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[bookmark: _Toc136018648]introduction
The essence of social responsibility dates far back to pre-modern times, firstly being recorded in Roman laws (Chaffee, 2017). It has been steadily evolving throughout many years and now has become an integral part of the modern business practices. Now, companies are expected to be good corporate citizens (Sekar & Dyaram, 2017). In recent years, the concept of corporate social responsibility has expanded beyond traditional tools of philanthropy to include a broader range of social and environmental issues. The naissance of corporate volunteering practices, which refer to company sponsored volunteering performed by the employees, is attributed to the wishes expressed by several stakeholder groups wanting the company to exhibit good corporate reputation (Oliveira et al., 2021). Corporate volunteering (CV), in its essence, can be more than traditionally accepted tool of philanthropy but also regarded as regarded as a cross-functional tool as it can create different valuable outcomes for the company (communicate position of the company regarding some issues to the stakeholders, improve employee morale and some competences, improve public perception and image of the company), therefore, it requires certain corporate volunteering strategy to unravel its full potential.  
When referring to corporate volunteering strategy, it is attempted to explain premediated and coordinated plan of actions carried out by the company to encourage and support employee volunteerism that is matched with company’s strategic objectives. Identification of volunteering opportunities which are significant and relevant to company’s mission and values, establishment of partnerships with third parties and provision of resources as well as support to those who would like to be participants of volunteering activities is encompassed under this strategy.
Heavy industries are under scrutiny of the public’s eye more than any other industries due to an immense adverse effect on the external environment and grandiose economic contribution to the development of the economy of the region, therefore, it is particularly important for them to keep up with stakeholders’ demands. One of the examples of such industries is ISI (Iron and Steel industry) which on one hand, is associated with the economic development of the countries (Graedel & Cao, 2010), but on the other hand emits pollutants into the air and water, decreasing the quality of the habitats, as well as negatively impacting the lives of the workers and population living near the production sight.
One of the companies that operates in ISI industry and previously was part of more vast corporate volunteering network of Metalloinvest is Ural Steel. After its departure and acquisition by ZTZ, Ural Steel has been experiencing some disruptions in the flow and directions of their volunteering activities. Hence, it was not in capacity to execute its social duties in more functional and systematic manner. Nevertheless, company understands the importance of the corporate volunteering and its connection to the sustainable development of the business.
Goal of the paper: to develop set of recommendations aimed towards the amelioration of the corporate volunteering strategy of Russian steel producing company – Ural Steel.
These recommendations might help Ural Steel in facilitation of the future analysis and decision-making processes that may result in the allocation of necessary resources (financial, managerial, informational).
Objectives of the paper: 
· Identify theoretical foundations of corporate volunteering and corporate volunteering strategy;
· Identify managerial problems that pertain to corporate volunteering in Ural Steel;
· Pinpoint affected parties, their expectations and motivation from participation in corporate volunteering activities;
· Observe international and domestic practices in terms of directions and implementation in the domain of corporate volunteering upheld be steel producing field;
· Identify the level of adherence of corporate volunteering of domestic companies to strategic CSR dimensions;
· Develop set of recommendations based on the researched information; 
Research object: Ural Steel 
Research subject: Corporate volunteering strategy of Ural Steel 
Characteristics of the research methodology: 
This study relies mainly on desk research of opensource media, company official websites, company official reporting and semi-structured interviews with the representatives of the companies. Materials of the “Leaders of Corporate Philanthropy” project were also used for the analysis.
Short description of the paper structure: 
The first chapter of the studies explores the already existing academic literature to understand theoretical foundations of corporate volunteering and which functional areas might corporate volunteering strategy encompass. 
The second chapter aims to conduct the analysis of the company initiatives in the domain of corporate volunteering, external environment of Novotroitsk (where company operates). Also, this chapter explores international and domestic experience of steel producing companies in terms of main directions of corporate volunteering programs and modes of their implementation. Moreover, it is attempted to identify how strategic is the implementation of corporate volunteering endorsed by Russian companies in steel producing field by comparing them to Burke and Logsdon SCSR dimensions. 
Third and the last chapter discusses main recommendations aimed towards the amelioration of the corporate volunteering strategy of Ural Steel. It was also attempted to propose rough outlines of the strategy project.
Characteristics of the research data 
This paper relies on the secondary data in terms of open media resources information, social media posts and companies’ official websites information as well as official reporting that describes social strategy. Moreover, the questionnaire results of the “Leaders of Corporate Philanthropy” competition were analyzed. 
Primary data was collected during the semi-structured interviews with the company representatives. 





[bookmark: _Toc136018649]Literature review 
[bookmark: _Toc129022692][bookmark: _Toc136018650]Key notions, roots and development of CV 
Corporate volunteering traditionally is studied as one of the forms of the corporate philanthropy which falls under the umbrella term of corporate social responsibility. In this portion of the work theoretical foundations are relayed from more broad terms to specifics of corporate volunteering since it allows to identify the place of the latter in the whole picture. It was also attempted to discern main elements of the corporate volunteering strategy. 
[bookmark: _Toc136018651]Main concepts 
Even though some researchers believe that the nascence of social responsibility goes way back to the Roman Laws (Chaffee, 2017), it was not until 1950s when the academia and businesses started to think of the exact responsibilities in question (Agudelo et al., 2019). The inclusion of the social obligations for businesses also takes roots from the early 18th and 19th centuries, when philanthropic donations were seen as the religious tool to battle moral failure of the society (Harrison, 1966). This trend gave way for the Victorian philanthropy which mostly focused on the employees and working conditions as well as prosperity schemes, examples of which could be seen in USA and Europe (Carroll, 2008). 
In 1970s the corporate social responsibility gains more popularity. The celebration of the first Earth Day (mostly induced by poor management practices and massive oil spill) in 1970 commemorated the beginning of the new era for business social policies. More and more governmental organizations were created (in the US): EPA (environmental protection agency), CPSC (consumer product safety commission), EEOC (equal employment opportunity commission), OSHA (Occupational safety and health administration) (Carroll, 2015).
At the end of the decade, Archie B. Carroll (1979) creates a three-dimensional model of corporate performance, where he discusses four levels of society expectations. These expectations later become the foundation of the Carroll’s pyramid of CSR (1991). The idea of the pyramid is to show the distinct components of the system which comprise the definition of corporate social responsibility. It shows that CSR framework is effectively built on the sustainable and economically viable business practices. Apart from exhibiting certain responsibilities of the businesses, pyramid demonstrates the expectation of the society: people require law abiding behavior from enterprises, while also expecting high level of ethical discretion combined with material and human support of local communities on the highest level of CSR. Today we can see the development and interconnectedness of the idea proposed by the Carroll: companies face many legal requirements when it comes to environmental managements, the most prominent example being carbon emissions requirements.
[image: Pyramid of CSR. Fig. 2]Corporate social responsibility pyramid. Source: Carroll (1991)
As the research on the topic of corporate social responsibility extended further, many scholars argued that narrowly focusing on said discretionary responsibilities is not enough, and there is more than one dimension to this part of corporation’s activities. Herein scholars start to dwell on the question of strategic corporate social responsibility. 
Burke and Logsdon (1996) had proposed that more considerable competitive conditions have created an incentive to full fledge exhibition of philanthropic and social activities by the companies; and use of CSR in strategic dimensions can lead to identifiable economic advantages for the company and value creation. They argue that a certain combination of strategic dimensions and CSR behavior might lead specific strategic outcomes such as: customer loyalty, future purchasers, productivity gains, new products or markets and edge in meeting emergency needs. They argued that consideration of the strategic CSR within these five dimensions gives the opportunity for value creation that can at least be identifiable and measurable.  




