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Abstract 

The concept of corporate social responsibility (CSR) has evolved over the past few decades. The 

researchers focus on the issues of interaction between society and business, the relationship of CSR with 

corporate strategy, the impact of CSR on business performance indicators. Despite the numerous research 

works in this area, there is uncertainty in understanding the essence, goals, directions and tools of CSR by 

various groups of stakeholders. In addition, changes in the political, economic and technological 

conditions of the development of modern society affect the content and effectiveness of CSR. A separate 

issue is the information transparency of companies, their public openness and documentation of CSR. 

CSR issues are relatively new for Russia. At present, there is an increase in the public activity of Russian 

companies that implement social projects, participate in charitable activities and share information about 

the funds allocated and the results obtained. Along with financial statements, over the past few years, 

representatives of large Russian businesses have published reports on sustainable development, which 

include data on CSR. However, not all companies, including public ones, place such information. The 

goals and motives for CSR of Russian companies are not clear. Several hypotheses are tested in the 

present study on the basis of comparison with the results of CSR research in other countries and the 

analysis of social reporting of Russian companies. The study aims to identify specific features of CSR in 

Russia, to determine objectives and reasons for CSR, the influence of key stakeholder groups.   
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1. Introduction 

Sustainable formation of social and ethical approach to business occurred in the 1940s, when there 

was a growing opinion about the obligations of business to society and the need for companies to direct 

part of their funds for its development. Н. Воwen first formulated the term “social responsibility of a 

businessman” and presented its interpretation in his work of the same name. In his opinion, businessmen 

are obliged to pursue the policy, to make decisions, or to follow the goals that are desirable in terms of the 

goals and values of the whole society (Воwen, 1953).  

The strongest criticism of the socio-ethical approach was made by supporters of “corporate 

egoism” approach, namely by T. Levitt and Nobel laureate M. Friedman. In his article “Threats to social 

responsibility” Levitt (1958) argues that business will have a significantly greater chance of survival if it 

abandons such an absurd view on its own goals, leaving profit maximization as the only long-term goal 

both in theory and in practice (Levitt, 1958). Mr. Friedman's phrase “business of business is business” 

illustrates his strong opinion that to achieve socially responsible position means to organize production in 

the most effective way (Friedman, 1970, p. 17.). Supporters of the “corporate altruism” approach formed, 

perhaps, as a response to the work by M. Friedman, provide a new rationale for corporate social policy. 

А. Freeman, in his work “Strategic management: stakeholder approach” (Freeman, 1984), suggests the 

concept of stakeholders. A. Phillips discloses the “equity principle of stakeholders” (Phillips, 2003). 

J.Post notes that the corporation is involved in the mobilization of productive resources in order to create 

welfare for their own stakeholders and the company competitive advantages (Post, 2002).  

An important stage in the development of the concept of social responsibility of business is the 

development of bilateral relations, when the company responds quickly to social needs of society and 

stakeholders. Ackerman (1975) considers corporate social activity as a necessary operational reply on 

stakeholders requests. Windsor (2001) proposed an alternative approach to CSR, in terms of “global 

corporate citizenship” and “economic concept of responsibility”.  

CSR definition by Carroll (1991), implying compliance with the economic, legal, ethical and 

discretionary expectations imposed by society on the company in a given period, became widespread. 

Later, the author presented a triangular model that reflects the multilevel responsibility: economic, legal, 

ethical and philanthropic. Carroll model (1991) presents not only the ordered content of CSR, but also the 

systematization of the “normative levels”. Economic and social responsibility are obligatory for business, 

they meet strict public requirements; the ethical responsibility of society is expected, while the 

philanthropic one is only desirable.  

The model embodied in the concept of corporate social activity was recognized both by scientific 

and business communities (corporate social performance – CSP). This concept was developed 

successively by Carroll (1991), Wartick & Cochran (1985) and implemented in the works by Wood 

(1991), and Swanson & Orlitzky (2017). Wood (1991) noted that corporate social activity is a system of 

company’s principles of social responsibility, social sensitivity and interaction with the company's 

stakeholders. 

