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Introduction
Research gap

Over the past two decades, businesses have widely adopted corporate social
responsibility (CSR), and the focus has shifted from simply engaging in disparate CSR activities
to defining the strategic role of CSR in business (McWilliams et al. 2006; Porter and Kramer
2006). Strategic CSR implies the implementation of a Win-Win strategy, according to which the
company implements socially oriented actions that will bring it profit. At the same time, many
researchers emphasize the likely development of strategic CSR and its transformation into other
Shared Value strategies, according to which the company does not consider gaining profit as a
primary focus of activity, but contributes to society, creating a value that will bring income in the
long term.

However, as researchers (GSOM, 2019) observe, today, strategical CSR cannot fully
meet the requirements of a new external effect of developing the participation of companies in
the life of society, such as the UN Sustainable Development Goals (UN Foundation). The
Sustainable Development Goals encourage a new approach - the creation of Shared Value. This
approach differs from the strategic one in that the company's actions do not determine the receipt
of profit in the short term. The focus is on campaigns that will create value for a wide range of
stakeholders in the long term. At the same time, as studies show, the strategic approach still
remains one of the dominant CSR approaches (GSOM, 2019).

Despite the fact that strategic CSR has been developing for more than two decades,
researchers still have not come to a common conclusion about whether CSR activity influences
the marketing outcomes of companies, especially on Brand equity and Purchase intention.
However, researchers emphasize the importance of marketing policy in implementing CSR
activities for strategical CSR. Thus, marketing results from CSR activities are important for
strategic CSR from the point of view of tracking how the company's actions in relation to CSR
affect the perception of consumers, and as a result, their intentions to make purchases, ensuring
the economic stability of the company. Understanding how perceived CSR affects the consumer
is also important in Shared Value creation, since one of the first levels of Shared value creation
Is reconvincing the needs of products and customers. That is, understanding what kind of
marketing results the activity brings will help build more effective communication with the
consumers in the formation of new values.

To sum up, there is lack of research on the impact of perceived CSR on marketing
outcomes: Brand equity and Purchase intention.



Research problem

Nowadays, there are works that consider the results of CSR on Brand Equity and
Purchase intention. However, as the researchers point out, these results cannot be generalized, as
there are geographic, indigenous limitations to these studies. In addition, studies do not
demonstrate a dominant research result, some prove the influence of CSR on Brand Equity and
Purchase intention, other demonstrated opposite results. Thus, the problem of research is
formulated as follows:

What are the effects of consumer perception of a firm CSR activities provided on its
Brand equity and purchase intention?

Research questions

Considering marketing results, the analysis of the existing literature made it possible to
make an conclusion that there is a limited number of studies that would comprehensively assess
the impact of perceived CSR on such a marketing result as Brand Equity. It is a complex model
with several components. Today, the most widely studied component is Brand loyalty. There is a
limited number of studies examining the impact of CSR on other components of Brand equity,
but their number is insignificant. At the same time, many researchers consider Brand equity as a
full-fledged resource of the company, which emphasizes the need for its comprehensive
assessment. In addition, the influence of perceived CSR on Purchase intention has also been
insufficiently studied. The number of studies that have been carried out at the moment cannot
demonstrate general trends, since they have limitations of a geographic, industrial nature. In
addition, different studies demonstrate different effects of CSR on marketing outcomes

For a long time, there was no single framework for the theory of strategic CSR approach
that would describe strategic CSR management. The lack of a framework made it difficult to
define CSR components for research to determine their impact on marketing outcomes. If
analyze the latest research in the field of CSR influence on marketing results, it can be observed
that the combination of factors is different: the works include both the components of the Carroll
model and the components of the Triple Bottom Line, as well as the components of the
Stakeholders' approach. The lack of a unified model consistent with the strategic approach makes
it difficult to generalize the few studies on this topic.

1) What components of CSR influence Brand equity and Purchase intention?

2) What effect does perceived CSR have on Brand equity and Purchase intention?



CHAPTER 1. CORPORATE SOCIAL RESPONSIBILITY

The intensive development of CSR continues for more than 60 years (Ramesh, Saha,
Goswami, 2019). During this time, the concepts of defining CSR have been developed
dynamically, in accordance with the development of CSR and the company's activities in this
direction. CSR has evolved from executives’ idiosyncratic philanthropic activities to widespread
acceptance as a valuable component of stakeholder management and has been incorporated into
strategic performance models (Kolodinsky, Madden, Zisk and Henkel, 2010).

Today there are many approaches to the definition, they are determined by the model or
approach of CSR. Taking it into account, this work will consider a more general definition of
CSR: CSR is a self-regulating business model that helps a company be socially accountable — to
itself, its stakeholders, and the public (Investopedia).

1.1 Corporate social responsibility models

1.1.1 Carroll model
One of the most classic and fundamental CSR model proposed by Carroll (Carroll, 1991).

According to Carroll (1991), the primary concern of business is to priorities their profitability
(economic obligation) and their responsibility to conduct business within the law (legal
obligation). Only in the second instance would ethical concerns (norm-imposed obligation) such
as minimizing environmental impacts; and lastly, philanthropic or discretionary concerns, such
as corporate donation, play a significant role:

e economic,

e philanthropic,

e legal,

o ethical responsibilities.

1.2.2 Stakeholders model
According to Stakeholder model, CSR is considered as the responsibility of corporations

under an explicit or implied social contract with internal and external stakeholders, subject to
government laws and regulations, and acting in an ethical manner that exceeds statutory
requirements (Khan et al., 2012).

For the first time, the theory of Stakeholders was presented by Freeman (1984), where he
identified the main stakeholders. Later, he divided the stakeholders into internal and external

stakeholders.



From Stakeholders model perspectives, the goal of the firm is to maximize profits from
total net profits, while profits are defined not as money, but as the well-being of people. Total net
income is the cumulative effect of a company's actions for all stakeholders.

In the same time, some researchers underline the fact that from a practical point of view,
however, a strict stakeholder theory—one that insistently gives the authority to make ethical
claims to anyone who has been harmed by the company's actions-would be unworkable. There
will be no end to just figuring out whose rights need to be taken into account. There should be a
continuous line that companies can follow from a corporate decision to the life of an individual.
In reality, the stakeholders surrounding the business should be defined as those who are

significantly affected by the company's actions.

1.2.3 Triple bottom line model
Elkington (1994) proposed a CSR model that balances the social, environmental, and

economic impact of a company. Elkington (1994) later clarified that the path to achieving
outstanding triple outcomes (social, environmental, and economic) lies through effective and
long-term partnerships between the private and public sectors and among stakeholders.

In most cases, the Triple Bottom Line is viewed as a sustainability approach, where
sustainability is understood as “meets the needs of the present without compromising the ability
of future generations to meet their own needs” (WCED, 1987). However, many researchers
consider that sustainability is about shaping policy in the long term, while CSR is of a shorter-
term nature, being one of the elements of sustainability. So, in this case it can be argued that the
Triple bottom line is also applicable to CSR.

Triple bottom line concept also requires that the company's responsibility is to
"stakeholders", not "shareholders”. In this case, "stakeholders™ refers to anyone who is directly
or indirectly affected by the firm's actions. Typical stakeholder groups are owners, financiers,
suppliers, customers, employees, trade unions, trade associations, competitors, government, and
political groups. According to the stakeholder theory, the business entity should be used as a
means of coordinating the interests of stakeholders, rather than maximizing the profit of
shareholders. If we analyze the components of the Triple bottom line approach, it can be noted
that the activities of companies adhering to this approach can have a positive effect on a much
larger circle of people than direct stakeholders. So, concern for the environment can spread to
local communities that are not directly related to the company's activities.

Some studies (ILO, 2008) demonstrate that the scope of CSR and what is meant by
"social”, the whole philosophy behind it, can be summarized in the theory of "triple result":

people, planet, profit. A business, regardless of where it operates, directly or indirectly, must be



evaluated according to three criteria: how it treats its employees, how its activities affect the
environment and what profit it brings.

Researchers (Rosen and Kishawy, 2012) have identified the interconnection of the
components (Figure 1). Thus, economic approaches such as efficiency, growth, and
development, which have been of concern over the past five decades, cannot be sustained
without considering the environmental issues that have been replaced in the process and the
social consequences they have caused. As the rate of depletion of the environment and natural
resources becomes more dramatic, it iS corporate’s responsibility to reorient companies’

activities towards promoting sustainable development.

Subsidies/incentives
Protection of

environment and natural Ir t I - [a?eS/ﬁpenameS °
promote efficiency,
resources (locally, environmental
Vi
regionally, globall
eg y. g y) stewardship

Sustain
ability

Social

Corporate social responsibility,

business ethics, fair trade, worker
protections

Figure 1. Sustainability as the intersection of its three key parts,
and examples of features at the intersection of any two parts
(Source: Rosen and Kishawy, 2012)

Triple Bottom Line is a form of corporate social responsibility that requires executives to
summarize the bottom line not only in terms of economic performance (cost versus revenues),
but also in terms of the company's social and environmental impact. There are two keys to this
idea. First, the three focuses of responsibility must be separated, and the results must be reported
independently for each. Second, the company must achieve sustainable results in all three areas.

Thus, the Triple bottom line approach emphasizes the shift of the focus of CSR activity
from ensuring economic sustainability to solving social problems that are relevant for all
stakeholders. That is, the CSR policy is aimed at the implementation of the interests not only of
shareholders and major interested groups of persons, but also of other persons less involved in
the company's activities. In addition, such a multidimensional activity creates the potential for

development and influence on potential stakeholders too.
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1.2 Strategic Corporate social responsibility approach

1.1.1 CSR Strategic approach
For the past 15-20 years, companies have been actively pursuing a strategic approach,

identifying CSR policies. Researchers noted that with the growth of CSR among society, the
CSR policy of companies has changed (Smith, 2001). In other words, companies now needed to
reach a wider range of stakeholders than before. As a result, Smith (2001) predicted the
following definition of CSR, within the framework of new trends: “Corporate social
responsibility (CSR) refers to the obligations of the firm to its stakeholders — people affected by
corporate policies and practices. These obligations go beyond legal requirements and the firm’s
duties to its shareholders. Fulfillment of these obligations is intended to minimize any harm and
maximize the long-run beneficial impact of the firm on society”. This definition gave rise to a
new strategic approach to CSR, as Smith (2001) emphasized that CSR policy should consider
long-term activities in order to fulfill obligations to society. Lantos (2001) also reaffirmed the
idea that societies would require corporations to integrate social issues into their strategies. At
the same time, Lantos (2001) explained that corporate social responsibility can become strategic
if it is part of the company's management plans for profit, which means that the company will
only engage in activities that can be considered socially responsible if they lead to financial
return for a solid and not necessarily holistic approach, such as a triple outcome.

As mentioned above, the strategic approach to CSR significantly expands the list of
stakeholders in relation to the classic stakeholder model. Freeman (2001) ranked among the
circle of stakeholders: suppliers, consumers, employees, shareholders and the local community,
considering that CSR activity should be directed to this circle of persons. However, Friedman
and Miles (2002) in their study determined that the circle of stakeholders can significantly and
intensively expand, which suggests the need to take these persons into account when shaping
CSR strategies.

In addition, many researchers note, an important feature of the strategic approach is the
need to introduce CSR at all stages of the creation of the value chain, as this creates a
competitive advantage (Werther and Chandler, 2005). Competitive advantage ensures the
stability of the corporation in the market, which increases the need for strategic CSR in
companies. Porter and Kramer (2006) considered the order of formation of CSR activity for the
formation of competitive advantage, which includes two steps: look inside out and look outside
in. At the first step, companies determine how they can apply CSR mechanisms within the
processes, at the second stage, how the social context of their behavior can be applied in terms of

the company's business strategy. Thus, Porter and Kramer (2006) developed a holistic approach
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that shows the relationship between the social environment and business strategy. This approach
encourages companies not to focus CSR on specific objects and goals, but to flexibly track new
prospects for its application in order to develop in the most efficient way the company's entire
potential to create social benefits while supporting their business goals.
Husted and Allen (2007) created four dimensions of strategic CSR to then provide their
own definition of strategic CSR as the company’s ability to:
1. provide a coherent focus to a portfolio of firm resources and assets — centrality
2. anticipate competitors in acquiring strategic factors — proactivity
3. build reputation advantage through customer knowledge of firm behavior — visibility
4. ensure that the added value created goes to the firm — appropriability
Later Husted and Allen (2007) established that visibility, appropriability can be
considered the main strategic dimensions of CSR that can be linked to the creation of value. In
addition, the most significant contribution made by Hasted and Allen (2007) to the strategic CSR
concept is twofold: first, strategic CSR creates new areas of opportunity through the constant
pursuit of value creation, which in turn leads to innovation. Secondly, the introduction of
strategic CSR for the purpose of creating value is inevitably associated with social demand.
Heslin and Ochoa (2008) in their study continued to develop the study of creating
competitive advantage as a result of developing CSR policies. Thus, after analyzing the activities
of a significant number of companies, Heslin and Ochoa (2008) established a list of company
principles that ensure the creation of value and competitive advantage:
1. cultivate the needed talent
develop new markets

protect labor welfare

2
3
4. reduce the environmental footprint
5. profit from by-products
6. involve customers
7. green the supply chain
The relevance of the principles developed by Heslin and Ochoa (2008) stems from the
belief that companies can improve their business opportunities by providing benefits to the social
context in which they operate. Strategy theory states that in order to be successful, a company
must create a distinctive value proposition that meets the needs of a select group of customers.
The firm wins a competitive advantage from how it configures a value chain or set of activities
engages in the creation, production, sale, delivery and support of its products or services.
Researchers consider strategic CSR as win-win approach (Afrin, 2013), emphasizing that

companies make profit and benefit society. In this case, CSR activities are implemented through
12



subdivisions CSR or sustainable development with limited coordinating role. That is, CSR
divisions develop special programs for key business activities, considering them as additional to
the main activity. With the implementation of these activities, a balance is achieved between
making a profit and providing social benefits. Thus, CSR policy is integrated into all stages of

the company's value chain.

1.2.2 Shared value approach
The concept of creating total value was developed by Porter and Kramer (2011), who

explained this as a necessary step in the evolution of a business and defined it as: “policies and
operating practices that increase the competitiveness of a company while improving its economic
performance and the social conditions in the communities in which it works. Shared value
creation seeks to identify and expand the links between social and economic progress” (Porter
and Kramer, 2011).