How strategy is linked to CSR. Source: Burke and Logsdon (1996)
[image: ]The emergence of the Triple Bottom Line, as proposed by Elkington in 1994, marked a new point in CSR debates, it balanced and categorized the impact produced by the enterprise into three groups: societal, economic and environmental. Elkington (1999) also proposes a practical implementation for high level TBL management which assumes long-term collaboration of the company with different groups of stakeholders. Nevertheless, Elkington (2018) made a recall to his framework in recent years, contemplating that TBL has evolved to be considered as an accounting tool, and not a call for major changes. 
The CSR notion undergoes certain metamorphosis in the beginning of the 2000s, people start to believe that corporations have an entirely new role within a society. Introduction of MDGs reinstated this idea. Departing from Burke and Logsdon value creation to Porter and Kramers’s creation of shared value with the use of Strategic CSR (SCSR) in 2006. CSV reinstates the idea, that was partially brough forward by Burke and Logsdon, of conducting business practices in certain manner that will allow companies to strengthen its competitive position while also bettering the social and economic stance of the communities. Chandler (2016) effectively builds on this idea and argues that value creation must be embraced by the companies and proposes that companies must do it in a sustained manner, hence, introducing the notion of sustainable value creation. 
Nevertheless, the broad endeavors of the companies to introduce sustainable practices into various strategic levels creates a certain predicament where macro level problems are trying to be addressed on the micro level undertakings, creating a “big disconnect” (Dyllick & Muff, 2016). The Dyllick and Muff model for business sustainability can be viewed from two angles, which are the relationships between input and output, and the potential for either a win-lose or win-win outcome; they also dwell upon three levels of business sustainability.  
The fact that all of the discussed frameworks are partially interconnected cannot be omitted, but at the same time they change the role of the dimensions quite a bit. For example, the logic of the Caroll’s pyramid does not refuse the attention to ecological and social aspects, nonetheless, it interprets them more as costs which are constituent with Business Sustainability 1.0; within the current environment, some legal requirements are imposed on the companies on the subject of, for example, their carbon dioxide emissions. Specificity, voluntarism and visibility dimensions might be partially attributed to the Business Sustainability 2.0 and the argument proposed by Porter and Kramer (2011) about the necessity to strive for win-win opportunities. 
Albeit Corporate Philanthropy is thought to be a precursor of Corporate Social Responsibility, usually it is studied under the broader umbrella term of the latter. The notion of CP also has undergone multiple transformation from simple deduction from corporate tax income (Johnson, 1966) to the creation of common good and community investment. 
The motivation behind the corporate philanthropy can be divided into distinct points on the continuum between the most altruistic considerations and the most profit oriented one (Gautier & Pache, 2015). 
[image: ]Rationales for CP. Adapted from Gautier & Pache, 2015
It is hard to tell that the “commitment to the common good” is primarily driven on altruistic considerations, nevertheless, scholars allow the presence of elements of selflessness in CP. Firms that participate in CP activities do not witness any direct returns on their contributions, which is hard to measure (Stendardi, 1992) and is substantially rarely measured (Maas & Liket, 2011). Moreover, according to the stakeholder theory, CP can be regarded as some broader case of responsible consideration towards the society generally (Gautier & Pache, 2015).
Regarding the “community investment”, much wider consensus was reached in this continuum. Company has the ability to experience gain from the philanthropic activities in the long run by experiencing well-developed infrastructure, social cohesion, an educated workforce (Gautier & Pache, 2015). More importantly, this might be the main reason why companies like Ural Steel tap into corporate philanthropy at all. According to Milton Friedman (1970): 
It may well be in the long-run interest of a corporation that is a major employer in a small community to devote resources to providing amenities to that community or to improving its government.
Concerning the marketing implications, it is closely connected to cause related marketing. Firstly, introduced by AMEX in 1983, cause related marketing gave the opportunity for various stakeholders to contribute to social cause (Varadarajan & Menon, 1988). Despite gaining massive popularity, businesses have to consider a fine line of balance between visibility and bragging, as extensive highlighting of CP leads to retaliation from the broad public in the form of accusations of hypocrisy (La Cour & Kromann, 2011).   
There are also multiple drivers that stand behind the decision to engage in CP activities; if we consider heavy industry like steel production, factors as industry structure and externalities play a significant role. Research shows that even though there is evidence to expect more instances of CP in oligopolistic and highly competitive industries (driven by differentiation considerations), monopolists also possess quality of “high structural autonomy” which gives them the opportunity to be more “generous” (Johnson, 1966; Useem, 1988; Burt, 1983). As steel producers, and metallurgical companies in general, are big producers of pollutants, they are subject to more precise public scrutiny associated with their emissions and waste utilization. Studies show that companies in such heavy industries have the propensity to choose CP programs as a part of the defensive CSR strategy (Roberts, 1992). 
Researcher have also identified two broad streams of CP contributions: “cold” (cash gifts to unknown beneficiaries with personal motivation) and “warm” (not limited to cash gifts only, community-driven decisions). Corporate volunteering programs (CVPs) fall under the “warm contributions” (Stead, 1985). Individually, voluntarism is rather mature conception, majorly studied within the realms of sociology, economics, political science and psychology; studies in this fields account for discrete characteristics of the participants as well as the weight of the environment and the context (Dreesbach-Bundy & Scheck, 2017). Lorenz et al. (2011) propose following definition for corporate volunteering: 
In its capacity as employer, a company invites its employees to engage voluntarily and actively beyond their specific job description in charitable endeavours—often in cooperation with non-profit-organizations, while possibly investing additional resources. CV may take place during working hours or during free time, together with colleagues or alone, and singularly or repeatedly. (p.184)
As it can be seen, it includes three important components:
· Giving time 
Rodell et al. (2016) mention that donation of time must be present in any employee volunteering agenda, pure donation of resources for volunteering cause cannot be considered volunteering. 
· Planning the activity 
It must include the element of planning, proposing that impetuous acts of mercifulness cannot be considered as act of corporate volunteering (Penner, 2002) 
· Targeting volunteer group or organization 
It must have “final destination”, group of beneficiaries (Musick & Wilson, 2007; Penner, 2002). These groups of beneficiaries allow CVPs to contain the elements of “giving time” and “planning the activity”.
[image: ]There are multitude of theories that conceptually support corporate volunteering.
CV theoretical framework. Adapted and translated from Spanish from Guerra (2013)
According to the institutional theory, companies seek their legitimization through CSR and CV activities, since society places mission of solidarity onto them (Peloza & Hassay, 2006; Basil et al., 2009). Organizational theory assists the concept of CV since it interprets company as an organization that operates within a society and places human factor in the center of its actions. According to agency theory, CV helps to reduce the agency costs, coming with the information asymmetry, by increasing its social legitimacy. From the perspective of the theory of resources and capabilities, CV increases the amount and quality of the employee competences thus bettering the competitive advantages of the company. CV allows to address the needs and expectations of stakeholders of the company. Porter & Kramer (2006) differentiation between two streams of company’s performance in terms of CSR (responsiveness and strategy), and by this means, CV is part of strategic CSR (Guerra, 2013).
Gautier & Pache (2015) point out that studies in the field of CSR give evidence to believe that focus on advantages and influence of CSR on employees creates a leeway for more strategic CSR development. 
Basil et al. (2011) in their attempt to explain the relationship between the company’s size and the degree of formalization and the strategic use of company supported employee volunteering, expand on the ideas proposed by Hannan & Freeman (1984). Hannan & Freeman (1984) argue that the consistency (reliability) of the company’s propositions (product or service) signifies its accountability to the public and encompasses main qualifiers for company’s continuance. When applied to CVPs, reliability represents the degree of formalization of CV programs, which include policies, activities, roles etc. Concerning accountability, it directly relates to the strategic justification of resource allocation (Hannan & Freeman, 1984). Deliberate choice of felicitous compendium (strategically chosen portfolio) of activities has far greater positive influence on consumers than when the set of activities is сcomprised of ill-fitted practices (Basil & Herr, 2006). Hence, strategic decisions concerning CSEV allow to exhibit accountability since when a particular strategy is pursued sound reasons for making CSEV decisions must be conspicuous. 
When it comes to the decision to volunteer, researcher mainly outline 3 factors: individual factors, workplace characteristics and company-level factors (Rodell et al., 2016)
On the individual level, factors like age, gender, education, marital status, parental status, social relations, personality traits play role in predicting whether a particular person will participate in volunteering activities (Wilson, 2000). From the functionalist point of view, motives to participate in volunteering activities can be divided into two streams: personal gain and helping others (Musick & Wilson, 2007). In terms of “personal gains” researcher distinguish between development of skills and acquisition of knowledge, positive effect on self-esteem, progress on terms of career and maintenance of social relationships. Intention to help others, beneficiaries of the volunteering work, can be regarded as altruistic or interest in a certain beneficiary group (Clary et al., 1998; Omoto &Snyder, 1995). 
In terms of the company level factors, Rodell et al. (2016) in their integrative framework for employee volunteering highlight publicity of volunteering options, employee recognition, financial and logistical support and time-based support. 
Work context includers two major elements: job design and work context. Concerning the job design, there are two views both of which were supported by an empirical study conducted by Rodell (2013). One of the explanations is that an employee is fully satisfied with their job position, hence perceives it as interesting and challenging that is why they feel gratitude and participate in corporate volunteering programs. The opposite is that an employee is dissatisfied with their job position, hence they are driven by compensatory motives and want to include meaningfulness to their job life. In terms of work context, aspects as work schedules, payment schedules and job uncertainty play significant role in motivating or demotivating an employee to participate in volunteering. Pavlova and Silbereisen (2014) researched the connection between the different stages of the career and motivation to volunteer to cope with uncertainty: on the initial stages of the career, employees are more prone to volunteering driven by the intention to cope with uncertainty, but later on in career this relationship is lost. 
The nature of volunteering activities can also be different depending on the intent, structure and final goal. Štumberger and Pauly (2021) in their research explore discursive constructions of corporate volunteering derived from the interviews with the employees, and distinguish between reactive, active and proactive corporate volunteering practices. Reactive CV is described to be an activity that is aimed at helping with some misfortunes, for example, to deal with the consequences of fire or help with extinguishing fires. Active CV pertains to optional immediate activity executed by the volunteers. Proactive CV covers sustainable practices that are perceived by the workers as the integrated system which is the part of corporate identity.
Unfortunately, there are still many hurdles on the way of implementation of corporate volunteering in companies located in Russia. According to the survey organized by WCIOM in 2021, many enterprises in their attempts to implement and develop the system face certain difficulties: the main internal barriers are time and financial costs, the unwillingness of the team to participate in volunteer activities, as well as the lack of information about how and from where to start implementing such processes. Workers do not consider volunteering as significant for their own self-realization or as an opportunity to learn something new and acquire useful skills; this reflects poor information provision and training abilities of respective HR departments or absence of governing body for corporate volunteering activities (Markina & Kalinina, 2022). 
Another of the identified barriers to participation in volunteer activities for employees is a high workload. The lack of free time and the difficulty of combining this activity with work occupy a leading position among the answers to the question about the reasons for the non-participation of employees in volunteer activities (26% and 21% of votes, respectively). Also, to an open question about whether they have to sacrifice something for the sake of volunteering, respondents most often answered that they were sacrificing “their personal time” (Markina & Kalinina, 2022). 
For participation in volunteer events, employees of Russian companies receive certificates of honor (37%), photos of employees are posted on the honor roll or on the organization's website (26%), they are also given small gifts (22%), encouraged with material rewards (16%) or given additional day off (7%) (WCIOM, 2021).
[bookmark: _Toc136018652]Corporate volunteering strategy 
As it can be inferred from the literature review, recognizing corporate social responsibility as strategic is of high importance if company wants to create tangible value for itself and communities that it serves. Nwaneri (2015) mentions that CSR goals can hardly be achieved if enterprises do not treat CSR as their strategic priority, and CSR strategy should contain vision, mission and objectives that can guide to prosecutable plans that can create social value. Husted and Allen (2007) coin the term of corporate social strategy (CSS) and describe it as “intentional strategic social responsibility”. They argue that by employing CSS, companies achieve competitive advantage when there is a fit between social strategy and the external and internal environment.
When corporate social responsibility is viewed on a continuum, as described in the work of Johnson (2003), companies can be ranged from ones that are performing illegal activities to those ones that are aiming to make social changes. Johnson (2003) discerns level four on this continuum as strategic; companies on this level try to engage in array of activities that in their opinion would improve their financial performance. Most frequently, companies on this level address human resources dimensions and employs actions that help to elevate selection, retention and capability improvement processes, companies do not shy away from sponsoring volunteering programs. Enterprises also tend to work with local communities to upheld higher quality company image as by exhibiting good corporate citizen behavior, and enhance characteristics of the communities to more effectively attract and retain future and existing employees. 
Hence, taking into consideration all the information provided, when referring to corporate volunteering strategy, it is attempted to explain premediated and coordinated plan of actions carried out by the company to encourage and support employee volunteerism that is matched with company’s strategic objectives. Identification of volunteering opportunities which are significant and relevant to company’s mission and values, establishment of partnerships with third parties and provision of resources as well as support to those who would like to be participants of volunteering activities is encompassed under this strategy.
[bookmark: _Toc136018653]Analysis of the practices 
[bookmark: _Toc136018654]Company profile 
[image: ]Ural Steel is a Russian steel producing company located in Novotroitsk. JSC "Ural Steel" is the leader of bridge steel on the Russian market, one of the leading manufacturers of flat products, cast billets, large-sized cast products and cast iron. Together with the Zagorsk Pipe Plant, it is part of a single metallurgical integrated holding, offering new solutions for the pipe and bridge building industries. The history of the establishment of the enterprise began in the pre-war period, but it was on March 5, 1955, when the first blast furnace was launched and the first cast iron was produced at the Orsk-Khalilovsky Metallurgical Plant (OHMK, now Ural Steel), that is considered the birthday of the metallurgical giant of the eastern Orenburg region (Уральская Сталь, n.d.). Previously, Ural Steel was a part of Metaloinvest assets but in 2022 was acquired by Zagorsk Pipe Line (ZTZ). In 2021 Metalloinvest expressed their wish to become a carbon neutral company by 2050, and, according to Sergey Grishunin, managing director of the NRA Rating Service, the long-term cost of modernizing the plant could exceed 1.5 bln USD, which makes the ownership of Ural Steel as an asset by Metalloinvest simply meaningless (Милькин, 2022). 
 
Organizational structure of the vertically integrated holding. Made by the author. Based on the information obtained from the company’s representative 
Ural Steel is a full-cycle metallurgical enterprise and includes 5 main stages sintering, coke-chemical, blast-furnace, steel-smelting and rolling. The enterprise employs about 9700 people. 
Company is thought to have a considerable impact on Russian economy. Being №1 on the bridge steel market, more than 100 strategical bridges across Russian Federation were built from the products produced by the company (“Russian” bridge in Vladivistok, “Red Dragon” bridge over Irtish). Also, Ural Steel is a supplier of construction steel for projects such as an Olympic Games objects in Sochi and “Moscow city” multifunctional complex. Moreover, oil and gas pipelines of strategic importance were built from Novotroitsk steel: “South Stream”, “Sakhalin - Khabarovsk – Vladivostok”, “Eastern Siberia – Pacific Ocean”, “Bovanenkovo — Ukhta”, “Baltic pipeline system”. Rolled products from Ural Steel are in demand by leading Russian and foreign shipbuilding companies (Уральская Сталь, n.d.). 
[bookmark: _Toc136018655]Corporate volunteering practices 
To understand how can we improve current situation concerning the corporate volunteering in Ural Steel, we have to review the past practices of the company. 
Overall, coordinated CV program in Metalloinvest started on 5th of June, 2018, it was reported that employees of the company underwent through ten educational programs on the subject of volunteering, it was also mentioned that the company’s agenda was to support any positive activity of the workers. You Social (Young Group Social at that time) was engaged in the process of helping with choosing directions of corporate volunteering. Initially, the program was called «Volontyor- Otkliknis» and later renamed to «Vmeste». Urall Steel was not part of it from the very beginning, official opening of the program took place on 21th of March 2019, almost a year after the official commence in other geographies. Metalloinvest reported that Ural Steel participants were leaders in Soft Skills Challenge competition. The HQ of the corporate volunteers was located in the building “Metallurg” and not within the borders of the company. At least before the departure the volunteer-to-employee ratio was 3.5% to the whole body of employees. Concerning the rewarding, several instruments were mentioned from non-financial (mainly commendations) incentives to the opportunity to communicate directly with the top management of the company and really influence changes in the city.
There was also a grant-based competition, where every participant might get a chance to finance their own volunteering endeavors. Even after the departure the grant competition, as of now (13.03.2023) is named “Vmeste” and volunteers on the promotional post use the pre-departure t-shirts, while for example, backpacks donated for children use new symbolics. 
[image: ]

Distribution of volunteering activities of the Ural Steel by the direction of the activity. Made by the author 
The pie chart above represents the distribution of volunteering programs that were executed by Ural Steel (at least the ones that were mentioned on social media). The majority of all activities were connected with eco-activism, activities like «Clean Games», «Eco-marathon» and «Eco-kormushki» were the most frequent ones. 
Concerning the community assistance, it includes activities such as help to seniors and veterans, visits to orphanages and other establishments of that kind and reactive type activities, as for example, delivery of fresh water for immobile people due to accident on a central pumping station. Mostly volunteers help to deal with the consequences of vandalism: as part of the «Novotritsk – city of colors», volunteers helped to conceal the vandal inscriptions, volunteers also helped to repair topiary figures that were also vandalized.  After the departure from Metalloinvest, at least in 2022, the frequency of the activities and the contents remained the same, but it severely dropped in 2023.
Overall, following strong and weak sides might be highlighted, based on the presented information: 


Strengths and Weaknesses of Ural Steel in terms of volunteering  
	Strengths
	Weaknesses

	· Wide range of different activities 
· Employee opportunity to propose volunteering activity 
· Grant-based competition 
· Employee recognition 

	· Decreased frequency of volunteering activities (at least frequency of posting about their implementation)
· Slow transition from Metalloinvest legacy 
· Volunteers’ HQ is not located within the building of Ural Steel 
· No records of volunteering on the official website of the company