A systematic approach that combines the principles of social responsibility and corporate values is 

relevant for today. 
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2. Problem Statement 

As evidenced by the Laws of Hammurabi (XIIIV century BC), the Pentateuch of Moses, and other 

ancient sources, issues of social responsibility arose before humanity for thousands of years. The 

centuries-old experience of non-profit organizations activities and private philanthropic practices in the 

fields of health, poverty and hunger combating, children protection, ecology, refugee assistance, social 

entrepreneurship, etc. is reflected in the historical memory and culture of people. Why is the concept of 

social responsibility becoming so relevant for business only now?  

Modern researchers consider CSR through the prism of stakeholders' interests (Fu, Boehe, 

Orlitzky, & Swanson, 2018; Lim & Grennwood, 2017; Martínez, Fernández, & Fernández, 2016; 

McCarthy, Oliver, & Song, 2017; Park, Joon, & Kwon, 2017). What do customers, experts and 

professional investors mean by CSR? Are Russian companies ready to respond to social demand of the 

society and stakeholders? 

Wartick & Cochran (1985) believe that corporate social activities are carried out through “social 

policy” and should be considered as a fundamental relationship between the principles of social 

responsibility of business, the process of social sensitivity and corporate strategy. Do Russian companies 

develop strategies in the field of philanthropy and sustainable growth? Is the practice of documented 

consolidation of these strategies common?  

Carroll (1991) in the article “Four facets of corporate citizenship” writes that company is expected 

to show responsibility, just as it is expected from other citizens. The problems of social responsibility 

become relevant not only for companies, but also for the State (Boulouta & Pitelis, 2014; Solke, 2014; 

Khairov & Khametov, 2014).  A number of authors study the decision-making within the framework of 

corporate social responsibility and corporate social irresponsibility (CSI) (Armstrong & Green, 2013), as 

well as the impact of CSR and CSI on the perception and efficiency of business (Kuratko, McMullen, 

Hornsby, & Jackson, 2017; Price & Sun, 2017). How do companies try to change corporate behavior in 

order to meet prevailing social norms, values and expectations? Does this correspond to leading 

researchers’ opinion on corporate social sensitivity? 

   

3. Research Questions 

The following hypotheses are tested in the study: 

▪ Business cannot exist in isolation from society, business must respond to social problems.  

▪ Social responsibility of business is view as an opportunity to achieve strategic benefits, including 

competitive advantages.  

▪ CSR in Russia has specific features that make it different from other foreign countries practices. 

 

3.1. Relationship between business and society 

Questions to be researched: 

▪ How does society influence business?  

▪ What expectations do people have?  
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3.2. CSR and the concept of sustainable development 

Questions to be researched: 

▪ How do stakeholders influence CSR decisions? 

▪ Is CSR activity documented?  

 

3.3. Features of CSR in Russia 

Questions to be researched: 

▪ What are the reasons, objectives, directions and expected results of CSR in Russia? 

▪ Are there any specific features of CSR in Russia? 

   

4. Purpose of the Study 

▪ To test hypotheses on the mutual influence of business and society.  

▪ To identify the reasons for interest in CSR activity in Russia, as well as the objectives and 

directions of this activity. 

▪ To determine the specific features of CSR in Russia. 

  

5. Research Methods 

The analysis and synthesis of fragmented data on the activity of Russian companies in the field of 

CSR are used as research methods. Comparative evaluation to identify the causes and objectives of CSR 

in the Russian market is based on a comparison of the results of the content analysis of CR reports placed 

by Russian companies and the results of external studies.  

 

5.1. Systematization of data on the basis of analytical companies’ research 

To compare CSR activities of Russian companies with foreign CSR practice, the research reports 

of Deloitte, KPMG and Aflac, the Association of grant-making organizations in Russia "Donor Forum" 

were used. Deloitte and KPMG surveys cover respondents from different business areas on all continents. 

