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[bookmark: _Toc483859341]INTRODUCTION 
The field of Corporate Social Responsibly has developed significantly in the last three decades with the raise of interest to environmental and social issues and the realization that the companies need to take a part of this responsibility.
There were several great attempts to create a “portfolio” system, explaining the gradation of company’s involvement to solve societal or environmental problems.
Nevertheless, none of all those great works examined how and which CSR actions the company needs to implement in order to create a balanced “portfolio”. In other words, is there any difference in implementing one strategy or another? Does the coherence of all the actions show sufficient difference in the results? How to manage the “portfolio” properly and why other companies should implement the concept in their routine.
The main goal of this Master thesis is to formulate the recommendations on the improvement of Corporate Social Performance “portfolio” in strategic terms on the Russian market.
The actuality can be defined in broad and narrow terms. In broad meaning, after crisis of 2008, there is a worldwide tendency of reframing Corporate Social Performance “portfolio” in terms of strategy. The companies has started to realize that pure philanthropy does not fulfill company’s strategic needs, so frameworks and practices of “portfolio” enhancement have started to become more spread. In narrow terms, the field of telecommunication has a strong position of the future development worldwide and in Russian Federation. This work is aimed to help directing companies towards strategic view of CSR, taking into account Russian peculiarities.
As for research gap, most of the previous works in the CSR sector are dealing with oil and gas or heavy industries that are active with CSR activities because they want to balance their “harm” to the nature and society by socially beneficial projects. There are limited research papers about the “portfolio” development, especially in the field of telecommunications with account of Russian specificity.
The purpose of my research is to identify the pattern of “portfolio” formation on the case of the leading mobile operators in Russian market.
Research questions: 
1) To study modern tendencies of CSP “portfolio” development in terms of development of «portfolio» composition;
2) To discover companies’ motivation for value creation and their transition way from pure philanthropy to support of responsible innovation;
3) To analyze peculiarities of CSP “portfolio” management in this field: who does the strategic planning and how it is organized.





[bookmark: _Toc483859342]CHAPTER I. LITERATURE REVIEW 
[bookmark: _Toc483859343]1.1. Defining Corporate Social Responsibility
[bookmark: _Toc483859344]History of CSR Concepts’ Development
Social Responsibility as a field has been developing for more than 60 years. People have started to realize the importance of doing activities for others. As the involvement with social responsibility grows within the society, businesses get affected too. In fact, business owners start to realize how they can strengthen their company by contributing to a society at the same time.   
A. Caroll believes that CSR activities has been ongoing since 1954 (Carroll A. , 1999), and yet there is still no clear definition of this term.
The term “responsibility” has its roots back to 1977 with Sullivan principles as the first social responsibility code, followed by emerging standardizations, such as SA 8000 in 1997, ISO 26000 in 2010, etc.
As for “sustainability”, the first actions take place in the late 19th century with air pollution regulation in United Kingdom and land conservation in the United States of America. The first clear definition of “sustainable development” was given by Harlem Brundtland in his report “Our common future” in 1987, which was followed by many principles that led to creating standards like ISO 14001 in 1996.
The decade of 1970-1980’s was exceptionally “marked a significant growth in attempts to formalize, or more accurately, state what CSR means” (Carroll A. , 1999). Ever since then many theories were developed, most of which use the same terms but different meanings. More than 40 years ago, Votaw said what is still actual today: “Corporate social responsibility means something, but not always the same thing to everybody. To some it conveys the idea of legal responsibility or liability; to others, it means socially responsible behavior in the ethical sense. To still others, the meaning transmitted is that of ‘responsible for’ in a causal mode; many simply equate it with a charitable contribution. Some take it to mean socially conscious; many of those who embrace it most fervently see it as a mere synonym for legitimacy in the context of belonging or being proper or valid. A few see a sort of fiduciary duty imposing higher standards of behavior on businessmen than on citizens at large” (Votaw, 1972).
The transformation of understanding the term went from a “concept” by the Commission of the European Community, “definitional construct” (Carroll A. , 1999) to “process” (Thomas, 1980) and “an umbrella term for a variety of theories and practices.” (Blowfield & Frynas, 2005)
All the proposed definitions are united by the same elements: the activities are voluntary, dealing with relationships between business and society, and “involves multiple stakeholders with potentially conflicting interests” (Kakabadse, Rozuel, & Lee-Davies, 2005)
Nowadays, CSR remains as a complex and debatable field due to various personal interests of the sides that assign different meanings and significance to its elements (Garriga & Melé, 2004). In order to set boundaries and explain the different meaning, researches has started developing frameworks. The further discussion led to creation of new areas, such as Corporate Social Performance (Sethi, 1975), and Public Policy (Preston and Post, 1975).
[bookmark: _Toc483859345]Differences among CSR-1, CSR-2, CSR-3, and CSR-4.
In literature, authors often discuss CSR abbreviation types and differences among four of them.
CSR-1 is “Corporate Social Responsibility” itself. According to Frederick, CSR activities are obligations of businesses to work for social improvements. (Frederick, 1994). The opponents argue that obligations are restricted by various factors, such as economic, financial and profit consideration. (Chamberlain, 1974) (Galbraith, 1967).
The main criticisms remain uncertain: 1) “supremely vague” content of CSR1 (Sethi, 1975); 2) the balance between economic and social costs-benefits relationship; 3) moral basis of CSR1 (Frederick, 1994).
CSR-2 is “Corporate Social Responsiveness”, which describes business’ capacity to respond to social needs. Therefore, unlike CSR-1, CSR-2 has a practical approach, focusing on company’s long-term dynamic relationship with society. (Frederick, 1978) (Carroll A. , 1979) (Wartick & Cochran, 1985) (Lotila, 2010). 
The criticisms of the model is the following: 1) does not clarify the meaning of CSR concept or the nature of relationship between business and society; 2) CSR-2 describes a static theory, which does not help to understand changes or needs of the society; 3) it does not contain any theoretical value (Frederick, 1986)
CSR-3 is “Corporate Social Rectitude”, proposed by Frederick, who suggests the concept that that “embedded within humankind are moral meanings and conceptions of what is felt to be ethical” that is aimed to fill the value gap of CSR-1 and CSR-2 (Frederick, 1986, p. 134). He also identifies three value-based drivers for management: utilitarian (economic self-interest of the company); human rights (individual concerns of non-manager stakeholders); and social justice (distributional or societal-level concerns) (Mitnick, 1995). The critics to this model lie in its own sense – values are very subjective and may significantly differ within cultures, groups and countries. 
CSR-4 stands for “Corporate Social Reason”, which is related to the concepts of the Cosmos, Science and Religion. Frederick proposes that everything in the world is a consequence of cosmological processes. In order to make sense out of Cosmos, we need Science to study and Religion helps to find the impulse, which ties back to the Cosmos. (Frederick, 1998)
[bookmark: _Toc483859346]1.2. Frameworks’ Evolution: From CSR to Strategic CSP «PORTFOLIO»
One of the most notable CSR frameworks is Archie B. Carroll’s CSR pyramid, which describes four types of social responsibility: economic, legal, ethical and philanthropic (Carroll A. , 1991). Carroll has tried to answer the question: “How to decide, whether a company is socially responsible?” His model naturally describes what the society is expecting from a responsible company. 
[image: ]
Figure 1. CSR pyramid by Carroll (1991)
D. Wood introduced a reformulated “Corporate Performance” concept in 1991: “a business organization's configuration of principles of social responsibility, processes of social responsiveness, and policies, programs, and observable outcomes as they relate to the firm's societal relationships” (Wood D. , 1991). The author has formulated three principles of social responsibility and explained how and why they motivate people, identified company’s channels of communication, and formulated company’s outputs of environmental interaction. The new CSP model aims to help organizing research and theoretical part of corporate social performance topic. 
Rosabeth Moss Kanter was one of the first who has suggested the term “Social Innovation”. Smart companies “view community needs as opportunities to develop ideas and demonstrate business technologies, to find and serve new markets, and to solve long-standing business problems” (Kanter, 1999).
The term “Bottom of the Pyramid” (BOP) was formulated by C. Prahalad and S. Hart in their article “The Fortune at the Bottom of the Pyramid” in 2002. They proposed a need for “a better approach to help the poor, an approach that involves partnering with them to innovate and achieve sustainable win–win scenarios where the poor are actively engaged and, at the same time, the companies providing products and services to them are profitable” (Prahalad & Hart, 2002).
They have shown the current economic pyramid, emphasizing that around 4 billion people were located at the BOP level, living on less than $2 per day. Authors believe that the only solution to change the situation is “large-scale wide-spread entrepreneurship”. In the article, Prahalad and Hart study the current situation and suggest possible solutions for businesses to change the situation. 
[image: ]
Figure 2. The economic pyramid by Prahalad&Hart (2002)
In 2003, J. Emerson has proposed “Blended Value Proposition” (BVP)  – a proposal to a framework, which measures the success of the companies (profit and non-profit) by studying the ability to generate a mix (blend) of social, environmental, and economic values (Emerson, 2003).
In 2006, Michael Porter and Mark Kramer have published an article, in which they made the first attempt to show how companies can benefit from CSR actions. The authors argue with the stereotype of CSR field being perceived as only a moral imperative. They insist on integration a social perspective into company’s core activities and learn how to implement into strategy and use it for increasing its competitiveness. For a company to become sustainable, it should focus its activities to secure long-term economic performance. The idea of sustainability lies in the combination of economic, social, and environmental company’s performance, which is often referred to Elkington’s “triple bottom line” term. 
All schools of thought “focus on the tension between business and society rather than on their interdependence. […] Internally, CSR practices and initiatives are often isolated from operating units – and even separated from corporate philanthropy. Externally, the company’s social impact becomes diffused among numerous unrelated efforts, each responding to a different stakeholder group or corporate pressure point. The consequence of this fragmentation is a tremendous lost opportunity. The power of corporations to create social benefit is dissipated, and so is the potential of companies to take actions that would support both their communities and their business goals” (Porter & Kramer, 2006).
 Having this misunderstanding, Porter & Kramer introduced the term “shared value” and the concept of Responsive CSR, which includes two types of activities, and Strategic CSR. The first type of responsive CSR is called “Corporate citizenship” and includes any acts of contributions to the society. Effective corporate citizen initiatives does not only enclose financial donations, but also actual participation of company’s employees in a certain community’s problem.
 The second type – migrating the harm from business activities. To start alleviating these issues, companies can start following Global Reporting Initiative (GRI) guidelines and adjust the internal processes. Managers of each business unit should control the effect of unit’s activities at a certain location by using the value chain as a tool. 
The idea of Strategic SCR goes beyond corporate citizenship and migrating harmful impacts, it suggests investing in social aspect to strengthen company’s competiveness. The closer social issue to company’s core business activities, the greater chances to get greater benefits for both – the company and society. 

