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EMPLOYEE RETIREMENT EDUCATION PROGRAMS: AN IMPORTANT PART OF 
CORPORATE SOCIAL RESPONSIBILITY 

Tim Reisenwitz, Valdosta State Uni versity 
La uren Skinner, Uni vers ity of A labama 
Leonard Weld, Va ldosta State U niversity 

Corporate social responsibility (CSR) is becoming increasingly important to organizations wishing to 
create a sustainable competitive advantage by attracting quality employees. The focus of this paper is to 
offer a ji·amework for organizations to create CSR internally using relationship marketing principles. The 
framework for this propositional development is employee retirement options. Th e authors discuss the 
decline of the defined benefit pension plan, the increase in 40 I (k) retirement plans, and the issues facing 
employees. Suggestions are offered regarding how organizations can create employee loyalty and improve 
corporate social responsibility within their organization by educating employees on their various 
retirement options. 

INTRODUCTION 

Employees will not be committed to the organization 
wi thout some assurance of a vi abl e plan that ca n 
guarantee them a comfortabl e retirement. Sussman 
( 1996) notes that the employer's role and responsib il ity 
va ry grea tl y dependin g o f whi ch of two bas ic retirement 
plan designs the emp loyee plan follows: a defin ed 
benefit pension plan or a defin ed contributi on plan. 

In the defin ed benefit pension plan , the empl oyer 
shoulder the responsibility, including choice o f 
investments. A defined benefit pens ion pl an will pay the 
retiree a set amount of money based on several factors. 
Typica lly, those factors include, but are not limited to , the 
number of years o f service to the company, the average 
annual sa lary ea rned by the empl oyee, and some 
multipli cation fa ctor. For exa mpl e, an employee who has 
worked 25 years for a company and earned an average 
annual salary of $50,000 may rece ive 3% of that salary 
fo r each year of service. The empl oyee 's annual pension 
payment is calculated as: $50,000 x 25 x .03 = $37,500. 
An obli ga tion to a retiree under a defin ed bene fi t pension 
plan continues for the rest o f the ret iree 's li fe and 
employers must continue to fund the pl an. The employee 
has li ttl e say in plan management. 

A de fin ed contribution pl an is di fTerent in that the 
amo unt the employee contri butes is specifi ed, but not the 
amount the employee will rece ive upon reti rrment. A 
separate accou nt is maintained lo r each emp loyee by the 
compa ny and the retirement payment s to the empl oyee 
wil l depend on , ( I) the amount contributed to the account 
and, (2) the earni ngs o f' the account. Beca use the 
employer must maintain a separate account for each 

empl oyee, thi type of plan i more expensive than the 
defined benefit pension pl an. A special type of defined 
contribution plan, the 40 I (k) , is di scussed below. 

Over the last decade, many compames have 
discontinued de' ned bene fit pensions. In May 2005 , 
Sea rs announced that it wi ll termi nate its $2.5 billion 
de fined benefit pension plan . Other major empl oyers that 
have, over the past year or so, moved away from defined 
benefi t pension plans include Motoro la, 1BM, and NCR. 
In a defi ned contributi on plan, the emp loyer 's obligation 
to add to the balance in the pl an ends when an employee 
either retires or leaves the orga niza ti on . In fact, other than 
maintaining the qualified latus and integri ty of the plan, 
the empl oyer has no responsibi lity. In the case of profit 
sharing plans, the employer's contribution for a given 
yea r i - not even required. 

De fi ned contri buti on plans have become a popular 
receptacle for contribut ions from the employer and, in the 
case of 40 I (k) plans, from the empl oyee . Successful 
results under 40 I (k) plans require a thorough knowledge 
of mutual fund s, in vestment fim1 s, and banks, all of 
whi ch compete for the in ve tment do ll ars of empl oyees. 
For th is reason, Sussman ( 1996) suggests that 
management o ffers i1wcstmcnt education that helps 
pa11 ic ipant s lea rn how to balance ri sk and return when 
choosing in vestments for retirement planning. 
Ma n;Jgemcnt ca n in crease participants' awareness of the ir 
investm L: nt options. 

