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The Untapped Value of Strategic CSR in Contemporary Business to

Government Relationship Marketing
Case: Industrial B2G Environment in the EU

PURPOSE OF THE STUDY

By referring to recent academic discussion on corporate social responsibility and its communication,
business to business (B2B) relationship marketing as well as public purchasing and contemporary
policy development, this thesis aspires to provide an understanding about the possibilities that exist
for industrial companies to enhance collaborative relationship management through strategic CSR
management and communication in the business-to-government (B2G) context.

DATA

The data for the study consists of qualitative interviews. Included in the study are key executives
from the case company operating in the safety and security markets in Finland and the EU (2),
directors from key public organizations (3) one semi-independent public organization (1) and a
competitor (1). Additional data was derived from an EU-wide marketing workshop at the case
company’s premises in Germany. Secondary data from governmental publications and other
relevant publicly available documents were used to complement the primary interview data. The data
was analyzed using methodology derived from interpretative phenomenological analysis (IPA).

The case context provided a good venue for conducting the empirical study since many of the
relationships between the case company and key governmental institutions and decision makers
have existed for a long time, some spanning over many decades.

FINDINGS AND CONCLUSIONS

Firms serving public institutions have recently become to identify the growing business opportunities
that increasing public outsourcing and downsizing of public activities have created. Simultaneously,
public institutions have recently tried to find ways to coordinate the activities of privately held firms to
better reflect the needs of the society in general. Concerns of opportunism and mismanagement
have grown as more and more activities are operated under private ownership. In the conceptual
framework developed for this thesis, an institutional gap related to the aforementioned issues is
identified. The framework argues that strategic CSR management and its proper integration to
relationship marketing strategies will aid B2G companies to enhance their competitive position in the
shifting institutional environments. To do so, firms have to first understand contemporary
developments, such as the Europe 2020 strategy, which aim to align societal and business goals in
the EU and individual member countries.

By having the ability to create and maintain more interactive two-way communication channels with
key public partners, firms are better equipped to understand and contribute to the needs and goals
of individual public projects in a longer time-frame as well as identify new follow-up business
opportunities. Strategic CSR management works as a mediating factor in finding a common ground
for profitable public-private collaboration. Public institutions are intrinsically risk averse and value
partners that are trustworthy and show interest and concern in the overall national welfare in a
specific context.

In essence, integrating CSR into relationship communication and the overall business strategy in the
B2G context is less about encouraging "green management" than understanding the social role of
the firm and its actions in the contemporary institutional environment. Academics can be in the
forefront in steering the discussion and turning managerial attention towards strategic CSR in the
B2G context by highlighting the economic benefits that this strategic long-term orientation has in the
changing institutional environments. Yet, it is not within the academia, but in the actions taken by
political decision makers and executives in private organizations to step away from a quartile
economy and embrace sustainable long-term oriented business practices.

KEYWORDS: corporate social responsibility (CSR), interactive communication, relationship
marketing, business-to-government (B2G), institutional environments, public request for quotations

(RFQ’s)



The Untapped Value of Strategic CSR in Contemporary Business to
Government Relationship Marketing
Case: Industrial B2G Environment in the EU

TUTKIELMAN TAVOITTEET

Tama tutkimus pyrkii parantamaan ymmarrysté niistd mahdollisuuksista joita B2G-markkinoilla
toimivilla yrityksilla on vahvistaa kollaboratiivista sidosryhméajohtamista strategisen CSR johtamisen
ja kommunikaation avulla. Tama tutkimus kasittelee yhteiskuntavastuuta ja sen kommunikoimista
B2G-ymparistossa. Keskeisia aihealueita ovat myds sidosryhmamarkkinointi ja julkinen ostaminen
seka julkisten menettelytapojen ja lainsaadannon kehitys EU- ja jasenmaatasolla. Toteutettu
empiirinen tutkimus yhdistdaa ndmé osa-alueet ja pyrkii tuomaan uusia nakékumia B2G-kontekstista.

AINEISTO JA TUTKIMUSMENETELMA

Tutkimus toteutettiin kvalitatiivisia menetelmia kayttden. Tutkimukseen haastateltiin keskeisia johtajia
turvallisuusalalla toimivasta toimeksiantajayrityksestd, jolla on toimintaa sek& Suomessa etta
muualla EU:ssa (2), johtotason virkamiehia julkisista organisaatioista (3), yhta johtajaa osittain
itsendisesta julkisesta organisaatiosta seka yhta kilpailijan edustajaa. Liséksi dataa keraantyi EU-
tasoisesta markkinointikonferenssista toimeksiantajayrityksen toimitiloissa Saksassa. Toissijaista
dataa julkisten organisaatioiden julkaisuista ja muista relevanteista julkisia toimenpiteita koskevista
dokumenteista kaytettiin primaaridatan liséksi. Data analysoitiin kayttden metodologiaa joka on
johdettu interpretatiivisesta fenomenologisesta analyysista (IPA).

Toimeksiantajayrityksen ja avainsidosryhmien valilla on pitkaan ollut seka yksilo- etta
organisaatiotason yhteistyota. Tasta syysta tassa ymparistéssa avautui hedelmallinen mahdollisuus
tutkia, miten pitkaaikaiset suhteet kehittyvat ja miten B2G-ympaéristéssa luodaan hyvin kohdennettuja
markkinointikommunikaatiostrategioita jotka vastaavat asiakkaiden tarpeita.

TULOKSET JA JOHTOPAATOKSET

Julkisia organisaatioita palvelevat yritykset ovat nykyisin alkaneet tunnistaa kasvavia
liketoimintamahdollisuuksia joita alati kasvava julkisen sektorin toimintojen pienentéaminen ja
ulkoistaminen ovat mahdollistaneet. Samalla julkiset instituutiot ovat yrittaneet 16ytaa tapoja, joilla
yksityisten yritysten tekemia ratkaisuja pystyttaisiin paremmin koordinoimaan ja sitomaan
yhteiskunnan tarpeisiin. Huoli opportunismista ja huonosta toimintojen johtamisesta ovat liséntyneet
samalla kun yksityisen sektorin koko ja vaikutusvalta ovat kasvaneet. Tata tutkimusta varten
kehitetyssa konseptuaalisessa viitekehyksessa viitataan juuri kyseiseen muutokseen liittyvaan
iimioéon, institutionaaliseen kuiluun. Viitekehyksen keskeinen sanoma on, etta strategisen
yhteiskuntavastuujohtamisen integrointi sidosryhmamarkkinointistrategioihin auttaa B2G-
ymparistdssa toimivia yrityksia parantamaan kilpailuasemaansa muuttuvassa
liketoimintaymparistossaan. Yritysten taytyy kuitenkin ymmartaa niiden uusien julkisten
muutostoimenpiteiden vaikutus ja rooli, jotka pyrkivat paremmin integroimaan yhteiskunnalliset
tavoitteet yritysten tavoitteiden kanssa.

B2G-markkinoilla pitkéan aikavalin liiketoimintaorientaatio, johdonmukaisuus, lapindkyvyys ja
luottamus ovat avaintekijoita pitk&kestoisten liikketoimintasuhteiden luomisessa. Strateginen
yhteiskuntavastuun johtaminen auttaa ldytamaan molempia osapuolia tyydyttavia elementteja
julkisen ja yksityisen sektorin véliseen yhteistydhon ja liikketoiminnan harjoittamiseen. Julkiset
organisaatiot ovat luonnostaan riskia karttavia ja téaten arvostavat yhteistyokumppaneita jotka ovat
luotettavia ja jotka pystyvat eksplisiittisesti osoittamaan liiketoimintannan vaikutukset ja tavoitteet
ymparoéivaan yhteiskuntaan keskimaaraista pidemmalla aikaperiodilla.

Taman vuoksi yhteiskuntavastuun elementtien integrointi sidosryhméakommunikaatioon ei tarkoita
"vihrean johtamisen” painottamista, vaan ymmarrysta yrityksen sosiaalisesta (vastuullisuus) roolista
ja toiminnan vaikutuksista omassa institutionaalisessa ymparistossa.

KESKEISET KASITTEET: Yrityksen yhteiskuntavastuu, sidosryhmamarkkinointi, interaktiivinen
yritysviestintd, yksityisen ja julkisen sektorin valinen liiketoimintaymparisto (B2G), institutionaaliset
ymparistot, julkiset tarjouspyynnét (RFQ’s)
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1. Introduction - Sustainable Relationship Marketing to Government

Institutions

Most corporations, big and small, are striving torease their market share and gain a strong
foothold in their target markets. Whatever thetsggee direction a company takes, it has to, at
some point become truly customer-centric if itasstand the test of time. Marketing executives
and managers around the world are struggling td ¥iays to stand out from the crowd by
introducing and implementing viable marketing angdtomer relationship strategies that have
the potential to gain and retain long-term loydftym stakeholders. One often used, but seldom
successfully implemented element to differentiaapany from its competitors at a strategic

level is corporate social responsibility (CSR).

Although strategic CSR has been discussed in loés@demic strands (see for example Luo &
Bhattacharya, 2006; Mc. Williams & Siegel, 2010 &wfter & Kramer, 2006), it is still often
seen as a mere cosmetic tool to correct indivicduabehaviors in the corporate realm, which has
nothing to do with strategic decision making (seedxample Albrareda et al. 2008 and Du et
al., 2010). On the other hand, consumer and busiteebusiness marketers already have an
abundance of academic and managerial lines of s8gmu providing assistance to sustainable
decision making (see for example Fox & Kimberle§1@), be it cosmetic or strategic. Yet, there
is very little academic discussion on the role &RCon business-to-government relationships
and support for marketing experts servicing govemal institutions. This special form of
business to business arena has many unique chatcdethat occasionally differ to a great
extent from “pure” business to business marketiRgafie et al, 2010). Perhaps the greatest
differences are related to the complexity of atieteship and the required lead times, as will be

discussed later in the thesis.

I will begin by shortly discussing why businesgytovernment marketing differs from traditional
business to business marketing. Next, | will byiegfescribe CSR and its history and how it has
the potential to provide valuable benefits to comgsl marketing strategies. Then, | will
introduce and explain the research questions amdttiucture of this thesis. At the end of the
first chapter, | will explain all the essential ohetions used in the thesis and describe the génera

outline of the report.



1.1 The special characteristics of business to government relationship marketing

Although marketing as a discipline is relativelywpene can hardly say it hasn’t evolved from
the simple promotion campaigns of early"2gentury to complex and dynamic branding and
positioning strategies that marketing today is abtrized by. On a broad level, marketing can
be divided into consumer and business marketingh Baave special characteristics and
differences that are deeply rooted in the needbetustomers. Business market customers can
further be divided into commercial enterprisestiingons and governments (Hutt & Seph, 2007,
p.4, 16). Hakansson and Snehota (1995, 20) statebthyer-seller relationships are far more
common for business to business (B2B) situatiolas tlor business to consumer (B2C). The
authors continue by arguing that B2B relationstaps also more complex, balanced and last

longer than B2C relationships.

Throughout the thesisjarketingandrelationship marketingre used interchangeably in order to
emphasize the long-term orientation within and @pmping of strategic marketing and

relationship management. Relationship managemerd amarketing to governmental

organizations involves many of the same charatiesishat are prevalent in other types B2B
environments, but there are differences that havesen on the limelight of much academic
discussion. Most government contracts are concededcompetitive basis, which might lead to
a "race to the bottom". Thus pricing is a centealtdr in selling to governmental organizations
(Kotler & Keller, 2006, p.12).

Interestingly, Purchase et al. (2009) illustratat ttrategic goals on privately held organizations
are centered more on profit maximization, while govnental goals tend to favor fairness,
democracy, equality, public accountability, effiody, competitiveness, balancing interests and
political advocacy. After the brake of the receimiahcial and economic crisis in 2008, CSR
issues has become more relevant in many governmagetsda in the EU while national efforts
are undertaken in order to establish trust via deeg@ public-private collaboration (Knopf et al.,
2011). This is yet another issue that highlighte tmportance of more research on the

possibilities of strategic CSR in the B2G sector.

According to Walsh (1994), governmental organizagibave a responsibility towards ensuring

that collective principles and responsibilities amet. Thus it is surprising how little academic



discussion is evolving around the possibilitiessbfategic CSR management in relationship
marketing and management disciplines in industilesre companies are serving governmental
organizations. Historically, getting the attentiai governmental organizations has been
challenging (Gumpert & Timmons, 1982), but durihg tpast few decades they have become
more approachable to new companies. Many goverrahbaties have broadened their array of
procurement procedures. The European Commissioextomple has special public procurement

channels, which can be conveniently found via titernet (European commission, 2011).

A noteworthy remark, as Gummeson (2004) points isuhjat different categorizations, such as
those discussed above, ought to be viewed as esHiml thought by providing perspective and a
cognitive map. In other words, it is not uncommbattmany researchers discuss the same issue
using different terminology. | adopt the relatioipsimarketing school’s view in this thesis,
which sees relationship management as part of fimasketing activities. Further, the concepts
previously discussed in business and consumeramagnts will be applied in the business to

government (B2G) context in this study.

1.2 What is strategic corporate social responsibility?

Corporate social responsibility, or at least itsdamental elements have existed for a very long
time, but it wasn’t until the early 1950’s that etdrs started to pay more attention to the ethical
and social behavior of corporations (Carroll, 1998)nce the 1950’s, many multinational
corporations have become such large entities their tactions (or inactions) might have
profound effects on the surrounding society. Theogean Commission has defined corporate
social responsibility asA' concept whereby companies integrate social andr@ammental
concerns in their business operations and in theteraction with their stakeholders on a

voluntary basis(Commission of the European Communities, 2006).

Modern societies today have higher expectationsdonpanies, which is why one might argue
that all corporate social responsibility is noticdly voluntary, rather than necessary if a
company wishes to avoid major public scrutiny. Arestmore strategic viewpoint towards CSR
is to incorporate ethical and social dimension® itite business model to gain competitive
advantage in a highly proliferated market (Mc Vditlis & Siegel 2010; Porter & Kramer 2006;
Barney 1991).



In the early 21st century government actions towa@BR issues in many countries are
increasingly becoming linked to the challenges phtuabout by economic change and
globalization. (Albareda et al., 2008). Large glotw@anizations such as the International Labor
Organization (ILO), the UN Global compact, OECDvesll as large multinational standards
such as the 1SO-standards and GRI (Global Repohtitigtive) have taken environmental and

social issues under greater scrutiny in the pasadks. The actions of such international
organizations are influencing regional and natideaél! legislation and governmental decision
making, and vice versa. The very nature of mostipubstitutions in a modern free-market

economy is to provide products and services to gbeeral public. Thus there are great
opportunities for companies serving the B2G sedtrbuild and rephrase their value

propositions to match the need of the end-customegeneral public.

As there is surprisingly limited amount of acaderdiscussion on strategic CSR in the B2G
context, | will try to amalgamate these two acadetiscussions by developing a synthesized
conceptual framework, which illustrates the posiidks of strategic CSR in developing and
maintaining long-lasting business relationshipghiea contemporary public-private institutional
environments. By being more deeply involved; andbleyng able to holistically analyze the
needs and demands of public institutions, orgaioizathave the opportunity to better connect
their offerings with public organizations” long4terevolution needs regarding individual
nationwide projects. | will examine relationship nketing management and communication
theories and models that scholars have found daplei and analyze them from the B2G

viewpoint.

1.3 Objectives and research questions

This Master’s thesis aims to increase the undeatstgrhow companies providing services and
products to governmental organizations can utiliggategic CSR management and
communication in their customer relationship andrke@ng strategies in their respective
institutional environments. By referring to receatademic discussion on CSR and its
communication, business to business relationshigketiag as well as public purchasing and
contemporary policy development, this thesis asptioefind answers to three sub-questions that

are part of the main research problem.



What kind of possibilities exists for industrialrapanies to enhance collaborative relationship

management through strategic CSR management andwaication in the B2G context?

How do social and ecological issues relate totusbinalizing long-term business
relationships in B2G environments?

How can CSR be incorporated to industrial companasg-term business and
marketing strategy?

What kinds of macro-level limitations exist in tlw®ntemporary institutional
environment in the EU to increase long-term orignt@ublic-private
collaboration?

1.4 Important definitions and exlusion

In the following, | will discuss the definitions dnconcepts used throughout the thesis and

pinpoint their relevance in the chosen researctingetOne of the reasons to study the

implications of strategic CSR in the business teegoment setting is the lack of prior research.

Although there are many similarities betwelensiness-to-business (B2Band business-to-

government environments (B2G) they differ in many regards. Hutt & Seph (2004)mlefine

B2B as transactions between industrial firms inifess markets for products and services that

are bought by other firms or for incorporation, ception, use or resale. The same set of

activities are done in the B2G environments as,vizit the produced goods are seldom meant

for resale and often require social- on top of ewoic justifications for purchasing, since such

goods are paid by taxpayer money (see for exampéad, 1994 and Meznar & Johnson,

2005).

There are many definitions faorporate social responsibility (CSR),but one of the most

concrete one was defined by the Commission of thgean Communities (2006) who state

that “CSR is a concept whereby companies integrate sanglenvironmental concerns in their

business operations and in their interaction witteit stakeholders on a voluntary basis”

Synonyms that other scholars have used inclbdsiness ethics, corporate citizenship,

sustainability, corporate environmental managementbusiness and governance, business

and globalization and stakeholder managemertb name but a few (Matten & Moon, 2004).



Strategic corporate social responsibility goes beyethical and environmental justifications. It
discusses the possibilities for firms to simultamsdp pursue business goals while aiming to
align such goals with the overall welfare of a lomanational institutional environment. In other
words, strategic CSR inclines the possibilitiesmviesting in the surrounding society in a way
that strengthens company competitiveness. Botltahemunity and the company benefit from
this kind of activity, which might lead to true cpstitive advantage, if managed well throughout

the organization. (Porter & Kramer, 2006)

Every company operates in a unigustitutional environment where the system of formal
regulations, laws and procedures as well as infoooaventions, customs and norms broaden,
revise and uphold the company’s socio-economicvigctand behavior (see for example
Brousseau & Raynaud, 2006 and Dickson, 2004). is ¢hvironment, individual companies
need to develop their marketing and relationshipnagament strategies to match the
evolutionary needs of their customers and focatngas. For the purpose of this study, | will
adopt the relationship marketing school perspectivaich takes a broad view on marketing
activities, where it seen as a continuous procasssing in interactive two-way communication,
dialogue and value creation. The relationship ntargeconcept dictates that activities are
established and maintained to foster relationahamges that aim to extend mutual value-adding
factors in individual relationships with a long-ina orientation (see for example Grénroos, 2004
and Morgan & Hunt, 1995)

In the B2G environments, long-term orientation aodsistency is very important, as will be
discussed in detail later in the thesis. For thison, the relationship marketing perspective fits
the study area of understanding the possibilitiestategic CSR in collaborative relationship
management and marketing in the B2G environmentseMpecifically, the empirical study
focuses on the B2Gecurity industry in the EU, where companies provide, produce, peou
use products and solutions that aim to increaseaaneliorate the level of security within a
nation-state or in a smaller entity, such as aividdal organization. Studying strategic CSR in
this institutional context provides new perspedioa existing literature, while it simultaneously
creates extensive limitations for the generalizatibthe study findings outside the B2G arena.

As the general approach of this thesis is to irewdéhe understanding how companies providing

solutions to public organizations can utilize sgsgad¢ CSR management and communication in
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their customer relationship and marketing stratediee corporations” social obligation towards
society in general will be ignored. The managelagic and cognition behind these strategic
choices and competitive actions are then discuss@dcase example of industrial business to
government environment in Finland and more broadlyhe EU. In addition, this study will
focus mainly on primary stakeholders (Clarkson,5)98ithin a given institutional environment,
while generally ignoring the discussion on the mlesecondary and tertiary stakeholders in the

firm’s business operations.

This thesis focuses on complex and potentially verpensive relationship management
procedures and strategies that require lots ofuress and time. As such, the managerial
findings of this thesis are not intended for SMEther than larger MNE’s. The reasoning being
that larger companies usually have a very differpadl of resources and can allocate a
considerable amount of finances in tasks that dohage an immediate effect on the business
bottom line. Therefore, the study findings are soitable for small companies because they
typically do not have adequate financial capability pursue strategic differentiation and

relationship management through social and enviemtat focus due to lack of proper resources
and the nature of their customer base. In smaligarozations, the strategic and operational
focus culminates to the driving force of entreprerad skills and local market expertise that

often determine whether small businesses succeédll dGadenne, 1998). There is a growing

array of studies discussing the possibilities anglications of social and ecological issues in

SME's, but it is out of the scope of this study.

