair labor practice (Sen and Bhattacharya,
2001, Lichtenstein, et al., 2014), environment protection
(Yoon, et al., 2006; Joireman, et al., 2015), promoting
health causes (Simmons and Becker-Olsen, 2006; Du, et
al., 2011; Robinson, et al., 2012), and support for the Third
World (Koschate-Fischer, et al., 2012).

With the increased importance of CSR and cause
marketing, there is also much debate in regard to the
need of broadening firms’ responsibilities from just
generating shareholder value to increasing total societal
value. Marketing has for a long time focused on creating
customer value to be able to have sustainable profits but

“stakeholder marketing” goes beyond creating value to

the consumer and argues for a push towards multiple




stakeholders, including employees, future generations,
local and global community, that is, society at large (Mick,
2007, Bhattacharya and Korschun, 2008; Laczniak and
Murphy, 2012, Smith, et al., 2010; Raghubir, et al., 2010;
Hoeffler, et al., 2010).

Finally, there is considerable literature on how CSR
initiatives and cause marketing may affect crucial
elements of the firm’s business from customer response,
brand equity, competitive positioning, to stock market
performance. For example, CSR initiatives influence the
customer’s purchase intent (Sen and Bhattacharya, 2001;
Robinson, et al., 2012), donation behavior (Lichtenstein,
et al., 2004), attitude toward the firm (Wagner, et al.,
2009), emotional reaction (Joireman, et al., 2015) and
willingness to pay for the product (Koschate-Fischer, et
al.,, 2012). CSR initiatives also influence brand positioning
(Simmons and Becker-Olsen, 2006), brand equity

(Torres, et al., 2012), competitive position of the firm (Du,

etal., 2011), and financial market performance (Orlitzky,
etal, 2003; Luo and Bhattacharya, 2006; Servaes and
Tamayo, 2013; Du, et al., 2017).

HOW HELPING REFUGEES HELPS BRANDS A

Given that the literature has shown that CSR initiatives
may affect consumer purchase intent, in this research we
aim to empirically study whether specifically company
and brand involvement with refugees affect consumer

purchase intent.




A HOW HELPING REFUGEES HELPS BRANDS

REFERENCES

Beal, D, Eccles, R. Hansell, G, Lesser, R., Unnikrishnan,
S., Woods, W,, and Young, D. (2017), “Total Societal
Impact: A New Lens for Strategy,” Boston Consulting
Group.

Bhattacharya, C.B., and Daniel Korschun (2008),
“Stakeholder Marketing: Beyond the four Ps and the
customer,” Journal of Public Policy & Marketing,
27(1):113-16.

Connor, Phillip, and Krogstad, Jens M. (2018), “For the first
time, U.S. resettles fewer refugees than the rest of the
world,” Pew Research Center. http://www.pewresearch.
org/fact-tank/2018/07/05/for-the-first-time-u-s-resettles-

fewer-refugees-than-the-rest-of-the-world/.

Donnelly, Christopher, and Staff, Renato (2013), “Who are
the millennial shoppers? And what do they really want?,”
Outlook. https://www.accenture.com/us-en/insight-
outlook-who-are-millennial-shoppers-what-do-they-

really-want-retail.

Drumwright, Minette E. (1996), “Company advertising with
a social dimension: The role of noneconomic criteria,”
Journal of Marketing, 60(October):71-87.

Du, Shuili, Kun yu, C.B. Bhattacharya, and Sankar Sen
(2017), “The business case for sustainability reporting:
Evidence from stock market reactions,” Journal of Public
Policy & Marketing, 36(2): 313-330.

Du, Shuili, C.B. Bhattacharya, and Sankar Sen (2011),
“Corporate social responsibility and competitive
advantage: Overcoming the trust barrier,” Management
Science, 57(9).1528-1545.

(2018) “Earned Brand 2018,” Edelman. www.edelman.

com/earned-brand.

Fry, Richard, and Kochhar, Rakesh (2018), “Are you

in the American middle class? Find out with our
income calculator,” Pew Research Center. http://www.
pewresearch.org/fact-tank/2018/09/06/are-you-in-the-

american-middle-class/.

Joireman, Jeff, Dustin Smith, Richie L. Liu, and
Jonathan Arthurs (2015), “It's all good: Corporate social
responsibility reduces negative and promotes positive
responses to service failures among value-aligned
customers,” Journal of Public Policy & Marketing, 34(1):
32-49.

Krogstad, Jens M., and Radford, Jynnah (2017), “Key facts
about refugees to the U.S.” Pew Research Center. http://
www.pewresearch.org/fact-tank/2017/01/30/key-facts-

about-refugees-to-the-u-s/.

Hoeffler, Steve, Paul N. Bloom, and Kevin Lane Keller
(2010), “Understanding stakeholder responses to
corporate citizenship initiatives: Managerial guidelines
and research directions,” Journal of Public Policy &
Marketing, 29(1):78-88.

Laczniak, Gene R., and Patrick E. Murphy (2012),
“Stakeholder theory and marketing: Moving from a firm-
centric to a societal perspective,” Journal of Public Policy
& Marketing, 31(2):284-292.

Lichtenstein, Donald R., Minette E. Drumwright, and
Bridgette M. Braig (2004), “The effect of corporate

social responsibility on customer donations to




corporate-supported nonprofits,” Journal of Marketing,
68(October):16-32.

Mick, David Glen (2007), “The end(s) of marketing and
the neglect of moral responsibility by the American
Marketing Association,” Journal of Public Policy &
Marketing, 26(2):289-292.

Orlitzky, Marc, Frank L. Schmidt, and Sara L. Rynes
(2003), “Corporate social and financial performance: A
meta-analysis,” Organization Studies, 24(3): 403-441.

Raghubir, Priya, John Roberts, Katherine N. Lemon, and
Russel S. Winer (2010), “Why, when and how should
the effect of marketing be measured? A stakeholder
perspective for corporate social responsibility metrics,”
Journal of Public Policy & Marketing, 29(1): 66-77.

Robinson, Stefanie Rosen, Caglar Irmak and Satish
Jayachandran (2012), “Choice of cause in cause-related
marketing,” Journal of Marketing, 76(July):126-139.

Sen, Sankar and C.B. Bhattacharya (2001), “Does doing
good always lead to doing better? Consumer reactions
to corporate social responsibility,” Journal of Marketing
Research, 38(May):.225-243.

Simmons, Carolyn J. and Karen L. Becker-Olsen
(2006), “Achieving marketing objectives through
social sponsorships,” Journal of Marketing,
70(October):154-169.

Smith, N. Craig, Minette E. Drumwright, and Mary C.
Gentile (2010), “The new marketing myopia,” Journal of
Public Policy & Marketing, 29(1):4-11.

HOW HELPING REFUGEES HELPS BRANDS A

Torres Anna, Tammo H.A. Bijmolt, Josep A. Tribo,
and Peter Verhoef (2012), “Generating global brand
equity through corporate social responsibility to key
stakeholders,” Intern. J. of Research in Marketing,
29:13-24.

Yoon, Yeosun, Zeynep Gurhan-Canli, and Norbery
Schwarz (2006), “The effect of corporate social
responsibility (CSR) activities on companies with bad
reputations,” Journal of Consumer Psychology, 16(4):
377-390.




TENT

TENT.ORG