As it can be seen, weaknesses presented above, are the result of disruptions associated with the changes of the ownership of the company, and are likely to be tackled in the near future by the company itself. Concerning the mentioning of the corporate volunteering on the main communication channel of the company – its website, overall, it seems that the website is still under construction (there are many graphical type flaws), and informational content is not ultimate, therefore, lack of openness point should be approached with cautiousness. 
To recapitulate, corporate volunteering agenda at Ural Steel can be perceived as quite diverse, with range of activities and employee recognition. Naturally, the change in the ownership of the company halted many of the activities, effectively reducing its frequency and creating some mismatches. Nonetheless, company seems to possess good foundation for the development of a more strategic approach to corporate volunteering, as many of the essential elements are already present. 
[bookmark: _Toc136018656]Used tools and rationale 
This research is approached from two sides: consideration of the internal situation and observation of the peer progress.
1. Semi-structured interviews with the company representatives 
Semi-structured interview with the company representative is used to understand the initial situation within the company with regards to corporate volunteering, understand problems and get insights regarding future directions. It was also possible to hold an interview with the head of the sustainability department of Metalloinvest to gauge their perception on the development of CV.
2. Stakeholder analysis 
Stakeholders of the company are approached through using stakeholder analysis (R.E.Freeman typology). This will allow to identify scope of stakeholders, map out their expectations, possible connection to volunteering programs and benefits reached from cooperative participation.  
3. Textual analysis 
To appraise international experience, textual analysis is used which allows us to track the explicit mentioning of “volunteering” on the official websites of the companies and their official reporting. Burke & Logsdon (1996) highlight “visibility” as one of the strategic CSR dimensions, hence, following assumption was made: companies that value CV and regard it as strategic tool will make it visible on the official information sources. 
It was decided to observe practices of regular members of World Steel Association the number of which currently amounts to 87 members (excluding passive Russian members). All the available reporting (for at least year 2021) materials encompassing social activities as well as the official websites of the companies was observed on the matter of explicit mentioning of volunteering. The decision to include this scope of companies works under the assumption that members of World Steel Association resonate with the mission and objectives of the organization, therefore, are more likely to report on the volunteer involvement;
4. Revised Burke and Logsdon SCSR dimensions analysis
The Donor Forum is an association of the largest grant-giving organizations operating in Russia. This organization happens to hold an annual all-Russian competition for socially responsible businesses "Leaders of Corporate Philanthropy". Yuri.E.Blagov is one of the editors of practice compilation, member of the jury and the expert of this contest, and has the access to the answers to the questionnaires distributed to the participant companies (Саркисова et al., 2022). The project materials were provided by Yuri.E. Blagov. A set of companies that operate in the field of the steel production and have participated in the “Leaders of Corporate Philanthropy” were chosen for the analysis of the domestic experience: TMK, Metalloinvest, Severstal, OMK, MMK, EVRAZ. 
Following assumption was made: companies that have participated in the questionnaire are highly interested in topic of corporate giving, which includes CV.  The project materials were analyzed on the subject of main beneficiaries and directions of their activities and share of volunteers in the company (participation rate).
[image: ]Further it was decided to treat the theory and framework proposed by Burke and Logsdon (1996) like set of criteria to determine the degree to which corporate volunteering programs in the companies can pertain to strategic CSR. Each of the SCSR dimensions, except for voluntarism, have connection to the scope of theories that explain implementation of corporate volunteering. Hence, cross-functional nature of corporate volunteering, explained by these theories might be mostly covered by addressing these dimensions.
Connections between different frameworks. Made by the author. Based on Guerra (2013)
 “Voluntarism” dimension is purposefully omitted. Voluntarism in regards to CVPs in the company can be described in the degree to which these programs are actually voluntary, and, while no company would explicitly state that their volunteering programs are mandatory, literature review revealed that there are myriad drivers of participation in said programs, moreover any kind of incentives from the side of the company might be interpreted by some group of employees as intended (incentive), and like “secret message” to others. From another point of view, CV as the discretionary decision made by company and is voluntary in its essence, therefore self-explanatory. 
5. UN SDG compass 
When coming to particular recommendations, UN SDG compass was used to streamline distinct elements that should become basis for the suggestions, and attach activities of the company to a more global – sustainability goals agenda.
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Methodology and expected outcomes. Made by the author 
[bookmark: _Toc136018657]Ural Steel: current situation 
[bookmark: _Toc136018658]Specifics of monocities and city-forming enterprises 
A city-forming enterprise is a manufacturing enterprise that employs a significant or main part of the able-bodied population of a city or town. Such settlements are called single-industry towns (monocities), the social and economic sphere in them directly depends on the situation at the production complex (WEB.RF, n.d.).
In specialized sources, the concept of a city-forming enterprise is very close to the concept of a single-industry town, which implies the existence of the close connection between the functioning of an urban settlement and an enterprise large enough to influence all the main aspects of city life. Therefore, the approach linking the activities of an enterprise (or two enterprises) of a single-industry town with the revenue side of the local budget is very common (Бегун, 2015).
The first monocities appeared in the Russian Empire during the first wave of industrialization in the era of Peter the Great; mainly cloth manufactories and ironworks were organized. The number of monocities increased dramatically during the Soviet era: first during industrialization, then during wartime due to the mass evacuation of enterprises; subsequently, the growth of single-industry towns continued after the end of the war (Popova, 2019).
Realizing the scale of the problems associated with the functioning of monocities, the state is taking appropriate measures to stabilize the situation in them. Created in 2014, monocities development fund was dissolved in 2021 and in 2022 all of the powers and responsibilities were transferred to the state corporation - WEB.RF. The Supervisory Board of WEB.RF approved a new package of support measures for monocities, which include beneficial provision of loans and irrevocable financing (WEB.RF, n.d.). 
Depending on the complexity of the socio-economic situation, experts at Rosstat distinguish three categories of monocities (ИКСИ, 2017):
· Cities with the most difficult socio-economic situation (red zone); 
· Cities with risk of deterioration of the socio-economic situation (yellow zone); 
· Cities with a stable socio-economic situation (green zone); 
To a large extent, it is the state of the city-forming enterprise that determines to which group this or that monocity will be assigned. Most of the times monocities experience severe shortages in their budgets, hence “additional financing of territories” is implemented. It implies the involvement of business in solving social and other problems of the region and municipalities and expressed in various quasi-fiscal fees levied on entrepreneurs, and in the conclusion of a special kind of agreements (Курбатова & Левин, 2010). 
Under these circumstances, experts distinguish between two main models of interaction of city-forming enterprise with the monocity (Коммерсантъ, 2017): 
Organized equilibrium systems
This model assumes that a strong enterprise prevails over the rest of the actors of urban life. At the same time, the structure and hierarchy of the enterprise are quite rigid, so the introduction of new models is due to centralized development programs. The equilibrium model seeks to preserve itself, including trying to avoid external influence on the corporation from citizens or authorities.
Diffuse systems 
The model of diffuse systems is typical of enterprises that operate in many regions and are more open to interaction with the outside world. At the same time, the management process within the company itself is more creative and sensitive to the influence of the environment. 
According to Vladimir Kapitsyn, the optimal effect is achieved by combining elements of both models, but in the context of globalization, the open model may be more competitive (Коммерсантъ, 2017). 
[bookmark: _Toc136018659]Situation in Novotroitsk 
Following PESTEL analysis tries to describe the situation of Novotroitsk city, how selected factors affect the city and companies that work within it.
Political
The development of single-industry municipalities is defined as one of the main directions of the strategic development of the Russian Federation (Правительство России, 2022). The infrastructure necessary for the implementation of city’s projects, including within the framework of concession agreements, is being created at the expense of the state. In addition, investors in single-industry towns have access to preferential loans for up to 15 years with deferred payments (Росконгресс, 2018). As discussed previously, WEB. RF is a body that possesses power and responsibilities arranged over the surveillance and development of the monocities in Russia. 
Such preferential treatment can be the source of the additional funding that might be used for the development of the city. Companies, operating in the region, can also benefit from the improved outlook of the settlements since it helps to retain and even attract population, consequently increasing the pool of potential human resources for these companies that are already competing for personnel, for example, with neighboring Orsk.  
Economic 
As it mentioned by the Novotroitsk municipal administration basis of the local economy is the industrial sector, with emphasis on metallurgical production, as well as enterprises of the chemical and food industry (Администрация города Новотроицка, 2023a). 
Main companies operating in Novotroitsk. Source: https://shorturl.at/fi013 
	Industry
	Main companies
	Outputs  

	Mining
	“Akkermann cement” 
	Production of flux limestone and fractioned slag crushed stone 

	Food production
	“Hlebozavod” 
	Production of bread and flour 

	
	“Novotroitsky myasokombinat”
	Manufactuere of sausage products 

	
	“Moloko” 
	Production of milk (except for raw milk) and dairy products 

	Production of coke and oil products
	“Ural Steel”
	Production of coke 

	Production of chemicals and chemical products
	“Novotroitsk plant of chromium compounds”
	Combines production of chemical and metallurgical complexes, production of metallic chromium and ferrochromium; 

	
	NSplav 
	Specializes in the production of chromium metal (lump and powder) and degassed chromium briquettes

	
	Novochrome 
	Production of dyes and pigments, as well as the production of other basic inorganic chemicals; 

	
	Novotroitsky sodovy zavod 
	Production of the basic inorganic chemical substances;

	Other non-metallic mineral products
	“Akkermann cement”
	Biggest producer of cement in Russia;

	
	“Novotroitsky cementny zavod”
	Production of cement;

	
	“Orengburh propant”
	Engaged in the production of other products, production of proppants intended for use as proppants in oil or gas production by hydraulic fracturing.

	Metallurgic
	“Ural Steel” 
	Cast iron, continuously cast billets of round and rectangular cross-section, rolled sheets: bridge steel, ship steel, strip, structural steel.

	
	“Metaleks”
	Production of ferroalloys



Such reliance on the industrial sector creates an economy which is less diversified in its income facets. That fact that the metallurgical and chemical industries are dependent on the global commodity prices also contributes to this issue. Being the main economic contributor, industrial sector has an additional responsibility of playing a role in the development of the city. For example, Ural Steel is mentioned in the development plan of the Novotroitsk as one of the main driving powers of the city and region development. 
As a result of the dominance of the industry sector in the city, there is a high exposure to pollutants that are part of the emissions of any production process, which negatively affects the livelihood of people that are living in this city. Additionally, big metal constructions that form factories and enterprises spoil the image of the city and create poor urbanistic outlook which might affect the overall comfortability levels of the citizens. 
Social 
State statistics department at city Orsk (city Novotroitsk) for the period of Jan-Sep 2022 reports: 
· Having more people passed away (1083) than born (569); 
· Due to the natural and migration movement of the population, the municipality of the city of Novotroitsk lost about 560 people.
The biggest share of the population is occupied by adults (age from 30 to 59) - 43.05%, followed by seniors (older than 60) – 21.8%. Combined share of teenagers (11.85%) and young adults (11.95%) creates just marginally bigger representation of the local population when compared to seniors (BDEX, n.d.).
Overall, there is a steady decline in population. Official survey of the city inhabitants indicates that top 3 requirements (participants had the opportunity to choose up to three options) for the place of residence amongst the younger Novotroitsk dwellers are (Администрация города Новотроицк, n.d.-b): 
· High salary (72.22%) 
· Ecology (44.44%) 
· Comfortable city environment (44.44%) 
There is an overall tendency of declining number of blue-collar workers in the world. Especially in the metallurgy field, the shortage of personnel is 10-15% and this shortage encompasses all production processes (ВНИИ труда Минтруда России & РЭУ им. Г.В. Плеханова, 2019). In the pursuit of the better living condition and works of different professions with higher paying salaries, young people of Novotroitsk have little to no incentive to stay in the city. This in turn creates a harder situation with the personnel. When this plethora of population leaves Novotroitsk, this hurts local communities, as with the growth of the median age of the population the development of the region staggers significantly.
Technological 
Companies situated in Novotroitsk, overall, are believed to have high level of wear off of production equipment (Администрация города Новотроицк, 2013). Prime example is Ural Steel that was sold due to high costs of production renovation if Metalloinvest was to pursue the zero emissions goal with Ural Steel in their assets portfolio. Russia is aiming to achieve carbon neutrality by 2050 (Правительство Российской Федерации, 2021) and is already making some regulatory changes to achieve the desired goals; previous year the decree sustaining the criteria for classifying legal entities and individual entrepreneurs to regulated organizations was signed and it contained on the information about the special reporting of GHG emissions and diminishing of the allowable volume of the green-house gasses in the future (Федорова, 2022). With outdated equipment, achieving such goals is rather complicated task, and increases the exposure of the citizens to the pollutants effectively diminishing their quality of life. 
Legal 
Novotroitsk has a territory of advanced social and economic development in the Russian Federation (Администрация города Новотроицк, n.d.-с). Territory of Advanced Socio-Economic Development in the Russian Federation is an economic zone with preferential tax conditions, simplified administrative procedures and other privileges in Russia, created to attract investment, accelerate the development of the economy and improve the lives of the population. Advantages that investors get after becoming residents of Novotritsk include: 0% property tax for the first five years (1.1% after), 0% income tax for the first five years (12% following 6-10 years), 0% land tax and access to ready-made investment sites. 
While it brings more benefits for the development of the city, it attracts potential competitors to the Novotroitsk which will have preferential treatment, making denser and harder competition.
Environmental 
Novotroitsk is located near the state border with Kazakhstan, and, geographically, is situated on the steppes of the Orenburg region. Combined with the sharply continental climate, which warms the weather up to +38 C in the summer and cools it down up to -38 C in winter, this creates an environment prone to wildfires, if precautions are not made, or the weather is dry and no rain ensued in the long time (Администрация города Новотроицк, n.d.-a). 
Overall, there seems to be increase in fire cases in Novotroitsk, in first four months of 2023, 118 fires took place, which is 53% higher than in year 2022 combined. Most of fires were attributed to “garbage and dry grass fires” – 89 cases (Администрация города Новотроицка, 2023b). In Orenburg region as a whole the fire hazard level reported to reach class four (high) and in some western regions even as high as class five (extremely high) this year (Администрация города Новотроицк, 2023).
This in turn increases the probability of mortality and chances of losing property and sustaining material damages both for individuals and enterprises.
PESTEL analysis of the external environment in Novotroitsk 
	