In addition, this thesis focuses on the implicasiaand possibilities of strategic CSR in the
business to government context, which dictates ttmatfindings of the study are not as such
applicable the B2B or B2C markets. In addition, tkesults of the study and the conceptual
framework presented at the end of the thesis shbeldeen as a starting point for business
practitioners and academics to understand conteaanpehanges and developments in the B2G
institutional enviroments. The framework aims tghtight new opportunities for long-term
oriented relationship management and marketing aamcation from the context of strategic
CSR. Developing actual action plans and best-mestare not generally appropriate in an
explorative study, where the attention is more eairgy the potential of combining previous

academic and managerial research in a new waywrcoatexts.



1.5 Outline of the report

This thesis consists of six chapters. The secoagteh discusses in a rather holistic manner the
individual building blocks and contemporary develiegmts in the field of strategic CSR. The
main aim of this chapter is to illustrate the eaqoiopossibilities that effectively managing and

incorporating social and environmental, issuesaasqd the overall business strategy can bring.

In the third chapter the nature of business to gowent markets are discussed and contrasted to
business to business and business to consumer tmaHkstorical and recent developments
related to public-private collaboration are diseasgvhilean institutional gapis identified and
explained to exemplify the possibilities and imptions of CSR issues in establishing and
fostering long-term oriented business relationshipthe B2G environments. Issues related to
governmental purchasing and public request forajimt's (RFQs) are also discussed in order to
give a holistic understanding on what kind of dituas two-way communication and CSR

enforcement might reap the greatest benefits.

In the fourth chapter methodology and the chosseareh strategy are discussed in a detailed
manner. This is followed by a thorough analysistlod most significant issues in the fifth
chapter. The empirical discussion in this chapsedivided in to five parts while numerous
guotations from the interviews are presented tatera coherent structure to the study. The most
significant findings are presented in Table 4 & é&md of the chapter. In the final chapter a
conceptual framework is presented to provide olustiation of the possibilities of strategic
CSR in developing long-lasting business relatiopsfaind enhancing mutually beneficial public-
private collaboration. Finally, the framework argsyis followed by a concluding discussion that

ends with implications for further research andlfficonclusions.



2. Corporate Social Responsibility and its Role in the Corporate Totality

The purpose of this chapter is to illustrate theltinfiaceted nature of corporate social
responsibility (CSR) and the possibilities it offeior profit-making organizations to develop
strategies that benefit both business and socktythermore, the chapter illustrates how
companies can approach CSR communication and igehé long-term needs and demands of
focal public organizations. Understanding the gegijal benefits derived from understanding the
issues that relate to social and ecological issl&s contribute to understanding the broader
institutional environment in a more holistic mannéhis understanding aids in creating long-
term oriented value to individual customer relasioips. This chapter will try to identify the
most important aspects of strategic CSR that devaet for companies working in the B2G

sectors.

2.1 The roots of Corporate Social Responsibility - trend or a necessity

Most for-profit organizations that operate in higldompetitive global business environments
can’'t undermine the importance of social and etlbeaavior, if only to dodge off from negative
public scrutiny and bad PR. The business commuhéayg been evidently aware of their
responsibility towards society since the IndustRelolution in the early ¥9century (Carroll,
2008). Some scholars go as far as suggestinghedtistory of social responsibility is as old as
trade itself (Asongu, 2007). During the past fewatkes there has been a renewed interest in
CSR amongst practitioners and academics due tmtheased political power and influence of

for-profit companies (Bendell & Kearins, 2005).

2.1.1 Along journey from cosmetic to strategic

Modern CSR is more or less woven around the mutltedsional model of CSR that was
introduced in 1979 by Carroll, who divides corpamas’ obligations towards society into four
levels, most commonly referred to as the Carrdfygamid (Carroll, 1979). The pyramid
consists of the economic, legal, ethical and plfilapic levels. The idea pawed way for
thinking of a corporations social responsibilitiésa strategic level, which made the concept

engrossing for managers and marketing practitioraditse. As such, referring to Carroll’s



pyramid in contemporary CSR research can be viealedst as a sine qua non as it provides a
starting point for scholars and practitioners talenstand the different levels of CSR. Still, as
discussed later in the thesis, the pyramid doesmsess CSR from a strategic viewpoint and thus

is not a representation of contemporary CSR rekearc

The Pyramid of Corporate Social Responsibility

PHILANTHROPIC
Responsibilities

Be a good corporate citizen,
Contribute resources to the com-
munity; impreve quality of life

ETHICAL
Responsibilities
Be ethical
Obligation to do what is right,
Jjustand fair. Avoid harm.

LEGAL
Responsibilities
Obey the law.
Law is society s codification of right
and wrong. Play by the rules of the game.

ECONOMIC
Responsibilities
Be profitabie
The foundation upon which all others rest.

Figure 1— The Pyramid of Corporate Social Responsibilityai@oll, 1991)

The 1980’s saw the rise of wide-spread academaudson on CSR. R.E Freeman, for example,
introduced a now well-known stakeholder theory is ook in 1984 (Freeman, 1984), which
will be discussed in more detail later in this deapScholars also engaged in multi-dimensional
discussion aboutusiness ethics general, which finally triggered more stratediscussion on
CSR and financial performance. In the past fewades, the discussion has also spread outside
the academia. Due to globalization and the risthefinternet, stakeholders have started to pay

attention to the transparency and accountabilifgrofit making organizations.

There is also a growing array of social and envitental legislation and standards that,
depending on the industry, affect daily busineserafons in varying degrees (Guzaus &
Karazijiere, 2011 and Hix, 2001). Public scrutiny has beeneesgfly lively towards
multinational corporations (MNC'’s) because of theareased power on the surrounding society.
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It is noteworthy to say that successful companiesdna healthy society and healthy societies
consist of successful companies (Porter & Kram@962. Since companies do not operate in an
isolated vacuum, it is beneficial to link CSR torketing and other strategic corporate functions
so that the company and its stakeholders can sheakame language. A growing array of CSR
enforcement incentives and public-private collaborainitiatives provide lucrative possibilities

for symmetric two-way communication and relatiopstievelopment.

Although Friedman stated in the early 1970’s ththe“business of business is busiheggere

has been lots of discussion whether merely inangasiareholders’ profits will safeguard long-
term survival of a company (Gugler & Shi, 2009). #sted earlier, companies are themselves a
vital part of society and therefore need to beardbnsequences of their actions in a broader,
societal level. That said, there has been a terd®nenarketing managers to adopt a defensive
frame towards CSR where paying attention to sdceatd sustainability issues are necessary
only to avoid negative publicity (Sen & Bhattacher2001). The result of this line of thinking is
that possible CSR commitments and actions are wiigmied from core marketing and overall
business processes. This on the other hand leadsrimunicating ones” commitment to CSR at
a very a generic level, which is isolated from toee corporate strategies and serves a rather

shallow cause that speaks to very few stakeholders.

If CSR was merely viewed as a burden to the competencies of a company, then CSR might
have been doomed to be a cosmetic tool to pleasantdrginally small ethically conscious
customer segments. Scholars have lately paid miteatian to CSR as a tool for increasing
profits and gaining a competitive advantage (seeeftample Bhattacharya & Sen, 2003).
Although objective proof is far from conclusivenking CSR to firm’s marketing and
relationship management strategies might reap tierief the company in the long term. This is

at the heart of the topic area that this thesis aoclarify.

2.1.2 Stakeholders expectations towards corporations

Most companies have a multitude of stakeholderssettexpectations and demands vary from
one another. Traditionally the focus has been om stakeholder group, the shareholders. As
discussed above, corporations are a key part iretyoend thus need to contribute to its

wellbeing by taking other primary and secondarykefalders into consideration (Porter &
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Kramer, 2006). As managers make decisions and vesobnflicts of interest between all
relevant stakeholder groups, they must deal dyewith ethics and moral principles and
understand that shareholders should not be theamd@y with a say in strategic corporate actions
(Clarkson, 1995). The better a company has idedtiind knows its relevant stakeholders, the
better it can fulfill their needs and gain a strajrgund in its respective business environment.
Stakeholder management is a broad issue and ifoltbe/ing pages it will be discussed merely
from a marketing management and communicationgpetive by focusing on end customers

and governmental organizations.

In traditional stakeholder discussion, customers frequently viewed as a unified group
although the reality is often quite the opposithe Testablishment of two-way communication
with consumers and the company may result in a maraually beneficial outcome for both
parties (Rolland & Bazzoni, 2009). By communicatimgh different segments about CSR
related issues, customer expectations can be bd#etified and CSR practices aligned with
individual customer segments’ expectations (seexample Jones et al., 2009 and Poolthong &
Mandhachitara, 2009). It is perhaps beneficial totenhere that consumers today are
multidimensional in a sense that they are the pialemembers of multiple various stakeholder
groups that are relevant to a company (Daub & Eziggeer, 2005). Thus marketers who are
planning to communicate about CSR issues must stadel that their customers and
stakeholders also belong to other stakeholder growghich creates challenges to CSR

communication.

When forming opinions on companies, the most ingdrtfactors have traditionally been

product quality and value for money. In the'2entury, the most commonly mentioned factors
are related to CSR, according to a world-wide sangblconsumers (Dawkins & Lewis, 2003).

Although an opposing remark is that on average ahbut 15% of the population in the EU are
intentionally open to CSR communication and prastjovhich suggests that people only pay
attention to CSR issues when prompted (Dawkins40@ conclusion, it might be safe to state
that consumers have become more socially awareegmect more from companies in terms of
social and environmental performance. As will becdssed more thoroughly later, a major

challenge is to get the CSR message through togrotate and industrial customers (Dawkins,
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2004). Thus there is a possibility that companyqgrerance and stakeholder expectations are in
line, but the latter are not aware of that fact.

2.1.3 Why partake in CSR activities?

Depending on the chosen viewpoint, there is a todii of ways to provide a sound reasoning
for corporations” interests or obligations towastgiety. Based on Carroll's (1979) seminal
research on corporations' role in society, War&ckochran (1985) categorized four distinctive
processes of corporations’ social responsivenessording to the authors, a company's strategic
and tactical processes towards society are eitbactive, defensive, accommodative or
proactive. This typology illustrates that there anore than one side in a coin and the chosen
process depends on the corporations overall sicaggmpls. In order to benefit from CSR,
companies need to understand that business anetys@e deeply interdependent (Porter &
Kramer, 2006). Additionally, companies can reduee tisk of being accused of not operating
according to their responsibilities by engagingdBR (Morsing & Schultz, 2006). In other
words, companies can enhance their legitimacy wighbroader social fabric by acknowledging
their responsibilities. These societal and envirental responsibilities also bring about benefits

that can be used to gain a competitive advantage.

Companies have many different options to practiS® @vhile the appropriate action depends on
the stakeholder group to whom these practicesrteaded for. When companies communicate
their CSR efforts to consumers, they usually wanditferentiate their products in the eyes of
their target segments. Examples of common CSR ipescfor customers include industry-
leading quality programs, truthful promotion, migihpackaging, fast responses to customer
concerns and safe and environmentally responsitddupts to name but a few (Lamberti &
Lettieri, 2009).

A good example of communicating about companiesirenmental responsibilities can be
found in the automotive industry, where many mactufigers try to differentiate their product by
communicating the minimal effects that their cardels have on the environment. A plethora of
firms have also paid attention to reducing theafgeackaging materials on their products, which

is appealing to many customer segments as welthes stakeholders. Due to the rapid growth
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of telecommunications technology, very few actioas be hidden from the public, which ought

to encourage companies to communicate truthfultyembrace transparency.

CSR is a powerful tool in daily business operatiasst can be used to reduce costs and risks
(Noked, 2011). There is evidence that being enmremally proactive; businesses can lower
their operating costs (Berman et al, 1999). Pagitgntion to employee welfare and diversity as
well as product quality related attributes, compantan better differentiate themselves from
competitors while improving financial performanciidq.) Marketers especially have the
possibility to use a variety of CSR communicatiopetinods to pursue brand awareness and
product differentiation goals in various marketimgmpaigns. As stated before, these
communication tools need to be linked to overalpooate strategy in order to pursue a long-

term sustainable competitive advantage.

There is also evidence that CSR can result in asze investor preference and identifying new
business opportunities through proactive stakem@dalysis (see for example Hockerts & Moir,

2004 and Kotler & Lee, 2005, pp.10). In additiomoL& Bhattacharya (2006) in their research
have found a positive link between company inneegtess and CSR. This will be elaborated in

greater detail later in this chapter.

Finally, governments and other public organizatibase become to prefer companies that are
committed to CSR, partly due to shifting polititahdencies and legislation related to the recent
financial crises and ambiguous results from thédamsStrategy, as will be discussed later. For
companies engaging actively in CSR issues, thigltaan lead to favorable public procurement
procedures as well as reduced taxation and jomitagion.

2.2 The importance of managing value-adding CSR communication

In this section, I will illustrate the importancé @mmunication in effectively managing CSR in
companies” marketing and corporate strategies. n@oritation is important since getting the
message through is amongst the most important weagst the required results from CSR. On
the other hand, CSR communication is challengingt &an easily backslash if stakeholders
become suspicious and see only extrinsic motivahensocial initiatives of a company (Du et

al., 2010). An additional unique characteristictthmakes CSR communication challenging is
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that it has a very wide audience ranging from lagiss and investors to consumers and NGO's
(Dawkins, 2004).

In general, there are two ways for stakeholdergetaeive a company’s CSR motives; extrinsic
and intrinsic. Extrinsic is where a company strit@sncrease its profits and intrinsic relates to
acting in an ethical manner out of a genuine con@erd interest (Graafland & Ven, 2006).

Incorporating intrinsic motives into companies CSRtivities is a long-term solution to

minimizing stakeholder skepticism (Du et al., 20IBjtrinsic interest as such is not necessarily
negative, but stakeholders tend to react negatively marketing strategies that seem
sanctimonious and manipulative (Forehand & Gri€d03). Therefore there are but a few
examples of extrinsic CSR communication motivatidhat in fact enhance a company’s
credibility when it is viewed as honest behaviobidi). In sum, via well-planned CSR

communication, companies can potentially enhaneg torporate reputation and legitimacy as

well as avoid negative publicity.

Du et al. (2010) have developed a framework forkei@mg and PR managers to systematically
manage CSR communication. The framework helps imsigdeng an effective CSR
communication strategy that is linked to overalrpmvate strategy as well as help reduce
skepticism and convey positive CSR motives. Asestaabove, CSR communication is a
complex and multifaceted matter, which explainsiature of the framework. Proper message
content is as important as its communication. Thpartance and relevance of a CSR issue
needs to be explained to embrace transparency. &izoing CSR commitment and impact both
aid in designing an effective communication strgte¢n addition, firm’s motives and
organizational fit ought to be communicated to eweareliability. By organizational fit the
authors mean the congruence between a social &swlieghe company’s business. (Du et al.
2010)
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The CSR communication framework

CSR COMMUNICATION

CONTINGENCY FACTORS

COMMUNICATION OUTCOMES

Message Content
[ssue

Imporiance

[nitiative
Commitment. Impact
Motives, Fil

Message Channel
Corporate

CSR Report
Corporate Website
PR

Advertising

Point of Purchase

Stakeholder Characteristics
Stakeholder Types

Issue Support

Social Value Orientation

Company Characteristics
Reputation
Industry

Marketing Stralegies

Internal Outcomes
Awareness

Attributions

Attitudes, Identification

Trust

External Qutcomes
Consumers

Purchase, Loyalty, Advocacy
Employees

Productivity, Loyalty
Citizenship Behavior, Advocacy
Investors

Amount of Invested Capital. Loyalty

Independent

Media Coverage

Word-of-Mouth

Figure 2— CSR communication framework (Du et al, 2010)
As a general rule in marketing, choosing the cémeessage channels is paramount. In rough,
there are two channel categories: corporate andpemtient. Depending on the business
environment and social issue, a balanced mix oftwe should be pursued. Stakeholder and
company characteristics are the main contingenctpifs, which affect the effectiveness of CSR
communication. Prior corporate reputation, the stduthe company is operating in and CSR
positioning are internal contingency factors whilee types of stakeholders, their support,
motivation and orientation are external contingefagtors that affect the outcomes of CSR

communication. (Du et al., 2010)

In addition to external outcomes, such as investod consumer loyalty and employee
productivity, companies can internally benefit froheightened awareness, attitudes and
trustworthiness due to effective CSR communica{idn et al., 2010). In relation, Morsing &

Schultz (2006) state that companies can chooseeketstakeholder information-, response- or
involvement strategy. The underlying cognitionhattone way communication seldom leads to
favorable outcomes. Asymmetric two-way communicatgalso hazardous as it highly extrinsic

in nature. An intrinsic CSR communication stratepgt involves all relevant stakeholders
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highlights the importance of symmetric two-way coomication that can lead to increased

awareness and trust.

Today, CSR is not only a concern for companies ajpey in industrial economies. Due to its
multi-faceted nature, it is a global issue, thusmfp@n important concept for companies working
in developing and underdeveloped countries as Wéle importance of social behavior and
corporate legitimacy has gained increased intenedeveloping economies in the past decades
(Muthuri & Gilbert, 2006). Since the academic andnagerial discussion on CSR today is
global in nature, | will next discuss the challengleat culture poses on CSR, as interpretations

of good social and ethical behavior are viewededdhtly in various cultural contexts.

2.3 Culture and Corporate Social Responsibility

The impact of national cultures and institutionaypa major role in influencing what constitutes
as good social and environmental behavior. Sinc® @8actices are susceptible to culture,
communicating CSR efforts in a consistent manneaters additional hardships for marketing
managers balancing between an international aral focus. There is a great possibility that
managers themselves understand various CSR redatedpts and terms differently due to the
expectations arising from their local culture armtistal manners. General leadership and
demographic factors also affect manager’s peraeptigood CSR behavior within a prevailing

cultural system (Waldman et al., 2006).

Although there is a plethora of distinctive culsirevhich have their own unique social
constructs, it is beneficial to group similar cuéisl into subgroups and asses relevant variables
within these homogenous clusters. This line of dog well suited for large MNC’s with
activities in many geographical regions. In thddwing, | will discuss CSR in relation to the
cultural dimensions initially determined by Hofstenh 1979. It is noteworthy to state here that

even within the EU cultural differences create Baids for CSR communication.
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2.3.1 CSR in individualistic & collectivistic cultures

There have been lots of studies focusing on the @ultural dimensions first introduced by
Hofstede in 1979. Willaims & Zinkin (2008) linketdse five cultural dimensions identified as
power distance, masculinity and femininity, indiwadism and collectivism, uncertainty

avoidance and long-term orientation to attitudegarals CSR in a large study including nearly
90,000 stakeholders from 28 countries. Accordingh® study, respondents from low power
distance country have a much higher probabilitpdaish irresponsible corporate behavior than
high power distance countries. Similarly, indivilsic countries were more prone to punish bad
behaviour than collectivistic countries (ibid.). i$hindicates that marketing managers from
collectivistic cultures, such as China and Southiedowill have to adapt their CSR strategies
when attending Western markets due to lack ofdoles for bad CSR actions.

Although the concept of culture can be viewed frmgny perspectives, it is often the case that
the prevalent national culture reflects the chamstics and perceptions of responsible CSR.
Thus, it might be beneficial for companies to asgheir CSR management and communication
strategies through Hofstede’s model to avoid thes lof brand loyalty and host country
stakeholder support. That said, the other dimessinrthe model also need to be assessed, as
there is evidently a great difference between @r&l European CSR strategies although both
cultural areas are generally more individualistart for example most Asian cultures. For
instance, European companies have traditionaltpdoticed CSR as a response to pressure from
stakeholders whereas U.S. firms have been morectpreain their CSR communication
(Maignan & Ralston, 2002).

National history bears a strong mark on the conteary cultures. This also reflects the
differing emphasis given to CSR issues between taesn U.S. companies for example report
discrimination practices that stem from slaveryt thid not exist in Europe. Thus, discrimination
is seldom the focal point in European CSR repor{danko et al., 2008). Historically, the State
has traditionally been the institution in chargesotial issues in Europe while in Anglo countries
businesses have played a major role in the wedatedevelopment of communities (Grahl &
Teague, 1997). As this has not been the case iopEuopinions towards the true motivations of

corporations and their involvement in social isshage been marked by skepticism (Maignan &

18



Ralston, 2002). Due to these issues, marketing gemean Europe may have a hesitative stance

to communicating their CSR efforts in fear of badblc scrutiny (ibid.).