The National Survey on Corporate Social Responsibility. Consumers, Professional Investors and CSR 

executives. Findings and executive summary (Analytical statement, 2018a) study collected assessments of 

CSR executives, investment professionals and consumers aged 18 years and older from USA. 

Participants in the "Forum of Donors" research in 2017 were 52 companies that provided data on 

corporate philanthropy in Russia for 2016. 

 

5.2. Assessment of the degree of institutionalization of the social responsibility of business in the 

Russian Federation on the basis of the analysis of company reporting 

The methodological basis for assessing the formation of the institution of social responsibility of 

business in the Russian Federation was the identification of the existence of companies’ activities aimed 

at the development of society and the improvement of life quality, as well as the factors of its 

development.  
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5.2.1. Selection of companies that placed CSR reports in open sources 

The assessment of changes in public reporting of companies was made as an evidence of the need 

to adopt new rules and regulations for business, as a response to social request of the society and 

stakeholders.   

Non-financial reporting of Russian companies in the field of CSR and sustainable development 

was studied. 16 companies operating in different industries with annual revenues of more than 100 billion 

rubles ($1.7 bln) (according to 2017 data) were selected. The list of companies is presented in Table 01.  

The research included only publicly available non-financial and integrated reports for 2017.  

 

Table 01. Companies that placed CSR reports in open sources 

№  Company Industry  
Revenues for 

2017, $mln* 

1 GAZPROM Oil & Gas 112180 

2 Rosneft Oil &Gas 103063 

3 NOVATEK Oil &Gas  9991 

4 Sberbank Banking, Financial Services 32612** 

5 VTB Bank Banking, Financial Services 10162** 

6 JFSC Sistema 
Conglomerate: Investing, Telecommunications, Banking, 

Real Estate, Retail, Engineering  
12082 

7 X5 Retail Group Retail 22210 

8 ROSSETI Electricity 16246 

9 MTS Telecommunications 7592 

10 Rostelecom Telecommunications 5227 

11 NLMK Steel 10059 

12 Severstal Steel, Mining  7849 

13 NORNICKEL Mining, Metals 9203 

14 PHOSAGRO Chemical 3102 

15 URALKALI Chemical 2194 

16 Nestle Russia Food processing 1954 

Notes:  * The data based on the weighted average rate of 58.3529 rubles for 1 USD 

            ** Operating income before provisions 

   

6. Findings 

The studies reflect the changes in the minds of business leaders worldwide. For example, in the 

Deloitte study (The 2018 Deloitte Global Human Capital Trends) the phenomenon of a social enterprise is 

considered. A social enterprise is an organization whose mission combines revenues and profit growth 

with the need to consider and support the interests of the community and stakeholders. It is responsible 

for its actions both inside and outside the organization, acting as a role model and promoting a high 

degree of cooperation at all levels of the organization. Other studies show uneven changes in the social 

activity of companies around the world (Analytical statement, 2017a) and ambiguity in the attitudes of 

individual groups of stakeholders (Analytical statement, 2018b), but reflect a trend of increasing interest 

in CSR and greater openness in information exchange.  
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Despite the growing interest in CSR over the past 10 years, the understanding of the need for CSR 

activity in Russia is still being formed, the tools and directions used are limited, projects in the field of 

social entrepreneurship are few. 

 

6.1. Opinions and attitudes towards CSR among the participants of the world market 

According to National Survey on Corporate Social Responsibility (Analytical statement, 2018a) 

consumers, professional investors and CSR executives have different views on motives, purposes, 

directions and expected results of CSR (Table 02). 