	Factor
	Impact on the city
	Impact on companies operating in the city 

	Political
	Favorable package of support measures for monocities from WEB.RF
	Opportunity to get additional financing in form of loans and irrevocable financing 
	Improved city outlook helps to retain and attract the population, hence increase the pool of potential personnel for the companies

	Economic
	Basis of the city economy – industrial sector, with emphasis on metallurgical production, as well as enterprises of the chemical and food industry  
	· Economic prosperity of the city might be reliant on the global commodity prices; 
· Limited diversification of the city economy; 
· High exposure to pollutants;
· Unattractive outlook of the city
	Industrial sector of the city, as the main economic contributor bears additional responsibility of playing a role in the development of the city 

	Social
	Decreasing city population  
	Decreasing quality of life amongst the remaining citizens; 
	Decreasing city population eventually diminishes the amount of able workforce available 

	Tech
	High level of wear off of production equipment 
	Increased pollution levels and damage to the local ecosystem, which could affect the quality of life for residents
	· Bigger costs associated with the renewal and compliance with, for example, zero carbon emission strategy 2050
· Unfavorable living conditions cause the amount of able workforce available to diminish 

	Legal
	Territory of advanced social and economic development in the Russian Federation in Novotroitsk 
	Attracts investments into the city 
	Increase the level of competition

	Eenv
	High probability of fires   
	High probability of risky situations occurrence 
	If fires were to spread, property of the businesses might get damaged. Workers of the companies might get hurt 



Overall, it can be mentioned that external environment of Novotroitsk is dictated by its economic nature – monocity with dominance of heavy industry sector. City is experiencing population outflow due to its relative “underdevelopment” compared to region center and, generally, all other advanced metropolises, which transitively hurts companies that are operating in the region by enabling “brain drain” situation. Environmentally, apart from being subject to air pollution, Novotritsk is located in Orenburg steppes, which is not the most picturesque landscape.
Chiefly, there are initiatives from the side of the government aimed at the support of the monocities in a form of additional funding and privileges as well as establishment of the territory of advanced social and economic development. Nonetheless, these actions are operating on the macro level, hence little attention is given to the immediate micro environment. This gap is expected to be filled up by the CSR initiatives of the big companies; corporate volunteering seems to be a good tool to be utilized in these circumstances.
[bookmark: _Toc136018660]Ural Steel problems 
Ural Steel as many other steel producing companies in Russia can be classified as a city-forming enterprises and responsible for the creation of monocities. As mentioned previously, Ural Steel is based in Novotroitsk which is the part of the Orsk agglomeration. Hence, it is experiencing quite severe level of competition for personnel, as proven by the words of the company representative (refer to Appendix A).
There is also overall change of the management. Previously owned by Metalloinvest, it was considered to be an “unloved child”, they did not invest that much of money as they had invested into the other assets. After the departure Ural Steel was left with soviet traditions of the chief’s aid, sponsorship, so called “gentleman’s set” and grants system. The company is still in need of major reboot, since, for example, even now (16.03.2023), the website of Ural Steel’s volunteering grand competition still belongs to Metalloinvest, and, consequently is not updated. As of two last posts on Ural Steel social media, volunteers still use Metalloinvest themed t-shirts when performing corporate volunteering activities. 
In terms of structure of roles, it was mentioned that mainly two departments functionally take part in management of corporate volunteering and are departments of social programs, which supervises the processes, and corporate communications department (PR). It was also mentioned that there is no formal structure, only active participants of the different programs and teams, which are organized around distinct topics (e.g., ecology, sport).
There is a strong position of the shareholder – social investments must prevail in order to keep the society thriving in Novotroitsk. Company volunteers must be the pioneers in the process of the realization and conceptualization of the initiatives of the company in the broad CSR spectrum. This, in turn, calls for complete rebranding of the CVPs. 
According to the representative, the company is lacking managerial practices, most of the politics are missing (company does not have code of conduct, people rights policy, sustainable development policy, CSR and philanthropy policy), company does not engage in non-financial reporting, so it is rather hard to talk about some systematic work. The owner still does not see the point in posting non-financial reporting, as well as current political situation does not encourage enterprises to be overly open. Nevertheless, V.K (representative) is aiming to generate non-financial reporting by the next year. There are no on-boarding or new volunteer accommodation practices.
Indeed, there are programs that are aimed at supporting local communities, but they are realized by requests, which is the practices that was popular in major companies ten years ago. There could be direct requests or objectives that are coming directly from the shareholder. Unfortunately, CSR policy of the company is not functionally included into the main strategy of the company. 
To sum up, Ural Steel is in situation where development and nascence of corporate volunteering programs is historically and strategically justified, nevertheless, company still uses obsolete systems and does not participate in additional functional activities.  
Hence, this work plunges into the theoretical concepts to develop goals and frameworks associated with corporate volunteering strategy. It seeks to identify reasons and fundamental frameworks for the advancement of current agenda. This work is aimed towards the development of recommendations that might aid in the future process of the analysis and decision-making of allocating necessary resources (financial, managerial, informational).
[bookmark: _Toc136018661]Stakeholder analysis of the company 
Stakeholder theory and CSR theory are complementary theories that expand on one another (Dmytriyev et al., 2021). For this research stakeholder analysis framework proposed by R.E Freeman will be used to map out the level of interest, power and expectations of different stakeholder groups. The connection of these groups to CVP is also discussed.
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Stakeholder analysis for Ural Steel. Made by the author 
Overall, main groups of the stakeholders of the company include: 
· Local communities; 
· Employees;
· NGOs/NCOs;
· Media;
· Competitors;
· Other companies in the region;
· Investors;
· Management; 
· Local authorities; 
· Consumers;
· Business partners;
According to the Russian Federal law “On philanthropic activities and volunteering”, beneficiaries are “persons who receive charitable donations from benefactors, help of volunteers” (О Благотворительной Деятельности И Добровольчестве (Волонтерстве), 2018). It needs to be clarified that pertaining to this definition, in the scope of following analysis, local communities and NGOs/NCOs are identified as main beneficiaries of the corporate volunteering activities.
According to R.E.Freeman typology the main groups can be put into four distinct quadrants: subjects, crowd, key players and context setters.
Subjects – keep satisfied
The subject’s quadrant is occupied by local communities and employees, with employees having, in comparison, fairly more power over company’s actions. People living in the area are directly influenced by the core business activities of the company (e.g., pollution), therefore they have elevated level of interest, nonetheless limited number of tools to influence the company. Employees are located within the internal circle of stakeholders and, hence, have rather high interest in the company, but yet again limited amount of power. 
From the standpoint of corporate volunteering programs, these two groups of stakeholders are the main actors alongside the company. Communities are the main beneficiaries; corporate volunteers are executors and companies are providers. 
Communities, various in their subcategories, receive the direct benefit from the outcome of the volunteering activities, employees, among other intangible things, receive knowledge, soft and hard skills. Moreover, employees have the ability to influence the set of programs within the CVPs (by requests, as discussed in previous sections). 
[image: ]Simplest model of interaction between the main actors within CVPs. Made by the author 
The subject quadrant is also occupied by the various NGOs and NCOs present in the region. Being the city-forming enterprise, Ural Steel is highly expected to indulge in CSR activities, hence, this group of stakeholders might anticipate donations, partnerships and volunteer attention from the company. Hence, they have rather high interest, but lower power.
 Crowd – monitor 
Media was placed into this quadrant, as Ural Steel is major city-forming enterprise in Novotroitsk, hence this group of stakeholders holds a moderate level of interest, nevertheless, possessing quite limited amount of power of the company’ actions. Concerning the connection to corporate volunteering programs, this group ensures the visibility of the volunteering activities; moreover, it is connected to one of the initiatives that was upheld by the company before the departure from the Metalloinvest – «Mediavolonterstvo».« Mediavolonterstvo » assumes the development of HR competences among the volunteers by providing them with the educational content on the topic of SMM and encouraging workers to actively shed light on the activities that they have performed on the behalf of the Ural Steel volunteering programs.
Crowd also includes other companies in the region that Ural Steel that have the potential to work with on collaborative projects, for example, cross-sector CVPs. By their virtue they have low interest in the company, as they are neither direct nor acute competitors, the only thing to account for is that they mostly compete for personnel with Ural Steel.   According to multiple approximations, there is a deficiency of manpower ranging from 10% to 15% in the field of metallurgy. Additionally, there is also an insufficiency of personnel in all phases of production, which encompass design, engineering, the creation of novel products, and the manufacture of pipes that possess unique features (ВНИИ труда Минтруда России & РЭУ им. Г.В. Плеханова, 2019).
Context setters – keep informed
Competitors are undoubtably higher on the power spectrum. The Russian steel market is highly concentrated, 70.8% of the market share belongs to four biggest companies in the field (NLMK, EVRAZ, MMK, Severstal). The competition is quite intense and the purchases are distributed through the tender auctions, hence high power (Marketline, 2022). Nevertheless, competitors exhibit rather low level of interest due to the structure of the market.
[image: ]Composition of the Russian steel industry by market share. Made by the author. Based on Marketline (2022)
In the context of corporate volunteering, this group of stakeholders might be engaged in working on collaborative projects, in the context of horizontal CVPs. Keeping them informed creates a way for the first major steps of cooperation and common value creation. 
Key players – manage closely 
Stakeholders in this quadrant are characterized by high level of interest in company and high level of power. 
Investors are owners of the company, they undoubtably have high interest in the performance of the company, as well as high level of power to influence the course of actions undertaking by the company. Right now, most of the support for the local communities comes from the direct request of the owners, making them the “supreme ruling power” in the CSR dimension. 
Management of the company through the principle-agent relationship is also obliged to monitor the performance of the company and make decisions on the behalf of the investors, hence high interest and power. Concerning the CSR, CP and CV, currently appointed V. Y. K (representative, with whom interview was held) is the prime example of the interest and determination for the development of this topic. 
Business partners possess rather high level of interest in the company since they sustain a cooperation, and high level of power because partnerships might be terminated due to the incompliance of one of the sides to the demands of the other (this also includes, environmental, societal and other considerations). Business partners also can participate in vertical CV initiatives. 
As inferred from the company profile section, company makes products for major governmental projects, hence they have high power and interest in the company. Keeping them satisfied is of high importance. Nonetheless, as of now, they have limited interest in social responsibility of the enterprise. In the future, strong social programs might become an undoubtable competitive advantage for Ural Steel and lend them even more projects to work on.
Every year, the plant allocates more than 2 billion rubles of taxes and fees to the consolidated budget of the Orenburg region. Apart from direct financial contributions, Ural Steel employs 9000 people, effectively making it the biggest employer in the region. As a company, they realize hefty amount of donations into the infrastructure and healthcare (Уральская Сталь, n.d.). In return, Ural Steel might experience preferential treatment from the side of the local authorities. Hence high interest and moderate level of power. Currently, Ural Steel is planning to conduct a survey (in collaboration with the local authorities) to identify key points of concern of the local population to effectively address them by modeling programs within its CSR initiatives. 
These groups of stakeholders have set of expectations, which include but are not limited to: 
Expectations of main stakeholders 
	Stakeholder
	Set of expectations 

	Investors 
	Excellent financial performance, good execution of corporate governance 

	Employees 
	Fitting payment, occupational safety and health, advancement and growth opportunities 

	Consumers and business partners 
	High quality products, appropriate price-to-quality ratio, after sales services, respecting contractual obligations 