[image: ]
Figure 3. Corporate Involvement in Society by Porter&Kramer (2006)
In 2009 M. Halme and J. Laurila more clearly defined types of company’s integration of social corporate responsibility actions. They identified three types of concept implementation: Philantrophy, CR Integration and CR Innovation (Halme & Laurila, 2009). Thus, forming Halme and Laurila were the first to introduce the framework of Corporate Social Performance “portfolio” (figure 4).
A firm that conducts the philanthropy CR actions tries to “do good” with the use of corporate resources – donations, sponsorships, encouraging employees to be active volunteers and help the society. These actions are not coherent with the core business of the company and usually take place outside of it, so there are no measurable direct benefits for the company.
Companies with CR Integration actions, on the other hand, see corporate responsibly as the chance to combine their responsibility motives with company’s core operations. In this case, companies are primary concerned with stakeholder responsibility – towards their suppliers, employees and customers. Investments in R&D, increasing product quality, fare wages to employees as well as to top management, provide learning opportunities to increase employees’ skills, etc. In other words, making existing business operations more responsible.

[image: ]
Figure 4.Corporate Social Performance «portfolio» defined by Halme&Laurila (2009), adopted by Blagov Y.
The third element - CR Innovation – is defined as the most beneficial direction of corporate social responsibility for both businesses and society, according to this typology. In this case, a company is aiming to solve social problems with developing new innovative business models and products. It significally differs from philanthropy as CR Innovation is a more serious resolution. When it is a philanthropy, a company usually only donates money for some category in need; in contrary, CR Innovation created a solution  from which not only a society, but also a company itself benefits greatly. A business uses a social problem as a source of innovation and thus, forming a win-win situation for both sides. 
The recent research shows, however, that Russian companies are mostly oriented on developing corporate philanthropy and CR Integration, whenever CR Innovation is still at the colostrum stage (Blagov , Kabalina, Petrova-Savchenko, & Sobolev, 2015). 
The typology, however, does not imply independence of the elements, or the required sequence of model integration into the business, or divide the companies on “leaders” and “followers”. It makes a first attempt to describe a «portfolio» of social investments, the elements of which complement each other and help companies to solve various problems.
	


Figure 5. Comparison of CR types by Halme&Laurila (2009)
	Dimension of action
	Philanthropy
	CR Integration
	CR Innovation

	Relationship to core business
	
Not related to core business
	
Close to core business
	Enlarging core business or developing new  business

	Target of responsibility
	
Extra activities
	Environmental and social aspects of core business
	New product or business model

	Benefit
	
Image and reputation improvements 
	Environmental and social aspects improvements related to core business
	Alleviation of social or environmental problem by creating a new product 

	Example
	
Microsoft’s software donations for charity groups
	
Certifying facilities with e.g. ISO14001
	CEMEX’s new business model: housing for the poor with savings and micro-credit scheme



There was an exceptional peak of topic’s population in 2011, when M. Porter and M. Kramer published their article “Creating Shared Value” in Harvard Business Review. Their concept of “shared value” focuses on tying closer the connection between societal and economic progress by providing key three ways for the companies to create shared value: reconceiving products and markets, redefining productivity in the value chain, enabling local cluster development. 
Authors identify three steps in the model:
1) Reconceiving needs, products, and customers: meeting societal needs through the company’s products; addressing unserved and underserved customers.
2)  Redefining productivity in the value chain: more productive usage of resources, suppliers, logistics, and employees.
3) Improving the local business environment: support communities in which company operates by increasing the level of skills, supplier base and regulatory environment. 
“Every firm should look at decisions and opportunities through the lens of shared value. This will lead to new approaches that generate greater innovation and growth for the companies – and also greater benefits for the society.” (Porter & Kramer, 2011)
Authors comment on the name of the term “Shared Value”: it is not about personal values or sharing something that already exists, it is rather about “expanding the total pool of economic and social value”. They take an example of a fair trade concept – paying more for the crops of the same quality to increase farmers’ part of the revenue. In contrast, shared value idea encourages making changes in order to increase farmer’s efficiency, quality of products and sustainability. So that, in the end, business will buy a better product for higher price. To start creating shared value, a company needs to identify all the social problems and needs they can alleviate with the firm’s products. The needs are constantly changing, so the companies can have a pool of initiatives that can be transformed into new business possibilities. The connection between competitive advantage and social issues is very tight. For example, by investing in a wellness program of the society, the company not only gets happier and healthier employees, but also minimizes losses due to employee absences and lower productivity of the company. 
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Figure 6. Connection between competitive advantages and social issues by Porter&Kramer (2011)