 

Table 02.  Comparative characteristics of CSR (Analytical statement, 2018c) 

Criterion CSR executives Consumers Investors 

Definition CSR managers do not have a 

clear understanding of what a 

responsible company is or 

what it does 

Consumers define socially 

responsible companies as 

companies that try their 

best to do the right thing 

both internally and 

externally 

Responsible companies are 

more reliable, more likely 

to survive in the long term, 

they are transparent and fair 

Motives Companies invest in CSR 

programs, mainly because 

there is a huge risk that they 

will not be able to form a 

positive attitude towards 

themselves 

Consumers expect 

companies to engage in 

CSR, using initiatives that 

are part of their daily 

activities, and 

complement business 

Risk minimizing, 

confidence building and 

protection of shareholders 

Purposes The common goal is to help 

people in their community, as 

well as encourage potential 

employees to consider 

working for the company. 

Also executives use CSR to 

stimulate sales, to increase 

involvement in social 

networks, to motivate 

investors to buy their shares 

Consumers want 

companies to be 

responsible for everything 

they do 

Investors expect to 

maximize economic 

benefits for both 

shareholders and 

employees. At the same 

time, they are torn between 

personal preferences and 

professional commitments 

Directions A CSR plan must align with 

the vision, mission and goal 

of the company. A half of 

executives indicate that CSR 

objectives should be based on 

their benefits for others, 

regardless of whether they 

align with their business.  

Socially responsible 

companies should 

prioritize fostering a 

healthy work 

environment, providing 

their employees with 

decent wages and benefit 

packages 

 

Management 

support 

82% of executives indicate 

that company’s management 

fully supports CSR 

initiatives, 71% - say they 

have to justify their efforts to 

their leadership team, 57% - 

report that it is difficult to get 

their programs funded 

It is considered that if the 

employer company is 

irresponsible, then most 

companies are 

irresponsible, so they do 

not want to support 

responsible companies. 

Every sixth investment 

professional says that their 

bosses or clients do not 

allow them to invest in 

socially responsible 

companies. 
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Expected  

results 

If efforts are not effective, 

companies will not 

experience the benefits of a 

CSR program (e.g., increased 

customer loyalty, stronger 

profits, etc.).  

For some consumers, this 

means taking specific 

actions (buying), for 

others - more intangible 

actions (readiness to 

forgive mistakes, trust the 

news about the company).  

They want to invest in 

socially responsible 

companies, but on average 

they estimate that only 45% 

of the companies they 

invested in are socially 

responsible.  

 

Comparison of opinions of experts, consumers and professional investors shows the principal 

differences between them in the understanding of CSR: 

a. There is no universal CSR definition and system of assessment of CSR results among 

professionals. 

b. The reasons that determine CSR are related to the growth of business transparency and pressure 

of stakeholders, including consumers, employees, shareholders. 

c. Consumers are more likely to get results in the form of benefits for society, professionals are 

focused on the benefits for companies (experts) or stakeholders (investors). 

d. Consumers are interested in what they can get from CSR activities of companies, and companies 

are interested in what they can lose if they are not engaged in CSR. 

e. Social responsibility of business is taken into account when assessing the feasibility of 

investments. 

According to the KPMG Survey, CR reporting is standard practice for large and mid-cap 

companies around the world. There was a strong growth in CR reporting across a number of countries 

between 2015 and 2017. As for Russia it recorded increase by 7 percentage points from 66% up to 73% 

with CR reporting rate higher than the global average (Analytical statement, 2017b). 

Social activity of business increases for the following reasons (The rise of the social enterprise. 

2018 Deloitte Global Human Capital Trends): 

1. The importance of the individual is growing, and Millennials are putting increasing pressure on 

business. Young people question the basic prerequisites of corporate behavior, economic and 

social principles that guide it (The 2017 Deloitte millennial survey: Apprehensive millennials: 

Seeking stability and opportunities in an uncertain world). For this group, social capital plays 

a huge role in deciding where they work and what they buy, and 86% believe that business 

success should be measured not only by financial indicators.  

2. It is expected that business will fill the vacuum of political leadership. People have less 

confidence in their political and social institutions and expect business leaders to fill this gap. 

