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Abstract

The research investigates the extent to which Bagn&ind Groceryretailers use Corporat
Social Responsibility (CSR) in accordance to emghdonsumers’ expectations and buil
strategic model of Corporate Shared Value (CS\8ttive for economic and social retur
simultaneously. The paper adopts a qualitative aach, based on the comparative c
study methodology by investigating a sample ofvievBlanking and Grocery retailers in Ite
and the UK Differences and similarities in CSR as new strategodel among countries a
retail sectors emerge, with UK comjies from both the sectors showing the most forea
integration of CSR within their business strateflge chance for both Italian and UK reti
companies is to adopt the best practices emergimy the case studies to turn their C
programs into a sategic business model of CSV that will allow arsfyer retaile-consumer
relationship based on social improvements and afoecement of their brand imag

Keywords. Corporate Social Responsibility, Corporate Sharemlu®, Banking retailer:
Grocery etailers, Branding, consumers’ perceg.

1. Introduction
Considering that attitudes are generally acceptedamething people acquire, market
academics have stressed on the importance of uaddirsg how such attitudes develop

* Despite the paper is the result of cooperation among the three authors, Elena Candeli® secdons 2 and
6, Chiara Civera wrote sections 4 and 5 and CeCtisalegno wrote sectis 3 and 1
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how they are affected. Regarding the businessdwanid in particular the retail sector, where
customers interact with their chosen company, témsls to bring in a mixture of disciplines
including psychology, sociology and economics (Hoyed Mcinnis, 2012). The knowledge
explicit in modern marketing and business techrsdues meant that it is possible to influence
and in some cases create consumer attitudes dndrioé them positively for reaching the
business purpose. The social responsibility thatlihings with it has been recognised in the
development of codes of practices and ethical-driy@cesses for enhancing brand value and
communicating it effectively.

Consumers, who, for the past decades, have beetlyninBuenced by business
communications, are, nowadays alike affected byinless activities beyond the
communication itself and the coherence betweendoirmage and companies’ actual practices
and processes.

According to consumers’ evolving expectations (Basmacker Janssens and Mielants
2005; Barksdale and Darden, 1972), it is commontgepted that Corporate Social
Responsibility (CSR) on behalf of business orgdiusa represents to overcome the merely
profit-oriented mentality and play a role as godazen in the society (Carrol, 1991; Ahmed
and Machold, 2004).

According to the 2013 Consumer Trend Report, nowsgaoducts are asked to give
back a specific set of expected and shared vallesy need to be more than transparent to
their audience, to become "naked" in communicatiogcrete and tangible benefits that go
beyond the merely purpose a product or a servisepposed to serve. "Brands' wishes will
be consumers' command" (Consumer Trend Report,) 2018 in this sense, consumers keep
driving companies' choices in the establishmentaafiew vision, new business models,
products and services and coherent ways of adveysd creating marketing campaigns.

Therefore, as a set of non-business oriented actioldressed to temporarily improve
corporates’ behaviour and give them a voice wittia social debate, CSR is not a new
concept for them. The difference nowadays consistshe fact that it is largely being
strengthened to include a concrete set of tools placined communication activities
addressed to solve social and environmental issu#s positive repercussions on the
reference community and ultimately on the existert potential consumers’ perceptions and
satisfaction. It is, in other words, a new way afsiioning business and relations with
community by using the traditional CSR drivers asttaping them in a different way
(Macleod, 2001; Mohr et al., 2001; Kuepfer and Pap2010).

Actions within Corporate Social Responsibility drecoming part of companies’ core
concerns. Can we consider this a new business meden if less business-oriented? Or
marketing and branding are just playing with words?

Before analysing the link between CSR and firmsatsgies and highlighting the
innovative implications of it for companies, a dumverview on CSR is required.

Generally considering that responsible, sustainabié philanthropic behaviours along
with business ethics principles might representgaod” way of reacting to the current
societal and economic market scenario from thegpti@n of consumers (Casalegno et al.,
2012; Torres et al., 2012; De Pedro and Gilabér1,22 Vallaster at al., 2012; Kuepfer and
Papula, 2010; Neal and Cochran, 2008; Macleod, ;20@hr et al., 2001), the real impulse
within companies towards CSR development raisegsssf different kinds and the dilemma
is not of an easy solution. What appears certath @dear, though, is that CSR needs to
impose itself as a new corporate mindset with s trategic implications (Kim et al.,
2011).