There are a lot of areas where the company can greatly benefit in many ways by investing in the society or local communities, because they are investing in their own employees and wellness of their possible future clients as well. The figure above depicts in which areas the connections between competitive advantage and social issues are the strongest.
In 2014, Wayne Visser and Chad Kymal introduce the concept of “Integrated Value”. They note the development of concepts in CSR field and consider Integrated Value Creation (IVC) as the next step of evolvement. Authors underline the problem of many guidelines that companies need to follow in order to be sustainable and follow SV direction. They marked the fact that various guidelines, codes and standards are overlapping each other and can be narrowed into five groups of issues: S2 (Safety and Social issues), Q (Quality issues), E3 (Environmental, Economic, and Ethical issues), C (Carbon/Climate issues), and H2 (Health and Human rights issues). 
Companies are signing up to guidelines with good intentions but usually do not use the complex approach: employees divide the issues and work incoherently. Integrated Value model is an attempt to solve the problem of a systematic implementation of these guidelines into practice. It is a methodology that “helps a company integrate its response to stakeholder expectations (using materiality analysis) through its management systems (using best governance practices) and value chain linkages (using life cycle thinking)” (Visser & Kymal, 2014). There are seven steps in IVC process represented in figure 7 below and more detained scheme in Appendix 1.
[image: ]
Figure 8. IVC implementation framework by Visser&Kymal (2014)
Authors has created a tool that guides through numerous standards, and integrates it in a system of steps to follow. IVC is an attempt to create a practical instruction that explains the processes I an understandable manner, so that managers will not be forces to study numerous pages in order to get the idea of academics. 
The CSR field enriched with the development of numerous frameworks, nevertheless, there is a concern, whether these great academic works can do anything with real business. Just like we need frameworks to structure CSR literature and activities, we also need to understand how business practitioners understand business-society relationships. 
[bookmark: _Toc483859347]1.3. “Shared value” implementation problems.
Companies are aware of scholar pioneers and their recent works. However, the problem arises with the problem of implementation of those practices into real business activities. Researchers Pfitzer, Bockstette, and Stamp say that often companies simply do not know how to find social problems that can be solved with company’s suppport and innovation. The lack of experience in measuring and linking social and business results (Pfitzer, Bockstette, & Stamp, 2013). Authors have found a practical suggestions, derived from a study of more than 30 companies that create social and business mutual benefits. 
They advised five steps the companies need to follow:
1) Embedding a Social Purpose – as a part of a core process of the company, similar to strategic planning and budgeting. To be able to achieve results, a manager has to have a clear vision, an action plan of future steps, calculated costs and benefits for company and its shareholders.
2) Defining a Social Need – a company has to spend time and develop a deep understanding of a societal problem in order to create an effective solution.
3) Measuring Shared Value:
· Estimate the business and social value;
· Establish intermediate measures and track progress’
· Assess the shared value produced.
4) Creating the Optimal Innovation Structure - Integrate with a legacy business, obtain philanthropic or government support, finance external entrepreneurs.
5) Co-Creating with External Stakeholders – collaboration with external stakeholders, who are also interested in solving a social problem, can enlarge the coherence of actions. 
The study show that leading companies in CSV by consistantly applying these five elements. Even though the specifics may differ, they all will still lead to inprovement and progress in being socially responsible.
According to K. Rangan, L. Chase, and S. Karim’s research, it is not a norm for everyone to pursue “shared value”. In contrary, many well-managed companies focus more on development of a rational CSR program coherent with the company’s purpose and values instead of total integration of CSR with business strategies and goals (Rangan, Chase, & Karim, 2015).
In order to maximize the positive impact, companies are striving to develop coherent CSR strategies. This should become an essential practice of every manager, including CEO and directing board. Authors study show that companies’ CSR activities are usually segregated among three theaters of practice. The crucial first steps – inventory and audit of existing initiatives and assigning them to one of the theaters:
1) Theater one: focuses on philanthropy, actions of donation, engagement with community and employee volunteering promotion. 
2) Theater two: improving effectiveness of existing business models to bring value through the value chain to company’s stakeholders.
3) Theater three: creating new business models to alleviate social or environmental problems. 
The research shows from 142 respondents across various sectors, that the majority of the firms (48% of respondents) apply activities of Theater 1, followed by Theater 2 – 39%, and only 13% of responded firms have activities of Theater 3 (Appendix 2). Most of the respondents note that CSR actions mainly influence on company’s improvement of social standing. Respondents see Theater 3 as a solution to a social/environmental problem, coherence with management’s mission and long-term gain promise.
Authors talk about the coherency of CRS actions, but they refer to allegiance of actions to a certain theater, rather than coherence and spreading of actions among all three of theaters. 
Y. Blagov with his colleagues has conducted a series of “social investment” studies in Russia. The first study in 2008 had a purpose of finding out the degree of CSR integration into companies’ corporate strategies.
Despite the fact of the popularization of terms “value” and “value creation”, it still seems unclear for companies what truly lies underneath. Only three companies define CSR as a value creation, yet each of them has its own definition: Deutsche Bank sees it as creation of social capital; BAT Russia – value for shareholders and society; Nestlé Russia – shared value creation. 
Only three companies (Sakhalin Energy, MTS, Novard) use their own definition of CSR, as an adaptation of ISO 26000:2010, which is only 30% of respondents of those who marked their following of “Social Responsibility Guide”. From these facts, we can conclude that the guide serves as a recommendation rather than an instruction, which companies do not follow properly (Blagov, 2008). We can assume that development of CSR general approaches and social investments depends on how fast and deep the ISO 26000:2010 standard will get in Russian management practice. As the development of CSR innovational approaches demands an understanding of complex relationships among different types of corporate social activities and more clear companies’ correspondence of social investments with the range of innovations. 
One of the main conclusions of “Social Investments on Russia – 2008” report is that Russian development of corporate social activities generally corresponds to the worldwide tendencies of gradually CSR principles integration to the corporate strategy and shifting to an ideology of social investments that are connected to long-term interests of business and society (Blagov, 2008).
In 2015 study 83% of companies responded that CSR at their companies is tightly connected with their strategy - 54,2% say that CSR is a part of a corporate strategy, 28,8% - the development of a corporate strategy can be described as socially responsible. One of the most important factor that shows the degree of CSR integration into a corporate strategy is the coherence of CSR goals with the strategic aims of the company. The study (Blagov , Kabalina, Petrova-Savchenko, & Sobolev, 2015) shows that most of the respondents do not connect CSR strategy with company’s long-term competitive advantages. Out of 37 cases presented by 33 Russian companies, 18 cases can be classified as Philanthropy, 19 – CR Integration and only four cases can be described as a CR Innovation. Most of the respondents noted that the base for their CSR activities are ethical principles, and CSR in general is referred to corporate philanthropy. We can assume that CR Innovations is not a clearly defined term for Russian companies. 
In other words, “shared value” concept is not perceived as a factor that increases competitive advantage in long-term perspective. Moreover, companies primarily connect it with innovational development, likely because of the lack of deep understanding of the concept. Which leads us to the conclusion that traditional approaches to CSR theory and practice do not assist the raise of attraction of CSR for business. Therefore, there is a need to study and develop the other solution, a practical tool for the companies to implement and understand what to expect from these actions.
[bookmark: _Toc483859348]1.4. Strategic CSR                                                                                                      
In recent years, increasingly tightening competition has forced firms to re-look at their activities related to philanthropy and other forms of social responsibility. In many organizations, the lack of a clear argument in favor of the continuation or development of appropriate programs has led to their reduction. Nevertheless, advocates of this activity representing business, as well as researchers working on the issues of business and society, remain faithful in the fundamental assumption that corporate social responsibility benefits the firm, its stakeholders and society as a whole. However, attempts to find serious empirical evidence of the relationship between socially responsible behavior and financial results have so far been unsuccessful (Ullmann, 1985; Wood & Jones, 1994).
The lack of an explicit empirical confirmation of the relationship between social responsibility and the company's final financial reporting line is perceived by some managers and students of educational programs as evidence that social responsibility is not related to the success of the company's functioning, and maybe even is inversely related to it.
An attempt at an empirical analysis of the relationship between CSR and profitability has been taking its cue from the mid-1970s, but they did not lead to a consensus point of view on this issue (Ullmann, 1985; Wood & Jones, 1994).
In these studies, the only measurement of the social outcome (such as the external reputation index, the result of the content analysis of annual corporate reports or ratings) was usually used, the data of which correlated with various indicators of the company's economic results. Researchers, as a rule, recognized the limited consideration of such single CSR indicators, but pointed to the exceptional complexity of collecting data on a wide range of CSR activities in a sufficient number of firms for statistical analysis.
Later, a number of researchers came to the conclusion that, in addition to the complexity of measurement as such, there are fundamental problems with the very understanding of CSR, which make attempts to detect statistical relationships between CSR and profit are extremely difficult (Carroll, 1990).
Attempts to integrate the concept of CSR and corporate strategy were presented by the stakeholder model of strategic management and recognition of the strategic importance of public expectations (Carroll, Hoy, & Hall, 1987; Freeman, 1984). Integration of corporate social policy into the traditional model of the strategy was also supported by the recognition that the policy of responding to the demands of society should be "strategically linked to the economic interests of the firm."  (Carroll & Hoy, 1984) 
Corporate Social Responsibility (as a policy, program or process) is strategic when it brings significant benefits to the firm related to its business, especially by supporting core business activities, and thus contributing to the effectiveness of the firm's mission implementation. While to date, empirical studies are primarily focused on the relationship between CSR and financial results (especially short-term profits), Burke and Logsdon offer a more detailed basis for identifying the relationship between CSR and the strategic interests of the firm: with the help of a broader set of criteria or dimensions, they are trying to capture the full range of strategic behavior and business opportunities to benefit from CSR (Burke & Logsdon, 1996).
With the identified five dimensions of the corporate strategy, which are as important for the success of the firm and as useful from the point of view of value creation by a firm that implements CSR policies, programs and processes. Figure 9 presents these dimensions of value creation and demonstrates their relationship to the definitions of strategy presented in the scientific literature:
1) Priority is an indicator of how closely a CSR policy or program is consistent with the mission and objectives of the firm. It is assumed that actions or programs having a high degree of priority will be of paramount importance for the organization and will bring benefits that ultimately result in the profit organization being extracted.