	Local authorities 
	Good corporate citizenship, paying taxes in timely manner and in correct volume 

	Local communities 
	Participate in the development of the region of presence, reducing the adverse effect on the environment, engage in social activities, corporate giving programs 

	NGOs and NCOs 
	Support of activities, partnerships 


When we shift our focus to the main participants of the CVP programs following benefits might be the case: 
Benefits for participation in CVPs 
	Participant 
	Benefits 

	Business 
	Creation of the competitive advantage; Management of positive relationships with partners, authorities, consumers, employees, media 
Formation and development of the strong corporate culture within the company
Attraction and development of human resources, sustaining of employee loyalty 
Development of the internal and externa instruments of communication 
More strategically aligned execution of the CSR strategy  

	Employees 
	Increased motivation and productivity 
Development of hard and soft skills 
Opportunity to exhibit skills that are not required on the main job position 
Opportunity to fulfil the moral duty 

	NGOs and NCOs 
	Experience exchange 
Opportunity to benefit from free professional/non-professional help of the volunteers 
Reputation improvement from the successful projects 
Financial support

	Local communities 
	Resolving social and environmental problems 
Improved communication between the business and society 
Growth of the civic consciousness and activity of the population 
Opportunity to attract business level resources to solve acute societal problems 
Opportunity to receive reactive help in difficult situations 



In conclusion, stakeholder analysis permitted to get a comprehensive view on the main stakeholders of the company and consider their relationship, attitude and expectations towards the company, and company executed corporate volunteering programs. Moreover, potential benefits for each participant of the CVP were identified. According to the performed analysis, there are possibilities to establish effective partnerships with stakeholders to execute CVPs on more engaged and encompassing level.
[bookmark: _Toc136018662]International experience 
[bookmark: _Toc136018663]Main findings discussion
Out of scope of 87 companies, who are active members of the World Steel Association, only 23 explicitly mention volunteering within their official reporting and websites. 
Out of the 23 remaining companies, 21% of companies mention only presence of volunteers or possibility to do volunteering without getting into the more details about the volunteering programs and their focus; and only 43% mention specifically number of volunteers and/or volunteering hours. 
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Share of companies that explicitly mention volunteering. Made by the author 
Companies, that do go into the details about their volunteering initiatives mostly mention working in the domain of eco-volunteering, which is quite logical. Steel producing companies greatly contribute to the pollution of the external environment, and while volunteering cannot help with making the production process more efficient, eco-friendly and sustainable, it can aid in signaling the intentions and stance of the company regarding wasting. 
Also, international companies rather frequently mention programs that are aimed towards helping children, seniors and people with disabilities. Moreover, only few companies mention “bodies” responsible for management and supervision of corporate volunteering and even less companies talk about measuring effects of such programs, which is expected result, as literature review revealed that it is quite hard to measure and gauge the payback of social investments; task becomes even more complicated when there is no established structure which governs the process. 
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The frequency of appearance of certain directions of volunteering programs. Made by the author. 
Implementation of certain programs is influenced by different external aspects which majorly determine regional context and acute problems in said region (structure of society, cultural and historical aspects, terrain and marine structure and so on). 
The outcomes of this research might suggest that minor share of companies among WSA members recognize corporate volunteering worthy of mentioning on the websites and reporting. Mainly companies are eager to communicate their actions in the dimension of ecology and nature preservation, which might suggest the intention to compensate for the level of pollution that the production processes in the field of the ISI creates. Overall, programs are context specific and were created according to the geographical and cultural peculiarities of the region of presence.
Disparate communication strategies of the companies in the field of steel production combined with lack of reporting standardization when it comes to corporate volunteering creates a challenging situation for stakeholders to make more informed decisions and assess the impact and dynamics of volunteering activities. This might call for a collective action at least amongst the members of World Steel Association to create a more comprehensive reporting requirements for volunteering activities of the companies. 
[bookmark: _Toc136018664]Separate company case discussions 
While it is hard to link volunteering activities directly to the business activities of the production company in the steel manufacturing field, some companies seem to manage to accomplish it. Mainly, as in most production processes, going over the “inputprocessoutput” creates byproducts. For ISI these includes formation of tailings, coal, dust, slags and acid sludge (Sarkar, 2015). Focusing specifically on steel slag from this list, many international companies adopted ways of upcycling mainly by using it as an input to roads (ArcelorMittal) and fertilizers (Nippon). In terms of connection of volunteers to these activities, most of the time, they are the ones to help in the upcycling process, for example, helping to build roads in poor areas of Brazil (ArcelorMittal, n.d.). One of the other examples is POSCO Korea, which creates artificial reefs from steel slag. These reefs help with marine biodiversity reforestation, absorb GHG and facilitate the growth of marine life, and consequently create economic value for local villages. Maintenance of these artificial constructions is approached by the marine volunteer group of POSCO (POSCO ESG Management Group, 2022). These examples illustrate how volunteering in this field might have direct connection to the business activities of the company (at least in terms of recycling); by fitting volunteering into the value chain, companies might be more strategic in terms of utilizing CV. 
Previously, as it was mentioned in stakeholder analysis, some assumptions regarding participation of partners and companies from different industries that are present in the region were made. Analysis revealed such situations are taking place: BlueScope Steel Limited has a program where it builds homes for unfortunate families in collaboration with other non-steel field companies using volunteer efforts and products of the company (BlueScope, 2022). 
On the basis of provided information it can be concluded that some of the companies that do exhibit high level of openness (mention directions, number of hours spent volunteering, number of volunteers) are also able to include volunteering into the value chain of the company (at least into recycling part). 
[bookmark: _Toc136018665]Domestic experience 
As discussed previously, companies in the field of metallurgy and steel production are mostly city-forming enterprises operating in monocities, therefore, they are highly expected to be involved in the process of regional development.  
Like their foreign colleagues, the attitude towards the disclosure of volunteering on websites and official reporting ranges from simple mentioning of existence (except for MMK, no mentioning) to disclosure of programs, number of volunteers and volunteering hours. Moreover, Severstal and Metalloinvest have included separate special sections in their reports dedicated solely to corporate volunteering. Metalloinvest was also the only company to mention barriers associated with the effective implementation of corporate volunteering. Mainly all companies do eco-volunteering activities, sport and culture activities and provision of support to unprotected layers of society. Companies mention trying involving volunteers into their philanthropic activities. 
[image: ]

Heatmap of the main beneficiaries of the philanthropic activities (2- highest priority, 1 – less prioritized, 0 – not involved). Made by the author. Based on the “Corporate Philanthropy Leaders” project materials 
As it can be seen from the heat-map main beneficiaries of philanthropic, and, as a consequence, corporate volunteering activities are children, seniors and local communities. Not many companies try to engage such society groups as delinquents and former convicts. It might be theorized that the decision to not to include these groups of beneficiaries is connected to the negative stigma and companies simply do not want to associate with them. Many companies mention that they prefer working with kids since they are “much more flexible material to work with”. 

[bookmark: _Toc136018666]Revised Burke and Logsdon dimensions of SCSR model assessment 
· Centrality 
Centrality entails closeness to the firm’s mission and objectives. Centrality dimension is more understandable in service industries, where skill-based volunteering might take much frequent precedence and CVPs are built around intellectual capacities of the workers and main line of activities (e.g., Sberbank’s program where volunteers help orphans to learn and how to implement financial responsibility (Sberbank, n.d.). Nevertheless, this implies continuum (and not a dichotomy), where some companies can exhibit more “weight” in centrality dimension than others. In ISI specifically following argumentation might prevail.
To the question:
“How the strategy of corporate philanthropy and social investments is connected to the mission, strategy and aims of your organization?”
Participants mostly answered that it is connected to the strategy of the sustainable development of the company. 
RUSAL mentions that “it helps to provide a sustainable resource base for the business and create a long-term sustainable competitive advantage for the Company on the market”
Metalloinvest mentions that “long-term strategy is built in accordance with the UN Sustainable Development Goals and is focused on consistently increasing the Company's contribution to achieving these goals through the use of responsible approaches to business management, including through the implementation of external social programs, charity projects for the Company's employees and the local population” 
Apart from being a tool to achieve sustainability, MMK uses its social activities as PR tool: “Promoting the image of PJSC MMK as a socially oriented company to attract investors and consumers”
All in all, participants claim that their philanthropy strategy/ social investment strategy is connected to the main business strategy and contributes to the implementation of the business strategy and aims to improve the efficiency and long-term sustainability of the company. 
· Specificity
Direct and almost immediate benefits of corporate volunteering programs for the company lie within two dimensions: public image and the development of human resources. And while it rather hard to quantify the effect of corporate volunteering on the image of the company, internally, there are multitude of tools that can assure the measurement of effectiveness of the volunteering activities, as those activities are known to develop soft and hard skills of the employees. 
From the scope of the analyzed companies, TMK, OMK, Metalloinvest and Severstal mention the assessment of the effectiveness of their volunteering programs and the effect on employees. With TMK explicitly publishing the process in their CV politics. The effectiveness of such appraisal systems might be contributing factor to high volunteer-to-employees ratio. From the list of the companies that measures the effectiveness, only OMK talks about specific systematic program design that allows to monitor and assess volunteer activities in the long-term. The complex of procedures also includes attraction, training, motivation, support and rewarding. It might be suspected that such extensive system is resulting in high volunteers-to-employees ratio. 
[image: ]
The share of volunteers as reported by companies. Made by the author. Based on the project materials 
· Proactivity 
As mentioned previously, reactive CV is described to be an activity that is aimed at helping with some misfortunes, for example, to deal with the consequences of fire or help with extinguishing fires. Active CV pertains to optional immediate activity executed by the volunteers. Proactive CV covers sustainable practices that are perceived by the workers as the integrated system which is the part of corporate identity. 
Hence, for CV to be proactive it has to be a planned, systematic activity that contributes to the whole strategy of the company. Presence of planned corporate volunteering programs, that have allocated budget, pre-determined number of volunteers, expected volunteer input hours, pre-established arrangements with partners and beneficiaries can be regarded as proactive behavior in corporate volunteering medium. From the list of the provide companies, only MMK does not have the staff of volunteers that participate in corporate volunteering programs, which might signal the deficiency of sustainable volunteering practices and maladjusted vision of CSR strategy which is focused more on “giving” rather than “engaging”.  
· Visibility
To address the visibility factor, following aspects were taken into the account when observing the project materials and answers of the companies, websites of the companies and integrative reporting documents: 
· “Volunteering” is present on the website of the company;
· “Volunteering” is present in the integrative reporting of the company; 
Overall, companies tend to mention volunteering on their websites and/or reports, except for MMK. Going deeper into the level of disclosure, TMK, Severstal, OMK and Metalloinvest mention number of volunteers and/or volunteer hours input. 
Summary of the revised Burke and Logsdon model analysis
	
	TMK
	Metalloinvest
	Severstal
	OMK
	MMK
	EVRAZ

	Centrality
Closeness to the broad strategic objectives of the business 
	ü
	ü
	ü
	ü
	ü
	ü

	Companies mostly mention corporate philanthropy and social investment strategy to be connected to their sustainable development strategies

	Specificity
Ability to capture the benefits of CV through HR development 
	ü
	ü
	ü
	ü
	û
	û

	Companies mostly mention assessing effectiveness of their CVPs and feedbacks from their employees

	Proactivity
Availability of preplanned volunteering activities with allocated resources 
	ü
	ü
	ü
	ü
	û
	ü

	Mostly companies have reported to have pre-planned volunteering programs 

	Visibility
Eagerness to report about CV outcomes of official resources 
	ü
	ü
	ü
	ü
	û
	ü

	Companies are eager to mention volunteering activities on their official websites and integrated reporting



Overall, analyzed companies, with the sole exception of MMK, exhibit tendencies of perceiving and utilizing corporate volunteering as strategic.MMK, on the other hand, seems to approach corporate volunteering primarily as a means of fulfilling their compliance requirements.
This finding suggests that most companies recognize the value of corporate volunteering beyond simply meeting expectation requirements. By viewing corporate volunteering as a strategic tool, these companies might be able to leverage their volunteer programs to achieve multiple goals, including boosting employee morale and retention, enhancing their brand image, and contributing to the communities in which they operate.
To fully leverage the potential of volunteer programs, companies must approach volunteering with a strategic mindset and a commitment to creating meaningful impact for their employees, communities, and stakeholders. By doing so, they can unlock the full potential of corporate volunteering as a valuable tool for achieving their broader organizational objectives.
Based both on the analysis of international and domestic companies following generalizations of the strategic use of corporate volunteering might be made: 

Generalization of activities in relation to CV in each dimension
	Dimension 
	Activities in relation to CV

	Centrality 
	Social strategy, which includes CV strategy, is embedded in main business strategy, at least in terms of sustainability. Company recognizes importance of maintaining harmony in the region of presence, therefore its programs are tailored to the specifics of the region. 
If there is a possibility, company includes CV into the value chain to support its main business activities (see POSCO example)

	Specificity 
	Company actively engages in the process of measuring, appraising and enhancing employee competences through their participation in CV. Company is able to make necessary adjustments to ensure effectiveness of the CVPs.