Despite the multiple conceptualizations of CSR #ralfact that a single definition has
yet to be accepted (Vallaster et al., 2012), fassible to group all its meanings under a CSR
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mindset focusing on precise dimensions and aas/ithat make CSR “a cr«functioning
management tool which aims at achieving long teoagby fostering voluntary corpoes’
multi-stakeholders relationships” (Civera and Musso, 2

According to this definition, the authors has baiitd considered three main dimensi
of CSR, in its traditional shape. They are: Accaibiiity, referring to the way companies gi
evidene of their behaviour towards CSR through reportd endes of practices seen
differentiation elements; Corporate Philanthrophgntified as the sum of activities carried
in order to respond to various community needsuppsrting projects of sod interest and
admired Third Sector Organizations; and, Sustalitbivhich is related to the inclusion a
communication of environmental, societal and etha@ncerns in process, goods/prodt
and services.

2. Branding and Cor porate Social Responsibility: a premises for a strategic

under standing

Company differentiation is often realized by bratichtegy to provide customers with qual
consistency and security. Definitely brand is aislehto influence stakeholders’ quali
perception and to advalue to productandservices. It is therefore necessary to unders
the reasons why consumers give their prefereneebi@nd among the many offers availe
and, consequently, it is important to analyse éssat the basis of their choice (Aak1996).
What are customers’ needs, wishes and requirensmusrding with current societal a
environmental factors? Evidence shows that soc@micerns are getting increasing
important for stakeholders in general and for camsts in particula

Thus coporate should build a true relationship with cansuos and with their societie
primarily having consistency between the valueso@ased with the brand and thc
transmitted by the behaviour of the company as aeleviioday corporate brands must be
only well known but also well regarded (Allen andd® 2004): companies’ behaviour &
brand identity appear inextricably linked, with eepussions on the brand image and on
brand loyalty by customers.

The consequence of these arguments is thaid reputation is as important as bre
awareness to create a coherent identity (Aaker@2@0kind of social legitimacy (Melo ar
Galan, 2011), which, in affluent societies, impliasre than just profit maximization. C¢
concerns emerge in this contes they affect both the social legitimacy and tlakeholders
perceptions, thus impact on the financial resulthe company. Therefore companies hav
move away from onéimensional financial perspectives of business tookstic view of
societal ré&ationships to incorporate sustainability into thbole culture of the organizatic
(Gupta and Kumar, 2013).

Consequently, firms must implement the value of thlationship between brand a
stakeholders through CSR strategies, especiatlyeimediur-long term.

Therdore the brand acts as a tool that integrates timepany with its stakeholders |
creating valuable associations connected with swidity, responsibility, philanthropy ar
ethics (Grace and O’Cass, 20(

Considering brand strategactivities carried out within CSR should be madsible
inside and outside the company to create brandciat®ms and communicatethrough the
media. The positive wordf-mouth generated develops antegrated communicatic
strategy.

Building a relationshigbetween brar and CSR is important to strengthen custom
loyalty and, considering CSR complexity and evaintia question arises: shall CSR bect
more than just a drivesf branding and be translated i formalized approacshared by the
whole organizatiomnd outside ?
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Sharing is the imperative. The question is, what how to share? One of the most
difficult intangible asset competitors cannot irtetas surely the way a certain organization
behave and share its principles and social valués mternal customers (employers) and
external clients (consumers) ultimately.

What is calledorganizational culturgSchein, 2010) refers to the values and pattefns o
belief and behaviour that are commonly accepted watticed by the members of a
particular organization (Pringlet al., 1988). In this scenario, the company is askeduto p
“everything together and make it work” (Schudizal., 1993) and, integrate communication
with coherence and transparency. (Scheittal., 1993; Romano, 1988; Krugma al.,1994;
Collesei, 2002; Duncan and Mulhern, 2004; Collemail Rava, 2008; Belch and Belch,
2009).

The necessity of integrating communication toold kaver on constant factors (Collesei,
2002) is perceived by companies as the most effeeind strategic way to give their assets
and business a reason to exist, and this is unedpaspecially in crisis periods (Casalegno
et al.,, 2012) and valid for all the stakeholders as extendudience (Kliatchko, 2008),
considering that communication is nawa-wayfactor anymore.

Coherence is the driver of communication and heapmating the right reputation.
According to this perspective, over the last y&@8R has become one of the most powerful
internal and external way of communicating homogaton and good behaviour in the way
of conducting business activities.