According to Porter and Cramer (2011), there is a need for shared value (CSV) creation,
which often arises from narrow-minded business strategies that usually do not take into account
the general factors that affect their long-term success. It is noteworthy that Porter and Kramer
place CSR in this category, considering it an outdated and limited concept that emerged as a way
to improve the company's reputation, and as a result, they argue that CSV should replace CSR.

The purpose of the corporation must be redefined as creating shared value, not just profit
per se. This will drive the next wave of innovation and productivity growth in the global
economy. It will also reshape capitalism and its relationship to society.

Strategy theory states that in order to be successful, a company must create a distinctive
value proposition that meets the needs of a select group of stakeholders. A firm gains a
competitive advantage by how it configures a value chain or set of activities associated with
creating, producing, selling, delivering and supporting its products, or services. Businessmen
have studied positioning and the best ways to design and integrate activities. However,
companies have missed opportunities to meet the fundamental needs of society and
misunderstood how harm and weakness in society impacts value chains. In this case, companies
often did not provide for social needs, which indirectly influenced the effectiveness of the
strategy and profitability. As a result, social difficulties have developed, which currently have a
negative impact on the activities of companies. As a consequence, there is a need to develop
value, more than a focus on profit, since this can really ensure the well-being and sustainability
of the company in the long term.

The importance of value creation is highlighted by Chandler's (2016). Researcher, in

contrast to Porter and Kramer (2011), considers the concept of Shared Value as a development of
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a strategic CSR approach. He proposed five main components of the implementation of Strategic
CSR:

1. Full integration of the CSR perspective into the strategic planning process of the
company and its corporate culture

2. Understanding that all the company's actions are directly related to its core business;

3. The belief that companies are committed to understanding and responding to the needs of
their stakeholders, which means that taking into account the perspective of stakeholders
is a strategic imperative

4. The company is moving from a short-term perspective to a medium- to long-term process
of planning and managing the firm's resources, in which its key stakeholders
participate;

5. Firms seek to optimize value creation

Value optimization reinforces the updated view of Chandler (2016) that profit maximization or
trade-offs are no longer an acceptable goal. Instead, companies should strive to optimize value
over the long term by focusing on their areas of expertise, thereby reorienting efforts towards
creating shared value instead of maximizing profits (Chandler, 2016). For this, an important
aspect of strategic CSR is the integration of the five components into the corporate structure,
which sets the parameters for the decision-making process, as well as their integration into the
corporate culture with clear guiding values (Chandler, 2016). This reflects Chandler's belief that
SCSR must be part of daily business for it to be successful.

Thus, the strategy of forming the Shared Value can be considered as (Lose) - Win. In this
case, companies are proactively working towards the implementation of obligations to the public
at all levels of strategy, considering the creation of a public good not as an element of strategy,
but a philosophy of decision-making, creation communication with staunch stakeholders and
society, and ensuring processes. Thus, the company does not view making a profit as a
fundamental goal. But at the same time, as the experience of companies shows, the campaign
addressed clear social and global problems, they still reflected and realized typical business goals
at the expense of the created shared value. This is due to the fact that socially oriented actions
create unique competitive advantages and cut costs in the long term (Trapp, 2012).

Moreover, today, a global trend of business transformation in the interests of sustainable
development with a corresponding modification of the corporate sustainability model can be
observed (GSOM, 2019). Thus, the UN Sustainable Development Goals (UN Foundation)
influenced the transformation of the application of this or that approach. It is a set of 17
interconnected goals, developed in 2015 by the UN General Assembly as a "blueprint for a better

and more sustainable future for all.” The Sustainable Development Goals are a call to action
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from all countries - poor, rich and middle-developed. It aims to improve the welfare and
protection of our planet. States recognize that action to end poverty must go hand in hand with
efforts to boost economic growth and address a range of issues in education, health, social
protection and employment, as well as climate change and environmental protection.

The global adoption of the United Nations Sustainable Development Goals has changed
what society should expect from companies in their communities and their role as leaders in the
transition to global sustainability (EIAIfy et al., 2020). Thus, clients of companies will expect
corporations to act in a broader spectrum of actions than the company's interests in realizing their
own strategy. This prompts the likely transition of companies from strategic CSR (win-win) to a
shared value approach (win-(lose)).

Moreover in Russia, the development of United Nations Sustainable Development Goals
concept leads to the fact that the previously more actively developing strategic approach to the
development of CSR, which implied an orientation towards creating interconnected value for
business and society (win-win), has demonstrated its limitations in the context of the
implementation of the UN SDGs that require new approaches to competition and development of
internal and cross-sectoral cooperation that can ensure more active business engagement
(GSOM, 2019). Thus, the UN Sustainable Development Goals encourage the widespread
implementation of goals aimed at a wide range of people, which significantly goes beyond the
company's stakeholders. Moreover, the Goals encourage the development of internal and cross-
sectoral cooperation, for a more effective implementation of programs to support society, as well
as the development of economic sectors by companies themselves, through the introduction of
innovations. Thus, a possible change in the dominant approach is expected: from strategic CSR
to Shared Value.

1.2.3 Strategical Corporate social responsibility model

Considering strategical CSR model it in necessary to underline the fact that, the main
goal of strategic CSR is to gain an edge in an ethical marketplace by focusing primarily on
consumers. (Kuokkanen and Sun,2020). Consequently, strategic CSR model should ensure a
positive consumer response.

If talk about Carroll's model, then it was formed with the prospect that the main task of
the company is to ensure economic sustainability. From this perspective, the model can be
applied to a strategic approach. However, its applicability to strategic CSR is also controversial
and does not correspond to the concept of strategic CSR, in which it considers CSR not as
additional spending, which can be viewed from the position of Carroll's model, but as an
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investment in obtaining future profits. Thus, the economic aspect for strategic CSR plays a big
role, but in this case, ensuring economic sustainability also occurs at the expense of CSR. Thus,
Carroll's model is irrelevant for modern approaches to strategic CSR.

For the subsequent analysis, the Triple Bottom Line was taken for analysis as a potential
strategic CSR model. An economic perspective is also reflected in the Triple Bottom Line
model. At the same time, this CSR dimension is also considered of equal importance along with
Environmental and Social activities. However, in this case, economic sustainability values long-
term financial solidity over more volatile, short-term profits, no matter how high. Thus, within
the framework of the Triple Bottom Line approach, the idea is supported that the development of
sustainability in processes, investing in this, contributes to the reduction of financial costs in the
future. This idea is reflected in strategical CSR approach. However, this dimension of CSR can
be excluded from the analysis, since modern researchers argue that there is no need for this
component by the fact that CSR exceeds the usual business (economical) requirements of the
company's activities (Baron 2009).

In terms of the environmental dimension, practically speaking, environmental CSR is
easy to understand and highly regarded by the general public and the media (Rahbar and Wahid,
2011). CSR in relation to society refers to activities that contribute to the well-being of society
(Turker, 2009). Murray and Vogel (1997) argued that corporate CSR activities that address
social issues can predispose people to a more positive business experience. Singh et al. (2008)
demonstrated that CSR behavior aimed at enhancing social interests is positively associated with
brand image in a study involving several well-known brands and a diverse group of citizens.
Thus, from the point of view of strategic CSR, the environmental and social components are
relevant for consideration in the model.

In addition, there is another model that can be part of the strategic CSR models, as an
addition to the Triple Bottom Line. That is stakeholders model. Stakeholder focus is the firm's
intention to give importance and prioritize its responsibilities to meet the expectations of key
stakeholder groups for corporate social responsibility (Kuokkanen and Sun,2020). In their
research on developing a CSR model that is relevant to a strategic approach, Kuokkanen and Sun
(2020) considered the combination of the three models, and also identified Stakeholders CSR as
one of the component of the model along with the environmental, ethical and philanthropic
dimensions. Researchers argue this combination by the fact that consumers may be interested in
how the company interacts with the main stakeholders: shareholders, employees, customers,
suppliers, local communities, and the natural environment; in the case if the consumers have an

interest to it. From this point of view, such a dimension as stakeholders should also be included
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in the model. In addition, the perceived positive corporate reputation of a service provider has a

significant positive impact on brand preference (Alamro and Rowley, 2011).
[ CSR J
[ Economic } [ Social J [ Stakeholders }

Figure 2. CSR adopted model

(Source: developed by author)

1.3 Corporate social responsibility and marketing outcomes
Over the past two decades, businesses have widely adopted corporate social

responsibility (CSR), and the focus has shifted from simply engaging in disparate CSR activities
to defining the strategic role of CSR in business (McWilliams et al. 2006; Porter and Kramer
2006). A theoretical view of corporate social responsibility (McWilliams and Siegel 2001)
implies that corporate social responsibility can be an integral part of a differentiation strategy,
either directly through product characteristics or indirectly through reputation and brand image.
From the point of view of a strategic approach, CSR activity can be identified CSR as a group of
factors that influence brand building (Chomvilailuk and Butcher, 2010; Hoeffler and Keller,
2002; Roll, 2006). This is due to the fact that, with a strategic approach, companies consider
CSR activity from a win-win perspective: the company pursues an active CSR policy, while
expecting to receive financial results in response to the activities carried out. From the point of
view of marketing and brand building, this can be considered as a marketing response of buyers
(loyalty, intention to make a purchase, etc.) to the company's CSR activity. Identifying how CSR
activity is perceived by buyers is important, as it allows you to strategically assess which CSR
activities affect consumer behavior and which do not. This is important when drawing up
marketing strategies, it allows you to use only those marketing tools that are relevant for the
business in communication with consumers.

There are a number of studies that have assessed the impact of perceived CSR on various
marketing outcomes. Perceived CSR (PCSR) refers to the degree of consumers’ perception about
the support provided by their consumers to the CSR-related activities (Choi and Yu, 2014).

Some researchers investigated the influence of CSR on Brand loyalty (BL). Pratihari
(2018) consider the CSR dimensions according Carrol CSR pyramid and established that
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economical, society, legal CSR dimension have the influence on Brand Loyalty, but
philanthropic does not affect this marketing outcome. Dend and Xu (2017) also established that
CSR has the positive influence on Brand Loyalty.

In terms of other marketing results, a number of studies show that CSR has an impact on
Brand quality (BQ). Ramesh et al. found that perceived CSR affects perceived brand quality.
Also, a study by Liu et al. (2013) established a positive influence of perceived CSR on Brand
quality.

It should be noted that Brand Loyalty and Brand quality are components of the Brand
equity (BE). Many researchers point out that brand equity should be viewed as a separate
company asset. However, there has been limited research in the literature on the impact of
perceived CSR on Brand equity. Thus, the study by Iglesias et al. (2017) demonstrated a positive
impact of CSR on Brand equity. A study by Guzman and Davis (2017) demonstrated that CSR
fit influences Brand equity.

Taking into account the fact that the main goal of strategic CSR is to make a profit
through the creation of social benefits, it is no less important to consider such a marketing
outcome as a Purchase intention (PI). There is a limited amount of research that looks at the
Effect of CSR on purchase intentions. Ramesh et al. (2018) and Dend and Xu (2017) found that
perceived CSR influences Purchase intention. However, in a study by Ramesh et al. (2018), no
direct effect was observed, only those who were ahead of them, where the following were used
as mediators: Brand attitude, Brand image, Perceived quality.

Table 1. Research summary (Source: developed by author)

Author CSR model Marketing outcome | Investigated Result, effect
effect

Ramesh et | Not specified Perceived quality CSR-PQ Direct, positive
al., 2018

Purchase intention | CSR-PI Indirect, positive
Deng and | Not specified Brand loyalty CSR-BL Direct, positive
Xu, 2017

Purchase Intention | CSR-PI Direct, positive
Pratihari, Economic Brand loyalty CSR-BL Direct, positive;
2017 Legal except

Ethical -CS-R(?h-iI,)-BL:
insignificant effect

18




Philanthropic

Iglesias et | Ethical Brand equity CSR-BE Direct, positive

al., 2017

Liu, 2014 Environment Perceived quality CSR-PQ Direct, positive
Society

Stakeholders

The authors of the recent studies cited above note that the results of their studies cannot
be generalized for a number of reasons. Firstly, due to geographical features: all studies were
conducted in different countries. Second, the studies were done for different industries. The
authors emphasize that there is an industrial peculiarity of CSR development. Thirdly, the
number of studies is limited, which does not provide an opportunity to carry out comparative
analysis across countries and industries in order to come to a common conclusion about the
impact of CSR on marketing outcomes.

Today, the most widely studied component is Brand loyalty. There is a limited number of
studies examining the impact of CSR on other components of Brand equity, but their number is
insignificant. At the same time, many researchers consider Brand equity as a full-fledged
resource of the company, which emphasizes the need for its comprehensive assessment. In
addition, the influence of perceived CSR on Purchase intention has also been insufficiently
studied.

In addition, the table above shows the CSR dimensions that measured the perceived CSR.
As it was discussed above, today the framework of strategic CSR management does not
developed, however from the existing research analysis it can be concluded that the considered
components of the CSR model do not correspond to the model of strategic CSR approach
adopted above. The results of the considered models cannot be generalized, since the
components of CSR in the models do not correspond or do not give an idea of whether the
components of the model that are relevant for strategic CSR were considered or not.

Thus, the main research question is:

What effect does perceived CSR have on Brand equity and Purchase intention?
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CHAPTER 2. DEVELOPMENT OF RESEARCH MODEL
2.1 Development of the theoretical framework and research hypothesis

2.1.1 Brand equity

Brand equity definition

Many researchers assess the concept of Brand equity as important for implementation in a
company; Brand equity study requires special attention, since it can significantly affect the
company's performance. As the concept of Brand equity has developed and studied, researchers
have developed a number of approaches to defining this concept. Before giving a definition of
Brand equity in the framework of this study, it is necessary to determine perspective from which
the Bran equity concept is considered.

Generally speaking, Brand equity is the "added value" with which a brand endows a
product; this added value can be viewed from the perspective of the firm, the trade, or the
consumer (Farquhar,1989).