Despite the vast cli fTcrcnce in levels of responsibi lity 
between defin ed benefit pension and defined contribution 
pl ans, emp loyers should be acti ve players in each plan to 
help provide for future retirees ' income needs. For both 
types o f plans. part of the answer is ed ucati on. This 
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education can also encourage personal savings. 
Employers not only help employees but also help to 
relieve current and future pressures that empl oyees and 
retirees may place on the employer to make larger 
contributions to the plan and ultimate ly increase benefit s 
(Sussman, 1996). 

Furthermore, Calabrese (1995) notes that just because 
employees make the choices doesn ' t necessaril y protect 
the employer from liability if the chosen investment 
strategy does not succeed. For thi s additional 
consideration, employees must be trained to in vest like 
prudent experts via employee education. Frank Russell 
Company, a consulting firm and provider of services for 
defined contribution plans, feels that an effective 
employee education program can address a company ' s 
responsibility to its employees. A newsletter may be a 
key part of this education, emphasizing the importance of 
long-term investing and the impact of investment choices 
on future retirement (Flynn , 1994). However, those 
organizations that offer advice most often do it via online 
resources or financial planners (Retirement In vestment 
Advice, 2004). Alternatively, employees can be educated 
about investment retirement plans by attending seminars 
or receiving plan information . Pragmatica ll y, the benefits 
provider is usually the best place to start looking for a 
retirement-investment specialist (Retirement-In vestment 
Trailling, 200 I). 

There is a notable caveat when providing investment 
education, i.e., advice, to employees. About half of 
retirement plan sponsors in a recent survey (Retirement 
Investment Advice, 2004) stated that they offer 
retirement investment advice to their empl oyees. Yet, a 
majority of those that did not offer in vestment advice 
would consider providing it if laws were implemented to 
exempt employers from fiduciary liability for doing so. 
Nevertheless, according to the 2002 Participant 
Satisfaction Survey by American Express, American 
workers say they want to be better educated about 
diversifying and allocating assets in their retirement
investment portfolios (Workers Want More, 2003). 

More recently, President Bush signed in to law the 
Pension Protection Act of 2006. One of the largest bill s to 
come out of the I 09th Congress, the new law affects both 
pension plans and contiibution pl ans. It requires pension 
plans to educate participants about their ri ghts and 
responsibi lities, including investment education and tax 
consequences of various payout opti ons. The new law 
also permits contributi on plan providers to offer 
personalized investment advice to accountholders 
(Pension Protection Act of 2006, 2006). 
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The fo llowing discuss ion addresses the different types 
of defined contribution plan investment options that face 
employees, as well as the primary factors involved in 
making these dec isions. 

40l(K) Plan 

Thi s retirement plan derives its name from the Internal 
Revenue Code section that governs its operation. The 
same rules app ly to 403(b) plans, which are for 
employees of charitable organizations, tax exempt 
entities, and educational institutions. There are at least 
three reasons that companies favor 401 (k) plans over 
defined benefit pension plans. First, traditional defmed 
benefit pension plans require a pension liabili ty to be 
disclosed on the company ' s ba lance sheet unless the 
pension is fully funded . Of the Fortune 1,000 firms , 614 
offer defin ed benefit pension plans . About half of these 
firms have assets that would cover 80% or less of the 
required payouts (Isidore, 2005). Second, fo r the 
employer operated defined contribution plan, the 
company is responsible for investing, or hiring a 
management company to in vest, the retirement funds for 
each employee . Both of these options are expensive. 
Third, employees may sue companies if investment 
results don' t match employee expectations. 

To avoid these disagreeable resul ts , compani es have 
used 40 I (k) plans to shift the burden of funding and 
managing retirement accounts to the employee. This shift 
is not entirely disadvantageous to the empl oyee. When 
using a 401 (k) pian as a retirement vehicle , employees 
have a retirement accoun t in their name that is separate 
from company assets. 