This expectation puts enormous pressure on companies, but also creates opportunities. 

Organizations that interact with people and demonstrate that they are trustworthy, improve 

their reputation and influence traditional public policy mechanisms. On the other hand, 

companies that seem alienated face negative media reactions, unflattering social media 

reviews, and difficult questions from stakeholders. 

3. Technological changes have an unintended impact on society, even when it creates opportunities 

for sustainable growth. Information and technological changes allow people to observe 
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companies in real time, expressing their opinions to a wide audience, uniting in social 

communities and influencing decision-making. 

Thus, being a socially responsible company means to listen carefully to external and internal 

environment, business partners and customers, as well as the society, the company influences and is 

influenced by. According to “The business case for inclusive growth: Deloitte Global’s inclusive growth 

survey report” (Analytical statement, 2018b), 65% of companies’ executives rated “inclusive growth” 

among top-three strategic concerns. This is important for maintaining the reputation of the company; 

involvement and retention of critical workers; customer loyalty growth. Being a social enterprise also 

means to invest in a broader social ecosystem, starting with the company's own employees, including all 

workers – on- and off-balance-sheet. 

  

6.2. Opinions and attitudes towards CSR among the participants of the Russian market 

Since 2008 the “Leaders of Russia” project, organized by the Association of grant-holders with the 

support of PwC, has been implemented in Russia. The project involves Russian companies that carry out 

CSR activities, participate in charity and share information with the fund. 52 Russian and international 

companies, with a total turnover of more than 100 million rubles ($1.5 mln) in 2016, took part in the 

study (Boldyireva, 2017). According to the data provided, they spent more than 43.8 billion rubles ($652 

mln) on charity and social support. For comparison: 11.8 billion rubles ($401 mln) were spent to support 

social initiatives in 2011, 13.4 billion rubles ($426 mln) - in 2012-2013, 19.9 billion rubles ($325 mln) - 

in 2015. 

 

6.2.1. Motives 

More than half of the respondent companies (54%) give moral reasons to justify their charitable 

activities. The desire to help socially unprotected segments of the population, to be realized in society 

outside the sphere of business, to use the resources more responsibly are motives for these companies. 

Respondent companies are more sensitive to social problems that are visible to society (help to 

orphanages, people with serious diseases, solving environmental problems), but to a lesser extent try to 

link corporate charity with the overall corporate strategy. In most cases, the strategy and policy of 

corporate philanthropy are broadcast by parent companies operating in foreign markets.  

Involuntary reasons for corporate philanthropy are named by a third of respondents. This implies 

the presence of stimulating expectations from outside stakeholders. Among such expectations are 

proposals from state and municipal authorities; requests from non-profit organizations and individuals; 

expectations of real and potential business partners, especially foreign ones, for whom corporate charity is 

one of the system-forming practices; additional attention to business from consumers and local 

communities in connection with the specificity of the product (for example, tobacco and alcohol 

products). Besides, involuntary reasons are named by city-forming enterprises that are the main 

employers in their regions. They are forced to respond to social problems of employees, otherwise they 

may face difficulties in hiring, motivating and retaining staff.  

29% of the respondents indicate the economic reasons for charitable activities. Companies 

associate charity with ensuring the sustainability of the company through long-term investments in the 
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standard of living of local communities. There is also a reputational component of charity and its role in 

the formation of corporate culture.  

 

6.2.2. Directions 

The choice of directions, as a rule, corresponds to the general global strategy, although the 

companies often have the opportunity to further respond to the requests of local communities. Almost all 

respondent companies (94%) note the need to address their chosen social problems. More than half of the 

companies (58%) consider it important to increase business sustainability through the development of 

regions where they operate. A third of respondents (35%) indicate the enhancement of reputation in the 

market of goods/services as one of the goals of corporate philanthropy, others think about their brand’s 

enhancement in the labor market (27%) and relationships with business partners (23%). Employees 

competencies and corporate culture enhancement, noted by 37% of respondents, is linked mainly with the 

development of corporate volunteering programs. 