Accordingly, if principles and shared values cgoresent powerful levers for competitive
advantage, it is likewise true that nowadays theiemce is not simply persuaded by paid
activities — e.g. advertising - that aim to makenthunderstand how ethic a certain company
is. Customers are positively influenced by compariet do not need to prove their CSR
through branding; instead by those who place it @mmunicate it on the market as a new
business model addressed to social improvement® ies that CSR should turn into a
strategic business model where actions undertakethe field of ethics, sustainability,
environment and philanthropy are coordinated anddgeneous within the core business of
the company and therefore communicated transpgréatlachieve economic and social
returns at the same time.

In accordance with an on-going research currentqth by Michael Porter in several of
his works from 2002, the imperative for companigdd create and share values with the
double purpose of reaching better performanceseir competitiveness and improve their
community well-being in a long-term perspective. afiing values is reflected in
communication as well as in the creation of corceetd valuable strategies.

In other words corporates need to strengthen CSR &® communication and strategy
and bring it to a new level, the one @brporate Shared Value (CSYRorter and Kramer,
2011).

Under the logic of CSV, any ethical, responsiblal grhilanthropic action becomes
profitable in an innovative way and places its¢lftee core of any companies’ businesses: the
design of new products and services that meet Isacid environmental needs while
simultaneously delivering a financial return, fonstance, goes beyond the merely
communication of corporate values, citizenship audtainability or the compliance to
national and international standards (Moore, 20k4pnfirms, instead, a strategic intention
by the company to move beyond business and samakecns trade-off. With CSV companies
coherently build a set of policies and practiceat tban buster their competitive power
meanwhile improving environmental and social cdodg within the community, which
ultimately, like a virtuous circle, will positivelympact on the company as well. Given that
“the more a social improvement relates to a comjgabysiness, the more it leads to
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economic beefits as well..” (Porter and Kramer, 2002), theakthrough within the logic ¢
CSV stays in the coherency through which compapisse their responsible strategies wit
their core business and in the transparency whemumicating then For instanc, the more
Philanthropy is used tenhance competitive context, the morecould bring social an
economic goals into alignment and improve a comjsatgnc-term business prospec
(Porter and Kramer, 2002)

In essence, CSV represents a change of mel involving human resources, cc
processes/goods and services and communication. &E&8% from CSR but inoses its
strategies in the form of a new business modepalicular, the CSR dimensions previou
described evolve towards a more strategic ework, including:Strategic Accountabili as
compulsory activity to respond to the -going challenges within societyStrategic
Philanthropy as combined set of activities to support social gondd causes in areas
competitive advantage for the comp and coherent to its mission and core busir
Sustainable Deliverableas concrete development of sustainable processessfproduct:
and services that meet social needs while achieagogomic retur.

Communication plays a key role within the newategic model of CSV, beir
considered the primary route through which corpwatlk to and are able to reach ti
audience. Brandsalk simultaneously for different purpo: and to different targe. As a
consequence, transparency and coherency becndisputable when communicating: so
of the activities carried out within communitiesteérest will be reasonably firstly addres:
and communicated to empower corporates’ brand aweascand perception as forms
advertising in the interestf the compny and, some othexsill merely serve social purpos
in the stakeholders’ interest and communicated raaugly.

As far asStrategic Accountability anStrategic Philanthropy amncerned, for instanc
in a CSV perspective, companies are askeimplement and increase the communicatiot
certain activity almost compulsorily aigive more and more evidence of their efforts tows:
the communitythrough plan clearly and concretely reporting anvestments ancsocial
returns.

Given the theoretical fraework, the aim of the paper is to investigate weet@SR is
just a driver of branding or the big move towardsV implementation (as innovative a
more structured way of thinking CSR) is being utalegn and, to which extent, by groc:
and banking retirs comparing the situation in Italy and the Udikengdom

3. Italy and United Kingdom: similarities and differences towards CSR
CSR strategies are built in different ways depegdin the country (Brammer and Pave
2006), so the choice of Italynd UK has been driven by considering their pecitiés and
characterizations in the adoption of CSR as styategachieve economic and reputatio
benefits (Brammer and Millington, 2005). Italy amide United Kingdom present ma
similarities in theireconomical and geographical backgrounds and, asdahee time, quit
remarkable differences in their cultural environtsenwhere beliefs, personal attitudes
preferences of individuals are formed. Therefdnes particularly affects corporates' atdes
towards ethics and the choice of their major CSRvidies, from corporate giving to tt
implementation of some more markel-oriented strategies like sponsorsh

On one hand, general settings and economic situajpear to be quite similar ihe
considered countries. Firstly, the population negted to be 60.8 million in Italy and 6z
in the UK (United Nation Data, 2012) and secondig Gross Domestic Product shc
similar values in both countries: the UN Data eaties Italy GDP for thyear 2012 to be
equal to billion $2.013 and UK GDP for the sameryeabe billion $2.471 (United Natic
Data, 2012).
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On the other hand, factors like the social condgjanstitutional and historical settings
(CGAP, 2011) and the culture as mentioned abovatlgrdiffer between Italy and the UK,
affecting CSR activities’ typology and communicatio

By examining closer these differences, at a filsinge it is worthy to mention how
history and tradition affect the context in whicBRis born.