There are undoubtedl y many United Airlines (UAL) 
employees who wish that they had retirement funds in 
their own 40 l (k) accounts . The bankrupt a irline 
n·ansfen "d responsibili ty for emp loyee pensi ons to The 
Pension Benefit Guaranty Corporation (PBGC), a U.S . 
government agency. After assuming the UAL debt, 
PBGC wi ll owe approximate ly $62 .3 billion to 1. 1 
million retirees , but its assets are onl y $39 bill ion . In 
additi on, PBGC has an annual cap of $45 ,600 on benefits 
it wi ll pay, so many airline employees may receive 
smaller checks than they had envi sioned. 

Thi s individuall y-owned 401 (k) plan is ideal for 
emp loyees who change jobs. According to a recent study 
by the U.S. Census Bureau, peopl e born between 1957 
and 1964 are li kel y to have more than 10 jobs prior to 
retirement. ln such a mobile society, few workers wil l 
have careers of suffic ient du rat ion wi th one empl oyer to 
acc umu late a large defined benefit pension (Lank, 2004) . 
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In a recent s urvey, 64% o f empl oyers indica te tha t the 
40 I (k) i the ir empl oyees ' primary retirement vehic le in 
2004, up from 55% tha t sa id the amc in 2003. Il owevcr, 
e mpl oyees pa rti c ipa ting in the ir compan y 40 I (k) pl ans 
on ly rose incremen ta ll y in 2004 to 70.3 % from 69.8% the 
yea r before (W hiteho use, 2005). 

40 I (k) Ri sk S hifling and Occision Making 

By us ing 401 (k) pl ans for employee re tirement 
avi ngs, the company hifts the dec is ion- mak in g and the 

ri sk o f in ves ting to the empl oyee, or hi s/her de lega te. T he 
firs t major dec is ion is whe the r o r no t to ·ave fo r 
retirement. W hile thi s may appea r to be an obvio us 
cho ice, onl y ·25% of employees ages 20-29 in ve t in an 
avai lab le 40 I ( k) p lan (Kimber ly, 2005) . 

Emp loyees need to save more for retirement; for 
ex ample, the med ian bal ance of the country's 60 milli on 
40 I (k)' s is just $50,000 . And a staggeri ng ha lf of 
househo lds headed by 50- to 59-year-o lds have $ 10,000 
or less in the ir accounts ((i lcc kman , 2005). 

Whi le most e mployees know tha t they sho uld save for 
re tiremen t, they a re o ften overw he lmed by a ll the 
dec is ion they must mak<.; : how much to in vest, how to 
reba lance thei r portfo lios as they age, and how to se lect 
among in eom~.: di str ibut ion opt ions . "Dec is io ns crea te 
ind dTc rcnt:c and confus ion , and when people aren't. sure 
w ha t to do , they don't save" (U k ckma n, 2005: 108) . 

A new trend in re ti rement pl anning is automatic 
enro llment. C urre ntl y, approx imate ly 20% of large U.S. 
bus inesses a rc us ing automati c enro ll ment in compan y 
spon sored 40 I (k) plans (Opdyke, 2005). In add ition , the 
de fau lt inves tment is no longer the low-rc tum money 
market fund. The defa ult c hoice varies by company bu t 
ma y inc lude a conserva ti ve bond fund or a lifC-cyc lc 
fund. A life-cyc le fund is us ua ll y compri sed or three 
components (bonds, s tock, and money market) that 
change proporti o ns w ithin the fund depending o n the age 
o f the employee . In 20t)4 , I ,200 empl oyers added the 
F1dclity ln vt:s tmcnts Life-C yc k Fund to re tirement plan 
c hoi ces (Opdyke , 2005). 

Ano the r rc~lturc is au tomati C re tirement savings 
1ncn.:ascs . In th e firs t ha lf of 2005 , about ROO companies 
in111 all:d an annua l in c rea se program that auto matica ll y 
ra1ses the emp l oyc~.: 's rct 1remcnt sav 111 gs each year, 
w 1thou t ask in · the e mployee (Opdyke, 2005) . 

These au toma ted p lans essenti a ll y a rc the o ppos it e o f 
the average 40 I (k) p lans . Orig ina ll y, emp loyees were 
required to e lect 40 I (k) p lan pa rti c ip::1 t1 on and to select 
th · amo unt to 1n vcs l. W ith the au toma ti c fea tures, the 
e mp loyee 1s au tomat ical ly enro lled and the ~1moun t 

d ·du e led from the pa yc hec k is predctcrmin ~.: d . T he 
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empl oyee mu st purpose ly e lect not to partic ipate in the 
re tirement p lan or change the a mo unt deduc ted. 