From the firm's perspective, brand equity can be measured by the incremental cash flow
from associating the brand with the product. Incremental cash flow also results from premium
pricing and reduced promotional expenses. This definition of Brand equity is also followed by
Simon and Sullivan (1990) in their study. Brand equity also imparts competitive advantages to
the firm. These aspects of brand equity typically involve uncertainties that are difficult to
quantify in brand valuation studies. First, a strong brand provides a platform for new products
and for licensing. The strategic potential of a brand platform should be part of measuring brand
equity. Second, a strong brand has the resiliency to endure crisis situations, periods of reduced
corporate support, or shifts in consumer tastes. Strong brands offer another advantage by
providing resistance from competitive attack. A dominant brand name can be a barrier to entry
in some markets.

Brand equity from the trade's perspective is measurable in brand leverage over other
products in the market. This source of added value comes from easier acceptance and wider
distribution of a strong brand. Well-known consumer brands typically pay lower slotting
allowances and have more shelf facings for their new food products (Gibson 1988). The other
side of brand leverage is protection against private labels. Now there are a large number of small
brands with similar products, but at lower prices. Brand leverage helps to maintain the visibility
of the old player and to secure purchases from the consumers.

Brand equity from an individual consumer's perspective is reflected by the increase in
attitude strength for a product using the brand. An attitude is defined here as the association
between an "object” and the "evaluation” of that object stored in an individual's memory (Fazio
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1986). Continuing to develop the Brand equity business from a buyer’s perspective, Keller

(1993) has also considered the customer-based brand equity. From his point of view customer-

based brand equity is defined as the differential effect of brand knowledge on consumer response

to the marketing of the brand.

In this study, the concept of Brand equity will be considered from the perspective of the

consumer, since within the study it is necessary to determine the influence of CSR on the

consumer’s brand perception.

Talking about customer-based brand equity definition there is a set of different variation

developed by researchers. The summary of possible definition is presented in the table below.

Table 2 . Consumer-based brand equity definition (Chieng, 2018)

Study

Description of the Concept

The Marketing Science
Institute
1988)

(Leuthesser

The set of associations and behaviors on the part of the brand’s
consumers, channel members, and parent corporation that permits
the brand to earn greater volume or greater margins than it would
without the brand name and that gives the brand a strong,

sustainable, and differentiated advantage over competitors

P. Farquiard (1989)

Brand equity from an individual consumer's perspective is reflected
by the increase in attitude strength for a product using the brand. An
attitude is defined as the association between an "object” (e.g., the
branded product) and the "evaluation™ of that object stored in an

individual's memory

Aaker (1991)

The value consumers associate with a brand, as reflected in the
dimensions of brand awareness, brand associations, perceived

quality, brand loyalty and other proprietary brand asset.

Swait et al (1993)

The consumer’s implicit valuation of the brand in a market with
differentiated brands relative to a market with no brand
differentiation. Brands act as a signal or cue regarding the nature of

product and service quality and reliability and image/status.

Kamakura & Russell
1993
al.1995)

(Lassar et

Customer-based brand equity occurs when the consumer is familiar
with the brand and holds some favorable, strong, and unique brand

associations in the memory

Keller 1993

The differential effect of brand knowledge on consumer response to
the marketing of the brand. Brand knowledge is the full set of brand

associations linked to the brand in long-term consumer memory
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Lassar et al.(1995) The consumers’ perception of the overall superiority of a product
carrying that brand name when compared to other brands. Five
perceptual dimension of brand equity includes performance, social

image, value, trustworthiness and attachment.

Aaker (1996) Brand equity is: (1) Loyalty (brand’s real or potential price
premium), (2) loyalty (customer satisfaction based), (3) perceived
comparative quality, (4) perceived brand leadership, (5) perceived
brand value (brand’s functional benefits), (6) brand personality, (7)
consumers perception of organization (trusted, admired or credible),
(8) perceived differentiation to competing brands, (9) brand
awareness (recognition & recall), (10) market position (market

share), prices and distribution coverage.

Thus, there are many definitions. What they have in common is that each of them reflects
in the content one or more components of the Brand equity developed by Aaker (1991).
However, no single method of conceptualizing and measuring brand equity may be applicable to
all brands (Kartono and Rao, 2005). For this reason, when choosing the definition of Brand
equity, it can be quite subjective to create summary list of specific consumer reactions, as
associations, liking, preference, meaning, repeat purchase. In this case, it is necessary to consider
the definition developed by Ha et al. (2010) where Brand equity is conceptually defined as
overall consumer response to the primary predictors of brand purchase intent and behavior. This
definition was based on the concept of consumer response, where consumer response is defined
in terms of consumer perceptions, preferences, and behavior arising from marketing mix activity
(Hartman and Spiro, 2005). Also Aaker (1991) defined Brand equity as a set of brand assets and
liabilities linked to a brand, its name and symbol that add to or subtract from the value provided
by a product or service to a firm and/or to that firm’s customers. In the research this definition of
Brand equity is considered as basic, due to it is the most objective definition that also specifies
some functional features of Brand equity.

Taking into account the fact that many researchers have emphasized multidimensionality
of the Consumer-based Brand equity construct, in terms of this research the classical set of
dimensions developed by Aaker (1991) is considered for further investigation, specifically:

brand awareness, brand associations, perceived quality and brand loyalty.

Perceived Brand quality as Brand equity dimension
There is a list of research that investigate the influence of Perceived CSR on various

Consumer-based Brand equity dimensions.
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Perceived quality is the customer’s judgment about a product’s overall excellence or
superiority that is different from objective quality (Zeithaml 1988). Objective quality refers to
the technical, measurable parameters of a product, services and producers. However, high
objective quality does not necessarily contribute to brand equity (Anselmsson et al. 2007). This
is due to the fact that it is often difficult for a consumer to make a full, comprehensive and
correct assessment of the quality based on objective characteristics, due to the lack of
information. Therefore, consumers use quality attributes that are associated with quality (Olson
and Jacoby 1972, Zeithaml 1988). In addition, a number of researchers (Boulding et al., 1993)
emphasize the fact that quality is directly determined by perception. Perception is formed by
evaluating a product through the measurement of attributes. For this reason, it is important to
understand how a particular attribute can affect the perception of a brand.

The concept of perceived quality can be attributed to a two-dimension concept, which is
determined by two groups of factors: intrinsic attributes and extrinsic attributes (Zeithaml, 1988;
Steenkamp, 1997). The intrinsic attributes include physical aspects: appearance, smell, color, and
others that are relevant to a particular product or service. Extrinsic attributes refer to attributes of
a product or service, but these are non-physical aspects, for example brand name, stamp of
quality, price, store, packaging and production information and other (Bernue’'s et al.2003).
These whole complex influences creation the Perceived quality of the brand.

CSR activity of a company can be considered as extrinsic attributes, since customers may
consider a brand with societal reputation when evaluating two similar brands (Hea & Laib,
2014). Researchers highlight the fact that CSR activities, in the long run, will create a favorable
attitude and behavior among consumers, including perceived brand quality (Du et al.,2010).

The research of Ramesh et al (2018) demonstrated that CSR has a direct positive
relationship with perceived quality. Thus, CSR activities can be considered as extrinsic attribute

of a brand, that reflects brand values, can positively influence the perception of brand quality.

Brand loyalty as Brand equity dimension

Aaker (1991) considers brand loyalty as the attachment that a customer has to a brand. A
number of researchers emphasize that Brand loyalty has a dual perspective: behavioral and
cognitive ones (Baldinger & Rubinson, 1996). From behavioral perspective, loyalty is linked to
consumer behavior in the marketplace that can be indicated by number of repeated purchases
(Keller 1998) or commitment to rebuy the brand as a primary choice (Oliver 1997). Cognitive
loyalty which means that a brand comes up first in a consumers’ mind, when the need to make a

purchase decision arises, that is the consumers’ first choice. Cognitive loyalty is closely related
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to a high degree of recognition, that is, in the memory of the buyer, a particular brand should
appear first to be considered as a supplier for the purchase of a product or the provision of a
service. Thus, a brand should be able to become the respondents’ first choices (cognitive loyalty)
and is therefore purchased repeatedly (behavioral loyalty) (Keller 1998). A behavioral
orientation of customer Brand loyalty depicts that the customers’ perception of corporate brands
has major effect on the purchase decision (Hsieh et al., 2004; Anisimova, 2007). However, only
the behavior view alone is not sufficient in explaining the process of loyalty development (Dick
and Basu, 1994). Therefore, firms are increasingly shifting themselves through the association,
value and emotions symbolized by the whole organization (Hatch and Schultz, 2003). This can
be seen as part of cognitive loyalty. With its CSR activity, the company reflects the values on the
basis of which it builds processes and interacts with society.

Pratihari (2018) found in his research that perceived CSR influences loyalty positively.
However, the study has limitations such as:

1) the samples of respondents were limited to the banking sector,
2) the samples were collected from respondents belongs to the same country.

Researchers emphasize the fact that the study of the influence of CSR on the components of
brand equity is determined by the mentality of the country in which it is conducted. As a
consequence of this, it is necessary to conduct a study in Russia because of their lack.

Other researchers consider loyalty as part of consumer responses concept (Deng and Xu,
2015). As a result, it was found that CSR has positive influence on loyalty directly. Lu et al.
(2020) also established positive influence of CSR on brand loyalty.

Thus, the perceived CSR can have a positive influence on cognitive loyalty of the client,
as well as his behavioral loyalty as a consequence.

The influence of perceived CSR on Brand equity

There are relatively few studies that have examined the impact of CSR on brand equity as
a whole. So there is a fairly big number of studies that have established the impact of CSR on
certain components of brand equity. Some studies show positive influence of CSR on Brand
equity. Iglesias et al. (2019) have established that Customer perceptions of corporate services
Brand ethicality positively and directly affects Brand equity.

As discussed above, there are a number of studies that have established a positive impact
of perceived CSR on Brand loyalty and Brand quality. In this regard, there is reason to believe
that when these variables are jointly considered as observable for the brand equity, it is possible
to see the positive impact of perceived CSR on the Brand equity.

H1: Perceived CSR has positive influence on Brand equity
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In this research Brand equity consists of the items that characterize Brand quality and

brand loyalty.

2.1.2 Purchase intention

Purchase intention

Purchase intention is a kind of decision-making that studies the reason to buy a particular
brand by consumer (Shah et al., 2012). Morinez et al. (2007) define purchase intention as a
situation where consumer tends to buy a certain product in certain condition. Customers
purchase decision is a complex process. Purchase intention usually is related to the behavior,
perceptions and attitudes of consumers. Purchase behavior is a key point for consumers to access
and evaluate the specific product. Ghosh (1990) states that purchase intention is an effective tool
to predict buying process. This means that identifying aspects that affect the intention can
significantly improve the company's performance, in particular the financial ones. In view of the
rapid development of CSR and the proven effects that affect the company's financials, it is
reasonable to identify how CSR purchase affects intentions.

However, in the reviewed studies on CSR, the problem of lack of accurate determination
of purchase intention was identified, as well as a clear distinction between the concepts of
purchase intention and brand preference. Liu et al. (2013) used the definition of brand preference
in the following manner: “brand preference is almost identical with purchase intention”.
However in several other studies, the authors distinguish between these concepts. So, Ramesh et
al. (2008) in their study consider that consumer behavior can be emotional, cognitive, or action-
oriented like brand preference, purchase intention, brand loyalty, or brand equity. This study
focuses on the impact of CSR activities on purchase intention. The items under purchase
intention capture respondents’ willingness to purchase a specific brand and their willingness to
repurchase it. Moreover, another study (Jeon et al., 2020) also distinguishes between these
concepts. Brand preference eventually affects purchase intention and they are connected to each
other and can be interchanged. Authors confirm that there might be some gaps in defining the
terms of variables. Other authors (Bianchi and Bruno, 2018) in the study also investigated the
effect of CSR on purchase intention and established positive affect.

As for conducted research, some researchers have determined the impact of CSR on
purchase intention. Ramesh et all (2019) could not find any direct impact of CSR on the

purchase intention. However, these results have several limitations:
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1) the study considered only one product category (FMCG companies),
2) the samples were collected from respondents belongs to the same country
Thus, the effect of CSR on the intention to make a purchase requires further study in Russian
conditions.
At the same time, Deng and Xu (2017) established that there is positive relationship
between CSR and Purchase intent.
Thus, we can test the following hypothesis about the impact of perceived CSR on
purchase intent:

H2: Perceived CSR has positive influence on Purchase intent

2.1.3 Congruence
Congruence and perceived CSR

When looking at the models that companies use to reinforce brand, image and other
customer responses, cause and effect marketing (CRM) is becoming an increasingly common
practice in corporate social responsibility, with a lot of emphasis on understanding the role of
firm compliance and cause in overall campaign performance. In the CRM literature, the positive
impact of firm cause compliance has been documented in several different studies. The essence
of CRM is to implement marketing activities with the provision of certain interconnections and
perceptions of the consumer through the matching of various strategic aspects of the company or
advertising campaign. So, in the theory of CRM, different types of fit are considered. Fit is
defined in modern marketing as a perceived connection between a goal and a company’s
products, reputation, and customers (Varadarajan & Menon, 1988), it has often been narrowly
operationalized as a conceptual fit between the firm and the cause at the organizational level.
Researchers tend to focus on the relationship of individual attributes (e.g., corporate values,
brand image, and product positioning) that imply the transfer of expertise or assets between the
firm and the sponsored organization. The other type of perceptual congruence is defined as the
overlap of perceptual attributes, such as color, size, and shape, between firm and cause that do
not imply portability of experience.

Congruence is the one type of conceptual fit between the firm activity and the cause at
the organizational level. If consider company activity from CSR perspectives, congruence with a
company and its socially responsible performance refers to the consumer's perception of the
similarity or consistency between the company and the socially responsible activities it
undertakes (Varadarajan & Menon, 1988). The congruence theory (Osgood & Tannenbaum,
1955) suggests that where there is a good correspondence between the company's activities and

its social actions, the consumer is more likely to relate to the company (Lafferty, 2007).
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According to the Theory of Congruence, people remember and prefer harmony and consistency
in their thoughts and therefore tend to avoid conflicting thoughts, that is, we naturally value the
consistency between what we know and new information. The principle of consistency has
recently been found to be relevant in various business and marketing contexts, such as
international business collaboration (Buckley, Cross, & De Mattos, 2015), referral programs
(Stumpf & Baum, 2016), and advertising (Kwon, Saluja, & Adaval, 2015; Zhang and Mao,
2016). In the area of corporate social responsibility, Lacke and Heinze (2015) found that
consumers value associations and try to assimilate differences between their thoughts and objects
and place greater confidence in the social initiatives of companies that demonstrate congruence.
Thus, it can be assumed that the perception of CSR is influenced by the congruence of CSR and
the main activity of the business, since if the buyer does not have harmony in his thoughts when
comparing CSR activity and the main business, then he will not perceive CSR activity.