On one hand, companies in United Kingdom, traddilyn have always played a central
role in building and maintaining the so-called vaedf state by emphasising on their business
philanthropy for responding to “social, economid golitical needs” (CGAP, 2011). In this
sense, the environment for the proliferation ohfalized policies within the area of CSR has
always seemed to be more conducive.

In Italy, on the other hand, historically, the gtbvef cooperative organizations had been
instrumental in creating a welfare state whilstpowate philanthropy has always been more
connected to religion purposes and characterizearbigss visibility and impact if compared
to the UK (Assifero, 2010).

By analysing the results achieved by national antérinational researches and reports, a
clearer understanding of the countries' differenicedacing the challenge of CSR at a
corporate level emerges: investments in CSR arerghy increasing. Amount and reasons
for investing still differ between the countries.

In particular, 73% of Italian companies with morfeart 80 employees adopt CSR
programmes formally within the company and towarsisciety (RGA, 2012) and
communicate them with excellence (KPMG, 2013).

When taking into consideration the philanthropimgfamong Italian and UK companies,
what emerges is that the average estimated amauntash and in-kind donations per
company out of a broader range of CSR activitiesmigh more higher in the UK ("UK
Company Giving", 2011/2012; Osservatorio Socidxl4).

Moreover, the second “Report on Sustainability &wmpetitiveness” carried out by
RGA in 2012 shows that in Italy corporates stihdihard to integrate responsibility and
sustainability into their business model and sutiea lack of formalization in their CSR
management (Istituto Italiano Donazione, 2012)ythde not operate autonomously within
their department and any choice regarding CSR @jelonations and sponsorships are
taken along with the marketing, communication aman resources departments.

Even if Italian companies are paying more attentmnnnovate their business models,
initiatives for CSR are still declared to be highélated to the idea of strengthening brand
image and corporate reputation, to attract newocusts and improve employees' satisfaction
(Osservatorio Socialis, 2014).

Data available for the year 2009 (RGA, 2009) corapg#aly to 31 countries (including
UK) evaluated for their responsible competitivenasd it is unsurprising that Italy is placed
26" in the ranking, while UK at the f'3position, anticipating at a first glance what the
findings from the empirical analysis will reveal.

The peculiar configuration of CSR leading to diéfietr level of implementation of CSV
between Italy and the UK explains the choice ohsgeographical areas as objet of the study.

4. Resear ch methodology and sample design

The present research has been carried out asfgartam-going international study that seeks

to analyse the link between branding and CSR am@xkent to which companies operating in

various industrial sectors concretely achieve thglémentation of Corporate Shared Value.
In particular, the aim of this paper is to focus o Retail sectors (Banking and

Grocery) and compare the level of formalization amethods of communication of

companies’ CSR strategies between Italy and thé&edidingdom; and to investigate whether
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companies included in the sample are developingwabusiness model, sting to turn from
CSR to CSV, varying from retail sector and cour

Grocery and Banking sectors are the object of tilngys for three main reasor

First of all, more than other industrial sectord aspecially nowadays, they have the ¢
toward thei customers to respond responsibly to tincreased expectatic.

Secondly, on one hand, these retailers get in taiiththeir customers constantly, botr
a corporate level through communication and atllamael through their products, servic
and employers. On the other hand, customers have deysathe power and the capacity
monitor companies’ actions and judge the coheréeteeen their communication and act
behaviour at the point ofake (grocery store or banks’ branches) and infladt through a
powerful mouth-tomouth advertising. Transparency, in this sensepibes the core and ki
word for grocery and banking retailers who wanestablish lon-term relationship

Thirdly and eventually, these are the sectors nmoailved and tp-spenders in CSR.
Interestingly and not surprisingly they are alse ones most hit by #ack of customers’
confidence resulting from the economic and financieltdown.