To further illustrate the role of culture on CSR magement and communication, North-
American firms are more likely to implement shatrh CSR programs to gain a competitive
advantage and financial benefits while Europeandiare more likely to utilize strategies, which
satisfy multiple stakeholders and ultimately migatd to increased shareholder value and ethical
behavior in the long term (Hartman et al., 200%). similar vein, U.S companies justify CSR
using bottom-line arguments in CSR communicationlavBuropean firms rely on theories of
citizenship, language, moral commitment and acahility (ibid.). Interestingly, the business
systems in Japan, Taiwan and Korea are close itoEheopean counterparts, which ought to be
noted by organizations expanding to the more dgeeldsian markets (Matten & Moon, 2008).

In many collectivistic cultures, such as China, stoners give more emphasis to the actual
consequences and outcomes of CSR efforts, ratleer tih the underlying motivations and

reasoning behind firms” moral stand (Tian et ab1D. In conclusion, the above academic
research illustrates the importance and hardshigs rtational cultures pose on effective CSR

management and communication and how it affectsilsoarketing even within the EU.

2.3.2 Balancing between a local and a global focus on CSR management

As noted above, MNC’s can benefit from creatingmgetitive sustainable marketing strategy
by balancing between a local and a global focusis€quently, the now famous sayingifik
globally, act locally by David Brower, the founder of Friends of thertBa (The Telegraph,
2000) applies to developing a viable CSR stratégy. companies operating the B2G sector,
understanding the needs of the end customer athar aords, the general public, sensitivity to
local moral conditions is paramount. In supporttfis argument, Ringov & Zollo (2007) state
that the most appropriate way for firms to advaimcéheir CSR activities is to develop both a

global position as well as a delicate sensitivatyards local idiosyncrasies.

The discussion between centrally coordinated ancerdealized CSR strategies has been
characterized by a dichotomy of perspectives. Wtgletralization may be more effective, it can
lead to reduced legitimacy and lack of ownershipadbcal level (Mullera, 2006). If these

ownership challenges can be managed, MNE’'s havedtantial to function as harbingers of
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international CSR development (Tsai & Child, 199@n the other hand, decentralized CSR
strategies may also be ad hoc and fragmented,ugithlocally more responsive (Mullera, 2006).
If MNC’s value endogenous development of CSR girasethrough local stakeholder and
institutional dialogue, the firm could potentialyreate a truly responsive and viable CSR
strategy (Meyer, 2004). Mullera (2006) adds thaitiple local strategies between different
country organizations or subsidiaries are subeatternal tensions that can be criticized to have

lack of consistency at an international level.

Consistent external communication is importantaousing the loyalty of relevant stakeholders
as it conveys a trustworthy and professional imaigihe company. As most organizations tend
to start paying attention to their CSR managemedtraarketing due to external pressures from
the institutional environment, adding a "CSR layen' existing communication strategies and
projects can lead to incompatibility issues. Silaad of integration between departments within
an organization can be a major obstacle to manageaieCSR issues (Hoffman, 2001), it is

perhaps beneficial for MNC’s to initially approastith the above mentioned centrally

coordinated strategy. This way top management stjppd overall strategic coordination can be
achieved, as individual country managers do natrjmet the need for CSR communication

through their personal preferences.

If central guidelines to integrate CSR into corperstrategy have been created, culture-specific
modifications can be built upon such foundation.phactical terms, this requires that CSR
strategies are to be devised and implemented atléwels. This can only be achieved in an
ambidextrous organization where controlled andddgsg can exist simultaneously (Watson &
Weaver, 2003; Mullera, 2006). In conclusion, a beéa between local and global CSR
management and communication needs to exist, @saceoordination provides unity while

local adaptation gives a trustworthy and credibiiage within a given institutional environment.

2.4 Return on relationships - the importance of stakeholders' loyalty

As already discussed in some detail, understaratidgresponding to the needs and expectations
of various audiences is paramount in effective @8Rimunication. To be able to quantify the
benefits of CSR and how it fits to the overall neinkg- and corporate-level strategy, evaluating

the return on stakeholder management is importhmtother words, understanding how
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marketing managers can manage the demands ofthkeholders and evaluate these individual
relationships is important in integrating CSR topavate strategies (Morsing & Schultz, 2006).
Stakeholder management in essence means thatstacbessful in daily business activities now

and in the future, multiple stakeholders need tadmounted for (Fuller, 2010).

Closely linked to stakeholder management is a quncealled return-on-relationships (ROR).
Gummeson (2004) defines ROR as followisis' the long-term net financial outcome caused by
the establishment and maintenance of an organizaioetwork of relationshipsStakeholder
management can be costly, if it is not linked tg aalue generating drivers and goals. Thus the
emphasis and focus today is more on the interactibat companies can establish with their
stakeholders rather than passive stakeholder mareage(Morsing & Schultz, 2006). The
fundamental point in assessing ROR is to undersséakkholder relationships as exchange. A
company will try to offer something valuable to iadividual stakeholder and in return it will

ideally receive support and approval from that stekder (O"Riordan & Fairbrass, 2008).

To understand how CSR can be linked to generatistpmer loyalty, a company has to identify
its value proposition and pinpoint the strategied tactics used to communicate CSR initiatives
in a meaningful way. It is increasingly difficulh build competitive distinction on “traditional”
product innovation, due to industrial mimicking gtiees aided by technology. Therefore, adding
a social dimension to one’s value proposition sfienew opportunity to build consumer loyalty
and trust (Porter & Kramer, 2006). Innovations tivdt stakeholder knowhow and collaboration
efforts to technological innovations are hardecdpy since they are deeply rooted in to the local

institutional environment and stakeholder networks.

As there is practical evidence that consumer tst loyalty can reduce the perceived risk that
stakeholders experience in a company’s offeringsn(&d et al., 2011), indicative numerical
returns on CSR investments can be calculated. Tie of logic here is that as CSR
communication is strongly linked to reputation mgeraent, more transparent and trustworthy
stakeholder relationships can be developed by jgssocial initiatives that are linked to the
bottom line. Thus increased customer loyalty dueftective CSR communication can through
mediating factors such as brand preference andaserin sales affect the cumulative return on

individual relationships.
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2.5 Strategic CSR - building a competitive advantage through legitimacy

The business case for CSR
CSR business benefits Author(s)

Risk management: cost reduction: differentation; positive influence Schaltegger & Buritt (2005)
on shareholder value; improved reputation & brand value: maintaining
the licence to operate

Efficiency gains: differentation; tax advantages: financing advantages: Schaltegger & Fiagge (2000)
risk reduction

Risk management: efficiency gains: improved relations to regulators; Heal (2005)

improved brand value; improved employee productivity: reduced capital

costs

Market & product development: increased recruitment potential; risk Niclinger (2003)

management; im age improvement

Increased competitiveness through process and product benefits Porter & van der Linde (199%)
e.g.. more efficient resource use, waste reduction

Market development: cost reduction: market share protection: long-term Kong et al. (2002)
survival

Efficiency gains & cost reduction: improved competitiveness; resource Rondinelli & London (2002)
preservation: image improvement: product development

Reputation improvement with positive influence on customer acquisition Hansen (2004)
& retention. employee attraction/ movitvation/ retention: access to capital:

licence to operate: risk management; positive influence on stock price:

return & revenues: cost decrease

Employee motivation: improved reputation: meeting shareholder expect- Bertelsmann Stifung (2005)
ations: customer development

Avoidance of negative press: consumer boycotts & negative market Epstein & Roy (2001)
influences: employee motviation: improved image & reputation; positive

relations to regulators & stakeholders: efficiency gains & cost reductions:

better capital acccess; increased market share

Increased company attractiveness for potential employees Turban & Greening (1997)

Table 1 — Business benefits of CSR, adapted frombéf (2008)

Strategic CSR evinces fulfilling ethical and phtlaopic responsibility while benefiting the
company in terms of positive publicity and goodveli the core driver (Vaaland et al., 2008).
Strategic CSR is highly relevant in the marketiogtext since its focus is on company benefits
in relation to stakeholders such as customers @dakt al., 2008). Customers identify with
companies whose identity and self-concept are aimnul their own (Bhattacharya & Sen, 2003).
Due to highly diverse supply, customers have a widay of brands to choose from, although
with a lesser degree in the B2B and B2G marketss Gieates opportunities for companies to
differentiate themselves by reaching the ever-emireg ethically aware segments. In Table 1,
selected studies discussing the business benéfggategic CSR management are introduced
(Weber, 2008).
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The table illustrates that CSR issues are relatednéany corporate activities, such as risk
management and employee motivation. It is esseaitidésign CSR strategies to match the core
capabilities of the company; otherwise such actwilsappear fragmented and illogical in the
buyer’s eyes. Still, no matter the chosen approaanl, might argue that CSR has become an
element within corporate strategy due to increasmugtomer affluence, changing social
expectations, globalization, the free flow of infation and ecological sustainability (Werther et
al., 2005).

In addition, there is evidence that EU-level regala legislation and policies on social and
environmental issues are becoming more compreheifsee for example Kelemen, 2010 and
Teague, 2001), which also affects the possibilitied hardships involved in creating mutually
beneficial two-way communication between public @nidate institutions, as will be discussed
in the next chapter.

To further illustrate the strategic nature of C3Ryill briefly describe a CSR framework

developed by Luo & Bhattacharya (2006), which desti@tes that the relationship between
CSR and corporate market value is better understyodhe mediating link of customer /

stakeholder satisfaction (H1 in the model). Themeavork is rooted in substantial research
which confirms the positive relationship betweerrkeaivalue and customer satisfaction (see for
example Fornell et al, 2006). The framework alsggests that CSR can help in creating
customer satisfaction and that CSR will increaspa@tions” long term financial performance
due to customer satisfaction (H2) and relationsl@pelopment. In addition, the model highlights
that corporate abilities (innovativeness & prodaaality for example) moderate the relationship
between market value and CSR (H3). Customer setiisfain turn mediates these moderated
relationships (H4). As noted by the authors, th&éswhe first study to explore the relationship
between CSR and market value, which is paramoussiablishing value adding collaborative

public-private social and environmental busineswigg (Luo & Bhattacharya, 2006).

The CSR-> customer satisfactio®» market value causal chain introduced above prgbladd
its limitations due to differences in individualmpanies and their existing relationships towards
their customer’s and also due to industry relaiéfdrénces. This causal chain does on the other

hand provide proof that fostering socially or eowmentally viable corporate practices can
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increase economic value. It also brings direct oomreg evidence to the second sub-research

guestion, which examines how loyalty relates to panies” long-term business strategies.

Linking strategic CSR to business goals

CSR =
Corporate
ability

Corporate Ability
* Product quality
* Innovativeness
capability

Customer
Satisfaction
(CS)

Market Value
« Tobin'sq
* stock return

> cS >

Figure 3 — Linking strategic CSR to business goals, adapfiein Luo & Bhattacharya (2006)

Additionally, when thinking of governmental orgaaiibns as a marketing target, it is not
straightforwardly evident how customer satisfactought to be understood, as depending on the
viewpoint, the customer can be the governmentahrorgtion or citizens. There is a lack of
studies focusing on the complex dual nature of guwental organizations as business entities
and social institutions and how this affects buigditrust and long-lasting relationships in an

environment where social welfare rather than profiximization is pursued.

Next, the strategic implications of corporate sbogsponsibility from the buyer’s perspective
and the supply chain in aggregate are discusseshderstand the purchaser’s motivations for
CSR collaboration.
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2.5.1 The buyer and supply chain perspective on CSR

Strategic corporate social responsibility isn’tt jabout linking CSR to the strategic business
goals from the marketing organization’s point @wi; it has to create benefits for the other side
of the relationship dyad as well. In addition, asmpanies” actions reflect to the wider
stakeholder network, especially the supply chahg implications of specific CSR-related
actions have to be assessed also in a wider strategtext. Yet, there is a limited amount of

academic research of CSR from the purchaser org#nz point of view.

Carter & Jennings (2004) coined the term purchasowgl responsibility (PSR) in their seminal
study about the activities included in purchasingsocially and environmentally responsible
manner. They found out that similar factors tHééa CSR fall under PSR, but understanding
the interrelatedness of these two concepts is param This interrelatedness is strongly
mediated by top management orientation and sugmd). Salam (2008) replicated the PSR
framework in a different industrial context and lilighted the role that government regulation
and external stakeholder pressure have on the ggecls decision making processes in the CSR

context.

A study by Carter (2005) reported a link betweeRR8d improved financial performance. The
author illustrated that a firm’s organizationalrteag capabilities, related to constant monitoring
and analysis of supply chain activities, work asmgdiating link. Improved financial
performance in the PSR context in essence mearmmigarost reductions (such as materials use)
within the supply chain. Ultimately, according tarr (2005), this strategic monitoring and
analysis enhances organizational learning capabilitthat themselves improve the
competitiveness of the organization and enhance cépability to foster collaborative
relationships. This kind of logic is also more mkantly visible in contemporary governmental
CSR enforcement agendas that strongly affect ppbticurement practices, as will be illustrated

in the next chapter.

CSR legislation and enforcing practices in the memdiates have become more widespread
after the initiation of the EU. Governmental orgaations have traditionally been the main actors
in setting and nurturing CSR related directivesyslaand enforcement practices that have

implications in their motivation towards PSR. Adllitally, as the internet has made it easier to
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gather information on the bidding procedures ofowes governmental organizations, companies
serving the B2G sector have increasingly lucratigportunities to identify channels and stages
where CSR related marketing communication is appatg To illustrate, the UK government
set up a Sustainable Procurement Task Force in @@dprovides recommendations to improve
public buying (DEFRA 2006). Similar actions are rigeiimplemented in other EU member

countries as well.

Proactively probing the local environment and emyagn the activities of such organizations as
a stakeholder, marketers and sales managers caémbatnto building valuable relationships in
the B2G context via effective two-way communicatidn the next chapter, public sector
procurement will be touched again after linking thecussion to contemporary developments in
the governmental actions in the field of strate@8R collaboration. Next, | will discuss how
CSR performance metrics can aid in linking CSRvéas to the business bottom line. Gaining
top management support towards socially and enwiemally oriented public-private
collaboration will be easier by creating a propersibess case that incorporates tangible
justifications.

2.5.2 CSR performance metrics - a tool or hindrance for strategic CSR & collaborative

innovation?

Measuring CSR performance is getting increasingnéitin in many business” CSR reporting
agenda (Barnes, 2011). Historically, CSR measunamybeen reactive in nature with the aim to
follow and comply with certain social and enviromitad reporting standards, such as the Global
Reporting Initiative (GRI). Although the GRI has 40cial performance indicators that help
firm’s to assess their CSR performance, they aherayeneric and might not serve the overall
business and social goals and their integratiora ioorporate level. There are also various
industry level CSR guidelines and measurement taalsh as the International Council of
Metals and Mining (Barnes, 2011) that might helgl@veloping a firm’s CSR-related marketing
efforts to better reflect the needs and natureegfdustomer organizations. Yet, one might argue
that even industry level key performance indica{@®l) might not reflect the company-level
nuances and characteristics present in customizgletmg communications, especially in the
B2B and B2G context.
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Still as Weber (2008) points out, there is lacksgétematic and company-level methods to
evaluate the performance and value of individuaRGStivities. This lack of proper KPI's and
measurement at the company-level has been an tingibfactor for systematic CSR
development in many contemporary business enviratsn@Veber, 2008). Measuring how
much energy is saved if employees switch off tghts from unused meeting rooms and other
similar measures that provide little extrinsic Imesis benefits and which are hard to see from a
strategic business and marketing management péxspeprovide little incentive to enhance
CSR performance. Although the cumulative effect soich actions and their quantitative
measurement do have a minor effect on operatints,caseasures that actually contribute to
building a solid business case for top managemelpt in executing a CSR KPI tool bank that

potentially is in unison with the company’s ovelalsiness and marketing strategy.

One way to create CSR measures and KPI's thatilcot@rand appeal to managerial decision
making is to understand how CSR links to firms owativeness, as discussed above in the
framework by Luo & Bhattacharya (2006). By not fimgl a way to create internal benchmarks
for continual improvements, innovativeness, pra@&cttakeholder expectation management and
communication become more arduous (Meyer, 2010¢ekcating organizational value can be
done by setting value adding priorities, benchnmegior continuous improvement, encouraging
bottom up innovation processes and strengtheniraj getting processes via a “CSR lens”
(Meyer, 2010). To aid in this process there arecaving array of companies providing detailed
CSR measurement systems, such as the Sustaindbdgihboard (Sustainability Dashboard
Tools LLC, 2011), that help in creating CSR KPHRhattare in line with business strategy and aid

in developing symmetric bilateral communicationmhas to improve CSR innovation.

Intelligent companies serving governmental orgarona can benefit from various weak signals
related to future CSR legislation via systemat@keholder communication and relationship
content probing. These weak signals and other notttat potentially impact the future business
environment can help in focusing a firm’s innovatoapacity towards relevant goals with the

aid of appropriate CSR measures. Meyer (2010) gasialid question:

“Why let regulatory agencies drive the key perforoeametrics which in turn drive

business performaneg
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Creating metrics that add value and help in preagiroduct and service development can result
in innovations that provide first mover advantageslated to Meyer’s (2010) question, there is
an additional notion in the B2G context, as compartan be the leading force, or at least

proactive players, in future CSR enforcement agdlegion development.

The discussion above on CSR metrics creation amédgement all heavily affect the building of

viable CSR marketing strategies as these KPI soatcbmes provide true content and business
drivers behind marketing and external communicatampaigns. Marketing managers should
have a holistic understanding about individual KRIhd their effects and outcome on relations
towards internal as well as external stakeholdelieqaeces. Formulating the linkages between
social / environmental and economic factors intagilale messages and reports help in
communicating the “business case” behind diffel@8R actions to audiences that might not

intrinsically value social causes (i.e. doing gdodthe sake of doing good for society).

Throughout the chapter, factors that distinguishllelv CSR actions from strategic CSR
management from the marketer's and sales managems$ of view have been discussed in
detail. In the final part of the chapter, the kegk of integrating CSR into overall business

processes will be synthesized.

2.5.3 Integrating CSR with business operations

Increased stakeholder loyalty, satisfaction andctieation of competitive advantage in various
levels of a firm’s supply chain are the main buigddrivers and components behind strategic
CSR (see for example Luo & Bhattacharya, 2006 amteP& Kramer, 2006). In the end, there

are no universal best practices and guidelinescémducting strategic CSR management and
how to market it to external audiences. Creatingompetitive advantage with CSR is very

different depending on the company’s financial veses and industry. Industrial companies can
perhaps see more possibilities in new product iatious that use less material and affect supply
chain costs and sales prices while service comparged to focus on more intangible factors.
For pure marketing purposes, there are more comnamaepted methods that help in increasing
stakeholder involvement and loyalty, such as caelged marketing for example (see Brgnn &
Vrioni, 2001). Still, it is paramount that the cent behind CSR communication is based on real

CSR actions that are in line with overall busingsategy. For marketing managers, choosing the
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correct channels and message formulation is impbmaorder to benefit from CSR in terms of

in loyalty and stakeholder awareness.

As mentioned before in this thesis, getting top aggement support for incorporating CSR into
the business strategy is the first step in devetppi CSR management strategy that can create
true value for the company. Providing a plausiliid aomprehensive business case on possible
causalities between economic and social / enviroahéssues helps in getting the resources to
develop strategic CSR within different businesscfioms (Mc.Williams & Siegel, 2010).
Marketing managers might benefit from using thevabmentioned reasoning to get internal
support for strategic CSR within the organizatiansl coin the message appropriately for such
external audiences that do not value intrinsic CBRs way symmetric two-way stakeholder
communication can be developed since internal ggeEseand external communication that work
as a mediating factor are in line. Creating a CSRketing strategy that is based on long-term
business objectives reduces inconsistencies in etiagk communications while it
simultaneously aids in building brand images thatytreflect the values and actions taken

within the company (see for example Vaaland e8l08 and Du et al., 2010).

Additionally, marketers ought to understand CSRmfra brand learning perspective, which
means the meaningful adaptation and developmemelafionships to improve collaborative
productivity in order to achieve as shared visiathwey stakeholders (Kitchin, 2003). Thus by
engaging in symmetric two-way communication withevant stakeholders, a company can
ensure that its CSR actions benefit both businedsaciety also in the future, since institutional
environments and changes are constantly being comcatad internally and evaluated upon. As
discussed throughout the chapter, businesses gagewernmental organizations have a greater
possibility to play a role in future changes in thstitutional environment, such as regulation
and legislation development. These can potentvatiyk to benefit the company in the long term
through first mover advantages and enhanced B2&tioet that affect wider stakeholder
perceptions as well.

