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We chose TOMS as our brand!
We want to know if college students are more willing to invest in a brand knowing the brand 
helps people in need! 

TOMS’ “one for one” model helps kids in need 
receive a pair of shoes.

BUT, they also have other ways they outreach 
through their products! 

They also sell… bags, eyewear, and coffee.



TOMS BAGS and BACKPACKS 



TOMS EYEWEAR



TOMS COFFEE



RESEARCH QUESTION

Does corporate social responsibility affect a college student’s 
willingness to invest in a brand based on the company’s 
morals? 



CORPORATE SOCIAL RESPONSIBILITY

A business approach that 
contributes to sustainable 
development by delivering 
economic and social benefits 
for all stakeholders.

Taken directly off of TOMS.com



HYPOTHESIS
We hypothesized that:

● Consumers are more likely to purchase products from brands who show high levels of 
corporate social responsibility 

AND

● Once consumers see TOMS as a brand with multiple products geared toward enhancing their 
CSR, they would be more likely to invest in TOMS as a brand



METHODOLOGY 
● METHOD

○  experiment on a group of college students whether they are 
current consumers of the brand TOMS or potential consumers of 
the brand.

● Our control group will only be given examples of advertisement that 
show corporate social responsibility when it comes to TOMS selling 
shoes. 

● The second group will be introduced to the products that are less well 
known but still included in TOMS brand; bags, coffee, and glasses.

● We conducted a survey consisting of 16 questions and recorded the 
results from 40 students. 



CONTROL GROUP



SECOND GROUP



TARGET AUDIENCE
● College Students:

○ more frugal with money
○ in the age group TOMS targets.

● We assume TOMS could be a win-win for a 
college student’s purchase decision; they 
can buy products they think are stylish like 
shoes, and also give back to communities in 
need.



DEMOGRAPHIC BREAKDOWN 



DEMOGRAPHIC BREAKDOWN 



DEMOGRAPHIC BREAKDOWN 



RESULTS



CONCLUSION 
Based on the data we collected, while no one “disagreed” to 
questions after seeing the advertisements, we reject the 
hypothesis.

Before seeing the advertisements people strongly agreed to 
knowing TOMS and purchasing from them, but after seeing the 
advertisements, the majority somewhat agreed meaning they are 
less likely to purchase from brands with high levels of corporate 
social responsibility.  

Based on our survey people are not more likely to purchase from 
TOMS after seeing their CSR ads