Despite the sectors look different at a first gnuolicies and programmes CSR and
its communication appear to move to the same drecbeyond the merely building of bra
trust to ultimately achieve the highest level oftouners’ confidence in their products ¢
services.

Grocer Retailers, for instance, address their and communication to a target rket
that is price-sensitive bitt has become somehcacceptingo pay higher prices for produc
associated with a good cause in the field of emwirent, sustainability and humanitarian
Musso, Risso, 2006The Bankng sector has been forced to develop atorane relationship
with their investors and customers, by strengthgihmgal presence on the territory, activit
toward the community and the communication of themgrder to add value to their servi
propacsition and face the challenderiving from customers’ mistrust.

To accomplish the purpose of the research, a saofpie@elve (12) companies amo
Banking and Groceryretailer;, six (6) operating in Italy and six (6) in the UKas beel
considered andhestigated by adopting ticomparative case studiesethod of researcl

The sample has been investigated over the extemhitch their CSFis becoming a new
strategic business modeglated but independent on branding and communit activities.

The use of a comparative study has allowed the autttoompare different stratec
settings referred to two geographical contexts whiée conditions leading to a spec
company’s attitude (“why”) and the behaviour andatgtgies put in place by a cen
company (“how”) changes depending on the counteaffnet al.,1991).

It has been chosen to base the analysis on olgetdists; concretehon the set of
activities that companies within the sample cuilyeimhplement and communicate to th
audience As a consequence, any information, documents eswbrds over CSI
implementation and communicaticaccessible to the customenave been extracted fro
websites related to the company under investigaiompanies webstes and annual repor
(Sustainality Reports, Social Reports, Code of Ethics, tntional Norms and Standar:
creation of adioc ethical products and services, type and amofintash and i-kind
donations to Third Sector Organizations, descnptmf initiatives of social relevanc
partnership and sponsorship in the field of CSR)e information have been collected &
single point in time in 2015 and gathered arc the three dimensions of tICSV framework
and the relation between communication and C

Specifically, informatio on each company addressed to investigate thatesteCSV
implementationhave been gathered aroul
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Strategic Accountability

* the spread of CSR communication messages and Refwctuding adherence to
International Standards) in accordance to the ntnssues (environmental, societal
and economic mainly);

» the level of CSR strategy formalization concernisggovernance and mechanisms of
decision and control within the company;

Strategic Philanthropy

» the level of formal implementation and account#pifor philanthropy, with clear
plans describing the nature of the donations onnpeship with Third Sector
Organization that match with the mission and carsifess of the company and the
publishing of Reports to function both as financealidence of the projects and
communication of the achieved results;

» the typology of adopted techniques in the fieldpbflanthropy (such as employees
volunteering and Cause Related Marketing (CRMpageted strategic donations) and
the intent they are communicated to serve (branplimgoses for instance);

Sustainable Deliverables

e creation and implementation of sustainable prosgsseducts/goods and services
that respond to social needs while delivering arfoal return (e.g. development of
ethical funds for banking retailers and eco andirenmental friendly products for
groceries’ private labels);

Relation between communication and CSR

« the extent to which certain CSR activities are padsand communicated to meet and
serve mainly commercial goals rather than the npegtlical intent.

In particular, six (6) companies have been pickedrom the Banking sector (3 operating
in the UK and 3 players from Italy); and the otkex (6) companies competing in the Retail
Grocery sector (3 in the UK market and 3 in Italy).

Some precise criteria have been used to chooseothpanies part of sample within the
sector and have varied depending on the industeéedor and the geographical context the
company belongs to.

UK Banking sectorTwo criteria have been applied: the identificatadrihe largest banks
in the UK and — among the largest — the choicehefrost involved in CSR. As a result,
according to the ranking of the largest Europeamnk®dor the year 2012 reported on the
website relbanks.com and to the “Guide to UK Comypaiving” (Lillya, 2011) which ranks
the top 25 UK companies most spenders in corpgphtnthropy, the sample is here
composed by: Royal Bank of Scotland, Lloyds TSBuprand Barclays PLC.

Italian Banking sectorDue to the lack of data investigating the propaoriod investments
in Corporate Philanthropy, the criterion of thegkest corporates in the country has been used.
As a result, according to the website relbanks.tdoentop 3 banks in Italy part of the sample
are: UniCredit SpA, Intesa SanPaolo, and Banca ®dei Paschi di Siena.