This chapter has discussed in detail the naturgrafegic corporate social responsibility in the
relationship marketing and communication contextjlevsimultaneously assessing the wider
institutional, industry and supply-chain level ingations for formulating a comprehensive CSR

strategy that is in line with the corporate strgte§trategic CSR marketing communications
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require many actions, such as cultural adaptatialue-adding two-way communication medium

selection and proactive internal and external eaegmmt methods to name but a few. Short
illustrative remarks and examples of the role oRAB the business to government context can
be found throughout this chapter, but in the néwpter a more detailed analysis of the special

characteristics of business to government relat@onsrelationship marketing are discussed.
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3. Business Marketing to Governmental Organizations

In this chapter, recent academic discussion onnkasito-business relationship marketing and
management is being assessed while giving a splecias on governmental organizations. As
Gummeson (2004) states, categorizing differentrtass relationships ought to be viewed as
vehicles for thought to provide a cognitive mapdecision makers. As there is a limited amount
of direct research on business-to-government ogighiips, the discussion will emphasize the
importance of first understanding the surroundingtitutional environment and the needs of
relevant public organizations in order to formulkeg-lasting relationships in the broader B2G

domain.

Firstly, 1 will adopt Gummeson’s (2004) line of logvhere B2G relationship management can
be pinned under the B2B domain. Still, there areymaajor differences, as will be discussed
below. Then | will assess how social and envirortiadetegislation and enforcement affect
business relationship development in the B2G canterriving from the discussion on the
previous chapter, a more detailed analysis on dpugl value adding business relationships and
symmetric two-way communication with governmentabamizations on CSR issues are

pursued.

The overall aim is to amalgamate academic resdeawoh strategic CSR in the B2G relationship
management and marketing context. As there is Mtiey academic research focusing on CSR
marketing and communications towards governmermngdrozations, this thesis tries to form a
preliminary understanding on the opportunities refating synergies between public and private
organizations on social and environmental busipeastices. Following this, the empirical part
of the thesis sets to study if true potential ayeaxist in various companies to formulate their
relationship management and marketing efforts teebeeflect their value propositions towards

governmental organizations.

In comparison, Walsh (1994) states that the dewedop of market-based approaches in
governmental organizations is in a comparable jwosib private companies. Thus as there are
signals that the organizational cognitions of pullnd private organizations have become more

alike, finding a common ground and meaningful twaywcommunication on social and
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environmental related business is attainable. Tdms the other hand has multi-faceted

implications for marketers serving various B2G segts.

Although the actions needed to re-assess diffengyanizational functions to gain a competitive
edge in the battle for public budgets are out @& #itope of marketing, sales and strategy
practitioners, they are in a prime position to lesa proper two-way communication channels
for attaining mutual goals with various stakehoddeTherefore, while legislative and
enforcement practices and public procurement bsddetnot directly fall under relationship
management and marketing functions, they are kagisions affecting the formulation of long-

lasting business relationships in the B2G domain.

Next, the main characteristics of business-to-l@ssnmarketing are discussed while paying
special attention towards the key components iramlwn building business relationships with
governmental organizations. For the scope and @atdrthe study, the overall sales and
marketing environment within EU is also discussedgive a better understanding about

concurrent obstacles and possibilities in this @rioatitutional environment.

3.1. The characteristics of industrial relationship marketing in entering the public

domain

Kotler et al. (2008, p.7) define marketing as thacpss to determine what offerings may interest
customers via proper sales, communication and bvieusiness development strategies and
techniques that aim to build strong customer refstips as well as generate mutual value.
Customer oriented marketing, although a surprigimgtent phenomenon, has its roots in the
late 1950°s as Keith (1959) and a handful of ofwholars understood the value of shifting
attention from product- and company-centric origates to marketing- and customer-centric.
Marketing as a discipline has become more compleing the past decades to answer the

demands set by increasing variety and proliferadiodifferent markets and customer segments.

Since marketing today spans across the organizatiolving strategic, sales and R&D

activities when formulating relationship managemstnategies, the best way to term strategic
marketing activities iselationship marketingln short, marketing as a discipline has evolved
towards dynamic and complex positioning and bragditrategies that in the B2B and B2G
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context often focus on strategic relationship managnt. In general, a rough categorization can
be distinguished between consumer markets and dBssito business markets. Further, Hutt &
Seph (2007, p.4, 16) divide business-to-businessket® into commercial enterprises,

institutions and governmental organizations.

As mentioned in the previous chapter, most reseamcétrategic CSR has focused on companies
that serve consumer markets. As customer needshandognition behind purchase decisions
differ greatly in complex organizational purchasecidions when compared to individual
consumer purchases, it is perhaps detrimental farketing managers to adopt managerial
implications from consumer oriented empirical reseaHakansson and Senhota (1995, 20) state
that business relationships tend to last longer lzsambme more complex in business markets

than in B2C markets.

The fact that business relationships in the B2B esyecially B2G context tend to be longer
have implications for companies that pursue to teremutual benefits (i.e. societal /
environmental and economic) through strategic CSkhagement and marketing. Building
corporate reputation and brand perceptions are rii@pofor all companies, but for B2B and
B2G companies, strengthening relationships witather limited customer pool is essential for
the continuity of business activities. Additionallgverall stakeholder engagement and multi-
faceted two-way communication is harder to achieveandustrial companies that are not well

known outside their business area.

Developing emotional commitment towards B2B offganis harder, especially in short-time
frames, since industrial offerings tend to be bdudie to business-, rather than emotional
reasons (see for example ChlebiSov et al., 2011th Whe aid of symmetric two-way

communication and a mutual goal working as an inggliate factor, individual decision makers
in business organizations can eventually becometienadly and affectively engaged in a
business relationship. This on the other hand reguyirofound trust that is more akin to trust in a

friendship than trust towards a product’s qualioyrf a known brand.

The very nature of committing to individual CSR saes, such as making a product line’s supply
chain less material consuming, works as a trudtimg factor towards organizations that have

intrinsic or extrinsic motivations and values todssocial and environmental issues. In addition
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to the extensive discussion in the previous chapier above reasoning further illustrates the

possibilities of understanding the mutually benaficnature of engaging in socially and

environmentally responsible business opportunitigle fight for public sector contracts.

Comparing B2C,B2B and B2G markets

Customer acquisition
methods

Entry barriers
for competitors

R elationship types

Selling

Market size

B2C Commerce

Mass communication; advertising
affiliate programs

Low: audience size, logistics capa-
bility, experience quality

Browsing of cataloges, placement
of orders, payment execution, sta-
tus tracking

Small buyers

Consumer markets are measured in

the “millions™

B2B Commerce

Personal selling: direct salesforce, tra-
de shows

High: domain expertise, buyer/sup-
plier relationships

MR.O procurement, direct procure-
ment, payment execution, status
tracking, catalog information mana-
gement, promorions management,
returns management, design collab-
oration, work-in-process tracking,
collaborative planning management

Large buyers

B2B firms have customer bases over
“thousands™

B2G Commerce

Winning public RFQ’s, B2B
UIT‘t‘:I'ing adaptation, ;lll;lly:illg
public needs & highly custom-
1zed relationship management

High: domain expertise, bind
ing contracts, buyer/jsupplier
relarionships, understanding
the contemporary institutional
environment

Collaborative solutions adap-
tation, long-term evolution
planning, analyzing differences
in stakeholder needs and de-
mands, changes in legislation
and regullations, future needs
assesment, public budget
allocation: analysis

Usually large buyers someti-
mes very large,

Individual B2G markets have
customer bases in “a handful,
tens or hundreds”

Table 2— Comparison between B2C, B2B and B2G markets,mdd from Kaplan & Olson (2000) and Noori & Salinf2005)

The above table summarizes some of the differefocesl in academic research on the nature of
B2B and B2C marketing. An additional categorizatioemark for companies serving

governmental markets is that their customer bamsed to be even smaller than in traditional
B2B, thus countable in tens or hundreds. Thus anbat hardships exist for companies on the

verge of expanding their business landscape towgasrnmental markets.

Directing the discussion towards B2G relationshigrketing, it is difficult to identify potential

customers in the B2G context; and this confusiorerogustomer identification creates
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tremendous problems for the implementation of custeoriented marketing strategies
(Graham, 1994). By incorporating a CSR orientafiorcustomer probing in the B2G context,
companies are perhaps better positioned to finevaelt information and build appropriate
marketing communication messages to governmenganarations and institutions due to their

social-oriented managerial cognitions that compl@meeonomic objectives.

As stated before, the monetary value of public dpgnthat is directed towards B2G companies
is so large that the identified differences, noterahow subtle, need more rigorous research.
Interestingly, there are even less academic andagaial resources given to understanding the
possibilities of strategic CSR actions in the BZatext. CSR issues can be even more relevant
in the B2G than B2B environments since in essend#ig organizations try to increase the
(social) well-being in their respective institutedrenvironments. One key distinction is that

pricing is a central factor in governmental orgatian’s spending (Kotler & Keller, 2006, p.12).

Part of the reasoning can be traced to the fattniost government contracts are conceded on a
competitive basis, which might lead to a "raceh® bottom", basically meaning that a firm that
answers specific RFQ (request for quotation) demmanmith the lowest price, wins the deal. To
further illustrate (limited) findings from contemaoy research, the strategic goals of private
firms are centered more on profit maximization, l&lgovernmental goals tend to favor fairness,
democracy, equality, public accountability, effiody, competitiveness, balancing interests and

political advocacy (Purchase et al., 2009)

Firms”™ socially oriented marketing efforts towagtsszernmental organizations need to evaluate
the way their offerings affect the end customerBictv often tends to be the citizens. In this
regard, Walsh (1994) raises and interesting pdiat there is tremendous understanding on the
psychology of individual customers, but very litikeknown about the psychology of the citizen.
Thus the demands of citizens can vary greatly fittbn demands of individual customers.
Understanding this issue from the governmental rmirgdion’s viewpoint helps in avoiding
certain pitfalls when formulating marketing messagend value propositions. Still in the
contemporary B2G environments, users of publicisesvare customers with comprehensive
rights (Walsh, 1994). The UK government has be@rerunner in identifying this issue, which

is explicitly communicated in the Citizen’s charfterm 1991 as follows
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“The Charter[a public documentis based upon the recognition that all public sszg
are paid for by individual citizens, either dirgctor through their taxes. Citizens are
entitled to expect high quality services, respanso/their needs, provided efficiently at

minimum costs{Seely & Jenkins, 1995)

Similar charters have been adopted and reflectetbitlern EU-level regulations, which are seen
in the overall increase of socially-oriented regolas and national level legislation. An
interesting remark in the charter is that it hights providing public services efficiently at
minimum costs. The line of logic here has implicas in the B2G markets as most public
projects are paid by taxpayer money, as will beudised later. Effective use of public money
can be seen to contribute to social welfare. Asraeire of most public RFQ’s create very
homogenous requirements for competing firms, ictera two-way marketing communication

plays a key role in creating differentiation fastéor a firm and its services and products.

Graham (1994) points out that it is easier to apg@mo governmental organizations that
themselves have a high degree of contact with tifsdiqpas “end customers” and who eventually
affect the organization’s performance than withegomental organizations that are focused on
supporting and preparing public policy. This mutwalstomer orientation combined with

focusing on other mutual goals, such as advandaldesues; create lucrative opportunities for
symmetric two-way communication. In addition, Rabg1991) concludes that a growing array
of managers in public organizations see the patemi marketing their own products and

outputs when it is properly and adaptively applied public requirements. This makes

approaching governmental organizations with esthbll B2B marketing strategies and methods
more attractive, since today there are other optionwin governmental contracts than merely

fulfilling a list of request for quotation (RFQ) a&ands.

In brief, historically marketing to public organtzans have been difficult due to different
working environments, mission and ethos, but asgowental organizations are beginning to
identify the efficiency benefits of market-orientedsiness logic, marketing to governmental
organizations have become more appealing (see Xamge, Graham, 1994, Gumpert &
Timmons, 1982 and Robert, 1991). Or as Walsh (1984} it ‘the language of business

planning, commercialism and competition is commacg!

36



It is not surprising in this atmosphere that margtboth as concept and metaphor, has attracted
increasing attention from public sector managedsuiiticians (Walsh 1991). In addition, many
governmental organizations have broadened thewtyasf procurement procedures in the past
decade, much of it traceable to the developmenh®finternet and web 2.0. For example, the
European Commission has special public procurereannels and RFQ pools, which can be

conveniently found via the internet (European cossmoin, 2011)

Next, the discussion turns to contemporary devetwym in the perceptions and actions of
governments in developing, fostering and promot@8R practices. The emphasis is on
elaborating on issues that affect firms” possib8gitto incorporate strategic CSR initiatives in
their corporate and marketing strategy developmentyell as possible focus areas that might
affect the development and institutionalization lofig-term relationships with governmental

organizations.

3.2 Perceptions on the role of government as a driver of CSR initiatives

For companies aiming to develop their CSR markesingtegies to become more effective and
match the underlying motivations and perceptionsasfous governmental organizations, they
first need to understand the underlying developmedvancements and achievements set forth
in the local and wider governmental institutionaVieonments. As discussed before, the basis of
symmetric two-way communication is to understarel ¢bgnitions and needs of the other party
in the dyad (Du et al., 2010). Rather surprisingly there is very little academic research of
CSR in the B2G sector, there is also a limited amhai academic activity evolving around
governmental organization’s perspectives on CSRaddern-day institutional environment and
society (Moon, 2004).

Yet, there is an increasing interest towards CS3fReis regarding governmental actions and
decision making due to challenges brought aboutbgnt economic changes and fluctuations as
well as globalization and increasing interconnewidetween the triple bottom line elements

(Albareda et al., 2008). In addition, other sch®lhave argued that in modern European

economies there is a switch fraestphaliarstates where the role of state was dominant due to
imperative regulation and companies” dependencehenstate topost-Westphaliarsettings

where the situation is coined (Crane & Matten, 20482-483). There is also evidence that
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governments have become to see the potential of i@SReating innovative mechanisms for

governance and collaboration (Albareda et al, 2008)

Also, in market-based economies the role of putniganizations and governmental intervention
has been on the decline while simultaneously matithmal organizations” role in the global
economy has been on the increase. Rhodes (19983 tef this trend as thédllowing out of
the government by stating that autonomous inteammizgtional networks with their ontological

resistance towards central guidance pose a tlogmiviernmental authority.

3.2.1 Assessing generic reporting standards and CSR initiatives to identify the need

for strategic CSR collaboration in the contemporary public-private environment

A growing public interest in CSR issues and develepts can be seen at a local, national,
regional and global level. At the international devthere are a growing array of norms,
guidelines, principles and legislative documentshsas the Universal Declaration of Human
Rights, ILO MNE Declaration, OECD MNE GuidelinesNUGlobal Compact Principles and
various public-private co-operative principles suab the 1SO standards (ISO 26000 is
straightforwardly related to CSR) and GRI SustaiitgbReporting Guidelines. Such global
efforts to highlight CSR issues in the contempotarginess environment have affected directly
and indirectly, through coercive pressure, the hgreent of regional and national level
legislation development as well as created tramsuar to firms™ operations worldwide. Still,
without undermining their importance; and undergiag their aforementioned impact on the
global awareness of CSR, such efforts have hadtespnoductive implications in the past

decades.

Reports such as the GRI that many firms today ¥olire a major step towards extrinsic
acknowledgement of CSR, which has had positiveigapbns for the environment and society.
Yet, such extrinsic behavior is a major barrieutalerstanding the strategic potential of CSR
impacting the economic bottom line of business afpemns. Such extrinsic actions have also
played a role indoing good for the soci€ty notorious phrase, which is seen as somethiag th
must be stated in the firm’s mission statementveglasite with reasoning being as profound as
“not being left out the bandwagdpmwithout linking the statement to real businessl strategy

development and goals (see for example Porter &éra2006, Sen & Bhattacharya, 2001 and
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Vaaland et al., 2008). On a less perverted lgkete are countless of initiatives taken related to
GRI and other standards, which are in no way linteedore business operations, but work as
disconnected promotion campaigns (an example int poould be that a mining company plants

1000 trees in the Amazon forest).

The aforementioned issues have been subject tovebsiti effect, where competitors and supply
chain partners in various industries follow andeeshch actions taken by their own competitors
and partners. Such critique is given at this pointhe thesis merely to help direct attention
towards more specific and context-laden CSR styagvelopment that is linked to core
strategy and provides a basis for unique operdtioR&D- and communications development.
In order to target firms” CSR communication effdrighe B2G sector, the focus should be in
assessing governmental developments in more tangibl regional, national and local) scale.
Thus, public organizations have identified new wdags collective action to tackle social
demands and requirements that cannot be met byigemernational guidelines or untargeted

and broad regional or country-level enforcement.

According to Albareda et al. (2008), a new chalkerfgr governments is to develop and
implement public policy, which will aid in genenafj leadership and partnership-based
innovation. Creating CSR based partnership clugkasconstitute of a broader pool of public
and private organizations in appropriate contextsvide a good framework for further
understanding, designing and implementation of ipupblicies related to CSR (ibid.) New
emphasis is given to soft regulation and otherud#fl tools that help to shape voluntary CSR
behavior with a rooted economic-based focus (seeXample European Commission 2002 and
Fox et al. 2002). CSR related public policies candmssified into three categories: public
policies aimed for promoting CSR formalization, artsparency or encouraging scrutiny
(Benbeniste et al., 2005 — Translated by Albargdal.e 2008). Others argue with a different
stance stating that there are three main drivergdeernment’s encouragement of CSR issues: it
can work as a substitute for government’s effdttsan be complementary to governmental

efforts or it may work to legitimize policies setth by governments (Moon, 2002).

In addition, scholars have also proposed a framlewdrere the role of governments in CSR
agenda can be of a mandating, facilitating, pairtigeor endorsing nature (Fox et al., 2002). In

sum, the school of scholars studying the contermpadlavelopments of governmental stance
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towards CSR seems to agree that governments walpé tcentered in a role of a mediator,
facilitator and a partner (Albareda et al., 2008)is development sets new avenues for fostering
long-term relationships in the B2G context as theegnment’s role switches from pure market
economies or hard-law enforced central coordinathmaels to collaborative forms due to local

and international challenges and demands faceddaem post-industrial economies in Europe.

Especially the partnership perspective has beewiggoduring the past decade (Albareda et al.
2008), which highlights a gradual switch in pergjppec towards consistent and long-term
oriented public-private collaboration. This is &/ Kading regarding the research undertaken in
this thesis, which aims to find contemporary depgients and signals aiding in creating and
fostering long-term relationships in the B2G sect@ meaningful and symmetric two-way
communication. In addition, recent research hashasiped that the boundaries between the
roles of business and society have become moreetluwhich has encouraged governments to
involve private sector organizations in areas wipralic services are lacking (see for example
Albrareda et al., 2008 and Porter & Kramer, 2006).

The emergence of renewed interest in designingiguddlicy on CSR with a collaborative

approach opens new venues for meaningful two-wagodirse, which aids in developing new
relational models between public and private actbrgure 4 illustrates how Midttun (2005)

summarizes the recent governmental developmentartiswcorporate governance and CSR
highlighting the switch of governmental cognitidntowards de-centralized societal initiatives,
transparency and increased soft-regulation andigugctor incentive setting towards CSR
issues. In essence, Figure 4 illustrates the deeqaied interconnections between the civil
society, government and industries. Through strat€$R management, firms can get better
involved into political, regulatory and policy exatge to supplement the requirements of

commercial exchange (i.e. business goals).
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__The embedded relational model
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Figure 4 - The embedded relational model (Midttu2005)

The embedded-relational model emphasizes the rblgowernments as participants and
facilitators, where civil society agencies (i.ee ttum of individuals within society and social /
ethical zeitgeist, including such entities as NG@hsl pressure groups) stimulate and enable
companies to engage in partnering and innovatiowedsas soft-regulation development with
public institutions. Initial motivations from theoxporate sectors come from increasing
reputation and establishing long-lasting relatigpstwith institutional players. Re-introducing
and embedding the economy with governments asategic partner emphasizes collaborative,

rather than coercive and hard-regulative presdoweards corporate CSR.

To some extent, the embedded relational modelrsady visible in practice in Norway for
example (Albareda et al., 2008), where CSR is ptethand developed as a win-win strategic
concept to foster social and economic well-beinge Temphasis is still more on central
government coordination although the model propesesall attitude switch towards balanced
co-operation between public and private institigiomhe mediating effect of civil society (in
many cases entities such as NGO’s) also has nmajdications for marketing managers aiming
to develop and strengthen long-lasting relatiorskifth governmental organizations.
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In addition, to bridge the discussion on culturd &R mentioned in the second chapter of this
thesis, scholars have found that the European @ssienvironment is more open to public-
private co-operation and soft-legislation thanth&iS. counterparts (Aaronson & Reeves, 2002;
50). This has additional implications for creatingarketing communication strategies within

multinational corporations serving governmentalamigations in scattered geographical areas.