A few studies demonstrate that congruence influences the perception of CSR. Thus,
Becker-Olsen et al. (2006) concluded that low-fit CSR activities negatively impact on the
consumer's beliefs and perception of a company’s CSR. Recent studies also show a direct
relationship between fit and perceived CSR (Du et al., 2007; Bigné et al., 2012; Marin et al.,
2016). Researchers recommend that companies maintain social goals that are consistent with
their brand image, product line, positioning, or target market (Marin et al., 2016; Wang et al.,
2016).

Thus, the following hypothesis about the influence of congruence on the perceived CSR
IS provide:

H3: Congruency has positive influence on Perceived CSR

Congruence and marketing outcomes

According to the Theory of Congruence, several studies show congruence affects
marketing outcomes. Cha et al. (2016) investigated the impact of CSR brand compliance (CSR
brand compliance) on service brand loyalty and found that CSR brand compliance strengthens
both personal and social brand identity, which in turn increases consumer loyalty to the service
brand. In addition, Gupta and Pirsch (2006) state that a high level of consistency between
company and cause should materialize in a positive evaluation of the products, which will
ultimately lead to increased purchase intent.

Thus, the following hypotheses can be tested:

H4: Congruency positively influence on Purchase intent

H5: Congruency positively influence on Brand equity
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If we consider the CSR congruence, then in this case it is necessary to consider the Model
of Effects, which describes how knowledge, emotions and motives determine the behavior of the
buyer. The Effect hierarchy model describes three stages of consumer behavior:

1) cognitive, related to the client's knowledge.

2) affective, referring to feelings and emotions.

3) conditional, referring to the intentions and actions of the consumer.
This model, which can be synthesized as awareness, attitudes, and intentions, is suitable for
describing the logical process of a person's transition from ignorance of the company's CSR
activities to becoming a supporter of the company's CSR activities (Murray & Vogel, 1997).
Companies communicate their CSR activities, thereby promoting consumer awareness of these
activities, which forms the attitude and feelings of the consumer that influence their behavior
(e.g., repurchase intention, recommend the product, be committed to one product). In this case,
the perceived CSR can be viewed as a mediator in relation to the congruence of CSR and the
intention to make a purchase (repurchase).

Thus, congruence forms knowledge about what CSR does and determines the
investigative relationship in the mind of a person about the relationship between CSR and the
company's activities. The perceived CSR acts as an affective component that shows how the
buyer relates to the activity, whether he perceives the company's activities as socially oriented.
Then these perceptions influence his behavior - to make a purchase.

Ahn and Shiwen (2020) established that CSR fit mediates the relationship between CSR
perception and behavioral intention. Garcia-Jiménez et al. (2017) found that perceived CSR
influences intention to buy when it mediates between congruence and intention to buy.
Therefore, the following hypothesis will be tested in this study:

H6: Perceived CSR mediates Congruency influence on Purchase intent

Garcia-Jiménez et al. (2017) also established that that perceived CSR mediates
Congruency influence on recommendation. Considering the recommendation as a behavioral unit
of Brand equity, it gives reasons to test the following hypothesis:

H7: Perceived CSR mediates Congruency influence on Brand equity
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Figure 3. Research framework

(Source: developed by author)

2.2 Research design development

According with this research empirical study was conducted. The research design is
based on a combined methods of qualitative and quantitative research. So, at the first stage, the
analysis of existing research and secondary data was carried out in order to determine the
research questions and the framework, as well as the validity of the tested hypotheses. At the
second stage, a qualitative research was carried out. The study consisted of collecting data for
analysis and subsequent data processing, creating a mathematical model for testing hypotheses.
Data collection was carried out on the basis of a survey. This method of data collection was
justified by the fact that the results obtained on large amounts of data can be generalized, in
comparison with conducting focus groups or interviews. More respondents demonstrate more
objective assessments of the results. The survey was conducted through the dissemination of
answers and in Internet, it ensured the participation of respondents from different geographic

regions.

2.1.1 Industry choice
To select an industry for analysis, it was first of all necessary to determine the sector of

the economy that is most actively developed in the field of CSR. Thus, the analysis of Russia
Social Investment Report-2019* allows us to conclude that there are three main sectors of the
economy that are most actively developing in CSR policy in Russia: raw
materials, processing and the service sector. Analysis of the research results allows us to
conclude that the service sector is the most suitable for further analysis. There are a number
of reasons for this.

First of all, companies in this sector consider the concept of CSR as fundamental for
determining the policy of interaction between the company and society (Figure 1.4). While

representatives of the industrial and processing sectors are also considering the concept of
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Sustainable Development. The focus of companies on CSR policy creates conditions for
assessing the impact of CSR tools on the brand's event and intentions to make a purchase. Thus,
CSR tools and Sustainable Development strategies may be relatively similar, which can
negatively affect the analysis, since the heterogeneous results of public relations policy can be
ambiguously divided into the results of applying CSR or Sustainable Development policies.

If we analyze the goals of implementing the strategy of business participation in the life
of society, then the “creation of shared value” is very relevant for the majority of respondents.
The creation of “shared” value, associated with “corporate sustainability 2.0” and the win-win
paradigm, implies the creation of value for business and for society, rationalizing the
participation of companies in solving specific social and environmental problems. Significantly,
this goal was identified by 76% of the responding companies in the service sector, while in the
sub-samples of the processing sector, such companies were 71%. Considering that for the
analysis of the CSR construct, Environmental and Social CSR were identified as independent
components, such attention to these areas from the service sector identifies this sector as the
most suitable for analysis.

In addition, the service sector is more realistic from the point of view of analysis,
since there is a stronger connection between the direct relationship between the B2C segment
buyer and the company.

To identify a specific industry, the composition of industry representatives who
participated in the implementation of the study for the Social Investment Report 2019 was
analyzed. Thus, it was revealed that the largest share of the sample is made up of companies in
the telecommunications industry and communications, as well as the financial sector — 20% and
15% respectively.

At the same time, representatives of these industries re-participate in the study. So, if we
talk about the frequency of participation in a series of reports on social investments in Russia, in
studies based on reports from 2014 and 2019. 35.5% of companies took part (16 out of 45),
including MegaFon, Mobile TeleSystems, KB Citibank. This suggests that representatives of this
sector have been pursuing CSR policy for a while, it can be assumed that they have a sufficient
portfolio to analyze their activities. Moreover, these companies have already had a certain impact
on their relationship with end users. Thus, industries such as telecommunications companies and
the financial sector were considered for further analysis.

For the subsequent selection of the industry, the results of the study “Indices RUIE in the
region sustainable development, corporate responsibilities and reporting — 2017’2 were analyzed.
The Responsibility and Transparency Index and The Sustainable Development Vector index are

used to assess the performance of companies.
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The Responsibility and Transparency Index reflects the general situation in the area of
disclosure information on sustainable development (SD) and CSR in public corporate reporting
of the largest Russian companies in Russian, assessing the extent to which the structure, volume
and the quality of this information reflects the impact of companies on the social and natural
Wednesday.

The Sustainable Development Vector index reflects the dynamics of indicators of socio-
economic and environmental performance of companies. Movement in which direction do the
public reporting indicators reflect? How much more tangible becomes the social contribution of
companies? Is the environmental “price” going down production?

If we talk about the Responsibility and Transparency Index, then first of all it is necessary

to analyze the "profiles™ of openness.

The analysis of the diagram allows us to conclude that financial companies are less open
to disclosing the results of their activities in the field of CSR, while telecommunications
companies have high indicators in all aspects of CSR in terms of information disclosure.

If we talk about the results of calculating the index, then the industry average value of the

technology communications industry is significantly higher than the similar index of banks.

Considering the Values of the Sustainable Development Vector Index, it can be noted

that the telecommunications industry and banks is practically have the same index values.

This suggests that the implementation of CSR programs in the following areas determines
the vector of development of CSR policy equally for both industries:

1) labor productivity,

2) industrial safety, labor protection,

3) salaries and expenses for social programs for personnel,

4) staff training,

5) staff turnover,

6) emissions into the atmosphere, including emissions of greenhouse gases,

7) water consumption and discharges into water sources,

8) energy efficiency and energy consumption,

9) waste management,

10) social investment

However, if we take into account the fact that telecommunications companies are more
actively involved in research to determine the development and specifics of CSR in Russia, for
example, stable participation in the study of the Report on Social Investment in Russia, and also
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have higher indicators of openness of CSR reporting, then with an equal value of the indicator "
Sustainable development vectors " versus banks, the telecom industry should be selected to
further analyze the impact of CSR on brand equity and purchase intentions.

2.1.2 Questionnaire development
The survey included sections on familiarity with CSR activities of major telecom

companies, defining perceived CSR by respondents, assessing congruence by respondents,
identifying respondents purchase intention, as well as their loyalty and perceived brand quality.
In addition, Sociodemographic parameters were determined, such as gender, age group, city of
living, education level, area of employment and income level.

It is worth clarifying that for participation, respondents were considered who currently
use one of the four largest telecom operators: MTS, Beeline, Megafon or Tele2. In order to
identify relevant respondents, the survey included the question of whose subscriber they are. If it
was determined that the respondent does not belong to any of the four operators, then he did not
participate in the survey further.

Depending on which operator out of the four the respondent chose, he was provided with
a profile describing the CSR activities of the selected company. All subsequent questions about
familiarity with the company and congruence were asked in relation to a particular company.

There is also the question about establishing how carefully the respondent got acquainted
with the profile to consider his answers for further research and to exclude the likelihood of

random answers.

Company CSR profiles development

One of the main stages of the survey was familiarizing the respondent with the company
profile (Appendix). Thus, the company profile had to reflect the activities of CSR in three areas:
environment, stakeholders, society, in accordance with the CSR model proposed for analysis in
the first chapter of this study. For these purposes, the analysis of CSR reports of the companies
MTS, Megafon, Beeline and Tele-2 was carried out. In the course of the analysis of the activity,
the CSR carried out by these companies were grouped according to the developed CSR model.
Within each subgroup of examples, the activities were divided into smaller subgroups according
to their semantic meaning for a more convenient perception by the respondents. Thus, activities
in relation to stakeholders were divided into subgroups: development of personnel and partners,
as well as quality and improvement of customer experience. Social activity included the
subgroups of community participation, digital environment, and education. The environmental
group was not divided into components.
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Perceived CSR
The formation of questions about the perception of CSR activities was carried out on the

basis of questions that were previously successfully used in similar studies of the perception of
CSR (Jeon et al, 2015; Liu,2014; Pratihari, 2018). These questions characterized the

measurements of the CSR question, which showed high indicators of the loading factor in the

studied models.

Table 3. Perceived CSR activities (Source: developed by author)

CSR dimension

CSR policy activities

Scale

Environment

Support for environmental protection projects

Environment protection

Resource reduction programs

Energy reduction programs

Alternative energy sources

Implementing Separate Garbage Collection

Society

Support for environmental protection projects

Environment protection

Resource reduction programs

Energy reduction programs

Alternative energy sources

Implementing Separate Garbage Collection

Stakeholders

Protection of personal information

Respect for consumer rights

Compliance with legal regulations

Providing accurate product information

Healthy and safe working conditions

Developing the potential of employees

Providing maximum customer benefit

Personal attention to clients

Likert 5-point

Totally agree ... Totally

disagree

The questions were asked after reviewing CSR activities by the respondents, in order to

determine to what extent, the activities of companies are perceived by the respondents in

accordance with the above-defined activities of the CSR policy.
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Brand equity

The questions for assessing Brand equity have been selected from existing brand equity

valuation studies (Guzman and Davis) that have shown a high degree of explanation for the

Brand equity factor.

Table 4 . Brand equity (Source: developed by author)

Brand equity Brand equity indicators Scale
dimension

> Brand quality

S Likely brand quality

'g The likelihood that the brand's products and

g services are reliable Likert 5-point
Comparative brand loyalty Totally agree ... Totally
Brand loyalty disagree

2 Consistency of purchase

;S‘ Willingness to pay more

Price condition for switching to another brand

Willingness to give a brand a chance

Purchase intent

The intent-to-buy questions were adapted to those suggested by Deng, X (2016). In

addition, one of the questions was developed by the author. This is due to the fact that in this

study, as the studied industry, the telecommunications industry is considered, in which the main

point of purchase is the subscription fee in most cases is carried out automatically without the

physical participation of the client. In this regard, the author worked out a question related to the

lack of reflections on changing the operator on a monthly basis.

Table 5 . Purchase intent (Source: developed by author)

Purchase intent

Purchase intent indicators

Scale

Purchase
intent

Purchase intent

First priority to buy

Purchase of actual goods

Purchase of new products

Likert 5-point

Totally agree ... Totally

disagree
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CSR Congruence
Due to the fact that at the moment there is a limited number of studies that determine the
congruence of CSR activities and the main activities of the company, in this study, to determine
congruence, scales were adopted that measure another type of fit - the image of cause-brand fit
(Bigne et al., 2010 ). After research investigation, it was concluded that the developed scales that
measure the fit between the company and the NPO with which it cooperates can be transformed
into scales that measure the comparability of the company's activities with its CSR activities,
since NPO and CSR activities can belong to the same group of perceptions among consumers.
Table 6 . CSR Congruence (Source: developed by author)

CSR Congruence indicators Scale

Congruence

CSR Congruence Semantic differential scale,
5 points

Incongruent...Congruent

Compatibility Semantic differential scale,
5 points

Incompatible...Compatible

Significance Semantic differential scale,

5 points

CSR Congruence

Meaningless...Meaningful

Logicality Semantic differential scale,
5 points
Logical...Illogical

2.1.2 Data collection and analysis

General population

When formulating the study, there were no foreseeable conditions for the characteristics
of the respondents. All users of mobile operators aged 17 and over, in all cities, were considered
for participation. This is due to the fact that the study does not suggest any hypotheses related to
age. Thus, any user has access to information about the company's activities equally or can
assess the existence of CSR activities.