	Proactivity 
	Company has set of pre-determined programs and activities with allocated resources and has established necessary connections beforehand to realize these programs. 

	Visibility 
	Company exhibits openness by disclosing CV activities on official sources. Company shares at least number of volunteers, volunteer hour input, list of main activities and outcomes with the public. 



These generalizations might aide companies in creating more strategic approach towards corporate volunteering and help to capture benefits more systematically. 
As discussed previously, Ural Steel is considered to be a city-forming enterprise in a monocity, hence, has a massive duty before the community in which it operates, and is expected to aid in the process of bettering and developing the lives of citizens. Through these initiatives they are also to contribute to resolution of the personnel scarcity issue. Taking this and previously researched information, in the next chapter it will be attempted to develop recommendations, so that Ural Steel can utilize corporate volunteering on a more strategic level and, once again, capture different benefits more systematically.


[bookmark: _Toc136018667]Development of suggestions 
[bookmark: _Toc136018668][image: ]SDG compass with focus on corporate volunteering
Connections between different elements of the tools and input from other parts of the research. Made by the author 
UN SDG compass in the scope of this research is used as a convenient framework for presenting key elements of proposed recommendations. As presented on the scheme above, each step of the SDG compass encompasses the outcomes of the previous steps of this research. It also allows to expand on certain examples. 
[bookmark: _Toc136018669]Understanding SDGs
Most of the Russian companies report that their activities in S (social) dimension were planned based on the national development goals of Russia until 2030 (Указ О Национальных Целях Развития России До 2030 Года, 2020). These goals include: 
· The preservation of the population, the health and well-being of people;
Targets for these goals include sustainable growth of Russian population, increase in proportion of people who engage themselves in sport activities, at least 50% decrease in poverty (compared to 2017 rate).
· Opportunities for self-realization and development of talents; 
Enabling access to high-quality education while implementing an effective framework for identifying, nurturing, and harnessing the innate abilities and talents of children and youth are key imperatives. Furthermore, augmenting research and development capacities, fostering a sense of social responsibility among citizens, and enhancing the popularity of cultural events are integral components of the overarching plan. A strategic objective is to elevate the participation of citizens in voluntary activities or the engagement with voluntary organizations to a target threshold of 15 percent. 
· A comfortable and safe environment for life;
Improvement of living conditions, increasing housing construction, improving urban environment, creation of a sustainable municipal solid waste management, halving emissions of hazardous pollutants, liquidation of the most dangerous objects of accumulated harm to the environment and the ecological improvement of water bodies, including the Volga River, lakes Baikal and Teletskoye is planned. 
· Decent, efficient work and successful entrepreneurship; 
Ensuring sustainable GDP growth, growth of incomes, real growth in exports of non-commodity non-energy goods. 
· Digital transformation; 
Achievement of “digital maturity” of key sectors of the economy and social sphere, growth in the share of households that are provided with the possibility of broadband access to the information and telecommunications network of the Internet. 
At the same time every company has to also align its activities with the development plan of the particular region and city of presence. Based on the Orgenburg region development goals, in 2013 Novotroitsk municipality has accepted its own strategic goals and objectives of development of municipal advancement of Novotroitsk till 2030 (Администрация города Новотроицк, 2013). 
All of the discussed agendas mirror each other in some aspects and pertain to more global United Nations Sustainable Development Goals. These connections are summarised in the following table: 
Connections between different agendas 
	Relevant UN SDG
	Relevant national development goal
	Strategic goals and objectives of development of municipal advancement of Novotroitsk till 2030

	SDG 1: no poverty 
	The preservation of the population, the health and the well-being of people 
	-

	SDG 3: good health and well-being 
	The preservation of the population, the health and the well-being of people
	Creation of necessary conditions for strengthening the health of all segments of the population of the city Novotroitsk; 
Creation of conditions that provide an opportunity for residents of the city to lead an active and healthy life style, systematically engage in physical culture and sports, and gain access to sports infrastructure;

	SDG 4: good quality education 
	Opportunities for self-realization and development of talents
	Creation of conditions and guarantees for the self-realization of young citizens 

	SDG 8: decent work and economic growth 
	Decent, efficient work and successful entrepreneurship
	Formation of high-quality labor -resources and an efficient labor market 

	SDG 11: sustainable cities and communities 
	A comfortable and safe environment for life
	Creation of conditions for provision of comprehensive infrastructure that promotes spiritual and cultural development for all citizens

	SDG 13: climate action
	
	Recultivate disturbed lands, including fixing blown sands; 
To design and improve recreation areas, organize sanitary protection zones; 
Introduction of modern environmental protection technologies in industrial and municipal enterprises; 
Reconstruction and construction of new treatment facilities; 
Compliance with sanitary standards;

	SDG 14: life below water 
	
	

	SDG 15: life on land 
	
	



[bookmark: _Toc136018670]Defining priorities
Not all of these strategic goals can be effectively addressed with the help of the corporate volunteering, therefore, it is imperative to narrow down the scope and focus on the most important aspects. 
From the scope of the observed companies, when it comes to society development, companies range from mentioning and implementing almost all of the SDGs to focusing on more narrow ones. When it comes to corporate volunteering, companies most frequently mention working with SDG 3 (good health and well-being), SDG 4 (good quality and education), SDG 11 (sustainable cities and communities), SDG 14 (life below water; all water bodies located in and near Novotroitsk) and SDG 15 (life on land).  
Apart from the economic development, in social sphere, Novotroitsk administration highlights the importance of the implementation of a social policy aimed at ensuring social guarantees in the field of education, healthcare, social protection of low-income segments of the population, functioning and development of municipal institutions, promotion of housing construction.
All of these SDGs, discussed above, are consistent with strategic goals and objectives of development of municipal advancement of Novotroitsk till 2030. Therefore, they can be considered as of high priority for the company in terms of corporate volunteering output. 
[bookmark: _Toc136018671]Goals and KPIs  
Keeping goals SMART helps companies to improve their goal-setting process, enhance accountability and increase the likelihood of achieving desired outcomes. Following table provides examples of short-termed smart goals and relevant KPIs for the company’s most popular CVP direction – eco-volunteering: 
Example of SMART goals and relevant KPIs
	Goal
	KPIs

	Plant 100 trees in local communities within 7 months (consistent with UN SDG 15)
	· Number of trees planted (real vs planned);
· Number of trees planted per month;
· Survival rate of trees planted;
· Cost per tree planted;
· Number of volunteers participated (overall, for each planting activity);
· Community engagement rate (level of awareness, support and participation rate);
· Produced partnerships (quantity, tangible input from the other parties, sustainability of the created partnership);

	Collect and dispose urban trash through monthly street clean-ups from the period of 6 months, starting from May 2023 till October 2023 (consistent with UN SDG 11) 
	· The weight of the trash collected; 
· Types and quantities of the litter collected;
· Volunteer participation rate; 
· Frequency of the clean-up events (minimum is once per months);
· Community engagement (level of awareness, level of appreciations (e.g., positive comments on social media), support and participation rate); 


The example presented above allows to conveniently track the progress of certain long-lasting programs, but can be also tailored to short programs too. This can help to ease the internal reporting process and subsequently measure the outcomes of social initiatives of the company. 
Achievement of said goals and KPIs depends on the proper management structure and supervision. Given the different nature of the CVPs’ outputs, having multifunctional body that would be responsible for the implementation of the projects is quite important. Expanding on the previous structure that oversaw the CV activities, following multilevel framework is proposed.
In this structure managing company is responsible for making strategic decisions regarding corporate volunteering, in which it decides main directions of the programs, the sum of the budget allocated, and other major decisions. These decisions are then passed on to the two-level cross-functional team, in which employees from HR department, Social Programs department and PR departments are responsible for the primary activities. Their duties include main expert support, tailoring of programs to the local context and performance measurement. To be exact: 
· HR: responsible for the aspects concerning the corporate volunteers: motivation, attraction, retention, training, assessment and development. 
· PR: Provides informational support and is responsible for the promotion of the corporate volunteering programs.
· Social Programs: tailoring corporate volunteering programs to the specifics of the region, coordinating programs and identifying new opportunities for volunteering.
[image: ]Second level of the cross-functional team includes technical support that is required for the implementation of the CVPs and mainly includes IT department. Managing of the program is concentrated in hands of coordinators that are responsible for their teams and act as ambassadors of the movement while also collecting necessary feedback, each team has its own direction (ecology, helping seniors, helping children and so on).  During the interview (refer to Appendix B), it was inferred that including HR department into the management of CV in Russia, unfortunately is not very common; achievement of cross-functionality is, also, on rather low level.
Structure of corporate volunteering. Made by the author. 

Presence of three departments that are responsible for the provision of the main activities allows to measure the impact of the CV more comprehensively: impact on workers, impact on societies and impact on the public image of the company. 
[image: ]Structure of the performance measurement system. Made by the author
Development of soft skills
According to Dempsey-Brench and Shantz (2021) corporate volunteers are much more likely to develop leadership, management, teamwork, presentation and communication skills while performing volunteering activities. Hence, the outcomes of corporate volunteering in terms of development of workers’ capabilities call for the assessment of the soft skills. Unlike hard skills, soft skills are much more tacit in their nature which makes them harder to assess objectively. Most of the models aimed at the assessment of the soft skills and described in the academic literature are reliant on the self-evaluation, supervisor observation, and, sometimes, evaluation tests, if said development tool is placed in the context of a specific course. 
Since corporate volunteering does not entail any specific courses that explicitly develop soft skills, it is proposed to utilize the methodology proposed by VHSM – MOOSA (model of soft skills assessment) (Valorize High Skilled Migrants, 2014). MOOSA helps to assess the level of 12 main soft skills (adaptability and flexibility, motivation, managing responsibility, time management, communication skills, team working, conflict management, service skills, decision making, problem solving, creativity and innovation, critical and structured thinking). This tool was developed by VHSM for migrants; therefore, some steps and narratives can be not suited for regular workers, but, MOOSA is “general” in its nature, and, besides few points that could be easily tailored to the organizational context, can be utilized on regular workers. Main portion of the model (identification and assessment) encompasses such tools as: 
· Self-evaluation;
· Situational Judgment Test;
· Evidence Gathering (soft skills storytelling and direct evidence gathering);
Such an assessment can be made once a year to track the dynamics. It is also proposed to utilize questionnaires to determine overall level of satisfaction of employees, their perceived productivity, to trace significates such as happiness index, net promoter score and so on. The outcome of this research might be counseling session with HR specialists about personal growth of a corporate volunteer and personal development plan. 
Measurement of the effectiveness of the PR campaigns 
Out of numerous models used to evaluate PR outcomes, pyramidal ones are the most popular. Out of pyramidal models, the model proposed by Macnamara (1992) is believed to be the most practical (Белоусов, 2009). So, it advised to use this particular model to assess the effectiveness of the corporate volunteering public relations campaigns. Information from the measurement can be input to the measurement of the effectiveness of the CVPs.
[image: ]
Evaluation of Public Relations Program. Source: Macnamara (1992)
Measurement of the effectiveness of the CVPs 
Each CVP can be tentatively compared to the functions which are executed by NCOs to some extent. Therefore, it might be effective to utilize Theory of Change tool to track the progress of different initiatives, as well as impact on different stakeholders that take part in said initiatives. Second part of the Theory of Change tool requires the development of different indicators, that could be used to measure the effectiveness of different programs and assess their socio-economic impact.
[bookmark: _Toc136018672]Integration
It is important for volunteers to understand how their actions can contribute to the major strategic goals of the city and the world. Sustainability should be present in the mission, main goals of the corporate volunteering strategy of the company. 
Currently, the rebranded mission statement of the corporate volunteering program goes as follows: 
We invest in social transformations and unite caring people who strive to develop and create comfortable living conditions. All our projects are aimed at ensuring that the residents of Novotroitsk receive equal opportunities to implement their initiatives and talents. 
While it is a quite strong mission statement, it lacks the upper-mentioned and UN-endorsed sustainability component. The revised mission statement could be as follows: 
Ural Steel corporate volunteering programs are devoted to coalescing caring people who wish to flourish and create enjoyable living conditions in the city of labor glory – Novotroitsk. We make sure that all of our projects are proclaiming sustainable development and are aimed at cultivating environmental, social, economic sustainability. We strive to initiating equal opportunities for inhabitants of Novotroitsk to put into action their ambitions and talents, at the same time attempting to solve acute city problems, promoting community resilience, and coordinating efforts of our company with national development goals. We believe that together we will be able to build a better future for the community we serve.
Partnerships are reported to be of high importance when addressing sustainability issues (GRI et al., n.d.). 
[image: ]
Extended model of interaction within the CVPs. Made by the author
Corporate volunteering by its nature entails various degrees of multistakeholder partnerships, since corporate volunteering activities have their own beneficiaries. Earlier in the work the simplest model of interaction was discussed, with proper stakeholder connections it might be greatly extended. Engagement of vaster number of shareholders allows to spread the intended message of the company more effectively and involve more participants, thus slightly accelerating the process of achieving UN SDGs. Creating effective cooperation also ensures vaster pool of resources, fresh ideas and learning possibilities that come from external expertise. 
Ural Steel has already expressed their intentions of working with the municipality to create a Novotroitsk development agency. 
As discussed previously, there is an enterprise called Akkerman located in Novotrisk which apart from producing cement also produces steel scrap and fractioned slag crashed stone from steel slag. 
[image: ]Typical slag production on the modern steel plant. Source : https://shorturl.at/bdfmn 
Steel slag is one of the by-products of steel production process which happens in the moment of division of the molten steel from the impurities. Current management options include recycling and disposal to landfills which can be highly hazardous. While recycling can take many forms one of the more popular ways to recycle it is to create slag crashed stone. 
The conditions of the middle strip and south of Russia allow the use of slag crushed stone for all types of construction work: construction of roads, pouring of load-bearing elements of buildings, pouring foundations, creation of concrete mixtures, production of small architectural forms (urns, benches, fences) (ТЭМП, n.d.). 
Possible involvement of volunteers and theory of change
· Usage of steel slag 
As discussed previously, slag crashed stone can be used to create small architectural forms like urns, benches and fences which can be used in the parks or any other establishments of that kind. Steel slag is the by-product for Ural Steel and can be supplied to Akkerman for the creation of the slag crushed stone within the boundaries of a collaborative project between the companies and municipality. Further volunteers of the companies might be gathered to decorate the produced architectural forms (assuming that they will be produced by the third party) into more colorful pieces to improve the outlook of the city, and, after delivered and installed by volunteers. To accommodate awareness spreading in course of PR campaigns, during the “tourist trips” to the factory, guides can make more emphasis on the production process and management of byproducts and their useful upcycling. 
As the result, Ural Steel will have a more responsible way to manage the waste produced during the production of steel by engaging its workers into the meaningful work and creating a public good for the community. Improvement of the company image and overall awareness of the population about the sustainability issues is expected as the outcome of the whole program. The outlook of the city will also improve. 
Example of theory of change for a certain project
	Beneficiaries – local communities