UK Retail Grocery sectoifwo criteria have been applied: the identificatafrihe largest
Retailers Grocery in the UK (among the categorigpdfimarket and Supermarket) and —
among the largest — the choice of the most invoivedorporate philanthropy. As a result,
according to the rankings reported on retailindustrm, the “Guide to UK Company Giving”

2 Cash investments: Royal Bank of Scotland Group (BK34.7 million), Lloyds TSB Group UK (£ 33.5
million), and Barclays PLC UK (£ 19.3 million)
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(Lillya, 2011) and “Top 3000 Charities 2012/201&4afitas Data, 201° that ranks the top
200 donors per community investments, the samgcomposedy: Tesco ILC, Sainsbury’s,
and Coeperative Group (Food divisiol

Italian Retail Grocery sectoBecause of the lack of data ovtbe top corporate spende
in corporate hilanthropy, the three largest Italian Grocery Reta (in the categor
Hypermarket and Supmarket) according to the ranking reported fthe website
retailindustry.com have been analysed: Coop It§47" position), Conad Consorz
Nazionale Dettaglianti Soc. Coop. s.r.I. ™ position), and Esselunga SpA (" position out
of 250 Grocer Retailers).

Table 1 -The UK and Italian companies’ sam

UK Banking Sectc UK Retail Grocery Sect
Royal Bank of Scotland Group Tesco PLC
Lloyds TSB Group J Sainsbury PLC
Barclays PLC Co-operative Food Ltd

Italian Banking Sectt Italian RetailGrocery Sectc
UniCredit Group SpA Coop ltalia
Intesa SanPaolo Group Conad Consorzio Nazionale Dettaglic
Banca Monte dei Paschi di Sit Esselunga SpA

Source: Personal Processing

5. Empirical analysis and discussion of results

The qualitative methodology based on the case dfeslglopment has helped the author
collect the research findings around some relettaatnatic areas within the topic of C:
towards CSV as new business mo- including communication strategi- and report on
some differences and relevant similarities emer@iom the comparison between the Ital
and UK retailer corporates.

Before deepening each of the analysed topics atioel to the countries and the re
sector, some general premises «eded.

First of all, the research findings will mostly dwm the general characteristics of |
countries when it comes to their attitude towarddRCand the extent to which they
adopted as standardized strategiecorporates. Indeed, on one haldlian companies see
to be still in the process of formalizing their CSftrategy towards CSV as bra
enhancement and community wellbeing at the same, tmth at an internal level (towar
their employees) and at the external one (so aappwoach teir existing and potenti
customers). On the other hand, retailer corpotnatédse UK appear overall more structurec
their CSR strategy definition and in the communaratof concrete results, whether 1
implemented CSR programme is directed to dnable products development, to com
with certain International Standards or to reparttbe impact of a specific philanthroy
activity benefiting the communit

Secondly, being the aim of the paper to highligig tifferences and similarities in
evolution of CSR towards the strategic model of A&veen Italy and the UK, the findin

%2011 Worldwide community investments: Tesco PL®4£3 million), Sainsbury’s (£ 25 million), and -
operativeGroup (£ 7 million cash donatior
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will be drawn to accomplish this purpose of cowggricomparison rather than sectors’.
Nevertheless, it is necessary to clarify that samrnsic differences in the adoption of CSR
as standardized and formalized strategy belongh&o specific retail sector besides the
country: in Italy, for instance, the Retail Groesriappear generally much less structured in
the accountability of CSR programmes and the useéin tools for achieving philanthropic
goals than Banking Retailers.

Eventually, both the retailer sectors, no matterabuntry, seemed to have understood the
practical relevance of adopting CSR policies amagmammes and communicating them to
their audience. Reasons justifying this choice learfiound in the higher amount of scandals
that, in the past few years, have severely hit bathking and grocery retailers: from the food
safety scandals related to their origin and prddacto the banking managers misconduct
leading to a constant decreasing of public conftdeiCSR is a statement for companies and
this is the starting point of the present paperawwraries between the countries is its level of
formal implementation as innovative strategic bess; model towards CSV and its
mechanism of communication for meeting new custshexpectations.

Each of the twelve (12) retailer corporates hasibeeestigated over the extent to which
their actions and behaviours around strategic auedility, strategic philanthropy,
sustainable deliverables and relation between camuation and CSR meet the criteria of
CSV as new business model to accomplish. Resudtsw@anmarized in the table below and
then explained.