 

6.2.3. Expected results 

Almost all of the respondents are in one way or another guided by the creation of social values. As 

for commercial value, 72% of companies note the need to generate it in one form or another.  

Most companies consciously work to create “shared” value through charitable programs, with 

more than half of them emphasizing the relationship between sustainable business development and 

sustainability of local communities. With regard to the so-called “mixed” value (blended value) emerging 

from intersectoral collaboration, almost half of the respondents note the need for partnership efforts to 

solve social problems.  

 
6.2.4. Management/stakeholders support  

More than 70% of the respondents note the importance of stakeholders such as employees (94%), 

beneficiaries (90%), shareholders, non-profit organizations (87%), local communities (81%) and 

authorities (79%). Other stakeholders include business partners, media, professional communities. 

Shareholders, beneficiaries and local communities are named as key stakeholders. This is because 

shareholders are the recipients of commercial value, beneficiaries are the recipients of social value, and 

the role of local communities is considered by companies through the concept of sustainable development 

and correlates with the creation of common value.  

 

6.2.5. Analysis of Russian companies CSR reporting  

The analyzed reports on corporate social activities have different names: social reports (VTB 

Bank, Nestle Russia), reports on sustainable development (NOVATEK, Rosneft, Rostelecom), report on 

social responsibility and corporate sustainable development (ROSSETI). Sometimes they are included as 

a separate part in the company's annual report (PHOSAGRO, X5 Retail Group). 

More than half of the reports contained data on the amount of the company's investments in 

society development programs (Table 03). Almost all documents provided information on directions and 

programs of internal social policy. More emphasis is placed on training programs for staff and on 

continuing education programs, where the effectiveness of internal social activities is estimated by the 

proportion of trained staff, the number of internal training courses and realized man-hours of training. 
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However, few CSR reports contain information about the support of additional medical and social 

insurance (Rosneft, VTB Bank, Sberbank, Rostelecom, NOVATEK), non-state pension schemes 

(GAZPROM, Rosneft, NOVATEK, Sberbank, Rostelecom), housing programs (GAZPROM).  

Environmental activities of companies are also paid attention to in all reports. At the same time, 

the most detailed data on compliance with environmental requirements, the description of environmental 

policy and environmental measures are presented by companies of chemical and mining industry, ferrous 

and nonferrous metallurgy, gas production and gas and oil refining.  

All reports but in different degrees contain information on the participation of companies in 

charitable activities. Only a few respondents reflect the amount of money allocated for charity, show the 

real results of targeted assistance.   

The reports also reflect the results of the organization of charitable actions, which essentially 

initiate charity from citizens (X5 Retail Group) and sponsorship (Rosneft, Sberbank, GAZPROM). In 

general, such activities certainly benefit society, but also perform marketing functions for organizations 

(promotion, PR).  

According to the reports, the companies have different degrees of involvement in volunteer 

projects. A low degree of involvement is often due to concentration on corporate social projects, the work 

of corporate charitable foundations.  

 