[image: ]
Figure 9. Strategic CSR Framework
2) Specificity means the firm's ability to obtain or internalize the benefits of implementing CSR programs, rather than simply creating collective benefits that other industry, community or community members can take advantage of (Porter, 1985; Rumelt, 1980). Many manifestations of CSR, including typical philanthropic donations, create nonspecific public goods that are widely available to communities at the local or national level.
3) Proactivity reflects the extent to which the planning of the company's activities takes into account emerging economic, technological, social or political trends, as well as the current absence of crisis phenomena. For a long time, proactivity was considered by experts in the field of strategic management as an important characteristic of planning and scanning systems (Quinn, 1980; Andrews, 1980; Cooper, Schendel, 1976). Being in a turbulent environment, firms must constantly scan it and anticipate changes that may affect them. The firm, who recognized the important changes before others, is better positioned to take advantage of opportunities or to resist threats. 
3) Voluntariness shows the scale of discretionary decision-making by the firm and the absence of imposed norms from outside, which must be followed. Voluntariness is closely related to proactivity, especially in cases where it implies the absence of regulatory or any other mandatory requirements.
Firms on a regular basis undertake voluntary actions within the limits of the basic business activity, for example at decisions on start of new products and product lines. In general, normal business activities are considered voluntary in the sense that firms maintain a high level of control and discretion in their current operations. In the CSR sphere, voluntariness is demonstrated by a company exceeding the minimum standards of quality or safety
4) Visibility at the same time means both the ability to recognize the firm's activities and the firm's ability to gain recognition from internal and external stakeholders. Visibility can have both positive and negative consequences for firms. Positive forms of visibility that affect the usual business activities of the firm include favorable references to it in the media, reports on high incomes, an increase in the prices of its shares on the stock exchange (not associated with threatening hostile takeovers) and the successful launch of new products. Negative examples of visibility are government investigations of fraud in contracting, official charges against company officials or sentences, detection of dangerous side effects from effective overall medicines, etc.
Firms create or are trying to create value in their normal business practices by investing in new technologies, new products, brand awareness, manufacturing facilities, training and customer service. To the same extent that certain types of such activities include CSR goals and objectives or are integrated with them, it is also possible for the firm to obtain visible economic benefits from CSR programs as such.
[bookmark: _Toc483859349]
CHAPTER II. RESEARCH METHODOLOGY
[bookmark: _Toc483859350]2.1. Research design
The aim of this chapter is to introduce the methodology we will use in this research: approach of the study, methods for data collection and its analysis, and all the sources of information for desk research. Finally, limitations are introduced based on results’ reliability and validity to provide basis for further results.  
The purpose of my research is to identify the pattern of «portfolio» formation on the case of the leading mobile operators in Russian market.
Research questions: 
1) To study modern tendencies of CSP “portfolio” development in terms of development of «portfolio» composition;
2) To discover companies’ motivation for value creation and their transition way from pure philanthropy to support of responsible innovation;
3) To analyze peculiarities of CSP “portfolio” management in this field: who does the strategic planning and how it is organized.
2.2. Approach of the study
This thesis includes both theoretical and empirical parts. The basis for the theoretical part is represented in the literature review. By studying various concepts and frameworks, we got an idea of CSR actions’ separation. For the theoretical base of the research, it is more convenient to use Halme and Laurilla’s model of Philanthropy, CR Integration and CR Innovation. Even though most of the concepts represent the same idea, this framework has the most defined boundaries and well-proposed definition of each of the segments. 
As an outcome, theoretical part serves as an introduction, which shows existing theories and practices regarding creating CSP “portfolio”. Moreover, it shows the research gap – the lack of corresponding actions between the parts of the “portfolio”. 
The empirical part represents the case of implementation the theory into the practice of the companies. By using the field study methods, questionnaires and interviews, we will get an opportunity to gain unique information about companies’ current situation with CSR actions implementations and the attitude towards integration theoretical basis to the regular-base structure. 
This study is an attempt to find out the true meaning of CSR and corporate social «portfolio» in particular, and to define how to balance the “portfolio” in order to extract as much value from the actions. We have conducted an exploratory qualitative study of the leading Russian mobile operators that can be the basis for the larger further research in the field. With the qualitative nature of the research, the case study was chosen as the main method for this work. In order to proceed with reliability requirements, we have decided to take the companies from the same industry and geographic area. 
Mobile telecommunications is one of the industries that is representing peculiarities of the Russian market. Moreover, it is the industry with growth potential and yet so far not well analyzed.
[bookmark: _Toc483859351]2.3. Data Collection and Analysis Methods 
This study implies both desk and field research. In the beginning, secondary data was gathered and analyzed. To start, we have analyzed Russian and worldwide practices, connected to the field. In order to do this, we will check all the magazines, newspapers’, and journals’ articles. It is important to identify successful practices of CSP “portfolio” implementation, or at least parts of it. 
After trends and current general problems identified, we will analyze companies’ specific information. Using the information from the website, newspaper articles, companies’ own reports, we will be able to identify what goals and objectives they state in CSR field. Knowing what parts of the model are being missed, we will be able to construct our empirical study the way that will allow us to ask questions about concrete problems that we found out. 
 After completing the desk research, field study methods will be introduced. As we already know the gaps and possible vague spheres for companies, we will conduct general questionnaires and in-depth interviews with the companies’ representatives. General questions will give us a chance to find out whether companies are aware of the existing gaps. It is either they know but are not able to find tools or reasons for implementation, or they might be unaware of the gaps at all. 
The previous research suggests that most of the companies understand that they need to have a corporate social responsibility strategy. However, they are lost in the tons of information and conceptual ideas available. The practitioners believe that usually these companies interpret “Corporate Social Responsibility” as pure philanthropy only. Therefore, they do not see anything beyond charity and helping communities. The other common practice is that companies do not fully understand why they need all these concepts. In other words, what benefits they might get besides recognition, which can be achieved by pure philanthropy? 
That is the reason why we have decided to conduct an exploratory qualitative study to analyze companies’ CSR actions and correlation between them. Ideally, if we will be able to identify core reasons that lie behind such a slow movement towards creating a corporate social «portfolio», it will bring us to creating our own methodology. The significant difference to the previous attempts will be characterized by the practical foundation of it. We will not only describe what it is and how it should be, but also help companies to navigate through the concepts and answer the answers that stop them from doing a full set of CSR activities. Having a close relationship with mobile operators companies’ representatives, we might be able to see how the methodology works in practice too. 
By evaluating the consistency of this methodology, we will be able to bring the studies to the next level by creating a benchmark for future researches. 
2.4. Limitations 
The main method of this empirical study is the interview of the specific set of the companies. Even though we believe that leading mobile operators will serve as a great example of a Russian company, the ambivalence still exists. As fairly large companies, which are very concentrated in the industry, they might have much more capabilities that an average business simply will not be able to have. Furthermore, a sphere-specific activities and obligations might also trigger the results. 
As we are studying non-financial reporting, we should remember that we cannot be ultimately sure that all the information presented in the reports is actually true. There might be a set of issues that does not let the company to disclose all the information, as it was in reality. With the growing popularity and society’s expectations, we cannot state what management motivation is for sure. Nevertheless, we strongly believe that most of the obstacles can be managed and fixed according to our research needs. 


[bookmark: _Toc483859352]CHAPTER III. ANALYSIS AND PECULIARITIES OF CSR IN MOBILE TELECOMMUNICATIONS SECTOR
[bookmark: _Toc483859353]3.1. Worldwide benchmarking
In order to recommend how to strengthen Corporate Social Performance “portfolio” in leading Russian telecommunication companies, we have decided to analyze the practices of the worldwide leaders in the industry. The question is how to identify the idol companies to research what actions make them successful? 
As we are talking about strategic purpose of CSR, our first intention was to link the effective use of CSP “portfolio” with the financial performance of the companies. Thus, taking the leaders of mobile operators worldwide by their market value position, and stating the hypothesis that the better Corporate Social Performance «portfolio» leads to higher company’s reputation and higher effectiveness. With theoretical analysis, we found out that this approach is unreliable. Burke and Logsdon were already mentioning the failure of finding a reliable relationship between CSR and financial performance of the company in their work (Burke & Logsdon, 1996).  
To get away from linking to financial performance, we have decided to apply larger image on the situation. In practical terms, there is a division of CSR into two models - American and European. 
American model can be characterized by the maximum independence of corporations in determining social contributions, while state regulations of corporate social responsibility are minimized. In the United States, voluntary social business initiatives are considered as a tool to develop solutions for prioritized national projects. Therefore, CSR activities organized by companies become the most important element of financing the social sphere in United States.
As for CSR in Europe, it is governed by the standards and norms of the state. European model is more focused on profitability of business and responsibility towards company’s shareholders. In certain counties there are strict regulations that oblige companies issue annual non-financial reports or do not allow investing in companies that do not meet stated CSR regulations. 
From our point of view, strict governmental control in European model does not allow to assess the voluntary contribution of European companies. Therefore, in our case it is more revealing to analyze CSR activities of leading US telecommunication companies: they have more freedom to contribute as much as they determine. 
In this work, we will analyze the CSR actions of the three leading U.S. companies: Verizon Communications Inc., AT&T Inc., and Vodafone Group plc.
In order to analyze company’s actions, we have decided to use the approach by M. Halme and J. Laurila (Halme & Laurila, 2009) that distinguishes three CR actions:
1) “Philanthropy” – activities outside of core business, usually connected to charity or volunteer work;
2) “CR Integration” – activities connected to core business which enhance effectiveness of business processes; 
3) “CR Innovation” – activities, extending core business processes.
Figure 12. CSR reporting guidelines comparison
	№
	Company/CSR reporting guidelines
	GRI G4
	UNGC Ten Principles
	ISO 26000