What Influences 40 I (k) Participation Decisions? 

T here a rc a pl e thora o f fa c tors that influence 
in vc tmcnt dec isio ns. Many o f these issues apply to any 
in vestment dec ision, not ju t retirement dec is ions. A 
rev iew o f these stimuli revea ls a lot about human nature 
and deci sion mnk ing in gene ra l. 

Income: Pa11ic ipati on rates seem to be most affected 
by income. More than 9 1% of people eaming more than 
$ 100,000 a yea r partic ipated in the ir 40 I (k) in 2004, 
compared w ith just 60% for peopl e earning between 
$20,000 and $40 ,000 . Part ic ipati on rates dropped to 40% 
among those earning less than $20,000 (Whitehouse, 
2005) . It i, the young, less a rnucnt empl oyees, however, 
who need to sa vc the mos t fo r the ir retireme nt. 

Plan Options: Po rtab ility re fe rs to the ability of 
employees to continue a 40 I ( k) p lan even i r they change 
emp loyers . T hi s is a hi ghl y des irable characteri s tic in an 
e ra of frequent ca reer changes and portab ili ty pos iti vely 
affec ts rcti 1 mcnt plan se lecti on . Another des irable 
o ption i" the ab ility to se lec t a mo ng s urvivor benefits 
(Dulcbo hn c t a!. , 2000) . An additi ona l opt io n that 
inc rca ' eS 40 I (k) plan partic ipation is the ab ility to borrow 
fro m the plan ( ll o ldcn and Va nDcrhc i, 200 I). 

In vestme nt C hoices: Acco rding to C hicago's Profit 
Sharing/40 I (k) Counc il o f Ameri ca, company retirement 
pl ans had an average of 17 in vestment o pti ons in 2003, 
up from I 0 o pti ons in I 998. Ye t increas ing in vestment 
c ho ices isn't a good idea . A tud y by Columbia 
Un ivers ity rc ·ca rc hc rs found th nt, the mo re in vestment 
o pti ons o ffered , the less like ly emp loyee were to s ign up 
fo r the ir co mpany's 40 I ( k). In fa c t, the hi ghe t 
pa rti c ipation rates were fo und among pl ans with less than 
I 0 opt ions (C le ments, 2005) . 

Socia l Influ ences: Du fl and acz (2002) repor1 the 
effec t o r peer influence amo ng 436 li bra ri ans who work 
in I I diffe rent bu il d in gs o n o ne unive rs ity camp us . T hese 
librarians arc we ll -educa tcd , ea rn s imil ar sa lari c ·, and 
have access to abundan t finan c ia l in fo rma tion . ll owcvcr, 
the partic ipa ti on rat e fo r lib rarians among buildings 
va ri d from a hi gh o f 73'X. to a lo w o f 14%,. T he building 
w ith the ne xt to the lowes t parti c ipa ti on rate (23%) 
ac tua ll y ea rned o n ave rage $ 1,000 more tha n the hi ghest 
parti c ipat io n rate bui lding. The on ly a pparent ex pl anati on 
was diiTc rin • soc ia l no rms and ideas abou t rc tin.:mcnt 
sav1n gs. 

Psychnlogical Biases: W hen faced with a multitude 
or in vestm ·nt cho ices, peop le o rten prefer s tocks that arc 

302 3

Reisenwitz et al.: Employee Retirement Education Programs: An Important Part of Corp

Published by FHSU Scholars Repository, 2006



Reisemvitz, Skinner, and Weld 

familiar. Investors tend to buy stocks with a local or 
regional presence (Hubem1an, 200 l ). Th is same 
familiarity bias leads investors to own stock of the ir 
company, despite the fact that if the company does poorly 
and the employee loses his/her job, the stock price will 
most likely be adversely affected too. Therefore , the 
employee suffers a double loss, no job and no investment 
savings to help cushion the blow. 

representativeness IS another bias that affects 
investors. Investors assume that past results are indicative 
(or represent) future investment results. The bias causes 
investors to buy stocks after the stock has recently 
increased in price. Employees sometimes combi ne the 
familiarity and representativeness bias and buy thei r own 
company' s stock after a recent price run up. 