Sampling method and sample size

In order to ensure the representativeness of the data, a quotation of the expected answers

was carried out. Thus, it was found that three age groups among two genders will be considered:
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17-26; 27-36; 37-52. The quota size was chosen to exceed the ‘small sample’ size, which is
usually set at 30 observations (Sergeant, Bock, 2002). Since the sample does not imply the
reflection of the main trends in the gender-age distribution of the general population, equal
quotas for each group were established.

Table 7. Quotasl (Source: developed by author)

Male Female
17-26 30 30
27-36 30 30
37-52 30 30
Total 90 90

According to the quotas, 180 repositories must be involved for participation. However, if
we turn to the data of researchers who identify a representative sample size in accordance with
the purpose of the study, it can be noted that the study that has the aim — “problem or
phenomenon exploration”, so research requires a sample size of at least 200 people (Source:
Malhotra, Birks, Wills, 2012). Thus, when collecting data, it is necessary to achieve the amount

set in the quota, with an even distribution of 20 more answers among all six groups.

Data collection method and survey distribution

The dissemination of data was carried out through an online survey on social networks.
The advantages of this method include the possibility of reaching respondents of different
geographic locations, low cost and fairly high speed of data collection, which was ensured to

stimulate the dissemination of the survey - a lottery.

Data analysis methods

Within the framework of the analysis, two methods were applied. The first of these is
exploratory factor analysis (EFA). This analysis is carried out at the first stage in order to
determine which observed units explain a particular factor. EFA explains how and to what extent
are the observed variables related to the underlying latent constructs. The need for this analysis
in the work was due to the following factors. First of all, some of the questions explaining the
observed variable were adopted by the author. Consequently, it was necessary to check their
reliability. Second, in the model of the study, the latent variable of the perceived CSR consisted
of a significant number of observable variables that had a probability of overlapping with each
other. For example, the monitored unit of Caring for the Environment refers to Environment

CSR, however, since this factor monitors the company's attitude to society as well, as people and
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the environment are inextricably linked, caring for the environment directly affects the well-
being of society and can be questioned as a concern So there was a possibility that
Environmental Concerns could also be attributed to the Social Factor.

The next step of the analysis is Structural equation modeling (SEM). SEM is a method of
multivariate statistical analysis that is used to analyze structural relationships. This method is a
combination of factor analysis and multiple regression analysis, and it is used to analyze the
structural relationship between measured variables and hidden constructs. Researchers prefer this
method because it allows us to evaluate multiple and interrelated dependencies within a single
analysis. This analysis uses two types of variables: endogenous variables and exogenous
variables. Endogenous variables are equivalent to dependent variables and equal to an
independent variable. The application of this method identifies the effect of the observed
variables on the latent one, making it possible to assess the effect of the influence: positive or

negative, as well as its significance.

Summary and conclusions

Thus, the final research framework is presented below.

Environment CSR F’UFChﬁse
intention

Society H5
CSR PCSR
F Y
H3 Brand equity
Stakeholders
CSR CSR H4
congruence
| Band Quality | | Loyalty |

Figure 4. Research hypothesis

(Source: developed by author)

During the data analysis, the following hypotheses were tested:

Table 8. Research hypothesis (Source: developed by author)

H# Hypothesis

H1 Perceived CSR has positive influence on Brand equity

H2 Perceived CSR has positive influence on Purchase intent

H3 Congruence has a positive effect on the perception of CSR

H4 Congruence has a positive effect on the Brand equity

H5 Congruence has a positive effect on the Purchase intent

H6 Perceived CSR mediates Congruency influence on Purchase intent
H7 Perceived CSR mediates Congruency influence on Brand equity
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The text of the survey can be found in the appendix. If we talk about the response
assessment scales, then in most cases a 5-point scale with descriptors from ‘Totally agree’ to
‘Totally disagree’. was used. In studies, in most cases, a 7-point scale is used, however, during
the test surveys, it was found that respondents had difficulty using a 7-point scale for answers, so
it was decided to reduce the scale to 5 points. The collection of responses will be regulated by
the established quota conditions: 30 responses for each sex-age group. It is expected to receive
200 answers.

Methods exploratory factor analysis and structural equation modeling were used to

analyze and test hypotheses.

CHAPTER 3. DATA ANALYSIS AND PRACTICAL
IMPLICATIONS

3.1 Data analysis

3.1.1 Obtained sample
A total of 200 responses were collected. In general, the collected responses are in line with the

above quotation.
Table 9. Quates2 (Source: developed by author)

Male Female
17-26 35 40
27-36 31 33
37-52 30 31
Total 96 104

Distribution by city is presented as follows:

Other 9%

St.Petersbu
N.Novgoro rg 43%

d 29%

Figure 5. Survey geography
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(Source: developed by author)

The distribution by mobile operator was as follows

Other
8%
Tele2
14%

Beeline
15%

Figure 6. Distribution by operators

(Source: developed by author)

3.1.2 Exploratory factor analysis

The first step of the research was EFA analysis. The EFA analysis was carried out for
each of the factors. The test conditions were met. All sets of factors met the conditions: The
KMO measure> 0.5 was reached, with communalities above 0.4 and significant Bartlett's test p
<0.5. In the course of the EFA analysis, some factors related to the perceived CSR and Brand
equity were removed, since their absence significantly increased the quality of the models.

Table 10. EFA analysis (Source: developed by author)

Construct/items Standardiz.ed Cronbach's CR AVE
Standardized factor loading Alpha

Regression Weights 0.5, p<0.05 >0.7 >0.7 >0.5
Stakeholders CSR
StakeCSR1 0,757 0,860 0,86 0,55
StakeCSR2 0,856
StakeCSR3 0,745
StakeCSR4 0,702
StakeCSR8 0,648
Society CSR
SocCSR1 0,658 0,882 0,88 0,61
SocCSR2 0,849
SocCSR3 0, 815
SocCSR4 0,823
EnvCSR2 0,733
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Environment CSR

EnvCSR1 0,686 0,825 0,83 0,53
EnvCSR3 0,458
EnvCSR4 0,88
EnvCSR5 0,723
EnvCSR6 0,725

BrandEquity

Loyaltyl 0,816 0,902 0,89 0,63
Loyalty2 0,864

Loyalty3 0,782

RercievedQualityl 0,715

RercievedQuality?2 0,771

Intent

Intentl 0,783 0,855 0,86 0,61
Intent2 0,798

Intent3 0,618

Intent4 0,906

Congruence

Congruencel 0,831 0,874 0,88 0,64
Congruence2 0,722

Congruence3 0,749

Congruence4 0,883

3.1.3 Research model and hypotheses testing
Below is the renewed theoretical model with applied changes concerning prior exploratory factor

analysis. After the EFA analysis, it was decided to combine the factors of the Quality of the

brand and the Loyalty into one factor in the Quality of the brand, since the model showed a

better fit.
Purchase
intention

Environment CSR

Society
CSR

Brand equity

Stakeholders
CSR

CSR
congruence

H4

Figure 5. Model for hypothesis testing
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(Source: developed by author)

The table below shows the results of testing the hypothesis. Only two of them were accepted
partly, while the majority were accepted.

Table 10. Hypothesis testing results (Source: developed by author)

Hypothesis Path Std.coeff Sgnificance Result Model fit
CMIN/DF GFI TLI CFl RMSEA
H1 PCSR->BE 0,552 **** Accepted 1,49(0,5) 0,954 0,974 0,982 0,5(0,474)
H2 PCSR->PI 0,68 **** Accepted 1,53(0,52) 0,953 0,968 0,978 0,052(0,434)
H3 CNGR->PCSR 0,743 *** Accepted 1,269(0,106) 0,954 0,985 0,99 0,037(0,771)
H4 CNGR->BE 0,448 *** Accepted  1,483(0,71) 0,968 0,984 0,991 0,049(0,477)
H5 CNGR->PI 0,48 *** Accepted 2,191(0,02) 0,955 0,96 0,973 0,77(0,77)
dir 0,048 Part.
H6 CNGR->PCSR->BE 1,309(0,05) 0,945 0,981 0,987 0,039(0,766)

indir 0,417 vs Mediation

) Part.
H7 CNGR->PCSR->P|  dir 0,095 ek art 1,178 0,951 0,988 0,992 0,3(0,905)

- Mediation
indir 0,435

Conclusions from the results of testing hypotheses

H1 Perceived CSR has positive influence on Brand equity

Perceived CSR has a positive impact on Brand Equity. This means that perceived CSR has a
positive effect on marketing results such as brand quality assessment and loyalty. The more
consumers perceive CSR as a real activity of the company, the higher their assessment of the
quality of the brand, commitment to the brand, willingness to recommend the brand.
Consequently, CSR activity is seen as a factor in the high quality of the brand, as well as an

incentive to continue long-term interaction with the company.

H2 Perceived CSR has positive influence on Purchase intent

Perceived CSR has a positive effect on the buyer's intention to make a purchase. This means that
buyers tend to give preference to buying those brands that are active in social activities. This is
due to the fact that CSR activity creates a desire to make a purchase. At the same time, CSR
activity affects their desire directly, and not indirectly, which suggests that buyers tend to give
preference to buying those companies that conduct CSR activity in accordance with the actual

existence of such practices.

H3 Congruence has a positive effect on the perception of CSR

Ensuring compliance of CSR activities with the company's core business has a positive impact
on the perception of CSR. This can be explained by the fact that the more the compliance of CSR
with the main activity of the company, the more consumers find this activity logical, focused on

real proactive actions in organizing assistance to the development of society, rather than

41



pursuing the personal goals of the company. If the company in the mind of the consumer makes
actions that are illogical from the point of view of the main activity, the less in their perception
the CSR policy looks plausible and perceived as taking actions to improve society.

H4 Congruence has a positive effect on the Brand equity

Congruence has a positive effect on the capital of the brand. This suggests that the follow-up of
CSR actions is perceived as a brand. The consumer, comparing the sequence of actions of the
company, values consistency, focus on the result. If a company acts in this manner, it enhances

the brand's credible quality as well as its commitment to it.

H5 Congruence has a positive effect on the Purchase intent

The sequence of actions has a positive effect on the intention to make a purchase. Consistency in
CSR activities and core activities characterizes the stability of the company's policy, its
comprehensive approach, which can probably be reflected both in the creation of products and in
the policy of communicating with customers. This perception of consistency creates the

conditions for the buyer to interact with it on a regular basis - namely, to make a purchase.

Hypotheses 6 and 7 showed no mediation effect of perceived CSR on congruence and brand

equity and purchase intentions.

3.2 Discussion of the results
3.2.1 Theoretical implementation

Strategic CSR model development

Within the framework of this work, the triple bottom line CSR model was adapted. So,
this model was adapted to the following type and demonstrated high reliability indicators of the

model. Thus, this model can be considered for further application in research related to strategic

o
=

[ Economic ] [ Social ] [Stakeholders ]

Figure 2. CSR adopted model
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(Source: developed by author)

Influence of PCSR on Brand equity and Purchase intention

This study allows us to fill the gap in the lack of CSR research on Brand equity and
Purchase intention. From the point of view of the theory of strategic CSR, the determination that
perceived CSR influences the marketing results proves the implementation of the Win- Win
principle. Thus, companies invest in CSR activity, and this brings them benefits from the
perception of brand by buyers. This result can become the basis for the formation of new
hypotheses about marketing results influenced by the perceived CSR

3.2.2 Practical implementation

Communication about CSR policy will lead to the strengthening of the Brand equity and
the purchase intention among customers

Today, many companies are active in CSR activities, as the analysis of CSR reports on
the example of telecommunications companies shows. At the same time, if we analyze the media
resources, as well as the results of the survey, it turns out that a very small proportion of buyers
are aware of the company's CSR activities. At the same time, as the testing of hypotheses shows,
the questioned CSR has a positive effect on the buyer's intention to make a purchase, as well as
on the brand equity. From this we can conclude that companies need to use CSR activity as an
info-reason, to involve buyers in their activities. So, considering the facts of social activity will
lead to an increase in loyalty, an increase in the perceived quality of the brand, as well as the

intention to make a purchase or continue serving.

It is necessary to pursue a congruent CSR policy

The study has shown that the perception of CSR by consumers is influenced by the
congruence of the policy pursued and the main activities of the company. From this it can be
concluded that if a company considers a strategic CSR approach and adheres to a win-win
strategy, then it is profitable for companies to conduct and broadcast CSR events that are more
obvious for buyers in terms of consistency and consistency to the main business of CSR.
Otherwise, if the company conducts unrelated events, this can be perceived as an image policy
that is not aimed at strengthening society, which can reduce the perceived CSR. Thus, in the
course of the survey, the author received negative comments from respondents who were

deliberately negatively disposed to conduct CSR policy. There were few such comments, but if
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consumers of this category observe unrelated actions of the company, it is likely that this will
strengthen their conviction in image policy, which will negatively affect the perceived CSR and,
as a result, the marketing outcomes.

In addition, the congruent policy also affects the brand equity and the intention to make a
purchase directly, which suggests that the elimination of contradictions in the company's

activities has a positive effect on the marketing results.

3.2.3 Limitations and further research

The main limitations of this study are related to the industry in which the study was
conducted. Thus, the telecommunications industry was chosen as an industry for research. This
limits the generalization of conclusions to other areas, including the results of the Intention to
Purchase analysis, since in the case of the telecommunications industry, buyers do not make a
purchase physically at every moment of payment, therefore the results may differ if we consider
other industries in which the buyer confirms each purchase, for example FMCG.

Also, speaking about restrictions, it is necessary to indicate a fairly small sample size of
200 people. Perhaps conducting an analysis on a larger number of answers will allow you to
check or refute the results obtained.

In terms of future research, it may be necessary to take a closer look at the conceptual
framework of strategic CSR management recently developed (Kuokkanen and Sun, 2020). The
fact is that within the framework of this work, the considered CSR model is similar to that
adopted in this work, however, within the framework of the Kuokkanen and Sun (2020) model,
instead of Social CSR, Philanthropic and Ethical components of CSR are considered, according
to the Carroll (1991) model, that the social aspect coincides with the ethical and charitable
orientation. In this regard, in the framework of testing the framework of strategic CSR
management, it is possible to consider a model similar to the model of this study, but replacing
Social CSR with philanthropic and Ethical CSR.

Moreover, the present study did not show an indirect effect of congruence on Brand
Equity and Purchase Intentions, so the following studies need to conduct a condescending study
of these links.