	1.
	Verizon Communications Inc.
	· 
	
	

	2.
	AT&T Inc.
	· 
	
	

	3.
	Vodafone Group plc
	· 
	
	


[bookmark: _Toc483859354]3.1.1. Verizon Communications Inc.
Verizon’s credo is “We are good corporate citizens and share our success with the community to make the world in which we work better than it was yesterday.” (Verizon Communications Inc., 2016). One of the ideal companies with the strong CSR policy and strategy – they have all of the three components actively included in their social responsibility activities. 
1) Philanthropy: Verizon runs a series of educational programs, they have set the help line to reduce domestic violence, and they offer smarter solutions from the fields of agriculture to healthcare and traffic management. 
2) CR Integration: using company’s abilities, they have introduced advanced secure systems (privacy, online safety, etc.), special programs to help providing access to technologies for disabled and customers of rural areas. Verizon also promotes green production, employee support and development. 
3) CR Innovation is the part most of the companies are missing; though, it might be truly the most needed one for both, the society and the company. Verizon’s motto is “We don’t just thank service members. We hire them.” With this, they have created a military-recruitment team with representatives of different service branches, which has recruited 1046 veterans in 2016. “We also engage and support military spouses with career guidance by connecting them to a military-spouse recruiter” (Verizon Communications Inc., 2016).

[bookmark: _Toc483859355]3.1.2. AT&T Inc.
AT&T is also one of the showcase, according to their structured and full CSR report.  
1) Philanthropy is reflected through the programs “AT&T Aspire” and corporate volunteering. 
Using technology and social innovation, AT&T Aspire helps to ensure all students have the skills they need to succeed in school and beyond. Their mission is to support innovations that can empower every student for a successful future — exponentially and at scale.
As for corporate volunteering, “Collectively, our employees and retirees volunteered more than 5.4 million hours in 2015.” (AT&T Inc., 2015) The company is promoting “It Can Wait” campaign to raise awareness and change behaviors about distracted driving.
2) CR Integration includes employee education, improving supply chain work, and environmental programs.
The company is educating employees by using innovative and modern tools to “help our employees pivot their skills from hardware to software, from legacy wireline to mobile, and from data recorders to data scientists.” (AT&T Inc., 2015)
As for improving supply chain, the company states by the end of 2015 the majority of their strategic suppliers are tracking greenhouse gas emissions, state their goals and report the intermediate results toward their goal. Suppliers are also share sustainability-oriented standards of AT&T.
Along with Cisco, Ericsson, GE, IBM, Intel and Qualcomm Technologies, Inc., AT&T is working on the Smart Cities framework in order to create effective solutions to help cities overrule the challenges such as energy, water, waste, and air quality.
3) CR Innovation. Just as in Verizon, AT&T is hiring veterans and proudly declare this. These two examples indicate that the problem of military veterans’ unemployment is a crucial social issue in the United States – people are ready to work because their age allows them to do so, yet not many companies are ready to spend their time and money on integrating them into the new field of work. 
By end of 2015, AT&T hired more than 10,000 veterans. They are planning to hire an additional 10,000 veterans by 2020.
[bookmark: _Toc483859356] 3.1.3. Vodafone Group plc
1) Philanthropy is not presented in the report as a such. However, there are several serious projects connected with empowering women – offering women a chance to be considered to a job positional equal to men. It is still a serious issue in a number of countries where the company operates, yet it is not connected to the company’s main activity that is why we can consider it as philanthropical projects. 
2) As CR Integration, Vodafone offers a global minimum maternity policy to employees at all levels of the company and in every country; employee development and improving customer experience.
3) CR Innovation is realized in employment programs as well, though, they are for young adults. The reason is that in many of the countries in which Vodafone operates are experiencing significant levels of unemployment among younger people, which leads to social and economic challenges. With the development IoT technologies, employment places decrease. However, Vodafone believes that “digital and mobile can also be used to create a wholly new kind of working world - and young adults need to be equipped with the skills required to thrive within it. Our thoughts on Vodafone’s potential contribution are set out in the Youth, skills and jobs section.” (Vodafone Group plc, 2016)
For young people worldwide employment is a serious challenge. Vodafone is trying to solve this problem by helping developing skills to increase the abilities of young people, as well as opening opportunities to grow and gain experience within Vodafone. As a large employer, Vodafone is expanding their own existing apprenticeship, internship, graduate development, training and mentoring schemes, which play a crucial role in helping young people enter the employment market for the first time. 
[bookmark: _Toc483859357]3.1.5. Overview of worldwide benchmarking and conclusions
As we can see from the figures below, all of the mentioned companies are quite active and using all of the three components. Philanthropy and CR Integration are common nowadays: companies of any field are trying to “do good” and care about its company, employees’ health and development, as well as about the customers.

Figure 13. Overview of companies' CSR activities
	№
	Company
	Philanthropy
	CR Integration
	CR Innovation

	1.
	Verizon Communications Inc.
	· 
	· 
	· 

	2.
	AT&T Inc.
	
	· 
	· 

	3.
	Vodafone Group plc
	· 
	· 
	· 


The most interesting element is the third - CR Innovation. This benchmarking showed that leading worldwide companies understand and implement this element by employing socially vulnerable groups of people. Verizon and AT&T detected that in the USA it turned out to be military veterans – middle-aged people, willing to continue working, even with the radical change of the sector and type of work. Vodafone has chosen a different target audience - helping young professionals to get started, which is truly a challenge for many young adults worldwide. Companies tend to employ people with experience and in order to get the experience, young professionals need to start from somewhere – Vodafone gets “fresh minds” and provides them with job, from which benefit both of the parties.  



Figure 14. Annual non-financial report issue
	№
	Company/ Year of annual report issue
	22013
	
2014
	
2015
	
2016

	1.
	Verizon Communications Inc.
	· 
	· 
	· 
	· 

	2.
	AT&T Inc.
	· 
	· 
	· 
	

	3.
	Vodafone Group plc
	· 
	· 
	· 
	· 



Another important point, in our view, is annual issues of non-financial reports. From the figure 14, we can see that the companies understand the importance of such reports and trying to keep them updated on the regular basis. 
[bookmark: _Toc483859358]3.2. Russian benchmarking
There are four leading Russian communication companies – MTS, Beeline, Megafon, and Tele2. All of the companies seem to be very interested in implementing Corporate Social Responsibility into their work. Besides, they are actively involved in annual conferences of “Managers’ Association”, “Donors’ Forum” and others. 
[bookmark: _Toc483859359]3.2.1. MTS
MTS is the true leader in Russian telecommunication sector – not only financially, but also in CSR actions and proper reporting. The company has stared being socially responsible since 2008, when they have started presenting CSR reports in a proper way on their website. (MTS, 2017) 
Philanthropy takes a big part of the companies’ activities: children and young adults’ development, corporate volunteering, educational programs, startup support, cultural and ecological projects.    
The project “Generation M”, which is aimed to developed creativity skills in children and young adults, is successfully working for many years and received several awards. 
Corporate volunteering has been a part of social life of MTS employees for more than six years now, which included more than 500 events in 2015.
CR Integration is reflected in employee care – from the comfortable working conditions to educational and motivational programs to help employees personally grow. 
CR Innovation is reflected by projects with children and elderly people. “Mobile academy” is a free course for elderly people to teach elderly people use new technologies – Android smartphones and tablets, mobile Internet usage and operating in mobile browsers. In this course, they teach not only how to schedule an appointment with mobile device, but also how to securely use the information on the web. “Children in the Internet” is a course aimed to educate children about the threats of the Internet and how to use the Internet securely. 
[bookmark: _Toc483859360]3.2.2. Beeline
Beeline has done the official CSR report only once - in 2013, however, there is a special page devoted to their current CSR actions, shown in Appendix 3.
There is a set of philanthropical actions – corporate volunteering, “Technology that Change the World” and “Green Initiatives” programs. Besides that, along with the “Give Life” foundation, Beeline has created a service “M-charity” that allows to make donations right from your mobile phone. 
Another project is called “Make Your Mark”, which includes several steps: access to qualitative education and its support; creation of the atmosphere for development in digital-sphere, stimulation of entrepreneurship. As well as support of realization business ideas for solving social and ecological problems. 
CR Integration – responsibility for clients and educational programs for employees. 
Even though the company does not position on this page, they are offering a special tariff for deaf people that can be considered as a CR Innovation. Alexander Mazurov has commented about it: “For “Beeline” it is a long-term strategy that helps to create new offers and develop the service for all the categories of clients.” Since 2014 in Moscow offices specialists knowing sign language have started working. In 2015 Beeline has widen the option and offered the tariff with serious vision problems.  
The other example is the programs with emergencies and lost people – Beeline has started the project “Smart Notifications” in 2014, based on Big Data technologies. Innovational approach to SMS notifications that can track the number of people in emergency zone in dynamics and track the situation in real time. 
[bookmark: _Toc483859361]3.2.3. Megafon
Megafon also does not have a separate CSR report, they have a page in annual report, where they are mentioning this CSR activities. As a part of strategic report, there is a section of “Sustainable Development”, which includes “Company’s approach to sustainable development”, “HR policies”, “Ecological Balance” and “Social Responsibility” pages. Even though they are not fully disclosed, the elements are still easy to differentiate. The company practices corporate volunteering, supports cultural and educational programs, projects helping orphanages.
CR Innovation: just as Beeline, Megafon is now also offering tariffs for people with hearing disorder and also an adaptive website for people with impaired vision. Since 2015 they have started new projects aiming to organize the work of service desk work with professional translators for serving more than 3000 clients with hearing problems and for increasing social activities with more than 3000 clients with impaired vision.
[bookmark: _Toc483859362] 3.2.4. Tele2
Tele2 had issued a non-financial report only once – in 2013, therefore, not many of the activities are enclosed. However, the company states that they are following AA1000, Global Compact, Global Reporting Initiative (GRI), ISO 26000.
There are activities with in a partnership with “Toward Changes” aiming to support social entrepreneurship in order to solve social problems touching children. 
[bookmark: _Toc483859363] 3.2.5. Overview and gaps of Russian companies	
Within the last year, companies have significantly improved their Corporate Social “portfolios”, adding strong elements of CR Innovation, such as tariffs for people with hearing disorders, adaptive website for people with impaired vision, and offering special translators in the offices.