Some employers that offer the defined contribution 
plan have educated their employees regarding the various 
retirement options. This education potential ly strengthens 
the bond between employer and employee, i.e. , an 
internal form of relationship marketing. 

Relationship Marketing 

Relationship marketing in vo lves "establi shing, 
developing, and main taining successfu l relational 
exchanges" (Morgan and Hunt, 1994: 20) . In order for 
firms to remain competitive, firms should develop long
term relationships with various stakeholders such as 
customers, suppliers, employees and competitors (Lambe, 
Spekman, and Hunt, 2000) . Relationships are driven by 
each party ' s "mutual recognition that the outcomes of the 
relational exchange exceed those that could be gained 
fro m either another fom1 of exchange or exchange with a 
different partner" (Hunt and Lambe, 2000 : 29). 

Hunt and Morgan ( 1994) posit that effective 
relationships are developed through trust and 
commitment. Trust is the most importan t va riabl e in a 
relational exchange; trust is the belief in an exchange 
partner 's "reliab ili ty and integrity, credibi lity and 
benevolence, and word that an ob li ga tion wi ll be 
fulfill ed" (Lambe, Spekman, and Hunt, 2000 : 2 13) . Trust 
assures members in a re lationship that the other members 
are competent and can be re li ed on (Morga n and Hunt, 
1994). Trust is a function of time. As exchanges between 
customer and service provider grow in freq uency, the 
customer's trust of the service provider increases if the 
service provider consistently fi ll s the needs o f the 
customer and fulfill s promises to the customer (Morgan 
and Hunt, 1994). 

Re lat ionship commitment is the second dominant 
factor 111 developing functional re lationshi ps. 

Journal of Business and Leadership: Research, Practice, and Teaching 

Relationship commitment is strengthened (or weakened) 
through each party 's mutual trust (or lack thereof) of the 
other. Relationship commitment involves both parties 
believing that the relationship is worth continuous effort 
and will endure indefinitely. Commitment is crucial to 
achieving mean ingfu l outcomes to both par1ies involved 
111 the relation ship (Morgan and Hunt, I 994). 
Commitment can either be an implicit (mutual 
understand ing) or explicit (forma l contract) pledge of 
relational continui ty. Parti es in relationships that are 
fo unded on commitment are more likely to cooperate 
w ith one another and are less like ly to leave the 
relationship. Trust in management is accumulated 
through time and therefore it is hi ghl y valued. In fact, 
relationships that are based on trust are so hi ghly val ued 
that employees in volved in such relationsh ips with their 
management are more wi lling to commi t themselves to 
the organization for a long period of time. 

The previous discuss ion of relationship marketing 
examines sole ly the relationship between either a firm 
and an end user customer (business to consumer 
re lationship) or a supplying firm to a reta il firm (business 
to business relationship). The purpose of thi s di scussion 
is to analogize the relationship between customers and 
fim1S to the relationships between empl oyees and their 
organizations. In this instance, relationship marketing can 
be seen as an internal organizational tool that fim1s can 
use to develop trust and conunitment with their 
employees to their employing organization . 

It is the premi se of thi s research that when 
departments with in firms co llaborate to execute acti vities 
that bu ild trust and commitment to the organization, 
employees may become more attached to the 
organization and to the goa ls that they aspire to achieve. 
The pnmary argument of thi s research is that 
app1 pria te ly defining retirement options and benefits 
with employees is an integral activity conducive to 
bui lding trust and commitment to an organization. 