Table 2: Findings Summary

Investigated areas Italy United Kingdom

Strategic Accountability

Spread of CSR policies and reports Bl | B2 | B3 Bl | B2 | B3
in accordance to the current issues Gl| G2 | G3 Gl| G2 | G3
CSR Governance formalization Bl | B2 | B3 Bl | B2 | B3

Gl| G2| G3 Gl| G2 | G3

Strategic Philanthropy

Philanthropy for competitiveness —

- . . Bl | B2 | B3 Bl | B2 | B3
Accountability and Financial Gl G2| G3 G162 o3
Reports
Employees volunteerin Bl | B2 | BS Bl | B2 | B3

ploy 9 Gl | G2| G3 Gl| G2| G3

. Bl | B2 | B3 Bl | B2 | B3

Cause Related Marketing G1lc2lca G1lc2lca
Sustainable Deliverables

Development of sustainable Bl | B2 | B3 Bl | B2 | B3

deliverables Gl | G2 | G3 Gl | G2 | G3
Communication and CSR

. Bl | B2 | B3 B1 | B2 | B3

CSR — Commercial purposes cil a2 Gca Gl G2| G3

Source: Authors Processing
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Strategic AccountabilityThe spread of CSR policies and programmes withénahalysel
players appears to be homogeneous in both courdndsretailer sectors, confirming
increasing tendency and consciousness in utilizetigics, sustainable, respcble and
philanthropic activities as strategic responseheocurrent societal and economic challen
Evidence shows that all the investigated retaitgporates are making extensive use of (
as compulsory strategic tool by both publishing é&teyp Code of Ethics or any othi
standardized programmes and communicating theminwish set of values and certe
responsible and ethic behaviours in response titedlging society’s needAlso, the content
of the values within CSR is put forth in companimission statement, vision & on line and
press PR messages, confirming its relevance wilti@usiness activit
Worthy of mention is the fact that three (3) playar the Retail Grocery sector (one

the UK and two in Italy) operate in the marketth the legal form of Cooperative, whi
implies a responsible attituseandatory within their core busine

As far as theGovernance of CSR is concern— another key aspect to investigate C
strategic implications results show that both the retaisectors in the U and banking sector
in Italy provide an higHevel of formalizatio. In these sectors CSBnits or Committe,
becoming pure business departments/functions wgr&iosely with the Board of Directo
and/or the Chairman directgnd handlingstrategic and operational duties even concer
the Brand governance, which is supposed to reflect balance the economic and so
impact of a certain programme for CS

At the opposite, one of the ltaliargrocer retaileradopt a formal mechaim of control
and governance for CSR, with activities spread iwithe Marketing, Communication a
Board Departments indifferently

To conclude, the biggest step forward in the fiefdstrategic accountability to cree
CSV is being taken generally lbanking retailers no matter the country. UK grocetgailers
represents benchmark for the Itali, in building an independent governance systenCfoiR
in charge of activating and managing a new busimessel that is connected to the markei
and commaication departments but goes beyond them, to enii@edthole compan

Strategic PhilanthropyGenerally speaking, the policy for implementatiow accountability
for Philanthropy appears to be more structuredsdaddardized in the UK retailer corpces
rather than the Italian ones.

In particular, the extent to whicphilanthropy is considered a proper strategic moith
the development of clear plans showing the natndetlae amount of investments in cause
social interest and measurement oir impact is higher within the UK retaile

On one hand, banking sec— no matter the countryis more likely to give evidence
their Philanthropic activities by including suchtiaity in their Social Reports as well as
Financial Plans.

On the oher hand, Italian Grocer Retailers appear, oncagnadess structured ar
formalized: their support to Third Sector is my oneshot donations or randonartnerships
where the intent and the amount of philanthropmaricial effort iscommunicate but the
concrete impact and measurement of achievementstis This has, as consequence
perception of lower transparency and impact on@@tes’ business strategy, both at inte
and external level.

The investigation over the typologies of adoptechniques in the field of Philanthroj
(such as employees volunteering arRM as strategic partnership) confirms what descr
above. All the UK players make a greater use of legges’ Vdunteering than the Itali,
confirming and showing a philanthro attitude shared and spread inside the whole comj
at all levels of responsibility, which is becomiag mandatory as any other core busi
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activity. Having realized the relevance of restgrantrustful and transparent relationship with
their customers that happens at a local level ggsostores and bank branches for instance),
the UK retailers are taking, in this field, a hugtep forward toward CSV creation.
Accordingly, philanthropic projects involving empkes to volunteer and/or fundraise for
charities at the Point of Sale or Branch appe@etmore structured with clear strategic plans.