Figure 15. Overview of CSR activities in Russian companies
	№
	Company
	Philanthropy
	CR Integration
	CR Innovation

	1.
	MTS
	· 
	· 
	· 

	2.
	Beeline
	· 
	· 
	· 

	3.
	Megafon
	· 
	· 
	· 

	4.
	Tele2
	· 
	· 
	



Figure 16. Annual issues of non-financial reports
	№
	Company/ Year of issuing report
	22013
	22014
	22015
	22016

	1.
	MTS
	· 
	· 
	· 
	

	2.
	Beeline
	· 
	
	
	

	3.
	Megafon
	· 
	
	· 
	

	4.
	Tele2
	· 
	
	
	



The situation with non-financial reports is not very promising, which leads to the question of why companies do not keep them updated. To answer these and other challenging questions, we have talked to companies’ management representatives that are working with CSR directly and can explain the situation from the inside. 
[bookmark: _Toc483859364]3.3. In-depth interviews with CSR management representatives
From the desk research, it is clear that all the companies are trying to be active in the field Corporate Social Responsibility. Reports, though, do not provide the full view on the situation. In order to find out the answers on some questions and get the view on the situation from the inside, we had a talk with management representative, who is directly linked to CSR, from each of the companies to get details clarified. 
The interview was based on the six questions mentioned below:
1) How is your company understand CSR? Who is responsible for CSR? 
2) Who and how state the goals for the year?
3) How do you measure CSR actions? Is there any KPIs?
4) Does the company release an annual nonfinancial report? If not, why?
5) Are there any international CSR standards being used by the company? Is yes, which ones?
6) Are there systematic trainings for employees organized in order to clarify the purpose and ethics of CSR?
MTS
We have talked to the representative of the company who is directly responsible for CSR in the company. 
In the company CSR is considered as a set of activities with which MTS is trying to sustainable develop the business with consideration society needs and vulnerable groups. There is a special CSR department with its director, who coordinates all the processes. Director of CSR department along with the special committee and company’s president are discussing potential partnership programs, CSR culture in the company, reporting system and state the goals for the next period. 
In MTS, effectiveness of CSR is measured by several indicators: expansion of the geography of projects, the number of events, the number of employees involved, the level of stakeholder involvement, and the availability of awards.
As for non-financial reports, the company takes it very seriously, systematically issuing on the annual basis since 2008 with the guidance of the recommendations of the International Standard ISO 26 000 (Guide to Corporate Social Responsibility) and GRI G4 (Global Reporting Initiative). 
MTS has developed a system of webinars and e-courses to educate its employees on the CSR topics. Employees take courses on compliance, business ethics, corporate social responsibility in accordance with the timetable, which is coordinated with the speakers from the core units. Employees are also invited to take electronic surveys for knowledge of the Policy and administrative documents in the above areas. If necessary, employees are introduced to changes in regulations and business processes against the signature.
Beeline 
CSR in Beeline is understood as a mix of two main elements: effective relationship with stakeholders and creating value through technologies and our services. The key to success is to maintain trust with stakeholders, yet at the same time the company recognizes the opportunities from leveraging  technology, their commercial expertise, and the commitment of company’s employees, to add tangible value to society through products and services, and social investment.
CSR goals are linked to business goals and CSR strategy is a powerful contribution to the overall business performance. In Vimpelcom Ltd. non-financial report, there is a quite clear statement that CSR action are aimed to contribute in the following company’s business goals:
· Worldclass operations
· Digital leadership
· New revenue streams
Senior management states the goals that are being fixed in the annual KPIs. These goals are extended to management and CSR-related managers – all those, who contribute in achieving these goals. 
There is a separate CSR function department; for some projects other departments get involved, such as communication, compliance, marketing and HR. The reason for engagement of other departments is justified by the adjacency of the task.
When we asked why there is inconsistency in issuing non-financial reports, we got the answer that as the Group they make annual non-financial social reports, to which Russia provides all the necessary information based on GRI standards and CR cases, Group’s management decided to make double reports for the Russian audience, so issuing a report once in two years. The first report in Russia was released in 2013 (by the conformation of E&Y), and a doubled report for 2014-2015 will be posted on the site in the nearest future. This ensures the continuity of public reporting.
As for international reporting guidelines, the company uses Global Reporting Initiative (GRI) guidelines and the principles set out in the AA1000 series of standards (including AA1000 APS, AA1000 AS and AA1000 SES).
In order to educate its employees, Beeline has developed a system of trainings on the topic of ethical business conduct and social responsibility. Trainings are both mandatory, as in cases of compliance-policy issues, and voluntary – in all cases where activities are aimed at raising awareness of employees on the topics of the company's contribution to solving social problems or reviewing international practices.
Megafon
General coordination of the charitable activities of Megafon and the company's branches is carried out by the Office of Public Relations of the Company's Head Office, the Corporate Communications Department.
The Charity Committee of the company approves the decision on financing charitable projects, the composition of which is approved by the order of the Company. At the moment, the Charitable Committee includes the Chairman, two members and a secretary. The charity committee and its chairman ensure the consideration of projects by all functions of the company: employees of the security function, legal function and personnel management functions take part in the meetings.
When assessing the effectiveness of charitable activities, MegaFon uses quantitative and qualitative indicators. It is worth emphasizing that quality indicators are of more importance for the company, since it is important for us that charitable activities are of practical benefit. This determines the orientation to long-term projects, aimed at practical results and having the possibility of scaling.
Quantitative Measuring Instruments:
• The amount of expenses for charity;
• Share of expenses for society needs and charity in company profits;
• Number of participants in charitable programs;
• Number of employees involved in corporate volunteering and other charitable programs.
Qualitative indicators:
• Practical understanding of social problems in the implementation of charitable programs;
• Long-term charity programs and a sequence of approaches to solving the tasks;
• Involvement of partners, opinion leaders and public organizations in charitable activities;
• Linking charitable programs with the company's overall goals;
• Creating a positive perception of the brand;
• Territorial coverage of programs;
• Do the programs contribute to strengthening social ties, eliminating gaps between individual social groups?
According to Megafon's philosophy and strategy, social activities are an integral part of the company's business, therefore, the Annual and quarterly reports contain not only important financial information, but also non-financial reporting. A social report, including detailed information on charitable activities, is an obligatory part of the Annual Report.
In its social and environmental activities, Megafon is guided by international rules and standards, including the UN Global Compact, the Social Charter of Russian Business, the Guide to Social Responsibility (ISO 26000) and the recommendations of the Global Reporting Initiative (GRI).
We are constantly developing the system of intercorporate training "MegaAcademy", thanks to which we can now offer an even wider range of profile courses for employees, including courses on ethics of business. In particular, during 2014 all employees of Megafon, including the personnel of subsidiaries, took a course on countering bribery and corruption. Quarterly meetings are held with employees of the Company's branches in the regions on CSR issues and corporate charity.
Tele2
In Tele2 Corporate Social Responsibility are sets of actions towards the goal of increasing the quality of our clients’ lives. We believe that the clients matter the most, so we are trying to make everything for them to feel cared about. When we solve their basic problems, they are becoming even more loyal to our company and our brand. Our main projects are aimed at children and young adults. 
There is a department of corporate communications in which there is a director of CSR division, who are setting goals on the annual basis. The company has a special plan for each CSR project along with a special formula that we have designed for measuring, whether the project has met the requirements or not. 
There was a gap in issuing annual non-financial reports due to the lack of understanding the need for a separate report. The main goal of non-financial report is to show what we do and how we move forward to our stakeholders, which can be done in many ways. However, starting from this year, we are getting back to issue reports on the annual basis. As for international reporting guidelines, the company uses Global Reporting Initiative (GRI) guidelines and the principles set out in the AA1000 series of standards.
Tele2 has internal strategic sessions twice a year, where CSR is a part of the program. Taking the chance, the company holds the trainings for its employees. 
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After analyzing non-financial reports, it was already evident that two out of four companies realize that need of the concept of  “CR Integration” – actions that are beneficial for both parties – society and company. During interviews with previous questions, we finally clarified that our presumptions were right, so we asked MTS and Beeline two additional questions about their opinions and practices.
How do you understand the term “social entrepreneurship”? Is this term applicable to company’s actions? 
MTS believes that it is profitable business, which aims to be beneficial for the society. The company is supporting social entrepreneurship by several means:
1) Programs of eliminating digital illiteracy: MTS employees hold special lessons for elderly people to help them learn the ropes of mobile internet, browsers and how to use the technologies for their benefits;
2) There is a series of programs for children to educate how to use Internet safely not to catch viruses and possible harmful effects of Internet usage;
3) There are own “startup events” to which the company attract students and young adults, the winners get reward and their idea being implemented. 
Beeline: It is the type of entrepreneurship, whose goal, along with making a profit, is to solve social problems. Yes, we support social entrepreneurship by placing orders for a number of products that are manufactured by people with disabilities who are employed in a supplier company.
We have been analyzing international telecommunication companies and found out an interesting peculiarity – many of them are hiring retired military or handicapped people, solving several issues at once: helping to resolve a social need; provoking a new glance of how the things are organized. Why, do you think, Russian companies do not practice this kind of employment?
Beeline believes that in Russia the problem of handicapped people is more actual. With the technological advances, IT and telecom companies are the pioneers in practices remote work places. At VimpelCom the problem of forming an accessible environment with mobile and digital solutions is one of the priority areas of the Social Responsibility Strategy, which is described more detailed in 2014-2015 non-financial report of the Group. 
While developing this direction, we began to more consciously consider the opportunities of employment for people with disabilities for various positions in the company. We have created special conditions called “BEeFREE” approach that includes flexible schedules and the possibility of remote work. For us the most important part is coaching for positions – the program is still being developed, planning to realize it together with Everland.club. Besides coaching, we also want to make certain entry assessments in order to find our candidate’s values and the level of motivation to work in a company, which is oriented at sufficiently high speeds and serious KPIs. 
Our philosophy of social responsibility is attention and respect for human rights and equal opportunities, which gives new perspectives to people who are ready to develop in the telecommunications industry. As well is a correspondence to the rhythm of the company, professionalism and sharing of values.