Drawing on the trust-commitment theory or 
relationship marketing (Morgan and Hunt 1994) , the 
authors argue tha t ga ining employee cooperation in 
atta inment or stra tegic objectives req ui res employee trust 
in management and commi tment to the organ izati on. The 
literature on the concept of trust is extensive, and 
de finiti ons range from those regarding trust as a 
persona li ty attri bute (Scott . 1983) to those considering it 
as an ac ti on that revea ls the tru sting party 's suscept ibility 
to the other (Mayer, Davi s, and Schoom1an , I 995). In thi s 
study, the authors draw on Cook and Wa ll ' s ( 1980: 39) 
def~nition or interpersona l trust at work and refer to 
empl oyee trust in management as the ex tent to whi ch an 
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empl oyee is wi lling to "ascribe good intentions to and 
have confidence in the words and actions of' his/her 
manager. 

Today 's tumultuous corporate environment provides 
manager with numerous challenges in mainta ining 
empl oyee commitment; many of the tool s that managers 
use to enhance commitment range from incenti ves to job 
enrichment to participative management (Dess ler, 1999) . 
Research 111 organi zational behavior suggests that 
managers should bui ld re lationships with their employees 
by being chari smatic, align ing organizational and 
emp loyee va lues , deve loping appropriate justice 
procedures, creating a sense or community and providing 
a forum for effective two-way communication. One of 
the too ls that Dessler ( 1999) suggests for building 
empl oyee commitment is to create a secure envi ronment. 
Thi s research posits that organizati ons can promote 
employee securi ty by informing emp loyees of the ir 
benefi t options. FUiihermore, with the onset ofEmon and 
Tyko scandal s, organi za tions should continuously 
rei terate their commitment to employee pension p lans in 
order to mcrease employee commitment. Th is 
commitment to employees is just one pa11 of the broad ly 
conceived concept of corporate soc ial responsib ili ty. 

Corporate Social Responsibility 

Compani es should no longer ignore their soc ial 
responsib il ities as it is yet another way of increas ing 
profits (Special Report, 2005), whether d irectly or 
ind irectl y. Until recently, corporate social responsibil ity 
(CSR) was viewed as an either/or proposition. If a 
company targeted stakeholder concerns, it was perceived 
as negatively impacting the company 's profi tab ili ty . 
However, studies and actua l prac ti ce have shown that 
critica l stakeholders, e.g. , customers, empl oyees, and 
socia ll y responsib le investors , are actively looking to do 
business with sociall y responsible compani es (Fraser, 
2005). If orga ni zations are socia lly conscious, they w ill 
enjoy enhanced vis ibi li ty, loya l emp loyees, customer , 
supp liers, lenders, and investors (The Business of Soc ial 
Responsib ility, 2005). CSR is simply good business. 

When marke ting scholars started exa mining corporate 
soc ial respon sibilit ies in the 1960s and 1970s, they 
foc used on the ocia l duti es related to the marketing 
func tion and not on the overa ll soc ia l ro le of the firm 
(Mai gnan and Ferrell , 2004). According to Merrifi e ld 
(2003 ), the concept first surfaced in industry in the 1980s 
when on ly " frin ge" organi zations were engaged in 
corporate respon sible ac ti vities. The concept is 
ambiguous at best, in part s ince there are many CS R-
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re lated te1ms in use : corporate citizenship, corporate 
socia l invo lvement, communi ty responsibility, corporate 
ethics, susta inable development, sustainability, 
transparency, corporate governance, triple bottom line, 
etc . Many of these terms are used interchangeably 
(Corporate Social Responsibility - Explained, 2005 ; 
Merrifi eld , 2003) . FUiihermore, there are presently no 
widely-accepted standards for CSR (Martin , 2005). 
Additionally, the defi nition of CSR is elusive s;nce the 
beli e fs and attitudes regard ing the nature of the 
assoc iati on between business and society change 
according to current relevant issues. In general terms, 
CSR is defined as : " the obligation of the firm to use its 
resources in ways to benefit society, through committed 
participation as a member of society, taking into account 
the society at large and improving welfare of society at 
large, independent of direc t gains of the company" 
(Snider, Hill , and Martin , 2003: 176). Alternatively, CSR 
" in vo lves the increased recogn ition by publicly held 
compani es that they need to address and heed not only 
shareholders, but all the mu ltiple stakeholders impacted 
by the company 's behavior" (Fraser, 2005: 44). 
Stakeholders a1.: identified by the ir interest, right, claim 
or ownership in an organiza tion . The e lastic li st of 
stakeho lder c lusters nearly always includes customers, 
empl oyees, suppliers, governments, nongovernmental 
organizations, and the communi ty (Fraser, 2005 ; Martin , 
2005 ; Snider, Hi ll , and Martin , 2003). In the aftermath of 
high-profi le scandals, includ ing Enron and WorldCom, 
corporate socia l responsibili ty has grown in significance 
and, as a result, the highl y regarded organi zation will be 
the one that add resses needs and concern of stakeholders, 
particularl y employees (Corporate Behavior and Strategy, 
2005). 