In relation to the model, Albareda et al. (200&}ethat governments ought to have a map of the
overall perceptions and challenges faced by indalidtakeholders towards expectations created
by public CSR policy. If individual companies, esp@dly in the B2G sector, can work to align
their innovative capacity with collaborative soéigulation development and strategically find
touch points to tap in the incentive schemes st foy governmental organizations, they are in
a good position to enhance their institutional tiegacy and public-private relationship
development. And as discussed above, governmeatswitching to endorsing- rather than
mandating focus, which means there is room forusigk joint-policy development associated
with public procurement development, standardsticneand supply chain developments (Fox et
al., 2002).

Businesses and academia ought to pay attentionetanstitutional legitimacy of governments
and other public organizations while the focusantemporary research and reporting has been
on justifying the actions and outcomes of privatgaoizations. The discussion in this chapter
has worked to clearly indicate that in modern welfstates, governments have had to reassess
their stance within the social fabric, giving meomm for mutual collaboration between public
and private institutions. It is perhaps benefiéalindividual firm’s working in the B2G sector

to see that in addition to pure business transagtigovernmental organizations are looking for
strategic partners, where trust, mutual respecigaattsetting as well as joint-development plays

a greater role.

In today’s changing institutional environments e 82G markets, fundamental changes for
increasing public-private collaboration are underwatimately providing lucrative avenues for
proactive CSR communication. In this regard, it barperceived that stronger knots are made in
the public-private domain to foster mutual poligttsng and endorsement practices. A good
remark towards this direction, from already oveertty years ago, is a statement from a speech
given by the Secretary of State for the EnvironnietdK, Michael HeseltindMoon, 2004);
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“We (the government) don’t have the money. We davé the expertise. We need the
private sector again to play a role which, in Brtait played more conspicuously a

century ago than it does now”

It can be stated that there are major challengdestering long-term relationships with some
governmental organizations, as the general tendisrstyll very much focused on answering the
pre-set demands in individual RFQ’s. Yet, in tightiof this discussion, the overall environment

seems to be switching towards more collaborativgipyrivate avenues.

3.2.2 Making the case for strategic CSR collaboration and partnerships in the fight for

global competitiveness and innovativeness in the EU

Since the initiation of the EU and fortified duritige culmination point in March 2000 when the
Lisbon Strategyvas signed by most member states, there havedosginuous developments to
nurture CSR in pan-European public policy, regalatand guidelines to aid national level
legislation setting. The European Commission hasnbactively promoting CSR across EU
Member States and helping to find a common undsigig about CSR in the European public
and business environment (Knopf et al., 2011). TB& communications report from 2002 and
revised in 2006 by the European Commission hast gighrity areas towards CSR: raising
awareness of CSR, exchange of good practices, gupgpmulti-stakeholder initiatives, member
state co-operation, consumer information and traresy development, research, education,

SME issues and international CSR issues (ibid.)

Still, many of the CSR promotion and implementatioitiatives taken at the EU-level were
initially rather generic with a lack of real publicivate co-operative goals aimed at creating true
financial incentives and innovation-fostering clim&r companies. A clear implication of this is
a statement by the Swedish prime minister Fredeeikfeldt in 2009 when he commented how
well the Lisbon strategy, which was to be implemdnduring 2000 and 2010, reached the initial

CSR goals that were to be met:

“Even if progress has been made, it must be saad tie Lisbon Agenda, with only a

year remaining before it is to be evaluated, hasnbe failure” (Euractiv, 2009)
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Only very recently, has the focus changed to morgext-laden partnering initiatives between
public & private organizations. In 2009, a Europ@amiti-stakeholder forum on CSR was held
due to European Commission encouragement. A sefrigiscussions that dealt with developing
more strategic CSR initiatives within the Européasiness environment have been held after
this initial forum; and a communication report & $or late 2011 to early 2012 (Knopf et al.,
2011). Today there is a growing interest and orga@iscussions in and between EU member
states to draft a policy framework that sees thmaptementary role of CSR in the contemporary
business environment and the role of private sentmmtive creation to help tackle and pursue
public goals (ibid.). In other words, creating aiSiness case” for the public benefits of CSR is
more rigorously being tied to the economic motimas of firms to pursue CSR, creating an
environment and venue for innovative public-privatellaboration, which has long-term

strategic partnership implications.

Various CSR action plans and strategies have beesntly developed in many EU member
countries. These documents define the governmegfoach to CSR and set priorities for
actions as well as coordinate existing and newcpalevelopment (Knopf et al, 2011). Such
action plans work as a good strategic collaboraframework for countries with a limited
amount of CSR history and are a good unifying cemant for countries with a longer CSR
enforcement tradition (such as the UK for examf®en advanced economies such as Finland,
drafted a comprehensive background paper cover®ig Gsues as a public initiative only in
2010. Led by the Finnish Ministry of Employment atié Economy (MEE) and the Finnish
National Contact Point (NCP), the paper was seatwider stakeholder commenting.

On 14" of April, 2011 a decision of principle was made®8R by the Finnish Council of State
to drastically increase official endorsement of C8&elopment and collaboration between
business and society (Finnish Ministry of Employme Economy, 2011). Similar

developments are ongoing in many other membersstadgich highlight the increased attention
CSR collaboration is receiving in many governmemtgénda (Knopf et al, 2011). Proactive
companies should thus assess the opportunitiesgage in systematic and symmetric two-way
communication with governmental organizations ire tleollaborative context of CSR

endorsements, as the very nature of these ingsitincludes innovation and economic viability

related aspects.
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A comprehensive study by the UN Global Compact wedBertelsmann Foundation identified
six steps for EU governments to assess strategiR @8&velopment and endorsement: 1.
understanding the country-specific context of CSRIfining CSR 3. defining a public policy
rationale for CSR 4. how to situate CSR in govemitaleinstitutions 5. selecting appropriate
CSR policies and 6. monitoring the outcomes. (Be&&eR0(3, 2010). These steps are intended for
national level CSR development in member counthes haven’t yet established proper action
plans and endorsement practices. Figure 5 illestréfte move towards explicit public policy

development in the EU member countries (Knopf et2&l11).

By moving governmental orientations to the explisitle, the nature of CSR enforcement
becomes more inclusive, giving larger opportunifesindividual firms to find synergies with

governmental organizations in mutual strategicatmtation. The role of meaningful two-way
communication in this regard cannot be undermimédch goes to highlight the role of proper

marketing and communication strategies in the pylivate collaborative agenda.

CSR & Public policy - from implicit to explicit

p>>>>>>> g

Laws (e.g Government  Sustainable  CSR institutions CSR action
environmental  policies (e.g. development  (e.g. councils, plans &
& labour law)  in education strategies agencies, ministries)  strategies
or climate
change

Figure 5— From an implicit to an explicit public policy franework on CSR (Knopf et al., 2011)

For companies working in multiple geographical aretacould be beneficial to assess the nature
of the overall governmental tendencies and cursénation towards CSR enforcement locally
and design marketing communication strategies daugly. In other words, the level of
strategic collaboration possibilities and publiccentive promotion affect the business
possibilities in various CSR related factors wheaadimg for public RFQ contracts. Context-
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bound and proactive marketing communication is @ategral part in benefiting from the
collaborative CSR tendencies that are becoming npwexalent in governments” strategic

agenda in contemporary institutional environmentshe EU.

Due to factors related to the failure of the List&irategy with its limited strategic collaboration

emphasis and a need to enhance national and rédgeed competition in the global business

environment in relation to innovativeness, sustailitg and changing demographics in the EU, a
new strategy has been on the agenda for EU-lewslossic growth development. In addition, as

stated before, the financial and economic criséd thegan in 2008 has had a major effect on
national level competitiveness and social factbeg tontributed to the need for new strategic
EU-level CSR targets (Balky®& Tvaronavtien¢e, 2010).

The European Commission proposed and establisledeiuttope 2020 strategy to focus on five
key drivers for EU-level growth: a) increasing emphent b) increasing R&D efforts and
innovative collaboration c) sustainable growth tedato energy efficiency d) increasing
education levels and social development and e)credypoverty and social exclusion (European
Commission, 2011). The emphasis is on fosterirageggies that tie resource productivity and the
natural environment to competitiveness innovatemalready outlined in the seminal study by
Porter & Linden (1995) almost two decades ago. Ughout the chapter, explicit developments
and weak signals towards the growing presence b#bmyative strategic CSR elements in
governmental agendas have been identified andstiedu The novelty of such issues is perhaps
surprising in the light of the long history of CSBSR issues have been partially included in the
global business and governmental agendas for dedadewith limited strategic and economic
viewpoints to actually become a tool to enhancingsitess profitability, institutional

collaboration and innovation.

3.3 Tapping on the public budget through CSR

Since academic research on business-to-governnmaaketing is limited, this thesis has covered
alternative routes to gain a stronger understandfrtbe contemporary environment in the B2G
sector within EU. In order to benefit from collabtive two-way communication strategies,
marketing and sales functions within individual g@anies need to collaborate closely to assess

the needs, demands and possibilities in individnatkets. The thorough discussion on novel
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developments and changes in managerial cognitmmartls CSR in the governmental sector is
intended to help in the development of effectiveRa8arketing and communications strategies.
Understanding the surrounding institutional envine@mt in the light of regulative, legislative and

enforcing dimensions of public-private collaborationarketing and sales professionals are
better equipped to improve existing B2G relatiopstas well as develop new business growth in

the field of strategic CSR innovation and developti{€ox et al., 2002).

In addition to the covered topic areas, the archite of relevant public procurement channels as
well as finding correct communication channels ntegrate the needs of the company and
governmental partners need to be understood tdeceeholistic picture of the opportunities of
incorporating CSR into the strategic agenda ofviidial companies. Although public budgets
are shrinking, the emphasis of individual publidbets is under constant metamorphosis. This
thesis has been building a rationale on cognithenges in the desire for strategic collaboration

between public and private institutions.

The role of trust cannot be emphasized enough enrécent fluctuations and opportunistic
behavior of individual companies and nations. Imeotwords, companies need to focus on long-
term value creation and engage in collaborativéodige with relevant stakeholders to increase
trust. Integrating social, environmental and gowege issues into corporate strategy and
marketing strategies help in strengthening instihal legitimacy, which has special
implications in the B2G sector (Peters & R6(3, 200) top of such wide-spread developments,
governmental RFQ’s often tend to be rather inckysleaving little room for differentiation
aspects in the initial phase, creating undesireddgeneousity. Below, recent developments in
governmental procurement practices in the EU valdiscussed to create a better framework for

proactive and efficient marketing and communicastrategies.

3.3.1 Understanding public procurement procedures and channels

Public procurement accounts for around 17% of tb@wltGDP in the EU (European
Commission, 2011), which opens major growth verfoescompanies providing solutions for
governmental organizations. The monetary valueutlip procurement in the EU in 2009 was
over 2 trillion euro (European Commission, 20119. give contrast, even in small economies

such as Finland, annual public spending exceedsbidn euro (Kess, 2011). Public
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procurement practices can be developed to worknasndorsing tool for sustainable business
practices and fostering a collaborative environnentvell as work as a substitute for coercive
regulations and legislation. In addition, the geaheattitude change in public procurement
practices acknowledges that well regulated and gmexurement markets, which embrace

transparency, will contribute to a better use dilmuresources (European Commission, 2011).

The EU public procurement Directives work as a gl to foster demand for socially and
environmentally responsible goods on top of legspeats. Most member countries have
individual National Action Plans for green publicopurement. Austria, Denmark, Finland,
Germany, Netherlands, Sweden and the UK are mdsteBc implementing green public

procurement (GPP) practices (Bouwer et al., 200%). interesting remark is that the

geographical distance between buyers and sellefseiB2G sector tend to be very small, thus
showing a strong focus on local level purchasingrggean Commission, 2011). This creates

additional hardships for MNE’s participating in fiatbidding situations in foreign markets.

The growing use of e-procurement channels is atemiment in different procurement levels
within the EU. According to a 2010 e-Governmentdbenark research, there are over 230 active
e-procurement platforms and portals (European Casion, 2011). The development of IT-
technology has enabled the establishment of diffedynamic purchasing systems in public
procurement channels. The combination factors adeno technology and new directives have
enabled greater transparency in public procurenvdmth works as a trigger for increased RFQ
competition and lower prices. Additionally, e-proement technology can aid in real-time
monitoring of public expenditure.

Assessing the publicly available documents of Ebd aational level purchasing reveals that
although CSR issues and collaborative practicegja@reng increasing momentum, price factors
are still at the core of public procurement go8ill, as mentioned before, academic literature
and the empirical results of this study indicatattiprice can work as a form of social

responsibility.
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General public procurement process

Figure 6 — General public procurement process in the EU, atled from Cook & Monk (2009)

Figure 6 demonstrates a general public procureprecess in the EU. For firms operating in the
B2G markets, it is essential to identify the appiatie competitive bid procedure as well as
identify that in which individual step(s) proacti@SR communication should be designed and
initiated. In general, public organizations userfmain competitive procedures in the EU: 1. an
open procedure 2. competitive dialogue proceduree8tricted procedure and 4. negotiated
procedure with prior advertisement, as set in Divec2004/18/EC by the European Parliament
and Council (Eur-Lex, 2004). Identifying the stylean individual RFQ process a company is
entering and understanding the steps in which dligaiton and motivation for collaborative and
innovation —related CSR take form, help individfiaihs to assess and target their own CSR
communication efforts throughout the bidding precédday different e-procurement processes
create additional possibilities and hardships ialying the nature of CSR-related touch points
in individual RFQ’s.

In addition, it is noteworthy to state that althbugational level motivations and understanding
of socially and ethically oriented RFQ managemert enmplementation are on the rise, public

sector bodies sense a lack of guidance and leagddrsim the European Commission (ECCJ,
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2007). Thus it can be tentatively stated that aiglhosocially and environmentally oriented RFQ
practices in the EU are accelerating, a gap stidte between desired motivations and actual
results, creating ambiguity towards CSR relateddssregarding public-private collaboration

opportunities.

3.3.2 Integrating a social agenda into relationship marketing to match a firm’s

strategy with public institutions” needs and demands

Ultimately, the goal of most businesses is to iaseeprofits and gain a strong position in their
institutional environment in the long term. Thigsis tries to illustrate that social responsibility
related issues provide a lucrative opportunityrniegrate business goals with public needs and
concerns. Ultimately such topics and their managerhelp to maintain and increase regional
and national welfare. This kind of proactive twoyn@mmunication will simultaneously with
relationship management and marketing implicationeease the perceived responsibility of the
company if a social context can be integrated ihéofirm”s actions and mutual caring for public

needs.

Applying a social dimension to relationship managetmand communication is more about
reformulating how firms™ offerings are related toetoverall welfare and individual social
dimension rather than artificially creating a “sacicause” to supplement existing
communication. As will be discussed later, pricegen as a form of social responsibility in the
B2G context. The rationale is that using taxpayeney as cost effectively as possible in a given
context has a straightforward link to socially msgble public-private collaboration. By
understanding the motivations and reasoning behidvidual public procurement processes
and the surrounding institutional environment, Brare better equipped to formulate targeted
CSR communication messages, which aid in stratigiazing social and environmental issues

to business objectives.

Yet, prior to this, internal understanding aboug @trategic implications of CSR, especially
social issues in the B2G context, need to be utwtts Ultimately, in today’s institutional
environments where governmental organizationsdentifying the need for more strategic and

engaging collaboration between public and privasgitutions (see for example Bouwer et al.,
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2005, Knopf et al., 2011 and Peters & ROR, 201B)agtive firms are in a good position to

improve their strategic position via social origathproactive relationship management.

The extensive discussion on strategic CSR andiopsdtip marketing in the B2G institutional
environment will now be followed by a methodologisaction and an empirical study. This is
then followed by a conceptual framework and finahdusions that amalgamate these two

theoretical strands to a managerial context irB@ environment.
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4. Research methodology

In this chapter, the reasoning and backgroundnggttior the conducted empirical study from a
case context perspective are described to giveird pb reference for the empirical results
derived from the interviews. Afterwards, methodglag qualitative research is discussed and
appropriate methodological tools are selected. Thithen followed in the next chapter by

thorough data dissemination and analysis.

4.1 Case description

The background and context for the empirical paths research is linked to the security and
safety industry in the business to government ctnE®ur out of the seven interviewees chosen
for this study have been involved in the design angdlementation of a large nation-wide
security network in Finland either as a governmleti¢gision maker and one as a key executive
from the supplier organization. Others (a competdand two directors from the Ministry of
Social Affairs and Health and the Ministry of thevidonment) were chosen to attain a more
holistic understanding on the overall B2G environm& one EU member country. The two
directors also have a very thorough understandiogiaCSR from a public organization’s point

of view.

The nationwide professional mobile radio networkis®d by such organizations as the police,
paramedics, ambulance, rescue and the fire depatrtrag well as a pool of smaller
organizations. Similar nationwide networks haverbéeilt and managed by the focal case
company in a number of other EU countries as Wik initial governmental decision in late
1990°s to purchase an expensive nationwide netwoFknland was backed up by the need to
ensure nationwide security and safety, ultimatéfigcting the wellbeing and safety of individual

citizens.

The company (from now on referred to@asse Compangr simplyCC) that was chosen to build
the infrastructure for the network as well as pdevithe professional radio terminals and
accessories was at the time a business unit watitémge Finnish telecommunications company.

The focal case company is now part of a large Eeanpgroup operating in aerospace, security
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and defense industries in the EU and beyond. Fadr sestructural reasons, the name of the focal
company has changed three times during the pastetars while the core activity and people
have stayed roughly the same.

Still, long organizational and personal level nelaship between the company representatives
and key governmental institutions and decision mmkave been established and maintained,
some spanning over many decades. Under this setingcrative possibility to study the
development of long-lasting relationships and vpalsitioned marketing communication in the
B2G context is established. The nature of the #gcaommunications network has intrinsic
social responsibility implications as well, whictopides a good context for analyzing the level
of strategic CSR communication management and rtesviewees” understanding about the
possibilities of CSR in developing long lastingatednships in the B2G context.

In large public RFQ’s, there are many governmebtalies that either directly or indirectly
influence the size, scope and nature of the fifdQRequest. Such was the case when bidding
for contractors for the Finnish nationwide secur@ggmmunications network. Due to the
privatization of many previously public agenciesme& organizations have remained under
public funding while becoming semi-independent tesgi with their own governance and
management structure. Such organizations are aesemt in this case study, which provided
additional hardships for the rival supplier orgatians to identify the appropriate target
audience and position their marketing and commuioica strategies accordingly. For this
reason, an executive from such an organizationchvhias during the course of the security
network project become a key strategic partner alyd was also interviewed to get a better
understanding of the different factors affecting camplex public-private collaboration

environment.

4.2 Methodology in qualitative research

Conducting empirical research can be broadly divioio quantitative and qualitative studies.
In essence, qualitative research is exploratorynature, while quantitative research is
confirmatory (Chochran & Dolan, 1984). Qualitativesearch is used to tackle with the
meanings and post-modernist possibilities andihkeld for issues to exists rather than positivist

confirmations or disconfirmations of things.
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As there is a limited amount of empirical reseamh how CSR strategies and marketing
communication should be designed and implementéderbusiness-to-government context, the
nature of this study is qualitative. The rationfde conducting a qualitative study lies in the
epistemological nature of collecting informatioorfr an emerging or abstract subject. In other
words, when there is limited knowledge on a phemameor when it is ambiguous in nature,
conducting a qualitative research is appropriatas{tdlo, 1991, 79). To further illustrate the
feasibility of qualitative research in this conteittis best suited to deal with the meanings of
things by making an association between the studyests and interpreting them to generate
preliminary hypothesis and conclusions (Chochra@&an, 1984).Thus using statistical and
mathematical instruments, which is paramount inntjtetive studies, is not feasible in
gualitative research as there are no evident Vasaio be measured in absolute terms. On the
contrary, in qualitative research, the instrumegih used for data gathering and analysis is the
researcher himself (Patton, 2001, 14).

4.2.1 The rationale behind a case study

As stated above, the research is done under acoasext, focusing on the B2G environment in
one EU member country from a systematically chgs®i of key decision makers from various
public organizations as well as from one focal $yipg company and its competitor. According
to Yin (1994, 20), the research design in a casgysbught to follow a five-step process , which
is paramount to conducting good case studies.

a) the questions of the study

b) the study’s propositions (if any)

c) the unit of analysis

d) the logic behind linking data to possible praposs

e) the criteria that are needed to interpret theifigs (Yin, 1994, 20)

To a varying extent, this study follows a similarefstep process. The rationale for the study
first evolved within the focal case company wheravdrk in a global marketing unit. In
numerous discussions with the company’s head oketing in Finland as well as sales

executives and engineers, a lack of understandim possibilities of strategic CSR in the
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company’s marketing communications strategy as agellarious sales processes was identified.
In general, the level of awareness about socialeandronmental issues were scattered in the
organization and there were no systematic procedsesunderstanding socially and
environmentally oriented weak signals and otheateel issues. As described above, the Finnish
organization of the case company has had longhasélationships with various governmental

organizations, mostly forming around nationwideusig network projects.