In addition, in the framework of this study, only one fit model was considered, while
there are other fits that can also affect the perceived CSR: perceptual, compony-customer fit.
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Conclusion
Thus, in the course of this study, two research questions were solved:

1) What components of CSR influence Brand equity and Purchase intention?

2) What effect does perceived CSR have on Brand equity and Purchase intention?

First of all, it was found that the existing CSR models need to be adapted in the context of
a rapidly developing strategic CSR approach. Thus, it was concluded that now an integration of
the three most famous models can be relevant for consideration.

It was also found that perceived CSR has a positive effect on Brand equity and Purchase
intentions. Of course, these findings are limited to a small sample of the industry. However, the
study was carried out on the basis of an adapted CSR model, which had not been previously
performed. The positive results obtained make it possible to conduct repeated studies, based on a
new model.

From a practical point of view, this study shows that companies need to annotate their
CSR policy, as this has a positive effect on the Brand equity and Purchase intentions. Moreover,
the broadcast policy should be consistent with the main business, since consistency has a positive

effect on the perceived CSR and the considered marketing outcomes.
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Appendix
Appendix 1. Questionnaire

Baiiie oTHOIIEHHE K TEIIEKOMMYHHKAIIMOHHBIM OpeHam u noautuke KCO

JoOpwIii 1eHb, yBaXKa€MbIi peCIIOHCHT!

MBI paasl npuBETCTBOBATh Bac B Havale MpOXOKIAEHUS aHKETHl O Bamem OTHOIIEHUH K
OpeHJaM TeJIeKOMMYHUKALMOHHBIX YCIyT U pealu3yeMOl HMHU MOJIUTHKE KOPHOPATHUBHO-
COIIMAJIbHOM OTBETCTBEHHOCTH.

B nanHO# aHKeTE 1MOJ KOPHIOPATHBHO-COUUAIIBHOW OTBETCTBEHHOCTBIO PACCMATPUBAETCS
KOHIICTIIIHSI, B COOTBETCTBUHU C KOTOPOI OpraHU3allMi yYUTHIBAIOT HHTEPECH 00IIeCTBa, Oeps Ha
ce0si OTBETCTBEHHOCTh 3a BIIMSHUE ACSITENHHOCTH KOMIIAHMU Ha 3aWHTEPECOBAHHBIE CTOPOHBI
00111eCTBEHHOM cephl.

B ciiyyae Bo3HUKHOBEHUST BOTPOCOB Bbl MOKETE OOpATUTHCS 110 DJIEKTPOHHOMY aJIPECy:
st048708 @student.spbu.ru

Jlongnasg AneHa,

cTyaeHTka maructpatypsl CII6IY
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1. Beibepete, mokainyiicta, OTHO yTBEPXKJICHHUE, KOTOPOE HAMIYUIIHNM O00pa3oM XapaKTEepHU3yeT

CTEIEHb Bamueii OCBEIOMJICHHOCTH 0 YeThIpex YKa3aHHBIX KOMITaHMSIX

MTC | Meradon | bunaiin | Tene2

MaHue He 3HaKOMa 3Ta KOMIIaHUSI

S cipimain 00 ATO KOMIIAHUHA

51 B I€JIOM 3HAKOM C DTOM KOMIIaHHUEHN

S 1OCTaTOYHO XOPOILIO 3HAKOM C 3TOM KOMIIAHUEHN

39T0 INIHUPOKO M3BECTHAA KOMIIAHHK A, BCC IIPO HEC 3HAIOT

2. Kak yacto Bbl nosib3yerech ClieAyIOMMMU TUIIAMHU YCIIyT MOOMIIBHOM CBSI3HU:

TenedoHHas CBsI3b: 3BOHKU

SMS-coo01ieHus

MoOUITBHBINM HHTEPHET: 3BOHKH, MECCEHIKEPBI

MoOuIbHBIA UHTEPHET: UTPBHI

MoOWIbHBINA HHTEPHET NPOCIYUIMBAHUE MY3bIKH, IPOCMOTP BUJIEO

[IIkana:

1 2 3 4 5 6
CoBceMm He [Tonw3yroch [Tonb3yroch [Tonp3yroch [Tonp3yroch [Tonb3yroch
M0JIb3YIOCh KpaiiHe pa3 B KK JIbII HECKOJIbKO €XKETHEBHO

penxo, HECKOJIbKO MecsI] pa3 B HEZIEIIO
MIPUMEPHO MecsI1IeB
pa3 B roj

3. OTmeTbTe, NoXKanylicra, Bam ypoBeHs coryiacus ¢ yTBep:KJIeHUEM HIDKe 0 Bamem
M0JIb30BAHNHU yCIyraMu MOOMIJIBHOM CBSI3H, T1ie 1 — KaTeropuyecku He COTJIaceH, 7 — MOJHOCThIO
COIIACEH

A CJICKY 3a HOBOCTSMHU MOOUJIBHBIX OIIepaTopoOB U 3HAIO O CO6BITI/I$IX, MMPOUCXOAAIIUX C
OCHOBHBIMH UTPOKaAMHU TCHCKOMMYHHK&HHOHHOﬁ oTpaciin

[lkana:
1 2 3 4 5 6 7
Kareropuu He Ckopee nHe | He mory Ckopee Cornacen | IlomHoCTb
€CKH He COIJIaCEH | COIJIACEH, | COTJIACUTBHC | COIJIACEH, 10
COIJIaCEH HEeXeln s UJIM HE | HEXEIIU He COIJIaCEH
COIVIaCEH | COIVIACUTHC | COTIJIACEH
s

4. OT™MeThTE, HACKOJIBKO BbI COrTacHbl ¢ NPUBEACHHBIMHU YTBEPKIAECHUSMHU MTPO KOMIAHUU
MOOWIIBHOM CBsI3U, KOTOpbIe BbI BeIOMpaeTe, mo mikane ot 1 (KaTeropnyecku He coryiaceH) a0 7
(TIOTHOCTBIO COTJIACEH)

Jnst MeHst BaXKHO, 4TOOBI KOMITAHUS, YbH TOBAPHI U YCIIYTH S IPHOOpeTaro, Oblia COUaIbHO-
OTBETCTBEHHOU

J1st MeHst BaXKHO, 4TOOBI KOMITAHHS TIPOBOJIMIIA MEPOTIPHUSATHS 110 3AIUTE OKPYKAIOMIEH
cpenbl

Jlnst MeHst BaXKHO, 4TOOBI KOMITAHHS OKa3bIBajia MOIJIEPIKKY Cl1a00 3alIUIICHHBIM CI0SIM
HacCeIeHUs
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I[JISI MCH BaXXHO, YTOOBI KOMITAHUS pCain30BbIBaJIa MMIPOCKTHI, BJIUAIOIINC HA PA3BUTHC
CTpaHbl B LICJIOM

Jiis MeHs BaXXHO, YTOOBI KOMITAHUY TIPH MIPUHATUH PEILICHUH U pean3aluy POESKTOB
YUUTBIBAJIA HHTEpECHI Oy NyIIMX NOKOJICHUH

[IIxana:
1 2 3 4 5 6 7
Kareropuu He Ckopee nHe | He mory Ckopee Cornacen | IlonHocTb
€CKH He COIJIAaCEH | COIJIACEH, | COTJIACUTBhC | COIJIACEH, 10
COTJIaCeH HEXEeIH S WIA HE | HEXEJH He COrJIaceH
COIVIACeH | COIVIAaCUTHC | COIJIAceH
A

5. KimuenToM kakux onepatopoB Bbl siBisieTech (SBISUINCH) B TE€UEHHUE MOCIEAHET0 roja)?

MTC

Meradon

Tene2

bunann

Jpyroe (yka3atsb)

6. Kakoii u3 OIICPaTOpPOB MOOMJILHON CBS3H SIBIISIETCS JJIA Bac ceifyac o0CHOBHBIM JJIA
MOJIYYCHUSA TCIICKOMMYHUKAIIMOHHBIX ycnyr?

MTC

Meradon

Tene2

bunann

Hpyroe (yka3atb)

6a. Kakum 13 onepatopoB MOOHMIIBHOH CBSI3M, KPOME OCHOBHOTO, YKa3aHHOTO B TIPEBIAYIIEM
Bonpoce, Bol nosib3yeTecs yalie Bcero?

MTC

Meradoun

Tene?2

bunain

He monp3yroch

7. 3nakomsbl 11 Bel ¢ monmTukoi komnanuu XX B chepe KopnoparnBHoii connanbHoOM
otBeTcTBeHHOCTH(Haee — KCO)? OTMeThTe yTBEPKIEHNE, HanboJiee COOTBETCTBYIOIIEE
Bamemy ypoBHIO 3HaHH 00 3TOM:

Y4acTByIO B IPOEKTaX KOMIIAHUH B 3TOH chepe

BaumarensHO CJICXKY 34 3TOH JeSITEeIbHOCThIO KOMIIAHUH

Berpeuan nHpopManuio 0 MEpOnpUsSTHIX KOMIIAHHH B 3TOH cdepe

Crprmasni(-a) 0 TOM, 9TO Takasi MOJIMTHKA Y KOMIIAHUH €CTh

BrniepBbie 06 3TOM clibly

3aTpyIHSIOCh OTBETUTD

Hanee Oyner mpencraBieH kpatkuii npodain xkommanun XX B chepe KCO ¢ mpumepamu
IMPOCKTOB IO HECKOJIBKMM HAIIPAaBJIICHHUAM ACATCIBHOCTH. HO)KaJ'ny/'ICTa, BHUMATCJIIBHO C HUM

03HAKOMBTECH — ATO 3aUMET 2-3 MUHYTHI
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8. OnenuTe, HaCKOJIBKO BBl OBLTH 3HAKOMBI C 3TUMU MHUIIMATHBAMH KOMITAHUH paHBbIIIE, 110
mkaie ot 1 go 7

1 2 3 4 5
Huuero u3 3nHasn(a) [Ipumepno | 3nan(a) o | 3Haro 000
Mepeyuncie | MeHee, 4eM 50/50 OOBIINHC BCEX
HHOT'O MHE 0 TBE nepevncIie

HE MOJIOBUHE WHUIMATUB HHBIX
3HAaKOMO | MHHIIMATHB UHUIIMATUB
ax

9. Hackonbko aelicTBUs KoMaHUU XX COOTBETCTBYIOT IPUUNCIEHHBIM HUXKE YTBEPKICHUIM C
TOUYKH 3PEHHUS 3aLUThI OKpYyXKarolien cpelpl? OT™MeThTe cTeneHb Baiero cornacus ¢
IPUBEJCHHBIMU YTBEPXKICHUAMU TI0 1IKaje oT | (KaTeropuyecku He coriaceH) 10 5 (OJTHOCThIO
COIJIACEH)

Kommanus oka3piBaeT (PUMHAHCOBYIO MOJIEPXKKY MPOSKTAM IO 3aIIUTE OKPYKAIOLICH CpeIbl

Kommanus 3anmumiaer npupoay

Komnanus peanunsyer crieluajbHble IPOrpaMMbl IO CHUKEHHIO MOTPEOIEHUsI pECYPCOB

Komnanus PCAIM3YCT CIICHHUAJIBHBIC ITPOIrpaMMBbI 11O CHUXKCHHIO HOTpe6HeHI/I$I OHCPIrun

Kommnanus akTHBHO IMPUMCHACT TCXHOJIOTHHN BI)Ipa6OTKI/I OHCPIUU aJIbTCPHATHBHBIMU
HNCTOYHHMKaMH

Komnanus moyiepKuBacT pa3esibHbIN cO0p Mycopa

10. HackoabpKo AeicTBUSI KOMITAHUH X X COOTBETCTBYIOT IEPEUHCICHHBIMU HIKE
YTBEP)KJICHHUSIM C TOUKH 3pEHHsI BHITIOJIHEHUS 00513aTeNbCTB nepe] oomectsoM? OTMeTbTe
cTerneHb Baiero cornacusi ¢ IpUBEeIEHHBIMU YTBEPKICHUSAMH I10 1IKaJie oT | (Kareropuuecku
HE COTJIaceH) 710 5 (MOJHOCTHIO COTJIACEH)

Kommanus MNOAACPIKNBACT HCKOMMEPUCCKUE OpraHu3alnu, pa60Ta10me B Hp06HeMHBIX
30Hax

Komnanus peanu3yer mpoeKThbl, KOTOPbIE CIIOCOOCTBYIOT MOBBIIICHUIO OJIArOMOIYHS
oOmrecTBa

Komnanusi ”HBECTUPYET B )KU3Hb OYJIYIIMX MOKOJICHUH

Komnanusi HacTpoeHa Ha YCTOMUYUBBIM POCT C YYETOM HHTEPECOB OYAYLIMX MOKOJEHUI

11. Hackonbko efcTBUSl KOMIaHUM XX COOTBETCTBYIOT MEPEUUCICHHBIMU HIKE
YTBEPKJIACHHUSIM C TOUKH 3pEHHsI BHITOJIHEHUS 00513aTEIbCTB Mepe]] OCHOBHBIMU
3aMHTEpPECOBaHHBIMU rpynnamu? OTMeTbTe CTeNeHb Baiero cornacus ¢ npuBeIeHHBIMU
YTBEP)KASHUSIMU 1O MIKajie oT 1 (KaTeropuyecku He COoriaceH) /10 5 (MOTHOCThIO COTJIaceH)

Kommanus BEICT Sq)(i)eKTI/IBHYIO MOJIMTUKY 3aIIMUTHI IICPCOHAJIbHBIX JAHHBIX

Kommanus YBAXacCT IIpaBa HOTpC6HTCHCf/'I, BBIXOJAIINC 3a PAMKHU Tpe60BaHPII>i 3aKOHa

KoMmmanus moinHOCTRIO U CBOCBpPECMCHHO cono;[aeT IIPaBOBLIC HOPMBI

KoMmmanus npenocTaBisieT KJIMEeHTaM MOJHYO0 U TOYHYI0 HH(POPMAIIMIO O CBOUX IMPOTYKTaX

