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The goal of this roundtable is to foster an engaging discussion among diverse scholars interested in the antecedents and consequences

of prosocial behaviors among consumers and organizations. Consistent with the conference theme of “building connections”, we will

unite researchers studying the psychology of charitable giving, volunteerism, sustainability, and CSR responses.
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Prosocial behavior is the label for a broad category of actions that are defined by society as generally beneficial to other people and to the 
ongoing political system (Dovidio et al. 2006). The interest in prosocial behavior has increased in the last 15 years since Bendapudi, Singh, 
and Bendapudi’s (1996) review article noted a dearth of marketing literature in this area. Gaining an understanding of the factors influencing 
prosocial behavior by consumers is important for charities, such as United Way, that need to compete vigorously for donor dollars. Such an 
understanding is crucial because individual giving is always the largest single source of donation to charitable organizations (Giving USA 
Foundation 2007). Furthermore, many companies and consumers are paying attention to the impact of their choices on society at large. 
Consequently, an increasing number of consumer behavior scholars have begun to look at the causes and consequences of prosocial behavior 
among consumers and companies.

The goal of this roundtable is to foster an engaging discussion on the antecedents and consequences of prosocial behaviors, by bringing 
together researchers who are currently approaching different aspects of the topic, from different theoretical perspectives. Consistent with 
the conference theme of “building connections,” we aim to unite researchers under a common goal  of providing insights into the study of 
charitable giving, volunteerism, sustainability, and CSR responses. This roundtable will appeal broadly to those scholars interested in the 
individual (e.g., personal values; Torelli and Kaikati 2009) and social (e.g., relationships; Small and Simonsohn 2008) factors influencing 
different types of prosocial behavior as well as the effects of different types of prosocial behavior on consumers’ lives. Beyond this, it will 
also appeal to those interested in research examining the effects on both employees and consumers of prosocial behavior initiated and 
communicated by organizations (via CSR messages). Our distinguished panel of committed attendees purposely includes scholars from a 
diverse range of research areas relating to understanding the causes and effects of prosocial behavior. Our panelists are conducting research on 
many important subjects that fit under the “prosocial” umbrella. These include exploring factors affecting charitable giving and volunteerism, 
the effects of charitable behavior on consumer welfare and satisfaction, sustainability, how prosocial activities within organizations affect 
employee morale and job satisfaction, and the many factors influencing consumer responses to corporate social responsibility (including 
the nature of the product, the nature of the consumer, the communication strategy, and prior CSR activities by the organization). Our panel 
includes scholars with diverse backgrounds and interests, so that we can learn from each other and foster a community that keeps the big 
picture in mind, rather than focusing on one narrow research area.

We aim to encourage dialogue before, during, and after the roundtable. This will include identifying key areas of current research, 
discussing potential synergies between different streams of work, identifying directions for future research, and discussing the challenges 
of doing research in this area. Due to the huge appeal of this topic to many scholars with diverse perspectives, we hope to not only attract 
a wide range of scholars from different backgrounds and interests, but also to help foster a community that will continue to be active even 
after ACR 2011. This roundtable will also draw interest from proponents of Transformative Consumer Research, which has been described 
as “consumer research in the service of quality of life” (Mick 2006, p. 3). We hope to appeal to a large portion of the TCR community, but 
will also attract a range of scholars who are not (currently) part of the TCR group. The topics covered will be relevant to those interested in 
broadening our theoretical understanding of prosocial behavior, those dedicated to doing research with prosocial benefits (TCR), and those 
focused on managerial implications. Indeed, many on our panel are dedicated to doing research that addresses all three of these goals.

One of the “big picture” questions we will address in our discussion is whether it is prosocial to study prosocial behavior. Indeed, 
while some have demonstrated the connection between prosocial behavior and happiness (Liu and Aaker 2008, Dunn Aknin and Norton 
2008), some are troubled by the idea that nonprofits should focus on keeping their donors and volunteers feeling appreciated and happy, 
if not downright entertained by their acts of kindness (Strahilevitz 2010). Others worry that research on prosocial behavior is not always 
taken seriously, particularly in the context of a business school. Given the importance of these topics, we will discuss the potential value of 
doing research in this area, with a focus on work that is both rigorous in terms of theory, but also potentially helpful in terms of service to 
society. We will also, as a group, discuss strategies for promoting the value of research on prosocial behavior within a business school setting.  
Finally, several of the roundtable members will share their experiences and lessons learned from adding a prosocial dimension to their course 
offerings.  This will include sharing experiences on introducing courses centered around CSR and nonprofit principals, and sharing advice on 
adding prosocial content to existing courses.
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Before and after the conference, continued dialogue will be facilitated via a combination of email exchanges (facilitated by the 
roundtable chairs), postings on the ACR Knowledge Exchange Forum, and postings on the Facebook group “Prosocial Consumer Research.” 
This Facebook group is open to any scholar interested in research in this area. In our pre-ACR dialogue, we will develop a plan for breakout 
sessions focusing on issues such as consumer responses to CSR, causes and consequences of prosocial behavior by consumers, the prosocial 
nature of research on prosocial behavior, and the challenges that come with research in this area.
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