From early spring 2011 onwards, | gathered matanal analyzed the level of CSR actions and
communication practices conducted by the case coyp&ey competitors. Mostly | assessed
publicly available marketing and financial docunaitn as well as overall strategic orientation
switches provided by the case company’s businésiigence unit. A noteworthy remark is that
generic CSR reports that clearly didn’t seem tcstiotegically linked to the core business of
various competitors were not thought to affect dwmpetitive landscape from the case
company’s point-of-view. In addition, by thorougtdgsessing recent academic discussion on
strategic CSR and contrasting and analyzing thierdiice between B2B and B2G business
environments and contemporary developments in puisbcurement orientations in the EU, a

research gap was identified (see chapters 1, 3and

It was soon evident that the topic area has maregeplications for the case company. The
B2G markets generate a large portion of the casepany’s annual turnover. Thus an
assessment of the possibilities to establish amthdu develop existing relationships with
governmental organizations was linked to the neethd¢orporate strategic CSR to the overall

business and marketing strategies.

After a thorough study process focusing aroundmmeeeademic research on strategic CSR, a
preliminary proposition was given to the case comyps executives of the various possibilities
of strategic CSR management in the B2G markets.r&tienale for this proposition was that
there are already various public-private collaboratctivities as well as other examples where
the company acts in a socially and environmentefficient way. The initial proposition and
preliminary results and competitor intelligenceenpiretations were presented in a marketing
workshop at the case company’s premises in Germamyid-October, 2011 by the author. The

discussion and commentaries from this workshop wesed to aid in the formulation of an
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appropriate interview outline for the one-to-onemsstructured interviews held during

November to December, 2011.

Issues that have had an impact on the social araemaental factors in operational performance
of the focal case company have historically beemiédated and communicated via highly
technological arguments and perspectives. Thieated in the organizational culture within the
company, which has traditionally favoured and erobdathe technological know-how of the
engineer-dominated organization to build competitadvantage. Recently the need for more
CSR oriented marketing and sales processes haveitestified by top sales and marketing

management.

As stated above, the very nature of many governmhgbcurement projects have a social
responsibility orientation, as they are funded bl tax revenues. In very simplified terms, a
preliminary proposition can be made that includ@gR elements in the value proposition and
relationship communication processes, marketingsahes management can potentially improve

the company’s position in contemporary B2G markets.

The unit of analysis for this thesis, as discussledve, focuses on a single B2G institutional
environment in one EU-member country, although Bhwide perspective is presented to give
contrast to the main empirical study results. Thedy questions, as well as the empirical
research aims to assess the possibilities, contempdevelopments and hindrances to efficient
CSR communication, public-private relationship ngermaent and collaboration focusing on
complex public decision making organizations angglei companies operating in the B2G
environment. Data was gathered in individual fazéace interview settings, which work as the
source for the empirical findings of this study.dddition, findings from an EU-level marketing
workshop on strategic CSR and various EU- and natitevel documents identified in the
theoretical part of the thesis were used to prowdsetext and frame during the interviews.
Additional support and depth to the empirical stiglyprovided via internal discussions within
the case company with engineers and colleaguest dbeuimplications and possibilities of

strategically managing and communicating CSR teelbgvexisting governmental relationships.
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4.2.2 Assessing validity and reliability in qualitative research

Both qualitative and quantitative research needsettested for their validity and reliability. Yet,
the validity and reliability in qualitative researare viewed and used in unison, as opposed to
guantitative research. To ensure the construcdityaliof this study, the interviewees were
selected from diverse positions and levels fromhbpublic and private organizations. In
addition, selecting contemporary public organizat@ocuments (Chapter 3) and holding a
workshop on strategic CSR in a multinational marigetmanagement conference at the case
company’s premises in Germany were used in thdystuprovide variety and depth to the data
pool. By using several sources of data in the aimlgrocess, or in other words, by conducting
partial triangulation, the validity and reliabilitgf the research can be improved (Guba &
Lincoln, 1994; 110).

Yin (1994) stated that case studies can be expiyragéxplanatory and descriptive in nature in
his seminal book on qualitative research. An exgitoy case study can be conducted before the
formulation of research questions although an ahiframework on the issues that will be
discussed has to be created in advance. On the b#Hrel, descriptive studies require a
descriptive theory or a general understating oforpriheoretical discussion. Preliminary
understanding about the phenomena is deepened thiynggenultiple viewpoints through

interviews (ibid.).

Finally, explanatory case studies are feasible generating a deep understanding about a
previously researched issue (Routio, 2007). A mdjawback in case studies is that external
validity is hard to establish, as the results withi single case study cannot be generalized to
other case contexts without modifications (Yin, 4984-37). Reasoning for the chosen
empirical methods to enhancing external validafionthe concurrent study within other EU
member country contexts has been explained abowveone detail. Also the reliability of this
study would be enhanced if it were conducted agadgfer the same settings. Such replication is

usually out of the scope of case studies, suctglibim situation in this thesis as well.

Carrying a single case study is a good option $sessing a pilot case in a new contextual field,
which can be further tackled and clarified in latesearch (Yin, 1994, 49). When the context and

its boundaries are not self-evident, a pilot casegve a more solid contextual understanding of

57



a phenomenon in a natural environment. This rebearexplanatory in nature, as it will try to
explain ‘how’ questions. Still, as there is limited researcH &rerature on strategic CSR in this

specific context, this study can be classified>xagdaratory.

As Smith & Osborn (2008) state, the researches titelearn something of the respondent’s
personal world view and how she understands issl@®d to a given thus topic providing some
structure without specific constrains. In addititime interviews were held in surroundings that
were familiar to the interviewee for the sake ofhgaing the individual viewpoints in a more

natural setting, ultimately affecting the validignd reliability of the data (Guba & Lincoln,

1994; 110).

4.2.3 Interviewee profiles

All together seven semi-structured interviews wieedd for this study. The participants were
carefully selected from appropriate public and @i@vorganizations to enhance data richness and
construct validity. The interviewees consistedief &ccount director in the focal case company,
in charge of the nationwide security network prgje¢lse head of strategy from the focal case
company and a communications specialist from eelagnpetitor whose revenues are also to a
great extent generated in the B2G markets. The aoniwation specialist is the only interviewee
in a lower, non-decision making position within hegspective organization. From public
organizations, a director from the Ministry of theerior was chosen as he was in a key role

when deciding on the purchase and implementatidgheofarge nationwide security network.

Two directors, one from the Ministry of the Enviroaent and the other from the Ministry of
Social Affairs and Health, while not directly inveld with the security network project nor the
focal case company, were chosen on the basis thget deeper understanding on the public
rationale between social (Ministry of Social Aflaiand Health) and environmental (Ministry of
the Environment) decision making, budget allocaaod relationship development. In addition,
one key decision influencer from a semi-indepengberlic organization directly operating in
the nationwide security network domain taking cafré@s operational management was selected
for the study. As stated above, such peripherabhrorgtions, which at the beginning of
individual public RFQ processes are not visible litimately influence governmental purchase

decisions to a great extent are important to ifieritom the bidding firms™ point of view.
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Valuable input from a senior executive from thigamization, called from now on &emi-
independent governmental organizatiavas gathered to understand the complex settimafs t
evolve around large governmental RFQ’s.

Some of the interview participants were identif\gd recommendations and connections from
the focal case company while others were contagigbublicly available professional profile

contact details. The sampling followed a heterogasesampling procedure to maximize the
reliability and validity of the study. Every inteewee was firs contacted by phone. Then a
general explanation of the thesis outline and tierview question pool was sent to the
candidate interviewees. Finally, the dates andtimcaf the interviews were settled. Only one of

the contacted persons refused to participate imteeview.

Some of the participants needed more than one damicall and rescheduling to find a slot for
the 1-2 hour interviews. Collaboration during anierathe interviews was good. Every
interviewee accepted that the interview was reahr@me skepticism existed initially to the
amount of contribution the interviewee could makenty study questions, but mostly that
skepticism faded during the fluent interview praess Every interviewee was interested in

receiving a copy of the final thesis while two bEim even proactively insisted on receiving a
copy.

| also used secondary data from governmental patidics and other publicly available
documents. The Europe 2020 targets documents bEuhgpean Commission (2011) provided
valuable additional data that could be contrastethé interview findings. Various documents
related to EU directives and national regulatioms @SR or public-private collaboration
(European Commission 2002, Eur-Lex, 2004, ECCJ,72@0d the Finnish Ministry of
Employment & Economy, 2011) were also used to de¢ipe analysis and understanding of the
institutional setting related to the selected aas@ronment. The chosen secondary data helped

to develop a deeper contextual understanding ofehidts of the empirical study.
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4.2.4 Linking interpretative phenomenological analysis to post-positivist

assumptions

| used the interpretative phenomenological anal{##®\) to document and analyze the data.
With this data analysis method, various nuancegdisgsimilarities can be identified and linked
to the theoretical discussion. By using IPA, thelpf logic behind the data gathering method,
data analysis and existing theoretical discussam lze linked together in a coherent way, thus
affecting the validity and reliability of the study addition, the interviewees were encouraged
to give illustrative examples and demonstrationsirx their reasoning, giving more depth and
contact point for linking the research with exigtitheory. The criteria for interpreting the
research findings are rooted in the IPA processwetl as the epistemological and
phenonemonological stance taken in the study, ssussed below. By contrasting individual
interview and workshop data and finding concurrixg well as contradicting patterns, the
required iteration between the research questitimewand actual data is maximized, ultimately

creating a coherent set of criteria for data inmeiggion.

In qualitative research, analysis and interpretatice often done at the same time. | performed
preliminary mental analysis during the interviewdhelp in the transcription analysis process. A
very important remark is that although IPA has apstemological and ontological roots in
constructivism (Larkin et al., 2011), the emergaega and interpretations of the findings was
done from a post-modern perspective, which acknibgds that some degree of objective truth
can be found through empirical research. The IPAcgss was thus strictly used as a
methodological frame while ignoring its ontologicabts. On a theoretical level, IPA combines
psychological, idiographic and interpretative apgmtees (Smith, 2007). The interviewee
selection consisted of purposive sampling, wheaemled to extract personal interpretations and
meanings from people who | assumed to have the wnghk- and managerial experience to
provide valuable insights.

A set of questions were given to the intervieweeadvance from which | then selected the most
appropriate questions that | thought would proviadder content for the issues | wanted to

discuss. The interviewee responses were categarimbet five main themes:
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i. the interviewee’s personal value system and pezderole of CSR in corporate
activates

ii. the degree of understanding about relationshigketiiig and perceived elements in
building trust in long-term business relationships

iii. the interviewee’s perceptions on the differencetsvben B2B and B2G markets and
the role of social and environmental issues inBR& context

iv. the importance and content related to the stratede of CSR in establishing public-
private collaboration & expected changes in the igare in the B2G landscape

v. contradictory statements, vagueness and illogaralincomprehensible elements
depicted from the interviewee’s answers (a critomhponent to assess the reliability and

validity of the data)

The interview questions were designed in such atalyeach five categories included four to
ten different questions from which | selected thprapriate one's depending on which question
| thought would provide the most comprehensive amswmder each category from an individual
interviewee. | believe that the aforementioned gaties include a comprehensive set of issues
that aid in finding answer to the possibilities ttlexist for industrial companies to enhance
collaborative relationship marketing through stgadeCSR management and communication in
the B2G context. More specifically, the strategmer of CSR in establishing long-term
relationships and enhancing interactive two-way mwmication to deepen public-private
collaboration were at the focus in the intervielsese themes provided the necessary empirical
data for answering the sub-research questionsnedtiin the beginning of the thesis. The B2G
context was a natural part in all of the interviguestions and as stated above, the whole theme
focused on the B2G markets in Finland and the EU.

Following the IPA methodological process, the traipgions were read through a few times in
order to get an overall picture of what was said aow the interviewees responded to the
guestion outline and emerging discussions. As S&ithsborn (2008) state, each reading can
provide new insights. Overall, the IPA process &édlfo find a rich array of (meta) information.

The aim was to find emergent themes and patteom the interviews. The next step was to
identify emerging patterns from purposive codindh# interview answers. | made comments on

each transcript on the right margin to help theimgpdrocess. Coding consisted of linking
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findings with similar structure and logic as wedl making justifying and amplifying remarks.
This allowed me to get a deeper understanding Wigainterviewee was saying and what were

her underlying assumptions and line of logic.

By categorizing the interviewee answers into thve fiopic areas, | was able to pinpoint and
analyze the most important issues via inter-ineawcomparisons. The output from this process
was a consistent, although long, document includingh data that helped me to create and
select the elements presented in the conceptuaiewark. The most interesting findings
concerned the role of risk in the B2G environmeamsl how it affects perceived corporate
image, reputation and trustworthiness. In additibe, interviewee profiles were such that they
were able to give lucrative illustrations on theportance of long-term orientation and
consistency in fostering public-private collabosatithat incorporates social issues as part of
mutual value creation activities. Interesting relksawere also given on the most important issues
that affect the contemporary B2G institutional eamments in the near future. In accordance to
the theoretical discussion on chapter three, raoeiitinational developments such as outburst of
the economic crisis in 2008 and new developmentsarEU- and national level were present in

the interviewee’s answers.

Yet, as the issues discussed during the intervaaesather complex and seldom are taken into
account in day to day business activities, thervigeiees occasionally seemed to provide
illogical or feeling-based answers. As stated abdkis issue was noted during the analysis
process in accordance with the IPA guidelines tbaane the reliability and validity of the
empirical data and provide a critical perspectiwethe study. The interviewees also identified
major pitfalls and hardships that still exist ire ttontemporary B2G environments to foster long-
lasting public-private relationships. Much of thisalission in this regard discussed the role of
EU-level regulations that are detrimental to naaidevel public-private collaboration as well as
the vagueness and lack of proper social legislatiod enforcement practices. Interestingly,
ecological issues are more strongly present in red@derms in today’s public RFQ processes
due to their presence in national legislation. Sischot the case for social issues, as has been

discussed also in the third chapter.

| conducted the first interview at the competitgeiemises. Respecting the interviewee’s wishes,

personal and company names mentioned in the ietemiill not be disclosed. This also applies

62



to the other interviews. The person chosen for ithisrview was a younger communications
professional in a multinational company that hagomaperations in Finland as well. | had had
previous discussions with the interviewee on relatpics, which is why it could be made
certain that she can contribute to this study. As was in a junior position in her respective
organization unlike the other interviewees, a gopgortunity arose to test the maturity and

appropriateness of the interview question outline.

Thus | got to learn and adapt my interview questiand process made during the first interview
to aid in deeper data gathering in subsequentvietes. From the mistakes | made during this
interview | got to fine-tune my interview strategynd perform better data gathering when
interviewing senior decision makers. The first imiew took about 45 minutes. On the contrary,
as | conducted semi-structured interviews, sonmtheinterviews lasted almost two hours as the
interviewee was encouraged to focus and emphasitrddual sub-areas addressing my research
guestions. All in all, a high level of variance structure and length was identified after the

interview process.

Inter-interview comparisons were then made to fmilarities and frequencies of emerging
issues. Contradicting remarks were also codeditg bmore value to the interpretation process.
Afterwards, the emerging themes and titles werstehed on a rather theoretical level. Finally, a
table of the clustered themes was made to cordrastcompare most important patterns and
themes. In the end, | assessed each cluster im rdmd appropriate answers to my research

guestions.

In other words, | performed eidetic reduction wia@alyzing the data, which can be described as
the process of extracting content form conscioyseggnces (Sanders, 1982). These findings
were then contrasted on the extensive theoretisaligsion. By applying the findings in the B2G

context, a conceptual framework was created.

Table 3 illustrates the categorization of one gekkdnterview where | clustered coded data
under five main categories by using proper sentefa®wing the IPA process. Similar tables,
with more maturity and depth, were conducted aftarsecutive interviews as well. Next, a
detailed dissemination and analysis of the studsulte will be conducted followed by a

summary of the most significant findings.
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Interpretative phenomenological analysis (IPA) categorization

1. Personal value system / role of CSR in corporate activities

=

T I

Z

CSR should be a self-standing issue in business strategy. Multiple acknowledgng factors in the
transcription

CSR should create some benefits in order to “appear real”

Competitive advantage throush solutions that incorporate CSE. elements

Importance of guidelines legislation and formal CSR. strategy not acknowledged

Not proactively accepting the role of CSR unit to help in extemal communications

States that CSR. should have more expliat role in govemmental decision making, but is currently
very hard to achieve (Whyis this?)

Social and environmental dimensions are equallyimportant

2. Elementsof trust-building in long-term business relationships

a.
b.

Online communication

Trust throush experience. Prior to ex perience are references

3. Contradictory statements & vagueness of answers

a.

Strategic CSR intentions at STY 1 highlighted, then partial dismissa of their effectiveness due to
emphasis onprice (in B2G)

Often a reasoning based on “[ believe that...” without deeper meta-analysis

No need for CSR documentation & wntten case studies. Assumptions that company STY1's
business is “automatically perceived” toinclude CSR. elements?

4. How the interviewee understands the difference betw een public and private organizations and inter-
organizational communication

p O TP

o

CSR legislation not seen to affect company STY 1's external CSR. communication

Still, gpeaal attention gven to B2G communication L ong-lasting nature

E2G relationships have a long ime-frame & bidding procedures for the lowest prices

E2G actuvites are resource-binding

CSR not high on governmental agenda according to the interviewee. Contradicts with previous
academic research. (is personal ignorance / lack of interest a reason for this or not?)

5. Understanding CSR as a strategic component in establishing public-private collaboration & expected
~hanges in thenear future B2G landscape

a.
b.
c.
d

CSR affectsbrand perceptions and value

CSR can generate ROI and ““dual benefits” exists Provides vanous case illustrations

No link between CSR and innovation found or understood

CSR communication affects operating income (reasoning through soluti on explanations)

For MNE's a local stakeholders important for CSR communication (Central global coordination
limits this activity!)

If governmental bid requests would emphasize CSR issues. more actions from the company's side
would be taken

Table 3— An example of interview result categorizationlfawing the IPA process
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5. Research Findings

In this chapter the extensive theoretical discussiod findings on strategic corporate social
responsibility, interactive two-way communicatiae)ationship management, and institutional
legitimacy will be discussed in relation contempgrausiness to government environment in
EU from a case context. The aim is to provide dirpieary empirical basis for the research
guestions outlined in the first chapter and disedss the theoretical part of this thesis. This is
supplemented by an interview process where vagousrnmental key decision makers and case

company executives in a Finnish B2G security macketext are interviewed.

The nature of this industry has implications fotiora level safety, which might have affected the
amount of information disclosed by those interviesvavho had first-hand knowledge on such
issues. Yet, the semi-structured question outline fermulated in such a fashion that the nature
of the discussion assessed public-private collalmoraand the B2G markets in a broad level.
Replicating the study in other B2G settings andiicier geographical and cultural areas is out of

the scope of this study and is left for furtheregash.

Since governmental decision makers were encouragedtend answers to B2G markets as a
whole, generalizing the findings to fit the overallustrial B2G environment in the EU is better
justified, as individual member countries are dgepoted to and linked with EU-level
organizations. For further emphasis, as there ig/ Vignited academic research on the
implications and possibilities of strategic CSRthe B2G sector, the empirical findings cannot
be used for managerial generalization as suche siere is no existing empirical data to back up
the preliminary findings. Instead, a venue for evidiiscussion and more detailed research is

given by introducing this perspective to existitgtegic CSR discussion.

Below, the empirical results and content dissennais categorized under five major themes
relevant to the research area. By combining theirgsapstudy results to the extensive literature
review and analysis, a conceptual framework wilpbesented. After analyzing the transcription
from the seventh interview, | saw that a satisfactevel of saturation was reached for the

purposes of this study. The main findings fromghealy can be found at the end of this chapter.
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5.1 The complex nature of the B2G environment in the EU

A theme that was constantly present in the intersievas that the contemporary B2G
environment in individual EU countries and the E¥Jaawhole has grown more complex during
the past decades. Large national RFQ’s involve naatyrs and entities that cannot be reached
by firms that provide services and solutions tohsgovernmental organizations. In fact, such
organizations are not known or understood at thginbeng of large governmental bidding
processes. The sales director, currently in chafgle nationwide security network project in
the focal case company (from now on referre@aes director, Company ¢Gtated that it took

years to understand all the actors and influencettse formulation of the RFQ.