B xommanum co3gaHbl 3J0POBLIC U Oe30ImacHbIe YCJIOBUSA TpyJda AJid COTPYAHUKOB

Kommanaus CHOCO6CTByeT PA3BUTHUIO IMTOTCHIMAJIA COTPYAHUKOB

COpr,[[HI/IKI/I KOMITaHUH YICJIAIOT 00JIbIIIOE BHUMAHHE MOJIYUCHUTIO MaKCHMAaJIbHOM BBITOOBI
JJIs1 KINCHTOB

COpr,[[HI/IKI/I KOMITAHUU YACIAIOT MHAUBUAYAJIbHOC BHUMAHHUEC KJIIMCHTAM

y,Z[OBJ'ICTBOpCHHOCTB KJIMCHTOB OYCHBb Ba>XHA JJIsI KOMIIAHWHN

12. Kak Bb1 nymaete, moauTHKa KOPIIOPATUBHOMN COIMAIBHON OTBETCTBEHHOCTH KOMITAaHUH
XX... (oTMETBTE, KaKOe YTBEPXKICHHUE B Mape OOJIbIIe MOJXOINUT, BBIOPAaB COOTBETCTBYIOLIEE
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3HAYCHHE Ha MIKaJie OT 1 (MOJTHOCTHIO MMOAXOAUT YTBEPKACHHUE clieBa) 10 7 (TTOJHOCTHIO
NOJIXOJUT YTBEPKJICHUE CIIPaBa))

He cootBerctByeT ocHoBHOM | 1 | 2| 3| 4| 5| CooTBETCTBYET OCHOBHOM
JesITeIbHOCTH KOMIIAHUU JeSITeIbHOCTH KOMITAHUU
He nomonnser ocHoBuyto | 1 | 2| 3| 4| 5| JlononHs€T OCHOBHYIO
JesITeIbHOCTh KOMIIAHUU JeSITeIbHOCTh KOMIIAHUU
He umeer 3nauenus st ocoBuoit | 1 | 2| 3| 4| 5| Mmeer 3HaueHue /isi OCHOBHOM
JesITeIbHOCTH KOMIIAHUU JeSITeIbHOCTH KOMITAHUU
He nornuna st peanuzanuu B | 1 | 2| 3| 4| 5| Jlornuna 1yig peanusanuu B
COOTBETCTBUH C OCHOBHOMN COOTBETCTBUM C OCHOBHOM
JeSITeTIbHOCTHIO KOMIIAHUU JeSITETIbHOCTHIO0 KOMITAHUH

13. OT™meThTe, HACKOIBKO BBI COTTIacHbI ¢ MPUBEACHHBIMU YTBEPKICHUSAMH PO BHIOPAHHBIN
OpeHJ onepaTropa MOOMIIBHOH CBSI3H, IO MIKaje OT 1 (KaTeropuuecku He CoryiaceH) 10 7
(TIOJTHOCTBIO COTJIACEH)

Brand quality

DTO BBICOKOKAYECTBEHHBIN OPEH]T

BepOHTHOG Ka4yCCTBO 3TOI'O 6peHL[a BBICOKOC

BepOHTHOCTb TOro, 4YTO CCPBUCHI U IIPOAYKTHI 3TOI'O 6peHL[a HaJCXHBI — BBICOKAs

Loyalty

Jaxxe ecnu qpyroi OpeHa UMeeT Te K€ XapaKTEPUCTUKH, YTO U BBIOPAHHBIN OpeH/I, 51 Obl
IpeJioyen KyIuTh TOBaphl 3TOro OpeHja

CunTato cebs BepHbIM 3TOMY OpeHay

S He Oyy MOKymaTh APYrue OpeH/Ibl, €ClIM TOBAPhI 3TOro OpeH/ia ecTh B HATMYWHU B Mara3uHe

S TOTOB 3anaaTUTh 60HbH.IyIO OCHY 3a MCIIOJIb30BAHHUC ITPOAYKTOB 3TOI'O 6peHz[a

[lena Ha cepBHUCHI U MPOAYKTHI 3TOT0 OpeH/1a JOKHA HEMHOTO MOAPACTH, YTOOBI 5
NepeKITIoUnICs(-ach) Ha IPyroi OpeH

Ecnu stot 6pCH,[[ COBCPUIXUT YTO-TO, YTO MHE HC [TIOHPABUTCA, 4 I'OTOB JaTh €My CIIC OAUH
mIaHC

Retention

S paccmaTpuBaro 3TOT OpeH]T Kak MEPBbI MPHUOPUTET I COBEPILICHUS MOKYIKH MPOIYKTa
WJIU YCIIYTH B T€X KaT€rOpHUsX, I1€ OH IPEICTaBICH

S xymmo HanboJiee akTyajbHbIE TOBAphl Y BRIOpaHHOTO OpeHa

51 661 oyeHb xoTen(-a) monmpoOOBaTh HOBBIE TOBAPHI M YCIIYTH, pa3padoTaHHbIe OPEHIOM

[Ixamna:

1 2 4 6 7
Kareropuu He He mory Cornacen | IlonHoCTb
€CKHU He COIJIACEH | COTJIACHUTHC 10
COorjaceH sl WJIA HE Corjacex
COTJIACHUTBC
s

14. YxkaxuTe, MOXKaIyicTa, CBOU MO

Keuckuit

Myxckon

15. Vkaxure, noxkanyiicra, K Kakoil Bo3pacTHo# rpynne Bol oTHocuTeCh?

17-22

23-26

27-31
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32-36

37-51

52+

16. B xakom ropoae Bbl mpokuBaeTe Ha JaHHBII MOMEHT?

Cankrt-IlerepOypr

MockBa

Hpyroe: ykaxxure

17. YkaxkuTe Balll TEKYIIUNA PO AE€ATEIbHOCTH!

VYyamuiics

Crynent

CoBmenar yuedy u padboTty

PabGoraro

[IpeanpuHUMaTENb

®putancep

BpemeHHO He 3aHAT

Hpyroe: ykaxure

18. Ykaxkute Tekyuuil ypoBeHb Bamiero oOpa3zoBaHusi:

Cpennee

Cpennee mpodeccuoHanbHOe

HeokonueHnHoe BhICIIICE

Briciiee

YyeHnad creneHb

MBA

19. Vkaxute Bame cemeiiHOE MOI0KEHUE

CBo6oaen/CBobogHa

B otHOmEHUSIX

Kenat/3amyxem

PasBeneH(a)

Broserr/ BioBsa

20. Ects iu y Bac netu?

Ja

Her

21. Kakoe 13 mpuBEICHHBIX HIKE YTBEPXKIEHUH Hanboee TOUHO XapaKTepu3yeT MaTepralibHOE
noyioxkeuue Bameit cembpu?

Jlener xBataeTt TOJbKO Ha MPUOOPETEHHUE MTPOIYKTOB MUTAHUS U TPOTYKTOB MEPBOM
HEOOXOIUMOCTH

Jlener xBaTaeT Ha MpUOOPETEHUE MPOTYKTOB M OJICXK/IbI, O0JIee KPYIHBIE MTOKYTKH
MPUXOIUTCS IIJITAHUPOBATh 3apaHee

[Toxymnka OBITOBOM TEXHUKHU M AIEKTPOHUKHU HE BBI3BIBAET TPYAHOCTEH, HO aBTOMOOMIIb WIIH
KBapTUPY MO3BOJIUTH ce0e HE MOTY

I[CHCI" J0CTAaTOYHO, yTOOBI HM B YeM ceOe He OTKa3bIBaTh
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Appendix 2
Company profiles

- Make your MKalk — 3TO MeXAyHapoaHan 5
e bunaun® T e U

NporpamMMbl — ofecneverie paHOro ROCTyna

K KauecTBeHHOMY 06padoBanwio, CO3aaKve YCnoBui AnA
passuTuA B Ly i e
[

7 ANA peluesis
NpoGnem # NpoSNem OKpyKaroLed cpensl

C 2011 roRa BWnaiiH ABRAETCA TENEKOMMYHHKALHAOHHBIM
NapTHePOM MOMCKOBO-CRacaTenLHOro oTpRAa «flusa
/ANepT», KOTOPbIA 3aHHMAETCH MOUCKOM NOTEPRBLUMXCA NASH.

B 2016 roay «BeiMnenKom» cTan napTHepom

ropoa», B pamkax koTopoil Gsina passepHyTa cetb Wi-Fi Ha
BAHX

v BEE Woman — eHckuit kny6, Lenbio KoToporo

ABNAETCS Pa3BUTHE NUIEPCKUX KAUYECTB 1 HOBATOPCKOTO
y EHCKOro nona,

WX pon B GusHece, Co3aaHme BOSMOXHOCTE ANA
NPUMEHEHIR NUAEPCKIX KAYECTS B PAMKAX TeKyledt
pesTensHoCTH

v «Bunaiti i
NOPTanN No 0ByNeHWIo # Pa3BHTHIIO COTPYAHNKOB,

Vol ii AManasoH
3ByKa Ha NMHUAX, i
MOBBILUEHHOE KaJECTBO Nepeqavk ronoca v CoIaAoLMIA
«achpeKT NpucyTCTBMUS» coBeceaHuka
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MNpoekr i MOG! ]

MHBANWAOB NO 3peHuio. Qﬁyuenue BKNIOYAET ocBOeHue
OBLYEHIBECTHBIX I CNEUMANEHBIX (YHKUMIT: YTEHHE «rOBOPALMX)

MErA@OH ‘ /
'y £l n hca u
. “y 6Gyas ! Ha e st i

CTR)KHPOBOK 1 BPEMEHHO 3AHATOCTH C NOMOWBI0
WHPOPMALMOHHBIX TEXHOMOTHiA

no cyT6ony 3aBMCHT OT Teba» -
MPOEKT ANA AETEH-CUPOT, HANPABNEHHBII Ha WX (H3MMECKoe

B 2019 roay 6bin 3anyuieH npoekT «bes Gymar — 2020»,
4TOGbI K KOHLlY 2020 roaa caenathb AOKyMeHTo0G0poT
NOMHOCTBIO

Mpn 6 CTaHUMi P

B 2019 rogy Mera®oH 3anycTun Liudposyio
na6opartopuio «5GDreamLaby» Ha Gase kamnyca Cl6IY, 8
KOTOPO#i CTYAS HOBblE
NPOAYKTHI U YCYr HA OCHOBE TEXHONOTUM CETeli NATOro
NoKonexHus

Ocetibto 2019 P! ans
WUT- n B chepe
LIM(*) po Basa LMPOBOI KOHOMUKY, KOTOPBIiA BoLLen B KHUry pekopaos
cpena TUHHeCCa Kak camblil MaccoBbiil XakaToH B MUpe
p n n B 2019 rogy Gbina 3anyLueHa oTKpbiTas 5-gHeBHas o4Has
obpasoBaHue 8l

pa6orsi ¢ Big Data Ans Bcex xenaioLLmx no Bceit Poccuu no

Yy
Komnanuu

CornacHo 3TUKN M
MeradoH He

HENPUKOCHOBEHHOCTH 4acTHOW XN3HU it obecneynsaeT

sawuty BaHHbIX 8
TaliHbl CBA3M,

TaiHy P PoB U TaiHy

VH(OPMALWM, NepeAaBaemoli o ceTam casisn Merad®oa.
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B 2019 romy MTC p 480 np
noKanbHbIM COOBLIECTBaM Mo BCel CTpaHe:
coBpaHbl HeoBXoaUMble BeLLM ANA Nioaeit, OkasaBLUMXCA

B 30HAX 3aTONMNEHNIA;

. nomoLyb OIETHBIM U yu
B NOATOTOBKE AETEN K LUKone;

+  0BycTpOeHbI Cnop ¥ BeroTpaccel;

* BOCCTaHOBMNEHb! CTapuHHbIe A0Ma;

. oTpsabl o6 ANA ux
paboTbl 060pyaOBaHUEM;

& npu PHbIX KOMHAT

MTC yu: yeT B pasp 7 7

KapTbl Meponp 7 vcTeus
Y oTp. Ha

MU3MEHEHUA U packpbina MHQ)OpMaL[VI!O 0 cobcTBEHHOM

3Konoru4yeckom cnene

Mapk aHepreTUyeckmx yctaHosok MTC, MCNONb3YHOLIMX

3Heprum (BU3),
[10CTATO4HO LNPOK: CUCTEMbI 3IEKTPOCHAGKEHUS Ha OCHOBE
paLum B Pa3sHbIX YaCcTAX
Jkonorua n Coe oI Sy

OKpyatoLLas

MTC cospaHbi:

v UEHTP «YMHBIV ropoa» ANsi peanvaaunin peruoHanbHbiX
nporpamm no uucpoBU3aLM rOPOAOE U PEMNOHOB

v Smart L ly ans 7]

peimyw B cchepe
n

v’ B KomnaHuW peanusyetcs npoekt «MTC — komnaHus
ANns BCex Bo3pacToBy. [POeKT OpueHTUPOBaH B nepaylo
ouepeas Ha ayauTopuio 40+; B €ro pamkax aKTHBHO W3yuaeTcs

BOMpoc Haitma, ] aTOi
BO3PACTHOI KaTeropuu
v 3 mTC
nporpammsl Ans

"

Y

NPOBOAAT OYHbIE TPEHUHIU U MacTep-knacchl
nioaein ¢

PazBuTue ’qm . i o S
nepcoHanau

KnueHT MoXeT 0CTaBUTL 0GpaTHYIO CBA3b B N0GON
TouKe ucTeus onf W BbITh

41O emy OTBETAT
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- ‘ C 2019 ropa Tele2 npegocTaenseT ceasb hoHAY
= | | A éxm «Teos
- - Tepputopus». MogpocTku MOryT obpaljaTbcs 3a NOMOLBbIO He
TONbKO NO TenedoHy, a Taioke Yepes UHTepHeT-uaT
=i L1

Tele2
B

7]

Ee uens - np! K L C
w3-3a

Pa3sutne 6ouua — «CnopTa pasHeIX BOIMOXHOCTEN1», AOCTYNHOIO
Aans € cambiMu n

Mpoekr PUM MO BCeil CTpaHe.
TNuaepsl MHeHUiA,
AensTea

Yyactue B

B ochucax yc 3Heproacg

Yeck Py Kpyrosoe ¢
NO3BONAET B JHEBHOE BPEMA CYTOK CHU3UTbL NoTpebneHue
3NEKTPO3HEPTUM AN OCBELLIEHUS MOMELLEHNI

B poct

kornorus n

Tele2 3akniounna cornalleHus ¢ npaBuTenscTeamu 9
PETMOHOB O B3aUMOAEIHCTBUN B CHepe Pa3BUTUS yCNyT
CBSI3M, B paMKax KOTOPbIX ONepaTop MHBECTUPYET B