	Inputs
	Activities
	Outputs
	Outcomes 
	Impact

	· Human capital (primarily volunteers) 
· Steel slag and slag crashed stone produced
· Financial capital (resources needed to produce the small architectural forms, and so on) 
· Cooperation agreement for the joint project
· Equipment and tools needed for dissemination  
	· Negotiate and establish contracts with other parties to the joint project
· Recruit volunteers and provide training on how to participate in the whole process 
· Deliver small architectural forms to the needed places and decorate them with the participation of the volunteers 
· Communication campaigns are upheld 
	· Small architectural forms produced in a sustainable way and are installed 
· Information about sustainable resource management and construction is spread 
	· Improved access to the urns and benches
· Increased awareness and understanding of the sustainable construction 

	Improved image of the city 

	Possible Indicators

	· Number of volunteers 
· Volume of steel slag utilized
· Financial investments (rubble value) 
· PR costs (rubble value)
· Inventory (unit measurement)
	· Number of communication campaigns 
· Number of volunteers recruited and trained 
· Number of architectural forms created and delivered
· Number of active parties involved
	· Number of architectural forms created and delivered 
· Number of interactions on social media posts, number of mentions on news 
· Number of “tourists” that received the information 

	· Availability of architectural forms (for example, urns) within a certain radius 
· Questionnaire outcomes inspecting the level of awareness 
	Survey about overall satisfaction level of citizens associated with the installment of said forms



Proposed indicators should be later tailored according to the expectations of the company and be more precise using SMART methodology as presented in the previous section. 
Assessing how well has the program achieved its goals is hard, especially when the goals are to “spread awareness” and so on. As it can be traced from this example, theory of change can use the input from the PR campaigns effectiveness measurement to determine the successfulness of some project in course of social investments. This can help to get a more comprehensive assessment. 
[bookmark: _Toc136018673]Reporting 
Companies are highly encouraged to publish non-financial reporting to promote transparency not only within their companies but also within the industry. It is crucial that businesses employ globally accepted standards for sustainability reporting, whether the extensive standards provided by GRI or issue-level reporting tools like CDP and others. Overall, non-financial reporting must comply with broad GRI standards which include: focus on stakeholders, sustainability context, completeness, materiality, balance, comparability, accuracy, timeliness, clarity and reliability. 
Unfortunately, as of now, corporate volunteering is not extensively covered by international non-financial reporting guidelines. Hence, companies should exercise their own discretion. It is advised to at least report on: 
· Number of employees; 
· Employee-hour input; 
· Main directions of CVPs; 
· Main CVPs; 
· Outcomes of CVPs; 
[image: ]When company shares their volunteering activities on social media, it is better to use a unified hashtag to make information more accessible. It is also advised to create a special column in company’s newspaper “Metallurg” to share volunteering stories. Social media posts about corporate volunteering might also be stylized to easily discern them among other posts.
Example of social media post. Made by the author
When it comes to the alignment, it is highly important to mention which UN SDG is being tackled, through which activities, what goals were created and what accomplishments were made. 
[bookmark: _Toc136018674]Summary of recommendations 
Following list is the summary of main points of recommendations: 
Focus on working with: 
· SDG 3 – good health and well-being;
· SDG 4 – quality education;
· SDG 11 – sustainable cities and communities;
· SDG 14 – life below water (all water bodies located in and near Novotroitsk);
· SDG 15 – life on land;

Align initiatives with local goals of development.
Set SMART goals to track the successfulness of the projects.
Employ multilevel managerial structure containing a 2-level cross-functional team, the first level of which is responsible for the main expert support, while second level (IT) takes upon technical support.
Introduce cross-functional performance measurement system based on such tools as: revised MOOSA, Macnamara (1992) model and Theory of Change to assess the impact and effectiveness of corporate volunteering programs. 
Strive for cooperative projects by engaging companies present in the region.
Be open about corporate volunteering, make it visible in official reporting. Report on: 
· Number of employees;
· Employee hour input; 
· Main directions;
· Main CVPs;
· Outcomes of the volunteering activities;
Flag social media content appropriately for better navigation. Dedicate a column to CV in “Metallurg” newspaper.
Based on these recommendations, it was attempted to construct a CV strategy project for the company
[bookmark: _Toc136018675]CV strategy project
1. Mission statement and purpose 
a. Mission 
Ural Steel corporate volunteering programs are devoted to coalescing caring people who wish to flourish and create enjoyable living conditions in the city of labor glory – Novotroitsk. We make sure that all of our projects are proclaiming sustainable development and are aimed at cultivating environmental, social, economic sustainability. We strive to initiating equal opportunities for inhabitants of Novotroitsk to put into action their ambitions and talents, at the same time attempting to solve acute city problems, promoting community resilience, and coordinating efforts of our company with national development goals. We believe that together we will be able to build a better future for the community we serve.
b. Connection 
Ural Steel recognizes the importance of corporate volunteering in course of its corporate social responsibility activities. Company wants to exhibit good corporate citizenship behavior to comply with the expectation of the broad plethora of stakeholders, and to promote sustainable existence of the environment and development of the adjacent communities. This will ensure prosperity and sustainability of Ural Steel as one of the biggest steel producers in Russia. 
2. Principles
· Voluntariness 
Company does not pursue the goal to forcefully (directly or indirectly) covet employees in corporate volunteering activities. We respect the freedom of choice of our workers, every member of volunteering group participates in them due to their own choice. Coercion is not tolerated. 
· Openness 
Company communicates clearly goals, objectives and activities of each volunteer program to all employees. Company is transparent about its volunteering activities to all employees, stakeholders and general public. 
· Cooperation 
Company is always open for cooperation between different actors and strives to create these connections to create social good for vaster scope of stakeholders.
· Professionalism
Volunteers of the company exhibit high level of responsibility and commitment to volunteering activities that they are participating in. Volunteers recognize that they are the face of the company and their actions communicate the interest of the company to the larger public. Corporate volunteers of Ural Steel exhibit professional and courteous attitude to all parties to corporate volunteering program, including beneficiaries and partners.
· Gratuitousness  
Volunteers of the company are not compensated in monetary terms. Nonetheless, their efforts are appreciated by the company; volunteers can be subject to only non-financial rewarding.
3. Objectives 
· Creation and development of the efficient volunteer support system; 
· Construction of the non-financial motivation system;
· Development of the volunteer competences; 
· Executing performance measurement activities;
· Promotion of the corporate volunteering and encouragement to participate in them; 
· Creation of the inclusive and safe volunteering culture; 
· Inclusion of vaster scope of stakeholders;
4. Priority directions 
Ural Steel recognizes following directions as of highest priority:
· Good health and well-being;
Bettering health, as well as physical and emotional well-being of the communities that the company serves for. 
· Ecology; 
Ensuring clean environment within and around the city on land and in water, engaging in landscaping activities, overall providing services to enrich the outlook of the city of presence
· Social work;
Providing help to vulnerable layers of population: children, seniors, veterans, people with disabilities etc. 
All priority directions are consistent with the goals of the development of Novotroitsk as well as global UN SDGs: SDG 3 – good health and well-being; SDG 4 – quality education; SDG 11 – sustainable cities and communities; SDG 14 – life below water (all water bodies located in and near Novotroitsk); SDG 15 – life on land.
5. Roles and responsibilities 
The role of managing company in execution of corporate volunteering lies in provision of strategic objectives and major directions for corporate volunteering programs that are connected with the mission and vision of the company and are contingent with the national development goals. 
Central attention is put on the cross-functional team which is responsible for the main expert support of corporate volunteering. Cross functional team consists of two levels: primary activities and supporting activities. The level of primary activities involves workers from 3 disparate departments: 
· Human Resources department
Specialists from HR department are responsible for the development of the: motivation programs, employee attraction programs, volunteer retention programs, management of the training sessions (if required). Additionally, HR department is tasked to assess the impact of the volunteering programs on employees-participants. 
· Public Relations department
Specialists from PR department are responsible for the provision of the informational support and for the promotion and communication of the corporate volunteering programs to different stakeholders. They make sure that the intentions and outcomes of the actions have been delivered to stakeholders clearly.
· Social Programs department
Employees of the social questions department are tasked to tailor broad programs into the specifics of the region, coordinating programs and defining new, local opportunities and communicating these opportunities to interested volunteers. 

Second level encompasses IT division which is responsible for the provision of all the necessary technical help required to support corporate volunteering. 
Coordinators are the most active participants of each direction (team) and they pose as the face/ambassadors of said teams. Their responsibilities include: supervision of the teams, ensuring the accomplishment of the goal and collecting feedback from the participants. 
Refer to table 1 in appendices for additional information 

6. Performance measurement 
Performance measurement system is comprised of three parts, one for each department that is part of the primary activities in a cross-functional team. 
· HR
To assess the development of the soft skills of employees as a result of participation in volunteering activities MOOSA (model of soft skills assessment) is used. It helps to identify and track the advancement of 12 core soft skills. Assessment is realized once a year.  
Additionally, questionnaires are used to gather feedback on the topic of the overall level of satisfaction, perceived productivity, NPS, happiness level. HR specialists hold counselling sessions as the outcome of this assessment further plan of development.
· PR
To assess the effectiveness of PR campaigns Macnamara (1992) “Evaluation of Public Relations Programme” is used. 
· Social questions
For each long-term project in the domain of CVP theory of change framework is constructed through which the progress of the program and impact on different stakeholders is tracked and assessed. To track the progress using indicators, SMART goals are utilized 
Refer to table 2 in appendices for additional information 
7. Communication 
Data on the results of employee volunteering is published in the non-financial reporting and social media of the company. Information must include: 
· Number of employees; 
· Employee-hour input; 
· Main directions; 
· Main programs; 
· Outcomes; 
Official website of the company contains information about corporate volunteering opportunities.  
Each social media post is accompanied by specific hashtag to flag corporate volunteering activity. Company dedicates special column in “Metallurg” newspaper to corporate volunteering of the company.