Employees as a Key Stakeholder Group 

Many employees consider working for a socially 
responsib le empl oyer to be benefic ial. A recent survey 
fou nd that 58% of UK empl oyees be lieve that the social 
and environmenta l responsibilities of the organization 
they worked for were important, suggesting that CSR 
may play an important role in shaping the attitudes and 
actions of staff (Brammer, Millington , and Rayton, 
2006) . CSR-engagcd employers say employee 
satis fa ction is a major reason behind their CSR efforts 
(B utl er, 2006). KPM G, an international accounting firm , 
sta ted that emp loyee motivat ion is one of ten motivators 
drivi ng organi zations to engage in CS R for competitive 
reasons (Ma king Good Intentions Profitabl e, 2006). In 
many respec ts, empl oyees act as ambassadors for the 
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corporate brand as part of their day-to-day interactions 
with customers and other companies. Companies that are 
committed to corporate citizenship recognize that forward 
thinking requires going beyond compliance and 
addressing key stakeholders such as employee (Obbagy, 
2005). 

Employees is a major internal stakeholder group that 
practicing CSR fums have addressed, as noted in the 
literature, via employee development and advancement, 
employee diversity, and safeguarding employees from 
harm. Some corporations provide CSR messages that 
concentrate on the importance of employee development 
and advancement, which aids in the success of the 
individual as well as the organization . Updating training 
programs and materials with a focu s on innovative 
learning methods and technology, including workshops 
and computer networks for virtua l teamwork in business
oriented projects are a few ways to address employee 
development and advancement. 

The importance of diversity among the members of 
the workforce and suppliers is another key to addressing 
this stakeholder group and to improving the 
organization 's ability to serve the marketplace. A diverse 
workforce increases the ability to deal with diverse 
clients by providing innovative soluti ons and superior 
services. Diversity also helps develop a stTong corporate 
culture in the workplace. One way to nurture a di verse 
workforce is through programs to he lp employees 
balance their commitment to work and fami ly, i. e., the 
work/life balance. Examples of such programs include 
the following: a broad and flexible leave policy for 
family care matters, resource and referral programs for 
child care and elder care services, adoption benefits, and 
other forms of ass istance. 

Organizations also address the intemal stakeholder 
group, employees, by safeguarding them from ham1 at 
work. A safe work environment is one that prohibits all 
types of workplace violence, including phys ical assaults, 
threatening comments, intimidation and the intentional 
destruction of company prope11y, empl oyee prope1iy, or 
merchandi se (Snider, Hill , and Martin , 2003). Thus, from 
an HR perspective, it is c lear that CSR is an important 
component for attracting and reta ining committed 
employees (Hayward, 2006) . 

In regard to emp loyee retirement programs, many 
companies are taking on the chall enge o f educating 
employees by communicating the va lue and necess ity of 
retirement plans. The most progress ive companies are 
launching ambitious financial education programs to 
convey the message to empl oyees that they themselves 
are responsible for their financial future (Sne ll and Huey, 
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1994) . Although these finns provide retirement education 
programs for the ir employees, such programs are usually 
not included under the umbre ll a of corporate socia l 
responsibility. A maj or purpose of thi s paper is to show 
that a sisting employees in choosing among the ir 
retirement opti ons shou ld be part o f the many corpora te 
socially responsibl e ac tiviti es that such astute fi rms 
practice. 