"New sub-organizations were formed before, duringl aafter the implementation of the
nationwide network. It took lots of resources anteti-personal communication with known
business associates to increase the understandinghe needs and demands that were

formulated behind the scenes.” — (Sales directom@any CC)

As discussed in chapter three, governmental RFQegs®s usually follow a step-wise process
where transparency and lack of individual actorfgmence is important. According to many
interviewees, individual organizations are alredtho late", if they begin to formulate their
marketing communication strategies when a RFQ <qoas already been published. For this
reason, prior relationships and references are rit@pb in maintaining a presence and an
organizational identity between consecutive puBKQ's. One important finding in this context
is that the role of consistent CSR communicatios vaentified to be important in building a
corporate identity and trust, ultimately affectithg institutional legitimacy and competitiveness
of companies working in the B2G sector. In addititime end-users in large governmental
contracts often consist of very heterogeneous gradpeople and organizations with varying
needs and demands. Marketing communications caly é@some scattered and unfocused in

environments, where the focal interest groups atedentified and understood.

5.1.1 Customer vs. citizen - decision making and consumption are separated

In traditional B2C and B2B marketing the decisioraking and brand perceptions of the

consumer-purchaser are influenced with consisteit @levant communication. The issue
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becomes much more complex in the B2G sector assidacimaking and consumption are

separated. In simplified terms, governmental omgtions use tax payer money to provide
services and infrastructural solutions to individeiizens. In the case of the nationwide security
network, it is even harder to categorize the berafy groups as the aim of the network is to
provide safety and security to individual citizemsile the end-users are the police, paramedics,
rescue organizations and various other organizatiDecision making bodies on the other hand
are scattered within various governmental and gedd@pendent organizations, making

relationship management and marketing very chaihgng

"A long road needs to be traversed to align andewsthnd citizen needs and demands and the
rationale behind governmental organization’s dewisimaking, making miscommunication a

real threat" — (Head of strategy, Company CC)

By linking operational actions and strategic dexismaking to social responsibility, firms are
better positioned to gain legitimacy in their regpe operational environments in the B2G
context as public budget spending is strongly Ithike national-level welfare and wellbeing.
Although citizens seldom are explicitly involvedvarious public-private collaborative projects,
they are a focal stakeholder group as the ultinpateiders of capital in public purchasing.
According to the empirical research, it is evidématt taking a holistic stance on stakeholder need
satisfaction, firms are better positioned in theglderm to answer the needs involved in public
purchasing. This requires lots of resources and toneframe strategic insight when developing
marketing communication and relationship managermsgategies in the B2G environment. As
most large corporations that have the resourcesode the necessary capacity and know-how
to match the demands of large public purchasingept® have strict profit making pressures on a
guartile-basis, aligning sufficient resources torketing activities that have a long and vague

payback period is challenging.

5.1.2 The effect of EU level directives and regulations in national level B2G

environment

All of the interviewees acknowledged to a varyinggeee the effect that EU-level decision
making has had in formulating RFQ’s. The constawvetbpment of national procurement laws

becoming increasingly detailed make public puraigsa very complex process, requiring
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profound know-how. New EU level regulations andediives, more explicitly the EU public

procurement directives, have had a negative effledtinnish public-private collaboration, since
there is no longer an option to create partnersmipis trusted private partners by bypassing a
formal RFQ process when a new project is initiatéelw levels of bureaucracy (i.e. various EU
organizations) and regulation have made public lmsing slower and complex and thus
increasing the gap between public and private ozgdon market orientations and speed of

decision making.

"Governmental decision making and implementationest projects have become slower due to
EU-level developments. In addition, contact and momication between individual end-user
organizations and public authorities has decreas&tis ultimately affects the ability for
individual firms to provide solutions that actualigflect end-user needs" — (Director, Ministry

of the Interior)

Strict purchasing processes and multiple levelsuréaucracy make marketing communication
and relationship management a challenging isstigeiB2G sector. A noteworthy remark is that
while product and solution related marketing in B2G markets are bound to individual

governmental RFQ’s, CSR communication can be meadyflinked to overall operational and

R&D activities and pursued stakeholder managemetics. Thus, creating a consistent long
term CSR communication strategy to reflect the lmrgr developments of national level public
budget allocation, firms can increase their corotidentity and trustworthiness in terms of
future business opportunities. Such activity resgiiproactive communication with various
public partners, which makes the company more aideipientifying and understanding various

weak signals, making room for proactive opportupitgbing and brand identity management.

All the interviewed public organization directorsentioned that consistency and continued
communication with public organizations during tsnghen no actual business opportunities are
evident is important in the B2G sector. This demaash be linked to the organizational
cognition of various governmental organizations. illestrate, public organizations need to
continue their operations even when the overallnesoc environment is on the decline.
Stability and continuity is important in public @mgzations, which ought to be reflected in

firms” marketing communication strategies.
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"Firm’s should follow the discussion between th®istomer [a public organization] and the

customer’s stakeholders in order to gain legitimaayd create trust. The more one asks
guestions, the better an answer he will receivetti@e good answers aids in creating good
guestions that might be linked to future demand¢Diector, semi-independent governmental

organization)

Although national laws and EU-level directives aedulations make public RFQ’s so detailed
that very little opportunities exist for companiés differentiate themselves from their
competitors, proactive communication and activitylding aids in contributing the nature of
future RFQ's. In other words, via consistent twgrwammunication with relevant stakeholders,
firms have better opportunities influence futurdlpridemand setting. In this context | refer to
activity building as how an organization’s saled amarketing functions are able to create new

leads and expand their core stakeholder networkfiégtive two-way communication.

A director from a semi-independent governmentalanrzation emphasized that due to the
successful implementation, proactive communicateomd management of the nationwide
network, his organization has been able to creatgharent business case to receive funding for
a new related project. The focal case company lag®gg an active role in this context, giving it
a good position to indirectly affect the naturetos new security project. The case company has
been able to use their existing contacts from publiganizations to actively approach the
decision makers involved in the new project, ultieha affecting their market visibility in this

context.

Although the actual project, if implemented, wikhve to follow a standard RFQ process, the
case company is for the above reasons in a bettepetitive position. Ultimately, this increases
the likelihood for new business opportunities fdnet company. This proactivity in
communication also helps in establishing trust,spnee and legitimacy within relevant
stakeholder groups, as discussed in the secondechBpoactive communication in this regard is
mostly about showing how the firm’s capabilitiesl &ristory match the needs and requirements
in the new security project. Social responsibitbmmunication is important in this case, since

decision makers need to be convinced of the sddieteefits of such a costly project.
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5.1.3 Building trust is important in developing and maintaining public-private

relationships

A key theme that constantly came up during thenmgg/s was that building trust is paramount
in developing long-lasting business relationshipsthe B2G context. Establishing trust is
important in any kind of business relationship, bpecial implications for trust exist in the
public-private collaborative domain. As will be dissed in more detail below, governmental
organizations are constantly downsizing their dtis. This means that more and more
previously publicly provided activities will be caad by private firms. As the nature of these
services and solutions are meant to benefit theetgoas a whole, it must be made clear that no

special attention and exploitation opportunities giwen to individual organizations.

"Quite simply, the only way for firms to developndeasting relationships with public
organizations is to do all they can to establighstr Also, the need to communicate about issues
relating to social responsibility and building gobdsiness cases around environmental benefits
of their [companies] solutions in today’s enviromnés gaining more attention in public

spheres” — (Director, semi-independent governmesrghnization)

As the interviewees proactively highlighted theeradf trust in forming and maintaining
relationships, they were encouraged to specifyeispnal or organizational level trust plays a
more dominant role. Organizational level trust wgenerally seen to be paramount if true
legitimacy and credibility was to be establishedll,®ne interviewee illustratively compared
trust in B2G environment to marriage, where firspressions and emotions at the personal level
set the foundation for organizational level trustlte established. The key is to effectively
transfer personal level trust to organizationalelewust, which is difficult in the B2G
environment where there are a large amount of Bta#ters that need to be addressed and

convinced.

Closely linked to establishing trust is transpagen8ccording to the interviewees, public
organizations demand the same kind of transpardrmy private organizations as they
themselves practice. Transparency is deeply rooted public procurement laws and RFQ
demands. Various CSR reports and metrics toolsliszsissed in the previous chapters, aid in
building content to external CSR communicationgémeral, transparency is seen as a sine qua
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non in the B2G environment in the EU. This issughhihave received over-emphasis in the
current research setting, as Finland has been dawkethe very top of various global
transparency indexes. In fact, two intervieweesnftbe private sector mentioned the dramatic
difference between creating relationships in dgwetbEuropean- and developing economies,
highlighting the different notion and meaning giventransparency and ethics in general. Yet,
one major finding is that CSR communication and ag@ment work as a mediating factor for
establishing trust in the B2G context.

5.1.4 The importance of a "local face" in B2G relationships

An issue that frequently arose during the intergiewas that although a consistent global
approach to relationships and CSR management wisulteneficial due to cost issues, it is not
the right approach for MNE’s serving governmentatitutions. The interviewees discussed a
multitude of culture-bound factors that affect tilaship development and the role and nature of
trust and ethics. In the EU context, the interviesvenentioned the recent fluctuations and
uncertainty in the economic environment, which leassto renewed interest in nationalism. This
is also reflected in the actions of governmentatiiations in various ways through the general
political environment and national economic vidlilmanagement reasons to name but a few.
As mentioned above, continuity and consistencyeensas a form of social responsibility in and

by governmental organizations.

"Issues related to renewed interest in nationalsffect relationship management in the B2G
environment. Having a local partner is politicallgasier". Being physically present and helping
the customer to accomplish their organizational siis is key in managing relationships" —

(Head of strategy, Company CC)

This is very demanding for MNE"s where the compatsare scattered across national borders,
leaving lots of room for language and cultural lemsrin formulating marketing campaigns and
relationships management tactics on a situatioasisb As being proactively involved in public
stakeholder discussion creates opportunities foig-term oriented marketing in the B2G
domain, cultural similarity can be seen as a gratasset. When contrasting to many B2B
environments, relevant stakeholders more commoedg@ a neutral business language, giving
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equal opportunities for each stakeholder. In thelipicontext, there is a cognitional tendency to
favour the local language.

Business activities related to national safety aedurity, such as the nationwide security
network discussed in this thesis, are even morsiteex affecting the competitive balance

between local and foreign suppliers. In simplifiedns, as public organizations tend to be risk
averse and aim to use public budgets to increaswélifare of the citizens, local firms are better
positioned to create a social responsibility radienbehind their service and product offerings.
For MNE’s, this naturally has both positive and atag implications that relate to the overall

organizational structure. The focal case compaogispetitor for example has large and highly
independent country organizations in each operatmtry, creating lucrative possibilities for

local CSR management and marketing communicatibilewthe case company is only strongly
positioned in a fraction of their countries of cgtéyn. Also a strong local presence helps in
understanding the political environment and budakdcation developments, giving better

opportunities for coherent marketing and CSR comoations.

It was also discussed during the interviews, tbaglity is often seen as a "taboo" in the B2G
context, as transparency and fairness ought tchéebasis in all public activities. Still, with
consistent and proactive long-term communicatiodividual companies can have an influence
and effect on future RFQ content development, altely affecting the business bottom line in
the long term. In addition, by integrating CSR &suo external marketing communication, it
works as a mediating factor in developing trust deditimacy. Although consistency is
important in the B2G environments, there are migaitations towards global CSR management
for MNE’s in this sector for the above mentionegsans.

5.1.5 National political environment affects relationship management and business

opportunities in the B2G sector

A major hindrance to long-term public-private cbllaation that came across during the study is
that the political environment affects the natunel amount of budget allocation to individual
governmental projects. In addition, the interviesvstated that today politicians have a bigger
role in the daily activities of various agenciesl aninistries creating discontinuity and cyclicity
to public-private collaboration.
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"The government platform, which changes every f@ars dictates the activities of individual
ministries and many other public organizations. ially, politicians often change as well. Top
bureaucrats also have a terminable contract, whiedans that the nature and amount of public

purchasing can change in steady intervals." — (Btioe, Ministry of Social Affairs and Health)

Maintaining relationships with governmental ingiibas is even harder in countries where nearly
all of the civil servants change after the elediam addition to politicians. In Finland, only the
politicians change after each election and somebtopaucrats also have terminable contracts.
But in general, officials in Finland and many otlidy countries have permanent jobs, making
marketing communications and relationships managéeneasier. Still, as many of the
interviewees stated, the government platform chargevarying degree after every election
period, ultimately affecting the allocation of pubdlunds. This major issue affects negatively the

possibilities and nature of creating and maintagnong-lasting relationships in the B2G sector.

In this situation, such public institutions thae arot directly tied to government platforms and
which have more autonomous agendas play an impaénfor individual firms operating in

the B2G sector. Based on the interviewees’ answerglationships are constantly managed
even in times of little economic exchange, theliil@d for miscommunication and uncertainty

will decrease. In relation to this:

"When business relationships have lasted for a lomg, many core stakeholder groups are
understood profoundly, and they understand youebets well. This automatically leaves less
room for irresponsible behaviour and making unrs@di promises. Some key public partners
understand this and recognize it as a form of diyci@sponsible behaviour.” — (Sales director,

Company CC)

This comment emphasizes the importance of keemngraunications channels open with public
organizations. This affects the nature of the i@tahip, which is reflected to the perceived
social responsibility and public image of the compan the B2G sectors.. In addition, the
communication behaviour of individual sales andketing managers are also influenced by this
phenomenon. Yet, as each public RFQ and the bisspregect that evolve around it are unique
in nature, systematic management of businessae#dtips and efficient CSR communication is

very complex if not impossible in multi-nationalrdgext in the B2G domain.
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Another interesting remark that arose from theruisv was that while inter-governmental
discussion is generally not very active, there ideadency for more intra-governmental
collaboration and mutual target setting if the pmitical management are from the same party.
This kind of change in activities is seldom cleavigible for individual firms serving such
governmental organizations. Internal politics affethe level of intra-governmental
communication, affecting such organizations” regégtand willingness to engage in external
bilateral communication with private institutionBased on the interviews, private sector
organizations are not actively trying to influende politically oriented factions of public

organizations for the above mentioned reasons.

"The political situation affects the everyday warkienvironment of many public organizations.
In my view, there is much more collaboration betweenistries where the ministers know each
other and work for the same political party. Suavelopments usually remain unknown for

individual private organizations" — (Director, Mistiry of the Environment)

5.1.6 Lobbying is a viable but complex marketing tool in the B2G markets

Based on the discussions at the marketing worksthdpe case company’s premises and from
the interviews, lobbying was seen as a viable ntexggeool in the B2G markets. Yet, it became
evident that it is very challenging to manage labgyactivities within MNE’s. The EU has
made lobbying ever more complex, since many foryraurely domestic public decision making
bodies are now linked with new EU-level organizasiolnterviewees from both the focal case
company and their competitor stated that too Itterdination exists between the firm’s central
lobbying organization and local sales /marketingatements. It was stated that such services
could be more strategically managed and bought frastworthy outside parties. Without going
deeper into the characteristics and nuances ofylogblobbying can be seen as a form of
strategic marketing activity in the B2G domain.lISthased on the interviews, lobbying and
marketing departments in large MNE’s are not istdally collaborating with one another. To
get a better understanding on the developmentsacfarevel changes, lobbying organizations

could be used more effectively to serve the neédaslovidual sub-markets in the B2G domain.
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"Our country organization actually is communicatimgry little with the group's EU-level

lobbyist. It is difficult to incorporate short-terrtactical agendas to group level strategic
lobbying activities, since time horizons are lohNpbody wants to take an initiative to forward
collaboration that does not show clear benefitsnewmdonger time periods" — (Head of Strategy,

Company CC)

It was acknowledged that lobbying is a costly fimret In addition HR management should take
a more proactive stance in coordinating intra-oizional activities that ease communication
between lobbying and marketing / sales functiomsh&ps this "multidisciplinarity” and lack of
central management structure has affected therriathieed development and use of lobbying as
a strategic marketing tool, which eventually copldvide valuable information for proactive
relationship management. Effective lobbying recgiiaeproactive rather than reactive stance on
various developments in the local institutional iemvments. For this reason, lobbying activities
can create a valuable addition to meaningful twg-a@mmunication between private and public

organizations.

5.1.7 Relationship management in the B2G context requires lots of organizational

resources

As discussed above, continuity and stability inlpdprivate communication even during times
of limited business activity is important for pubbrganizations. In addition, as there is usually a
very complex set of stakeholders and influencinganizations, managing relationships and
planning marketing and CSR communication activitiethe B2G context can be very costly. In
fact, it is reasonable to ask whether managingdiogiships is in economic terms justified or not.
Related to this, most interviewees stated that §iize matters in the B2G markets. Being able to
cope and have resources in reserve in fluctuatboganic times is paramount in larger public
purchasing projects. As public organizations atensically risk averse, most public RFQ’s are

designed in a way that only firms with adequat®ueses can answer the requests.

"The long term evolution of the nationwide netwgskimportant. We need the expertise of
Company CC in this strategic planning process. Wawkit takes resources and money to be

"involved" in this discussion, but we see how catehiCompany CC is and appreciate that. As
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they assume lots of responsibility, we see thaa &rm of good social responsibility. In this
business, we need partners we can trust!" — (Dimectsemi-independent governmental

organization)

Engaging in proactive two-way communication witlhevant stakeholders gives better insights
about the possibilities and threats regarding &ihusiness activities evolving around individual
public-private collaboration projects. Even if steabrganizations win a public RFQ, they might
not have the possibility to allocate adequate nessuto proactive relationship management and
future-oriented marketing. This might lead to restlidevels of trust and future business
opportunities. Although trust is seen to incredse pperceived social responsibility and brand
image of individual companies, it does not comeyeasd without a substantial price tag.
Managing CSR communication is strongly linked tbestforms of proactive communication.
For this reason, there are possibilities to gaipnésgy benefits" between effective CSR
management, trust and brand image if overall resoallocation towards proactive stakeholder

engagement is secured.

In short, B2G environments involve many actors thate an influence on the outcome and
nature of public-private collaboration. Separatedision making in political environments that
constitute of both national-and EU-level stakehdgeand which are constantly under
metamorphosis, a very challenging atmosphere isf@ethe companies operating in this
environment. With adequate resource allocation stretegic oversight, companies can engage
in proactive two-way communication to better unthrd the nature and possibilities for future
business activities. By simultaneously showing eonc and continuity in relationship
management, companies can knowingly affect the eped trustworthiness and social

responsibility of their organization.

5.2 CSR is seen as a strategic asset in managing relationships in the B2G markets

Based on the study results, it is evident that meleynents of CSR, especially those related to
social responsibility are seen to affect a firmosnpetitiveness in the B2G domain. According to
the interviews and the CSR workshop, trust is a ¢é@yponent in managing relationships and
creating efficient marketing strategies in the B&f@rkets. CSR is seen to act as a mediating

factor, affecting trust and company perceptionthm eyes of public organizations. In addition,
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interviewees from private organizations gave exasmf their competitors who entered new
developing markets with the aim to strongly commate their commitment as an employer,
philanthropist and a responsible community plaggerch activity has later had implications for
political level preference and goodwill in enviroents where national and regional legislation
and transparency are not as developed as in th©Rlthe contrary, in the EU context creating a
coherent business case that links ecological saadleconomic issues together is important in
creating competitive advantage via CSR. Socialaesipility on the other hand is more strongly
linked to proactive two-way communication, longrteevolution and strategic planning as well

as consistency and stability in business operations

"Competitor xx has been actively engaging in d#fércommunity activities when entering new
markets in emerging economies. By being an Amegdoampany, they're good in communicating
their role as an employer, philanthropist and adanof public R&D activities. This has resulted
in major political goodwill, affecting their compide position.” — (Head of Strategy, Company
CC)

5.2.1 CSR should be consistently linked to technology-oriented communication

It was acknowledged that today there are limitedoofunities to benefit from new and unique
technology indefinitely. Thus as discussed thordyigh chapter two, adding a social and
ecological dimension into the core offerings of pamies they are better positioned to gain
legitimacy and trust in their respective busineswirenments. According to the study,

companies are poorly exploiting the lucrative plodities to market their products and services
from the perspective of contributing to specifipests or the overall welfare of the state.
Although communicating about CSR is more common aften beneficial in B2B and B2C

context, in the B2G environment where companiesigeoservices which are paid by tax-payer

money, linkages to one’s social responsibility lsarfiormulated in more concrete terms.