[bookmark: _Toc483859366]CHAPTER IV. RECOMMENDATIONS	
After the research and worldwide benchmarking, we can proudly conclude that Russian mobile operators are aware of the trends and tendencies of the modern CSR conceptions. The real situation turned out to be quite unexpected and different from our initial guesses, in a positive way. 
MTS and Beeline show the important shift from just implementing “pure philanthropy” to the concept of CR Integration with which the company becomes more effective and people get great benefits – new skills, knowledge, and job opportunities that were not available previously.
[image: ]
However, there are some advances can be added to the current policies. 
1) Annual non-financial reports help to organize and structure CSR activities and to state goals with the use of specific criteria for the industry, taken from the worldwide trends and companies’ experience. Without structured non-financial reports, it is hard to realize what actually the company has done in previous time period. All but MTS seems to be consistent from the first analyzes. Only after interviews with companies’ representatives, it became more clear what is actually happening: Beeline and Megafon have their reports done once in two years and Tele2 was actually missing several years and now is getting back on the track. 
What we found the most interesting is that Beeline is doing all sorts of CSR activities, yet does not reflect them on their official website. With the non-financial report being issued only once in two years, the previous was dated out by 2013, it seems that the company has given up on CSR. However, it is strictly vice versa. 
2) Organizational structure: from the analysis, we can see that having a separate department leads to more organized strategic work with clear separated roles. We asked the companies who is responsible for CSR and where they are located in organizational structure. MTS and Beeline have separate departments, which might be the part of the reason of their more successful CSR strategy. 
3) CR integration projects – it is important to inform the companies why CR integration projects are much more important and powerful. There is always a problem that the company can help solving, having a benefit for its own strategic development. Again, MTS and Beeline see this as a strategic tool that can be effective for both parties, and succeed in what they do. 
4) GRI Sector-Specific Indicators. Even though it was presented more than a decade ago, in 2003, the Telecommunications Sector-Specific Indicators keep being a pilot version. This is the main reason companies are not familiar with these still relevant useful indicators for the sector:
· Internal Operations: specific practices related to managing the organization’s facilities and infrastructure (These sector-specific indicators are labeled as IO1, IO2, IO3, etc.);
· Providing Access: approaches to ensuring equitable access to telecommunication products and services (These sector-specific indicators are labeled as PA1, PA2, PA3, etc.);
· Technology Applications: indicators to cover the impacts of telecommunications products and services (These sector-specific indicators are labeled as TA1, TA2, TA3, etc.).



[bookmark: _Toc483859367]CONCLUSION
To study the modern tendencies of CSP “portfolio” development, we have done a research of the models of Corporate Social Responsibility and practices, and found out that Halme and Laurilla’s model is the most appropriate for this type of research.
In order to discover companies’ motivation for value creation and their transition way from pure philanthropy to support of responsible innovation, we firstly detected ones that we considered as “best practices” in the industry of telecommunications, specifically– mobile operators. Choosing from European and American CSR approaches, we chose U.S. as the most applicable because it considers that companies themselves choose in which direction they want to develop their CSR activities and together with governmental support, even though minimal, are solving societal problems and helping to increase living conditions. In the analysis of U.S. companies, we found out that they are indeed much deliberated in CSR and strategically use CR Innovation (or responsible innovation) in order to create new job places and effectively help society and their own companies. 
We then analyzed four leading Russian mobile operators – MTS, Beeline, Megafon and Tele2. At the beginning, the situation was unclear: most of the companies did not report their CSR actions properly and not regularly issuing non-financial reports, which made us doubt whether companies gave up on CSR at all. 
It turned out radically opposite after we have talked to companies’ representatives – all of the companies realize the need and benefits of CSR actions and actively involve into companies’ CSR strategies. Leaders on the Russian market turned out to be MTS and Beeline, in which we can clearly see the switch from pure philanthropy to support of responsible innovation in what they do. 
Taking a chance to have a depth-interview, we also found out some interesting peculiarities that might influence the overall company’s CSR effectiveness: the companies that have a separate department with its head and strategy tend to become more focused and, therefore, more successful.
We can have analyzed two cutoffs of the process, vertical and horizontal levels in other terms, which led us to a full resulting picture. 
From the one side, the trail from CSR-1 to developing CSP “portfolio” leads to formation of corporate social activities as a chained system: principles – processes – results. From the other, companies are developing their CSR “portfolios” in terms of three-element set: philanthropy, CR-Integration, and CR-Innovation.
As a result, the analysis of companies shows that Russian mobile operators confidently moving towards responsible innovation. They are in the active process of CSP “portfolio” formation, which also includes integration and development of all the tree main components. 
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Source:  Visser&Kymal (2015)
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Source: Rangan, Chase &Karim (2015)
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[bookmark: _Toc483859373]Appendix 5. Transcript of the talk with MTS representative
1) What is considered by “CSR”? Who is responsible for CSR? 
CSR is a set of activities with which we are trying to sustainable develop our business with consideration society needs and vulnerable groups. 
There is a special CSR department with its director, who coordinates all the processes. 
2) Who and how state the goals for the year?
Director of CSR department along with the special committee and company’s president are discussing potential partnership programs, CSR culture in the company, reporting system and state the goals for the next period. 
3) How do you measure CSR actions? Is there any KPIs?
Effectiveness is measured by several indicators: Expansion of the geography of projects, the number of events, the number of employees involved, the level of stakeholder involvement, and the availability of awards.
4) Does the company release an annual nonfinancial report? If not, why?
Yes, systematically since 2008.
5) Are there any international CSR standards being used by the company? Is yes, which ones?
In our activities in the field of corporate social responsibility, we are guided by the recommendations of the International Standard ISO 26 000 (Guide to Corporate Social Responsibility) 
6) Are there systematic trainings for employees organized in order to clarify the purpose and ethics of CSR?
MTS has developed a system of webinars and e-courses. Employees take courses on compliance, business ethics, corporate social responsibility in accordance with the timetable, which is coordinated with the speakers from the core units. Employees are also invited to take electronic surveys for knowledge of the Policy and administrative documents in the above areas. If necessary, employees are introduced to changes in regulations and business processes against the signature.