Corporate Social Responsibility to Employees 

Numerous corporations produce annual reports that 
explain the steps taken to be good corporate citizens. The 
report is known as a Sustainabili ty Report, Global 
Citi zenship Report, Corporate Citi zenship Report, Report 
on Corporate Responsibili ty, or other similar names . 
These reports usuall y describe commi tments to diversity, 
training, fairness, safety, and well ness of empl oyees . 

In a non-random sample, the authors reviewed reports 
by several members of the D ow Jones Industrial Average. 
The sample included: Alcoa, Boeing, Caterpill ar, Coca 
Cola, Di sney, ExxonMobil , General E lectri c, and 
Hewlett -Packard . A ll of the companies have a defmed 
contribution plan , e .g. , 40 I (k) pl an. Sometimes it is a 
supplemental retirement plan coexisting with a defined 
bene fit pension plan. Two companies, Alcoa and 
Hewlett-Packard , are di scontinuing the ir de fined benefi t 
pension plan and new empl oyees will only be e li gible to 
parti cipate in a defined contribution plan. All of these 
companies publi sh some version of a CSR report . On ly 
one company, Boeing, offers an Employee Ass istance 
Program (EAP). Through the EAP, employees can 
receive short-tenn counseling for personal prob lems and 
free legal and fin ancial consultations . The EAP in forms 
employees that they will have access to a variety of 
financial professionals via the phone. Both empl oyees 
and rr ' irees can secme he lp on top ics such as: 
bankruptcy, tax issues, educati on fu nds, forec losures , 
reposse sions, and retirement planning. 

Thi s omiss ion of basic fi nanc ial education by most 
companies ignores the trust and conm1itment lite rature of 
re lati onship marketing as it applies to empl oyee fi nancia l 
hea lth . As previously discussed, the market ing I iteraturc 
demonstra tes that effective and enduring re lationships are 
built by the mutua l recognition that each party benefits 
fro m the relati onship . I[ emp loyees sec tangib le eVl dence 
o[ a commitment by the empl oyer to the ir 0\\ 11 fin anci::ll 
health in retirement, those empl oyees ha \·e an incenti ve 
to remai n with the empl oyer . Over time, the continued 
trust can ea rn the commitment o f the empl oyee . A secure 
environmen l can promote lower emp loyee turnover and 
achi eve the cost sav ings assoc iated w ith long-tenn , 
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experienced empl oyee Lower employee turn over i 
beneficia l to the orga nizat ion's bottom line, beca use it 
dccrca. cs the co l , a soc iatcd with recruiting, training, 
and skill differenti als (Da nnon, 1990). 

CONCLUSION 

Given thi s infom1ati on, what should empl oyers do? 
First. recogni ze that employee retirement finan cial 
security is an area of CS R that has been neglec ted. Whi le 
commitments to di ve r ity, training, fairness, sa fety, and 
wc llne s of emp loyees arc admirabl e, empl oyee al o 
need retirement training. A second important step is to 
provide retirement pl anning informati on to employees to, 
( I ) increase parti cipation and, (2) help employees make 
inte ll igent inve tment dec ision 

Li terature reviewed in an earli er secti on demonstrates 
tha t empl oyees do not have the necessary skill s to 
manage their own retirement pl an ning. The 40 I (k) plan is 
beco ming the dominant ret irement sav in gs vehi cle; 
however, these plans require a degree o f in vestment 
sophi sticat ion lacking in most em1 loyces. Employee 
retirement parti c ipation is sti ned by overwhe lmin g 
in vestment choice and o ften adverse ly a ff'cctcd by oc ial 
innucnccs and psychologica l biases. Left on their OW11, 
youn g employees lend to ignore retirement sav ings plans. 
Th i i oft n a fun cti on of salary. 

The most important conclusion of thi s paper is 
composed of two clements. First, CS R dictates that 
companies should have a commitment to their 
emp loyees' we ll -bein g. Many companies rea li ze thi s 
obliga ti on and document that com mitment in their 
citizenship reports. Re lationship marketing ident ifi c 
severa l groups of stakeholders. ccond , to develop 
productive, effec ti ve, relat iona l excha nges, the two 
characteristi cs required arc trust and commitment. One 
way to bui ld trust and commitment is by helpin g 
employees set and achieve their fin anc ia l retirement 
goa ls. 
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