Table 03.  Data analysis of CSR reports 

№ Company 

Investments 

in society 

development 

programs, 

$mln 

Expenditures 

on social 

support of 

personnel, 

$mln 

Investments 

in ecology, 

environment 

conservation, 

$mln 

Corporate 

social 

programs 

Corporate 

philanthropy, 

including 

investments,  

$mln 

1 GAZPROM - - 590.72 + + 

2 Rosneft 641.53 ** - + 45.77 

3 NOVATEK 48.21 6.51 35.41 + + 

4 Sberbank - 108.73 - + + 

5 VTB Bank - 8.50 3.19 + + 

6 JFSC Sistema 7.01* - - + 7.01* 

7 
X5 Retail 

Group 
- 2.38 - + + 

8 ROSSETI - - 9.41 - 54.07 

9 MTS 10.51 14.26 0.31 + 0.27 

10 Rostelecom 3.10 - 1.79 + 2.78 

11 NLMK 41.13 *** 493.79 + 54.07 

12 Severstal 13.69 5.36 93.62 + 0.27 

13 NORNICKEL - 246.86 459.27 + 2.78 

14 PHOSAGRO 26.92 - 71.98 + + 

15 URALKALI 5.78 3.74 68.89 - + 

16 Nestle Russia 1.03 - **** - + 

Notes: * Data on the availability and amount of a charitable foundation 

** The size of the social benefits fund for employees – 265.63 $mln 

*** Cumulative data from 2013– 18.37 $mln 

**** Data on the corporation as a whole – 107 million Swiss francs 
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6.2.6. Documented consolidation of the strategy and policy of the charitable activities  

The result of adopting a socially responsible approach in business is the adoption of an appropriate 

corporate culture and development strategy, support for charitable projects, and social entrepreneurship. 

All this requires a clear formulation and consolidation of values, goals and objectives of socially directed 

activities.  

Figure 01 shows the results of assessing the availability of a documented consolidation of the 

strategy and policy of the charitable activities of the largest companies of the Russian Federation 

(Boldyireva, 2017). 50% of companies have a documented policy on charity, and 42% have a charity 

provision. Only 4% of the research participants correlate charitable activities with the principles 

embodied in social codes.  

The sustainable development policy (strategy) as the document that most widely interprets the role 

of business in society and formulates the general goals of corporate social activity, as a rule, is present in 

divisions of large international companies. 

 

 

Figure 01.  Documented consolidation of the strategy and policy of the charitable activities (Boldyireva, 

2017) 

 

6.3. Comparative assessment of motivation and goals of socially responsible activity 

Distinctive features of the practice of Russian companies in the field of CSR can be identified for 

all major assessment criteria under consideration.  

First, the majority of companies involved in CSR and publishing social reports are businesses with 

foreign capital or the state participation. The CSR activity in Russia is caused largely by ethical aspects 

but not corporate or strategic ones. 

Second, the main stakeholders are regulators, foreign partners, local communities and consumers.  

Third, the goals and directions of CSR efforts cover the formed range of issues related to solving 

social problems in education, culture, sports, social support of employees, while companies expect 

reciprocal involvement of the society. Differences in people's expectations should also be noted. Unlike 

the US and Europe, Russian society does not assign the function of solving social problems to business, 

sharing the power of the state and the opportunities of entrepreneurs. 

Fourth, there is practically no assessment of CSR activities results in Russia. Companies are 

reluctant to share information about business goals and expectations. 

https://dx.doi.org/
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Nevertheless, the expansion of corporate social programs, the increase in expenditures for CSR, 

the growth of publications on social and charitable projects of companies indicate an understanding of the 

importance of business participation in the life of society and the need to take into account its interests.   

 

7. Conclusion 

Russian business, on a par with the world one, is aware of the need to change its attitude to social 

needs of society and stakeholders. It accepts the rules of “corporate citizenship”, but is not sufficiently 

ready to shift to new values, to form a new corporate culture, to change business processes. The 

phenomenon of social entrepreneurship, which can be considered as a qualitatively new form of 

integration of social, production and market functions of business is understudied yet. The essential 

characteristics and the role of socially responsible marketing in changing the value basis of market 

interaction between counterparties are not defined (Bozhuk & Maslova, 2012; Inoue, Funk, & McDonald, 

2017). 

Particularly relevant is the issue of institutionalization of social responsibility of business. It is 

associated with the lack of clear rules and regulations governing the behavior of subjects within the 

framework of social-economic institution. This is confirmed by the results of Russian scientists’ studies 

(Dolgopyatova & Tomashuk, 2013; Blagov, Kabalina, Petrova-Savchenko, & Sobolev, 2015; Belousov, 

2017). 

An important direction in the research development can be the study of the prerequisites for the 

development of applied tools for CSR in managing of business sustainability and socially responsible 

marketing.    
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