;uqip;crpymypu B PErMoHax u MoAepHU3aumio
o6opyAoBaHus

CucTeMa BHYTpeHHero oby4eHus Tele2 oxBaTbiBaeT Bce
rPYNMbl COTPYAHUKOB U BCE PETUOHBI NPUCYTCTBUSA. OHa
CTPOUTCS Ha np 0 0f

Pep P

Tele2 paccmaTpusaet cotp p
coap,aTeneﬁ ycnexa KoMnaHuvM — Kak CBOUX KNUEHTOB.
ynp p Ha OCHOBE Tpex

BHepp Tele2 p!
HenpepbIBHO OL|EHMBAET KaueCTBO CBA3N Pa3HOro BUAA
cepBuCcoB. 3TO NO3BOMIAET ONepaTopy yCTpaH!TL
BO3MOXHYI0 NPOGNEeMy 10 TOro, Kak ¢ Heil CTONKHYTCS
nonb3oeatenu

Tele2

AyeT TpeHay Ludp ¥ aKTUBHO p

B digital KnueHTbl
0GpalLatoTcs 3a NOAAEPXKKOIA B COLICETH, A TPAAULIMOHHBIM
3BOHKaM BCe YalLe NPeanoymuTalT MecCeHmKeph!
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Appendix 3
Moderation analysis

Moderation analysis 1

_ Model 1 (Step 1) Model 2 (Step 2) Model 3 (step 3) Model 4 (step 4)

Path coefficients

ongr — BrEq 0,448*** 0,053 (0,673) 0,048 (0,684)

Congr — PCSR 0,743*** 0,713***

PCSR - BrEq 0,587*** 0,585%***

CMIN/DF=1,483(0,071) CMIN/DF=1,269(0,106 CMIN/DF=1,233(0,083) CMIN/DF=1,309(0,05)
GFI=0,968 TLI=0,984 ) GFI=0,954 TLI=0,985 GFI=0,989 TLI=0,985 GFI=0,945 TLI=0,981
CFI=0,991 CFI=0,99 CFI=0,989 CFI=0,987
RMSEA=0,049(0,447) RMSEA=0,037(0,771) RMSEA=0,034(0,878) RMSEA=0,039(0,766)
Squared multiple correlation

PCSR 50,8%

= :: s

Brand Equity
Total Total
Indirect Direct Indirect ota
effect effect
0.713*** - 0.713*** 0,048 0,417***  0,568***

Moderation analysis 2

_ Model 1 (Step 1) Model 2 (Step 2) Model 3 (step 3) Model 4 (step 4)

Path coefficients
[¢

0,480%** 0,103 (0,414) 0,095%**
0,743%** 0,744%**
0,453(0,002) 0,585(0,431)
CMIN/DF=2,191(0,02) CMIN/DF=1,269(0,106) CMIN/DF=1,292(0,075) CMIN/DF=1,178(0,158)
GFI=0,955TLI=0,96  GFI=0,954 TLI=0,985 GFI=0,953 TLI=0,981 GFI=0,951 TLI=0,988
CFI=0,973 CFI=0,99 CF1=0,987 CF1=0,992

RMSEA=0,077(0,77)  RMSEA=0,037(0,771) RMSEA=0,038(0,766) RMSEA=0,03(0,905)

Squared

multiple

correlation

PCSR 55,4%

[ETT 26%

PCSR Intent

Total Total
Direct Indirect Direct Indirect ot
effect effect

|congruence| 0.744%** - 0.744%** 0,095%** 0,435 0,562
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Appendix 4

AMOS output

Reliability

Environment CSR
Reliability Statistics

Cronbach's

Alpha Based on

Cronbach's Standardized
Alpha ltems N of ltems
,838 ,837 6
Inter-Item Correlation Matrix

SMEAN(env1) [ SMEAN(env2) [ SMEAN(env3) | SMEAN(env4) | SMEAN(env5) | SMEAN(env6)
SMEAN(env1) 1,000 ,370 444 ,606 517 470
SMEAN(env2) 370 1,000 ,392 377 ,540 377
SMEAN(env3) 444 ,392 1,000 445 279 276
SMEAN(env4) ,606 377 ,445 1,000 ,622 ,639
SMEAN(env5) ,517 ,540 ,279 ,622 1,000 ,557
SMEAN(env6) 470 377 ,276 ,639 ,557 1,000
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Purchase intent

Reliability Statistics

Cronbach's

Alpha Based on

onpeartopa exemecda4Ho

Cronbach's Standardized
Alpha Items N of ltems
,850 ,855 4
Inter-ltem Correlation Matrix
A He

pasgymbiBato o
nepeknoYeHnm

Ha gpyroro

SMEAN(intentl | SMEAN(intent2 | SMEAN(intent3 onpeaTopa

2) 2) 2) eXemMecsa4Ho
SMEAN(intentl_2) 1,000 652 441 707
SMEAN(intent2_2) ,652 1,000 ,483 ,716
SMEAN(intent3_2) 441 ,483 1,000 ,582

A He pa3gymbiBato 0

nepekniYeHnn Ha gpyroro , 707 , 716 ,582 1,000
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Loyalty

Reliability Statistics

Cronbach's

Alpha Based on

Cronbach's Standardized
Alpha Iltems N of ltems
,790 ,780 6
Inter-ltem Correlation Matrix
SMEAN(loyall | SMEAN(loyal2 | SMEAN(loyal3 | SMEAN(loyal4 | SMEAN(loyal5 | SMEAN(loyal6
2) 2) 2) 2) 2) 2)
SMEAN(loyall_2
) 1,000 ,719 ,640 ,268 ,369 ,181
SMEAN(loyal2_2
) , 719 1,000 ,657 ,320 ,352 , 196
SMEAN(loyal3_2
) ,640 ,657 1,000 ,204 ,482 ,276
SMEAN(loyal4_2
) ,268 ,320 ,204 1,000 ,148 ,443
SMEAN(loyal5_2
) ,369 ,352 ,482 ,148 1,000 ,316
SMEAN(loyal6_2
) ,181 ,196 ,276 443 ,316 1,000
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Perceived Quality

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based on
Standardized

Iltems

N of Items

,907

,907

3

Item-Total Statistics

Squared Cronbach's
Scale Mean if | Scale Variance | Corrected ltem- Multiple Alpha if ltem
Item Deleted if Item Deleted | Total Correlation Correlation Deleted
SMEAN(quall_2) 6,6481 4,210 758 582 912
SMEAN(qual2_2) 6,6701 3,984 863 756 827
SMEAN(qual3 2) 6,7615 3,826 825 719 857
Social CSR
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Iltems N of ltems
,866 ,865 4
ltem-Total Statistics
Squared Cronbach's
Scale Mean if | Scale Variance | Corrected Item- Multiple Alpha if Item
Item Deleted if Item Deleted [ Total Correlation Correlation Deleted
SMEAN(soc?2) 10,0663 5,729 ,751 ,655 ,814
SMEAN(soc1l) 10,3649 6,810 ,632 418 ,860
SMEAN(soc3) 10,2425 5,546 ,802 , 707 , 791
SMEAN(soc4) 10,0945 6,500 ,687 ,512 ,840




Stakeholder CSR

Reliability Statistics

Cronbach's

Alpha Based on

Cronbach's Standardized
Alpha Iltems N of ltems
,880 ,879 8
Inter-ltem Correlation Matrix
SMEAN(st | SMEAN(st | SMEAN(st | SMEAN(st | SMEAN(st | SMEAN(st [ SMEAN(st | SMEAN(st
akel) ake2) ake3) aked) akeb) akeb) ake7) ake8)
SMEAN(sta
1,000 ,670 ,530 ,505 ,331 ,343 ,544 ,5612
kel)
SMEAN(sta
,670 1,000 ,646 ,603 ,496 ,385 476 ,502
ke2)
SMEAN(sta
,530 ,646 1,000 ,514 470 ,529 ,440 ,519
ke3)
SMEAN(sta
,505 ,603 ,514 1,000 ,505 ,316 ,578 ,502
ke4)
SMEAN(sta
,331 ,496 470 ,505 1,000 ,360 ,316 ,355
ke5)
SMEAN(sta
,343 ,385 ,529 ,316 ,360 1,000 ,225 ,541
keb)
SMEAN(sta
,544 476 ,440 ,578 ,316 ,225 1,000 ,618
ke7)
SMEAN(sta
e8) ,512 ,502 ,519 ,502 ,355 ,541 ,618 1,000
e
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Congruence

Reliability Statistics

Cronbach's

Alpha Based on

Cronbach's Standardized
Alpha Iltems N of ltems
871 874 4
Item-Total Statistics
Squared Cronbach's
Scale Mean if | Scale Variance | Corrected Item- Multiple Alpha if Item
Item Deleted if tem Deleted | Total Correlation Correlation Deleted
SMEAN(congrl) 10,6152 7,214 745 ,593 ,828
SMEAN(congr2) 10,5663 7,347 ,680 ,463 ,853
SMEAN(congr3) 10,7734 6,742 ,700 497 ,849
SMEAN(congr4) 10,4825 7,147 ,789 ,643 ,812
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EFA

Congruence

Communalities

Initial

Extraction

He cooTBeTCBYyeT OCHOBHOM
OEeATenbHCTU
XX...CooTBTECBYET
OCHOBHOM AeATenbHOCTN XX
He gononHsieT OCHBOHYHO
[esaTenbHOCTb
XX...JononHsieT OCHOBHYO
neaTtenbHoCcTb XX

He nmeet 3HaveHus ans
OCHBOHOW AeATenbHOCTU
XX...meeT 3HauyeHne ansa
OCHOBHOW geATnebHocTn XX
He nornyHa ansa
peanusauun B COOTBTECBUN
C OCHOBHOW 0eATENbHOCTLIO
XX...Jlornyna gns
peanusauun B COOTBTECBUN
C OCHOBHOW 0eATENbHOCTbLIO
XX

1,000

1,000

1,000

1,000

, 749

,672

,690

, 795

Extraction Method: Principal Component Analysis.

Communalities

Initial

Extraction

He cooTtBeTCBYyeT OCHOBHOM
nesaTenbHCTH
XX...CooTBTECBYET
OCHOBHOW gesATenbHocTn XX
He gononHaeT OCHBOHYO
[eAaTenbHOCTb
XX...JononHsieT OCHOBHYO
nesarenbHocTb XX

He nmeet 3HaueHus ansa
OCHBOHOW AEeATENbHOCTHU

XX...ImeeT 3HaueHne ansa

OCHOBHOW AeAaTnebHocTn XX

1,000

1,000

1,000

, 749

,672

,690
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He nornyna gnsa

peanunsaunm B COOTBTECBUN

C OCHOBHOW 0eATENbHOCTbLIO

XX...lornyna aonsa 1,000 , 795
peanusauum B COOTBTECBUM
C OCHOBHOW 0eATENbHOCTbLIO
XX
Extraction Method: Principal Component Analysis.
CSR
Communalities
Initial Extraction
SMEAN(env1l) 1,000 ,698
SMEAN(env2) 1,000 737
SMEAN(env3) 1,000 ,559
SMEAN(env4) 1,000 ,808
SMEAN(env5) 1,000 741
SMEAN(env6) 1,000 775
SMEAN(soc2) 1,000 773
SMEAN(soc3) 1,000 ,799
SMEAN(soc1) 1,000 634
SMEAN(soc4) 1,000 ,673
SMEAN(stake2) 1,000 ,678
SMEAN(stakel) 1,000 ,621
SMEAN(stake4) 1,000 ,688
SMEAN(stake5) 1,000 ,588
SMEAN(stake3) 1,000 ,664
SMEAN(stake6) 1,000 ,755
SMEAN(stake7) 1,000 ,699
SMEAN(stake8) 1,000 , 767
Extraction Method: Principal Component
Analysis.
Rotated Component Matrix?
Component
1 2 3 4
SMEAN(soc3) 841
SMEAN(soc2) 833
SMEAN(stake6) ,825
SMEAN(env2) ,668 ,402 ,360
SMEAN(soc4) ,624 341 ,301
SMEAN(socl) 521 ,350 ,486
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SMEAN(stake7) ,793

SMEAN(stake8) 418 748

SMEAN(stake1) 717

SMEAN(stake2) 671 413
SMEAN(stake4) 642 ,495
SMEAN(env6) 824
SMEAN(env4) ,822 ,336
SMEAN(env5) ,348 ,760
SMEAN(stake5) 344 ,660
SMEAN(env3) ,658
SMEAN(env1) ,540 573
SMEAN(stake3) ,432 ,456 ,513

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 10 iterations.

Brand Equity

Communalities

Initial Extraction
SMEAN(quall_2) 1,000 ,709
SMEAN(qual2_2) 1,000 797
SMEAN(qual3_2) 1,000 ,756
SMEAN(loyall_2) 1,000 ,675
SMEAN(loyal2_2) 1,000 691
SMEAN(loyal3_2) 1,000 ,697
SMEAN(loyal4_2) 1,000 627
SMEAN(loyal5_2) 1,000 374
SMEAN(loyal6_2) 1,000 ,764

Extraction Method

Analysis.

: Principal Component

Rotated Component Matrix?

Component

1

2

SMEAN(qual2_2)
SMEAN(quall_2)
SMEAN(loyal3_2)
SMEAN(loyal2_2)
SMEAN(loyall_2)
SMEAN(qual3_2)
SMEAN(loyal5_2)
SMEAN(loyal6_2)

,829
,828
,828
,826
,819
,766
,551

,331

411

,865
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SMEAN(loyal4 2)

(72

Extraction Method: Principal Component

Analysis.

Rotation Method: Varimax with Kaiser

Normalization.

a. Rotation converged in 3 iterations.

Purchase intent

Communalities

SMEAN(intentl_2)
SMEAN(intent2_2)
SMEAN(intent3_2)
SMEAN(intent4 1)

Initial Extraction
1,000 712
1,000 737
1,000 ,531
1,000 ,822

Extraction Method: Principal Component

Analysis.

Component Matrix?

Component

1

SMEAN(intent4_1)
SMEAN(intent2_2)
SMEAN(intent1_2)
SMEAN(intent3 2)

907
859
844
729

Extraction Method: Principal

Component Analysis.

a. 1 components extracted.
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