As far as Cause Related Marketing (CRM) is conagrriimdings report a high and
homogeneous level of use of such technique in lootimtries and retailer sectors, with
consistent differences between the countries atio# to the way these partnerships are built
and theireason whyUK retailers, for instance, implement projectshaliinger gestation and
life-cycle that are highly-connected to the compsigore business and aim at enhancing
business competitiveness and communities’ wellgpeih the same time. At the opposite,
Italian retailers still need to work on the strategmpact of their CRM programmes: they
appear to be not strategically connected with there business yet and more addressed to
merely increase the perception of corporates’ sanda marketing-oriented process rather
than having long-term strategic impact.

To sum up, confirming an intrinsic attitude typical the Anglo-Saxon world, the
tendency suggests that UK players have turned miRhil@py to a concrete strategy pursued
with clear economic and social returns more thanltiian ones, that are still more focused
on the commercial implication of Philanthropy.

Sustainable DeliverablesAll the retailers have understood the strateginpdrtance of
concretely developing processes, goods/products samdices that meet environmental,
sustainable and responsible requirements. No diff&rs emerge between the investigated
countries and retailer sectors, confirming a gdnevdl to move from the merely
communication of sustainability and responsibilag principles to follow when doing
business to the fulfilment of a strategic concrhetisiness model. Banking retailers in both
countries, for instance, are highly involved in ttevelopment of social responsible funds and
investments in green and renewable energy projgotger retailers are similarly putting in
place and selling their private label Fair Tradedoicts and activating training programmes
for ethical trading.

Communication and CSRs shown above, it is clear that consistent &ffor creating a new
business model for CSR and strive towards the imeigation of Corporate Shared Value are
being made by the majority of the companies partthef sample, with less structured
programmes and plans for CSR adopted by Iltaliarcegraetailers. The strategy for
communication reflects the extent to which the stigated retailers are setting up their CSV
model.

One of the changing element in the argumentatio@9V is that the company becomes
transparent and clear in its communication messagesimitting which kind of responsible,
sustainable and philanthropic actions are undemtaki¢h the aim of benefiting the society
while impacting also on the brand perception enbarent. UK retailers seem to have taken a
step forward in understanding this concept: theonitgj of the players clearly state and
communicate to their stakeholders which CSR agtiyéspecially in the philanthropic
dimension) is carried out primarily with a commatdntent and the purpose to strengthen
their brands competitiveness.

6. Conclusions and further implications
It is possible to conclude that, overall, despite tommon propensity among both countries
and retailer sectors to build a new business mofleLSV as far as implementation of
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sustainable deliverables and compulsory accouitialiél concerned, the main differenc
emerge between the countries when it comes todfieveement of strategic philanthropy &
its relation to brand communication. UK playersmset® be more eective than Italian
corporates in formulating a strategy that reachesilsaneously brand enhancement
social purposes, with positive repercussions oim toenpetitiveness

All the analysed players appear to be t-thinking their conduct in busins, at the
core level, in a stakeholders’ perspective and Havemally set up concrete responses
environmental and energy crises, financial crigiessure on innovation and fast developn
of information and communication technology, andreually o the mounting pressure frc
stakeholders -which includes, of course, a change in their nesud expectations froi
business.

The research reveals its usefulness to functiocodsction of best practices that mic
serve as example for the Italian grr retailers -which are still at an earlier stage of C.
implementation and to further the debate around Shared Value tsnidhpacts for retailer
competitiveness, society w-being and ultimately on its effectiveness in insieg
customers’ perceptianand meeting their needs more appropriately. C8€s aho longe
represent a driver of the brand; results showtti@imperative is to build a coherent strat
embedded by the whole corporate at a global anal Iéevel that considers bral
competitiveress and society’s improvement as linked parts @stme purpose: a sustaine
and economic growth.

The ongoing adjustmentin developing astrategic business model {CSR towards the
creation of Corporate Shared Value imposes contiswhanges inde the company and tl
necessity to “share” those must be nowadays d@bfhef corporates’ occupatiorbrands and
CSR are strictly connected the value creation procesmd its sharing. In this logi
consumers are not in touch with just brands; iconstantly experience corporates’ acti
and behaviours and expect them to consistently w@muasitfully be coherent with the
communication messages. Increasing their powerpimolding corporates’ good condu
consumers’ point of view around the connen between CSR and branding will be
forthcoming subject of investigation, to point oubhether the creation of Shared Valis
correctly reflected through communication in customers’ eptions and to which extel
New researchesill keep focusing orthe comparison between Italy and the
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