Appendix 
	Table 1. Roles and responsibilities 

	Functional unit 
	Responsibilities

	Managing company
	Provision of strategic objectives and directions for corporate volunteering programs 

	Cross functional team
	Responsible for the main expert support of corporate volunteering programs 

	First level
	HR
	Responsible for the aspects concerning the corporate volunteers: motivation, attraction, retention, training, assessment and development 

	
	PR
	Provides informational support and is responsible for the promotion of corporate volunteering programs

	
	Social
Programs
	Tailoring corporate volunteering programs to the specifics of the region, coordinating programs and identifying new opportunities for volunteering 

	Second level
	IT
	Provides all the necessary technical help required for the realization of corporate volunteering programs 

	Coordinators
	Supervise the team, ambassadors of the movement, collect feedback 



	Table 2. Performance measurement 

	Functional unit 
	Tools utilized 
	Expected outcomes

	HR
	MOOSA model, questionnaires 
	Impact of the volunteering on corporate volunteers 

	PR
	Macnamara (1992) model, questionnaires
	Impact of the PR program on the broad scope of stakeholders 

	Social Programs
	Theory of Change, questionnaires 
	Impact of the volunteer work on the beneficiaries 



(*) these are the appendices for the strategy project and not for the thesis work. 
[bookmark: _Toc136018676]Conclusion
More and more stakeholders demand from businesses to exhibit good corporate citizenship. One of the ways to communicate this stance of the business is corporate volunteering, in which businesses support their employees’ volunteering. Corporate volunteering can be a functional tool of CSR and/or CP strategy, or can be regarded as its stand-alone strategy which is aligned with other strategies in the company and main business strategic vision. 
This paper was dedicated to the creation of the set of recommendations aimed at the amelioration of the corporate volunteering strategy of Ural Steel. Ural Steel was recently sold to ZTZ and is trying to restart its corporate volunteering programs. Being city-forming enterprise, Ural Steel has a historic social duty before the society of the city in each it operates. Lack of managerial practices governing the process of corporate volunteering bars the company from effectively contributing to the development of lives of citizens of Novotroitsk. Understanding this, company strives for changes.
During the stakeholder analysis main affected parties were identified, and their expectations and gains from CV were discussed. Even if main parties involved are employees, company and beneficiary communities, there are possibilities to extend it on vertical and horizontal level.
Unsurprisingly, it turned out that both domestic and international companies in steel industry most frequently participate in eco activities in terms of their CVPs, followed by other rather popular streams such as help to children, seniors and people with disabilities. Nonetheless, programs are context specific and, in companies that report about them, were created according to the geographical and cultural peculiarities of the region of presence. Unfortunately, only minor share of WSA members report on volunteering activities of their employees on official sources, signaling lack of definite and unite reporting requirements. This finding also might suggest that most of the companies might regard corporate volunteering as an unimportant tool. 
Burke and Logsdon (1996) model of SCSR was chosen to identify how strategic is the implementation of the corporate volunteering endorsed by set of Russian companies in steel producing field, who are assumed to be relatively developed in the social dimension. Overall, analyzed companies, with the sole exception of MMK, exhibit tendencies of perceiving and utilizing corporate volunteering as strategic. This finding suggests that most companies recognize the value of corporate volunteering beyond simply meeting expectation requirements. On the basis of this research some generalizations were made pertaining to each of the four selected dimensions of the model, which further were used to create recommendations for the company. 
UN SDG compass allowed to compile research data into a convenient representative framework to develop recommendations which mainly encompass following points: 
Focus on working with: SDG 3 – good health and well-being; SDG 4 – quality education; SDG 11 – sustainable cities and communities; SDG 14 – life below water (all water bodies located in and near Novotroitsk); SDG 15 – life on land;
Align initiatives with local goals of development.
Set SMART goals to track the successfulness of the projects.
Employ multilevel managerial structure containing a 2-level cross-functional team, the first level of which is responsible for the main expert support, while second level (IT) takes upon technical support.
Introduce cross-functional performance measurement system based on such tools as: revised MOOSA, Macnamara (1992) model and Theory of Change to assess the impact and effectiveness of corporate volunteering programs. 
Strive for cooperative projects by engaging companies present in the region.
Be open about corporate volunteering, make it visible in official reporting. Report on: 
· Number of employees;
· Employee hour input; 
· Main directions;
· Main CVPs;
· Outcomes of the volunteering activities;
Flag social media content appropriately for better navigation. Dedicate a column to CV in “Metallurg” newspaper.
Based on these recommendations, it was attempted to construct the draft project of the CV strategy for the company that is including mission, objectives, principles, roles, performance measurement and reporting suggestions. It is believed that this work can help Ural Steel to bring their corporate volunteering initiatives to a new level and make contribution to making this world a better place.
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Appendix A. Interview transcript with Ural Steel company representative, head of the sustainability department - V.Y.K 
· What are the corporate volunteering related practices in Ural Steel? 
Ural Steel is 70 years old and there exist soviet traditions of the chief’s aid, sponsorship, so called “gentleman’s set” and grants. There are also leftovers of the Metalloinvest programs. As I have asked my acquaintances from Metalloinvest, they did not really invest into Ural Steel, as it is not their main asset, their main assets are mining and processing plants, Ural Steel, in this regard can be much described as an “unloved child”. 
· I have listened to your interview with Julia Mazanova that took place in 2018 concerning the system of interactions. She was talking about the decentralized system of decision making. Do you want to change this system? 
I find this story (approach) correct, but at the same time, managing company should still participate on macro level by defining the priority directions, discerning major trends and help with their implementation. For example, managing company would not want to solve the questions concerning which color to pick to paint the fence, but, yeah, macro level decisions should be made by the managing company. 
Right now, we have a clear position of the shareholder: we have to develop Novotroitsk, we must do everything to make it attractive for people. Volunteers must become the pioneers/ambassadors of our social strategy. Consequently, researches on people’s needs must take place, and we are aiming to use the framework developed by Rusal. 
It is very important to understand what people actually want. There is an example of city Vyksa, where OMK is located, and in this city, company hosted an event – “Act of kindness” the focus of which was on contemporary art. Local citizens did not really understand it. Now it is called “Vyksa Fest” and company drifted away from contemporary art and included topics that are more relatable to Vyksa citizens. 
· As I understood, you (V.Y is newly appointed head) have already had the opportunity to assess the situation. In your point of view, what are some obvious drawbacks of the current system?
I would say that it is certainly lack of managerial practices. Everything is done by request, a practice that we have seen in Russia a decade ago. Lack of official documents and policies. 
· Who is responsible for corporate volunteering in Ural Steel? 
Normally, it is the duty of the Social Programs department head. 
· Are there any other departments that are involved in the management of the corporate volunteering?
Other than Social Programs department, PR department aids in the process.
· Does Ural Steel have mentorship program identical to one utilized in Metalloinvest? 
During our initial investigation, we did not find any traces of a similar initiatives. All I can say is that there are some active people in each direction who mostly do all the work necessary to execute corporate volunteering.
· Do you collect any information/feedback after the realization of the corporate volunteering programs? 
No, we do not. It is rather hard to do. It is easier for us two to dwell upon these questions utilizing technology to communicate right in this moment. Most of the workers do not have the access to the computers at the working place, only at home. That is a completely different situation.
· If we are talking about restart of the program, would I be allowed to hold a questionnaire or interview with some volunteers to know their motivation, struggle points, dislikes and so on?
I do not think that asking about the current situation will help, we have to approach people with established suggestions. Well, you know what we can do? Right now, we are working on the population survey with WCIOM, we could add 1-2 questions related to volunteering. 
(*) Remark: the author of this thesis has proposed 3 questions to include (16.03.2023), nonetheless, survey did not start yet (21.05.2023). Author hopes, that questions will have the opportunity to be included into the survey and help the company to further develop their corporate volunteering programs.
· Is Ural Steel planning to introduce some non-financial reporting? 
Right now, it is a problem. Shareholder does not understand the benefits of introducing non-financial reporting because they are not traded on stock exchange, and current political situation does not allow to be overly visible. Nevertheless, I am planning to introduce non-financial reporting next year.
· Does the strategy of the company at the moment include corporate volunteering as one of its strategic tools? 
Not quite. But we have certain objectives concerning the city development.

Appendix B. Interview transcript with Metalloinvest company representative – head of the sustainable development department – A.S
· Could you talk what corporate volunteering means to Metalloinvest? 
When we first started the program, it was more of a trend. Well, every respectable company had to have its volunteering movement. It is understandable that the social activity of the company has been developing for many years now, about 15. We wanted to find a new way to engage our employees. My task was to change the format. While things like cleaning days were always there, we wanted to create an environment that would allow volunteers to express themselves, fulfill their needs, make their own decisions, and manage themselves, since volunteering is a very serious activity. 
I have been doing volunteering for a very long time, and there have been some developments like pro-bono, more systematic interactions with NCOs. That is great, but to be honest, for volunteers to engage, activities should be understandable and close to them. To engage people to work with natural sanctuaries, we had to ask the representatives to visit the company during the strategic sessions, for volunteers to get acquainted with the opportunities. So, all the stories about starting from big and cool projects, unfortunately do not work out quite well as intended, since volunteers have to relive these “stories”. 
In the beginning you asked about the place, and I’ve said about trends. Now, last 5 years we are actively attempting to develop corporate culture, we have created corporate values and indicators concerning these values. For us, volunteers are a testing material, since they are leaders, ambassadors, they provide feedback, participate in focus groups. 
· I saw on your VK page system of interactions, which had a coordinator on the top followed by a technical support. What does this group of people do? Are they representing a cross-functional team? 
No, there are no people from other departments, we have a coordinator and communications, it is a separate person and after there is mentoring structure with mentors who are just active participants. Before, we did not have this structure, we only had 1 coordinator and 1 communications person, now it is harder, but it resembles self-governing structure even more. They have their own modest budget. But I must stress that people must feel that it is their “business” (= activity that they are interested in) while it is much prettier to organize everything, more people are engaged but it does not become constant, we strive to create a safe space for communications. We have experiences when volunteers opened their own NCOs, became local regulations officials, so it is safe to say that they have the ability to “show themselves” while being on volunteering duty. I cannot say that HR interact with us a lot, and generally, CV is not a cross-functional tool yet but we are trying very hard.
· If there are no cross-functional groups, I wanted to know, how you realize the process of the effectiveness measurement?
Very hard question. Well, we have our scorecard with the help of which we are able to make an assessment at the end of the year, and they include: number of volunteers, volunteer reviews, number of beneficiaries, what is the gain in the number of volunteers. Meaning that we have a scorecard, but unfortunately it is not digitalized yet, we count just by hand, that is a complicated way of doing things, but we will grow to that point. 
· If we talk about corporate volunteering in the system of social investments, do you, perhaps have ways to distinguish the impact of corporate volunteering? Or to count financial return? 
Well, we have social investment program which each year allocates 5.3- 5.5 bln rubles to the development of the cities. We have different directions and try to include volunteers into these directions. Saying that there is an impact from volunteer initiatives, we do not think so, because at the moment we do not have any appropriate metrics. For programs yes, but, generally, saying that volunteers have changed the life in the city, we have no evidence. This year, we are planning to actively engage in the development of this [impact measurement]. On the example of separate cases, it is much easier to trace it, for example, in Zheleznogorsk our people make ramps for people with disabilities. Government has no possibility to provide such services, our people, together with students create these ramps. 
About engagement. One of the objectives of our social investment programs is to nurture self-organized teams that are able to find problems and try to find ways to solve these problems. 
The problem is that all those measurements are very pricy, especially those ones of high quality connected to the impacts and metrics. That is why now, we are trying to cooperate with other companies to at least create together some methodologies. 
· You talked about volunteers having freedom, how does the company regulate it? 
In volunteering there is an issue of balance between freedom and regulation. Every year, on strategic sessions everyone has the opportunity to bring their own suggestions, and then they are knitted into the plant of actions, another story is the cases that emerge outside of these sessions, In the company we also have passion to codify and regulate everything, but to be honest volunteers most of the time do not care about these charters and policies. 
·  Concerning the fee time of volunteers, international experience says that volunteers have “paid-days-off” which they can spend on volunteering. How realistic is this scenario in Russia?  
Some international companies used to have this practice in Russia, for example, Deloitte. Concerning the Russian companies, I do not know any examples. For Metalloinvest it does not work out since many workers are on the schedule and directors of the factories do not really welcome these ideas. It is more of a HR duty to plan these things, and in Russia at least, volunteering is not an HR story, more of a PR and GR or Social departments. 
We are working on showing HR department the outcomes of corporate volunteering (motivation, productivity). These [paid-days-off] are aimed at attracting massive amount of people, since it is granted for everyone, for regulars that do it [volunteering] in their free time, these days will not make a weather. But this creates culture for companies. Nonetheless, we did not formalize this problem with HRs yet. We have identified a new problem this year – bullying. Volunteers are bullied by the middle management; imagine an active volunteer that is recognized by top managers but is bullied by their immediate supervisor as if “they need it more than everyone”. We think that this systemic HR mechanism would formalize the process and create a status. 
· How do you see development of corporate volunteering in near future? Will you be closer to some international practices or go your own way? 
Well, I am for the development of communities, even these days off they are very engaging, but they do not create communities. We want to develop the competences of these people, so that they become an asset in respective cities. 
Well, it also depends on a company. If you have a big company that is operating in 80 regions, you won’t be able to create these communities, you would need an additional army to support them. It also depends on the format of the business, I do not think that days off is about metallurgy filed, and for example, downshifting, in my opinion would never be popular in Russia, since the moment you leave the Moscow, there are myriad of problems to solve. 
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