[bookmark: _Toc483859374]Appendix 6. Transcript of the talk with Megafon representative
1) Who is responsible for CSR? Is there a special CSR department?
General coordination of the charitable activities of MegaFon and the company's branches is carried out by the Office of Public Relations of the Company's Head Office, the Corporate Communications Department.
2) Who and how state the goals for the year?
The Charity Committee of the company approves the decision on financing charitable projects, the composition of which is approved by the order of the Company. At the moment, the Charitable Committee includes the Chairman, two members and a secretary. The charity committee and its chairman ensure the consideration of projects by all functions of the company: employees of the security function, legal function and personnel management functions take part in the meetings.
3) How do you measure CSR actions? Is there any KPIs?
When assessing the effectiveness of charitable activities, MegaFon uses quantitative and qualitative indicators. It is worth emphasizing that quality indicators are of more importance for the company, since it is important for us that charitable activities are of practical benefit. This determines the orientation to long-term projects, aimed at practical results and having the possibility of scaling.
Quantitative Measuring Instruments:
• The amount of expenses for charity;
• Share of expenses for society needs and charity in company profits;
• Number of participants in charitable programs;
• Number of employees involved in corporate volunteering and other charitable programs.
Qualitative indicators:
• Practical understanding of social problems in the implementation of charitable programs;
• Long-term charity programs and a sequence of approaches to solving the tasks;
• Involvement of partners, opinion leaders and public organizations in charitable activities;
• Linking charitable programs with the company's overall goals;
• Creating a positive perception of the brand;
• Territorial coverage of programs;
• Do the programs contribute to strengthening social ties, eliminating gaps between individual social groups.
4) Does the company release an annual nonfinancial report? If not, why?
According to MegaFon's philosophy and strategy, social activities are an integral part of the company's business, therefore, the Annual and quarterly reports contain not only important financial information, but also non-financial reporting. A social report, including detailed information on charitable activities, is an obligatory part of the Annual Report.
5) Are there any international CSR standards being used by the company? Is yes, which ones?
In its social and environmental activities, MegaFon is guided by international rules and standards, including the UN Global Compact, the Social Charter of Russian Business, the Guide to Social Responsibility (ISO 26000) and the recommendations of the Global Reporting Initiative (GRI).
6) Are there systematic trainings for employees organized in order to clarify the purpose and ethics of CSR?
We are constantly developing the system of intracorporate training "MegaAcademy", thanks to which we can now offer an even wider range of profile courses for employees, including courses on ethics of business.
In particular, during 2014 all employees of MegaFon, including the personnel of subsidiaries, took a course on countering bribery and corruption. Quarterly meetings are held with employees of the Company's branches in the regions on CSR issues and corporate charity.
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Appendix 7. Transcript of the talk with Beeline representative
1) How is your company understand CSR? 
CSR in our company consists of two main elements: effective relationship with stakeholders and creating value through technologies and our services.
Maintaining trust with our stakeholders, by behaving in a responsible way, is key to securing our ‘license to operate’. At the same time, we recognize the opportunities from leveraging our technology, our commercial expertise, and the commitment of our employees, to add tangible value to society through products and services, and social investment. Through our own actions, and by enabling others, we can make positive contributions to society’s challenges at real scale, helping to tackle many of the issues covered by the UN’s new Sustainable Development Goals. This is particularly true in emerging markets where the spread of connectivity, mobile internet and mobile-enabled services in areas of financial services, education, health and agriculture are helping to drive socio-economic progress and is the platform for the fourth industrial revolution of the digital economy
CSR goals are linked to business goals and CSR strategy is a powerful contribution to the overall business performance. In Vimpelcom Ltd. non-financial report, there is a quite clear statement that CSR action are aimed to contribute in the following company’s business goals:
· Worldclass operations
· Digital leadership
· New revenue streams
2) Who is responsible for CSR? Who and how state the goals for the year?
Senior management states the goals that are being fixed in the annual KPIs. These goals are extended to management and CSR-related managers – all those, who contribute in achieving these goals. 
We have a separate CSR function department; for some projects other departments get involved, such as communication, compliance, marketing and HR. The reason for engagement of other departments is justified by the adjacency of the task.
3) Does the company release an annual nonfinancial report? If not, why?
In Russia, the first report was released in 2013 (by the conformation of E&Y), and a doubled report for 2014-2015 will be posted on the site in the nearest future. This ensures the continuity of public reporting.
As the Group makes an annual non-financial social report, to which Russia provides all the necessary information based on GRI standards and CR cases, Group’s management decided to make double reports for the Russian audience, so issuing a report once in two years.
4) Are there any international CSR standards being used by the company? Is yes, which ones?
Global Reporting Initiative (GRI) guidelines and the principles set out in the AA1000 series of standards (including AA1000 APS, AA1000 AS and AA1000 SES).
5) Are there systematic trainings for employees organized in order to clarify the purpose and ethics of CSR?
Yes, our company has developed a system of trainings on the topic of ethical business conduct and social responsibility. Trainings are both mandatory, as in cases of compliance-policy issues, and voluntary – in all cases where activities are aimed at raising awareness of employees on the topics of the company's contribution to solving social problems or reviewing international practices.
6) How do you understand the term “social entrepreneurship”? Is this term applicable to company’s actions? 
Entrepreneurship, whose goal, along with making a profit, is to solve social problems. Yes, we support social entrepreneurship by placing orders for a number of products that are manufactured by people with disabilities who are employed in a supplier company.
7) We have been analyzing international telecommunication companies and found out an interesting peculiarity – many of them are hiring retired military or handicapped people, solving several issues at once: helping to resolve a social need; provoking a new glance of how the things are organized. Why, do you think, Russian companies do not practice this kind of employment?
 As for military retirees, I do not see the problem in Russia – professional military skills are highly demanded in many manufacture companies. The program of their social adaptation works really well, to tell the truth.
In our view, for Russia the problem of employment of handicapped people is more actual. The process of employment includes creating working places, adaptation process and maintain places for handicapped people. Today, both public and state organizations are working in this direction, and commercial structures are gradually joining it, both within the framework of the growth of socially responsible self-awareness and understanding of their role in the development of society, and within the framework of changing organizational structures that allow better use of remote work. Remote type of work is especially typical for IT and telecom companies, which are considered as truly pioneers in this field.
At VimpelCom the problem of forming an accessible environment with mobile and digital solutions is one of the priority areas of the Social Responsibility Strategy, which is described more detailed in 2014-2015 non-financial report of the Group. 
While developing this direction, we began to more consciously consider the opportunities of employment for people with disabilities for various positions in the company. We have created special conditions called “BEeFREE” approach that includes flexible schedules and the possibility of remote work. For us the most important part is coaching for positions – the program is still being developed, planning to realize it together with Everland.club. Besides coaching, we also want to make certain entry assessments in order to find our candidate’s values and the level of motivation to work in a company, which is oriented at sufficiently high speeds and serious KPIs. 
Our philosophy of social responsibility is attention and respect for human rights and equal opportunities, which gives new perspectives to people who are ready to develop in the telecommunications industry. As well is a correspondence to the rhythm of the company, professionalism and sharing of values.
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1) How is your company understand CSR? Who is responsible for CSR? 
In our company, Corporate Social Responsibility are sets of actions towards the goal of increasing the quality of our clients’ lives. We believe that the clients matter the most, so we are trying to make everything for them to feel cared about. When we solve their basic problems, they are becoming even more loyal to our company and our brand. Our main projects are aimed at children and young adults. 
2) Who and how state the goals for the year?
We have a department of corporate communications in which there is a director of CSR division, who are setting goals on the annual basis. 
3) How do you measure CSR actions? Is there any KPIs?
There is a special plan for each CSR project along with a special formula that we have designed for measuring, whether the project has met the requirements or not. 
4) Does the company release an annual nonfinancial report? If not, why?
There was a gap in issuing annual non-financial reports due to the lack of understanding the need for a separate report. The main goal of non-financial report is to show what we do and how we move forward to our stakeholders, which can be done in many ways. However, starting from this year, we are getting back to issue reports on the annual basis. 
5) Are there any international CSR standards being used by the company? Is yes, which ones?
Of course, we follow GRI guidelines in reports and keep up to UN and AA1000 series of standards.
6) Are there systematic trainings for employees organized in order to clarify the purpose and ethics of CSR?
We have strategic sessions twice a year, where besides many topics, CSR is also a part of the program. Taking the chance, we also have the trainings at the place.  
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