"We've come to an understanding that we should amed able to manage and build our

stakeholder relationships through social resporigibi — (Sales director, Company CC)
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"Even today today, no "extra credit” is given t@legical issues in public RFQ’s. But proactive
business partners, who show they care about the sammmunal issues as us public actors are
seen to act in socially responsible way. | dondwnf everyone understands this." — (Director,

semi-independent governmental organization)

When contrasting these comments to theoreticaudgon on strategic CSR, especially to the
framework introduced by Luo & Bhattacharya (20063d page 24], CSR is strongly linked to
perceived corporate abilities since its managenmgnnsically requires deeper discussions with
relevant stakeholders. This corporate ability tlsan potentially affect customer satisfaction,
which has indirect implications for a firm’s marketlue. In today’s B2G environment, both
public and private organizations have begun to i@g8R as something that should be more
profoundly linked to business activities. CSR reépadhat are not linked to actual business
activities bear little benefits in today’s businessironment. This is especially the case in the

B2G domain where such reports play a very limitdd m the public purchase processes.

5.2.2 A coherent business case is needed to back up CSR initiatives

An issue that frequently came up when analysingebalts of the study was that in order to link
the implications from new technological improvengewhich affect operative costs, a coherent
and simple business case has to be created. Rrgwdncrete calculations for example how a
technological improvement enables a product torballsr, become less costly to manufacture
and handle in the logistics department and hoveritgronmental burden is reduced has to be
contextually linked to individual RFQ’s or on-goirublic-private collaboration projects.
Individual companies that work hard in helping fogublic partners to formulate budget
allocation rationale justifications as they addrgasous public decision making bodies have
understood the value that it generates for alllfstakeholder groups. Only through consistent
communication can firms further disseminate impartsmformation via their partners in the
public domain to such governmental institutionstthee not willing to communicate with

individual firms directly.
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"Companies need to provide adequate evidence lkigt offerings benefit the society from an
ecological or social point of view. If a solid bness case be created, various decision-making

bodies can be convinced more easily" — (Directanisry of Social Affairs & Health)

"We were able to initiate and get funding to a nkange security-related RFQ since the
nationwide security network project showed how dghircould be done effectively without
wasting resources. Company CC and [other partnet stakeholder] helped us to formulate the

message to be bullet-proof." — (Director, semi-jmeledent governmental organization)

It is evident from the interviews that public orgaations have begun to adopt many activities
commonly used in private firms. Solid business same today important in public decision
making as well while the use of consultants are glsreasing. This is a positive development as
it reveals that the working logic of public andyatie organizations is becoming more alike. It
also means that individual marketing communicatitiatives need to be thoroughly linked to a

firm’s value propositions, effectively leaving ligtroom and tolerance for errors.

5.2.3 Managing CSR can affect brand perceptions and future business possibilities

As already discussed, engaging in proactive two-e@ymunication with public organizations,
firms can enhance their legitimacy. Intervieweesrrpublic institutions stated that by being
proactively involved with key partners, firms havetter indirect influencing opportunities and
understanding of the future needs and demands ldfcparganizations that they do business
with. This proactivity is often linked to persomahd organizational level caring and interest,
which has positive implications towards perceivedia responsibility of a firm. In traditional
B2B settings, engaging in proactive two-way comrmation and marketing with key
stakeholders is not straight-forwardly related heirt social responsibility. But in the B2G
context this kind of engagement and mutual probfaiving attitude is ultimately linked to

public organizations” quest for using tax payer eyoas effectively as possible.

"Due to the downsizing of public activities, werdi have the resources to tackle all important
issues related to individual publicly funded pragecPublic organizations should better take

advantage of the expertise of private organizatien@irector, Ministry of the Environment)
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It was also mentioned that recent developmentéiéngtobal economy has made governments
and other public agencies more wary on whom thegcas trustworthy stakeholders. For this
reason, perceived image and associations affeqgiabgibilities of individual stakeholders to be
involved in publicly funded projects. Social endokegical responsibility, if backed by solid
proof and consistent communication, is an importaadiating factor leading to increased
perceptions of image and trust. CSR managementratggres thorough stakeholder analysis,
which aids in identifying their needs and demandswell as appropriate communication
channels. In addition to perceived image and pé¢imen CSR management helps to identify
new business opportunities through this increagedgivity in the institutional environment

(see for example Kotler & Lee, 2005, pp. 10).

The increasing discussion and action evolving adaive changing role of governments from a
mandator and facilitator to a partner and endadnser major implications for firms working in
the B2G sector. According to Albareda et al. (20@8)d as discussed in the third chapter more
thoroughly, the gradual switch towards partnerships long-term public-private collaboration is
gaining momentum at a macro level. On the contrérg, empirical study revealed that in
individual public RFQ's, social and environmentattbrs are not commonly included mainly
due to the fact that formulating appropriate densasdrery time consuming and demanding. For
this reason, CSR management is not very strongkedl to winning individual governmental
RFQ’s in the short term, but it is a "tool" for giaig an understanding about the surrounding
institutional environment through proactive comnuoating practices in longer time periods.
This has additional implications for large firmseogting in small economies, where the B2G

competitive arena involves only a limited amounéaotors.

5.2.4 CSR should be linked to R&D activities

The more supply chain activities include elemehg tontribute to CSR, the easier it is to truly
manage sustainability in a strategic manner. Tigb-level interviewees with corporate history
emphasized that as R&D activities are stronglydohko firms” innovativeness, product- and
solution related CSR should be managed more agtivelsuch internal units. Product and
solution related CSR is more often linked to ecmalgsustainability, while social responsibility

is more about inter-personal and inter-organizafiocommunication, commitment and
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understanding of the needs and demands of key gmestal stakeholders. In the technology
industries, competitors are quick to adapt and copy technologies. For this reason, new
product innovations that use less material resguae that contribute to developing new
sustainable materials or reduced logistics costmllys provide competitive advantage in the

short term.

"Communicating about CSR related aspects includechany of our solutions is important in
creating a consistent brand image. This activifieets our operating income for a multitude of

reasons.” — (Communication specialist, CompetifbY

Although product- and solution related sustaingbiihprovements are rather easy to copy, thus
providing only short-term business advantage, aradentinuum of CSR oriented business cases
will affect perceived brand image awrdnsistencywhich is paramount in the B2G markets. A
rich pool of sustainability related business cagerk as a good point of reference and idea bank
for pure marketing-related campaigns. Managed way, product- and solution related CSR
provides good content for social responsibility coamication, which is viewed as a strategic

element in relationships management and marketinghaunications.

5.2.5 An intrinsic social aspect is interwoven to the B2G security markets

It was evident in the study analysis phase thaatoesponsibility has special implications in the
B2G markets. There are also additional implicationthe security markets, where the nature of
governmental purchasing is to ensure the safety veeltbeing of individual citizens. Some

interviewees compared the security markets to healé markets. Although the two are
different, the end goal in such public purchasgequts is to improve citizens” safety and health.
Initially, when companies placed their RFQ answerghe nationwide security communications
network, nobody marketed and communicated the lsoesponsibility-related aspect of their

solutions. Even the case company which won theraontlidn’t realize the potential on social

responsibility communication in this context at timee of the projects initiation.

As governmental RFQ’s create homogeneousity tolignjgpofferings due to their very strict
nature, differentiation factors must be linked thetway solution-related marketing

communication is formulated. Once a business matiip has been established, it is important
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to include the same messages in daily relationstapagement. Some interviewees associated
with the nationwide communications network projgtetted that simple reformulation of solution
related promises can have a major impact on cestakeholders support or opposition. The
social implications of individual public purchasase high in the agenda of some decision-

making bodies whose purpose is to safeguard natweglebeing and safety.

"Concretizing CSR to concrete business cases ahidigsgoints is very challenging. Still,
proactive CSR communication should be continuadasgghe outcome is a unique discussion,
which might just be the thing providing us competiadvantage” — (Sales director, Company
CC)

Formulating marketing communications to match tlmadnds set by such stakeholders is
important in securing future business possibilitiesfollow-up RFQ projects. In addition,
communicating about internal and external develogm@aé CSR issues help in creating a more
proactive two-way public-private communication diglie that can aid in future national-level
soft regulation and legislation setting. This ptoaty can eventually provide strategic first-

mover advantages in the future.

As a concluding remark, this subchapter has shdwvenmain reasoning in support of the
possibilities of strategic CSR in the B2G contdrterviewees from both public and private
organizations highlighted various issues that m&&R a strategic issue in public-private
collaboration. In the end, CSR marketing managermedtcommunication can aid in developing
trust and longevity into existing relationships.rifalating concrete business cases to support
economic and social / environmental benefits igpaunt in gaining stakeholder support. Still,
it was widely acknowledged that formulating coneretntent to CSR issues is very challenging,
especially in the short term. It is via long-lagtinilateral communication and mutual goal setting
that aid in developing strategic CSR initiativeattgo beyond mere philanthropic efforts, which

aren’t linked to the organization’s core strategy.

Yet, this process is very time consuming and miglitreap financial benefits for short- or mid-
range business goals. Social responsibility isinsically included in larger governmental

purchasing projects, while such might not be theedar smaller RFQ’s where resources are not
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tied into single projects for extended periods iofet Next, the unnerving gap between the

needs- and actual realization of lucrative publizaie collaboration is discussed in more detail.

5.3 Introducing an institutional paradox - A need for more public-private

communication during times of public downsizing and economic uncertainty

An interesting issue that emerged from the studstrisngly linked to the downsizing of public
institutions in many EU member states. Lots of e previously provided by public
organizations are now being managed by private sfirffihis privatization poses serious
institutional threats and problems for the safetg avell-being of individual economies since
private ownership creates more possibilities foparfunistic behaviour than publicly owned
resources” management. Interviewees from publiarezgtions recognized the multi-faceted
risks in the gradual development towards the irgingarole of private business” in national
wellbeing. As already stated, this issue has miapptications for economies where the role of

the public sector has historically been large, sasn the Nordic countries.

All interviewees, especially from public organizats, recognized that a new way of organizing
collaboration between public and private organaati ought to be developed. This was also
something that was stated to fall under rigorousitsry in the macro level discussions in the
near future. It is simply a matter of national amdional level economic viability to better

coordinate public and private activities. Opporstici behaviour and sub-optimization was seen
to be something that has wide negative implicationghe economic environment in the long
term. Building trust and common goals can be seetha first step to closing the gap in the
identified institutional paradox. As discussed tlglout the thesis, effective communication of
CSR, backed with proper business case, helpsablesting trust. In the near future, this line of

logic has tremendous implications for firms” futiesiness opportunities in the B2G markets.

5.3.1 Outsourcing public services to private organizations involves risks - CSR is a

mediating factor

As public organizations are outsourcing activitiesal know-how and intellectual capacity is
shifting towards the private sector. Thus therehhize limited understanding available for high-

tech outsourcing projects. The interviewees stdtiatiprivate organizations ought to assume the
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responsibility to communicate thoroughly about gositive and negative aspects of individual
technologies and their implications in the shortd &ong term. As discussed throughout the
thesis, trust is the main factor in establishingdtive public-private collaboration. In traditidna
B2B markets, the buyer is usually highly awarehirt specific needs and demands. In large and
complex public RFQ’s, potential suppliers neechtwdaughly communicate about the features of
their solutions in an understandable format. Rdlabethis, public organizations have started to

use outside consultants more often to aid in cargpecific knowledge gathering.

"Nowadays public agencies need to rely more onrtteemation provided by private firms, since
we don’t have the resources and know-how neededritplex purchase situations. For this
reason, firms that have historically acted respbhsiare "gold"." — (Director, Ministry of the

Environment)

Trust is easier to establish if the supplying orgation has consistently communicated their
efforts towards CSR. Interestingly, the interviewestated that it is more credible if firms
acknowledge that they are also seeking economiardadges through responsible behaviour.
Thus the main thing for private firms is to mandgeir CSR communication and efforts to
match the overall strategic goals of the corporaf{gee for example Porter & Kramer, 2006).
Firm’s need to allocate resources to earn the ofugty public stakeholders in order to reach the
role of a trusted advisor and partner. Here thelecicloses once more on consistent CSR
communication, which is maintained and managed ewanng times of limited profitable
activity. As public organizations are intrinsicatigk averse, establishing trust through CSR and
consistent relationship management will aid in digvi@g new forms of collaboration between
public and private organizations.

5.3.2 A lack of intra-organizational communication between public agencies creates

difficulties for public-private collaboration and B2G marketing

There is a limited amount of communication in thél sector between different agencies,
which creates problems for both intra-governmeotdiboration as well as inter-governmental
communication. Although the main findings of thisdaprior research indicate that trust and

consistency are very important in the B2G markeb#) are very hard to achieve in a multi-party
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environment that lacks proper intra-organizatioc@nmunication. As there usually are only a
limited number of closer organizational and persdeael contacts in the public sphere for
private firms, resource intensive marketing anétrehships management might not reach its

greatest potential if they aren’t spread acrossttieholder groups.

“There certainly isn’t nearly enough internal commzation between different ministries and
public organizations. It's all about personal chetni. This is a problem when planning new
“multi-disciplinary” projects. This is troublesoméor private firms as well...” — (Director,

Ministry of the Interior)

Social responsibility is something that all the gymg firm’s public stakeholders can relate for
various reasons. For this reason, consistentlyifrgmmarketing communication messages and
relationship management strategies to tackle tlgalsanplications of individual projects, a

wider audience can potentially be reached. Yethasole of the public sector is shifting from a

provider- to a coordinator role; and as activitaes steadily transferred to the private sector,
intra-governmental communication becomes more itapothan ever. In this regard, a new kind
of inter-organization communication and coordinatimetween public organizations needs to be

established before the aforementioned institutipashdox could be tackled.

In addition to this, public RFQ’s are usually véinproughly detailed, which leaves very little
room for interactive two-way communication and neditkg opportunities unless the new project
is a continuum or derivate from previous joint ablbration projects. Although the stiffness issue
has already been discussed, it is an importantingilblock of the institutional paradox that
prevents profound public-private collaboration fraleveloping further. It was stated here that
the role of various NGO’s and trade unions is aulyetaking place to help in coordinating
public-private collaboration, but the current orgarg method does not meet the demands set

forth by the shifting role of public and privateganizations.

As social responsibility is a universally relatalisue in the B2G markets, consistent CSR
communication is the first step towards closings tinistitutional gap More importantly for
individual firms” sake, there are new possibilittescreate competitive advantage and secure

future business opportunities via effective manag@nof CSR communication. Creating new
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ways of public-private collaboration could alsorbere strongly linked to various NGO's, as the

issue is today, but with a focus on establishing meedia and discussion formations.

5.3.3 A new way for coordinating public-private collaboration is in the agenda

The interviewees also stated, in accordance wibrih that at the EU and member state level,
new legislation regarding CSR issues have beenla®@ in the past few decades with more
rigor. Still, it is evident that this legislatioouches more on the ecological aspects of individual
products and service outputs. Very little developmi social issues contributing to more

rigorous collaborative approaches in public-privat#laboration has been made. This is also
evident in contemporary public RFQ’s. Some inteveies stated that although there would be
wider possibilities today to include CSR-relateduieements on the demand lists, they have
been used surprisingly scarcely. One reason farrthight be that in modern economies, many
product-related ecological responsibility issues @ready hard-coded into national legislation,

thus seemingly giving little intensive for furth&oft-regulation enforcement.

In addition to these communication problems, it wadely acknowledged that many decision
making bodies are considered to be too far fromattteal supplier organization as well as the
end-users. This has been indirectly discussed dblrdaut in order to increase public-private
collaboration, various decision making-making bedaight to be brought closer instead of
alienated from the suppliers and end-users. Asipurbanizations are under metamorphosis
today, more attention was said to be paid on #sgé in the near future. Proactive private firms
working in the B2G environment have lucrative pb#iies to become involved in the planning

and execution of this development in the near &utur

“We ministries are very far from the end-users auppliers to be honest. Even in general,
public organizations are rather inwardly orientedWe are so focused in our core mission due
to public cutbacks. Smaller economies like Finlarale lost some of the robustness and
creativity due to EU regulations. New forms of abbiration really are needed.” - (Director,
Ministry of Social Affairs & Health)

An issue that was said to increase the aforemesdimstitutional gap especially in Finland, is

that previously special types of formal partnershegisted between selected private and public
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organizations. EU-level regulation and renewedomatii legislation has made these kind of
contracts illegal, as they are seen to defy thenatf transparency and equal treatment of all
stakeholders. This is the toughest question inctimeentinstitutional gap/ paradox how to
increase public-private collaboration without cregtsituations for unfair preference and lack of
total transparency? Trust is based on mutual comemt and credibility. Credibility in the
traditional sense is threatened if confidentiabrnfation cannot be kept under closed circles.
Perhaps social responsibility, at least in the B2@text can help in contributing and finding
new ways for such collaboration that will benefiing-term national economic viability.
Relationship and marketing communications and Q8Ri fthe private firms” point-of-view are

in no minor role in seeking both a social cause@tas new business opportunities.

In the short term, the fluctuating economic envin@mt that dominates the world’s markets in
the beginning of the second decade of this millemnimake it increasingly hard to focus on
finding new ways of public-private collaborationh@fe was some contradiction on this issue.
Some interviewees stated that bad economic timageldittle room to develop new soft-
regulation and enforcement practices. In additithe, downsizing of public organizations in
combination of shrinking public budgets and ungereeonomic conditions make it hard to find
innovative options to increase collaboration. lershbad economic times leave "less room" for

CSR communication and strategic assessment acgaasome interviewees.

On the contrary, CSR and more specifically so@aponsibility, is seen to be a more prevalent
topic during fluctuating economic times, when eaoiw uncertainty poses real challenges to
relationship management. As consistency, transpgramd trustworthiness is key in B2G
relationships, CSR marketing and communicationesnsto help in maintaining trust in the
institutional environment. This was said to havelinations in the future business possibilities
for individual companies. In addition, during time$ economic transition and change, new
forms of collaboration and the role of businessesociety ought to take place. In other words,
when everything seems to b@K” as the way they are now, no real driver for cleamgll be
sought. Since all interviewees stated that puldiicape collaboration has to change its nature,
and as communication is said to increase in thaduthis line of logic is most likely instilled at

sub-conscious levels within the involved organzagi
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5.4 Long-term orientation is paramount in B2G marketing and relationship building

Although it has been emphasized during the empiacalysis that long-term consistency is
important in marketing campaigns and relationshgnagement in the B2G context, a few key
findings in relation to this will now be assessé&sessing long-term oriented marketing
communications and relationships management stestdgings balance to ad-hoc and quartile
oriented thinking, which still today characterizesditional B2B and B2C markets. A long-term
orientation in relationship management also aidgniing new weak signals in the institutional
environment that potentially affect future businegportunities. This also requires effective
two-way communication with key stakeholders, whatis in finding mutual goals and mutual

agenda setting.

5.4.1 Long-term evolution (LTE) and strategic oversight is seen as a form of social

responsibility in the B2G context

It was emphasized during the interviews that atesgjia roadmap that includes consistent
continuum plans for future projects is paramountthie B2G markets. In order to properly
answer the demands of large public RFQ’s, a wetlandan and roadmap ought to exist before
the actual RFQ is published. This cannot be achi@vesituations where existing contracts and
projects are managed without constantly payinghatte and focus on follow-up opportunities.
In order to engage in more meaningful two-way comication, common goals and themes of
interest need to be established. As discussed aboerl responsibility is intrinsically relatable

in the B2G context if it is formulated and explair@roperly.

"A coherent roadmap for the future that interlink&th customer needs is paramount in this
business. A long-term strategic insight is reallgportant and it should be communicated
properly to stakeholders. We have yet to link tbigectively into social responsibility

communication though." — (Sales director, Compa@y C

Interviewees from both public and private organ@at stated that marketing in the B2G context
is more about interactive personal and organizatiéevel communication rather than ready-
made ads and media push. A dialogue addressingpneduct innovations and development
paths provide a natural setting for marketing éii¢is to be conductedHIit and miss type of
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marketing in the B2G context is doomed to fail, hitelligently targeted messages are a step
to the right direction, giving focus and consistento relationship management. Social
responsibility is seen as a viable focus point wtuch public demands and offerings can be

linked to. A term that consistently arose during ititerviews wasong term evolutiorfLTE).

Long-term caring and orientation towards tax payemey allocation and public spending is
paramount in public purchasing operations. Companieat understand the nature of
contemporary and future public needs are in a gasition to develop deeper relationships with
public stakeholders. In fact, linking companiesaerces and offerings to public LTE planning,
companies are seen to intrinsically behave in &alpeesponsible way by their public partners.
Thus a link between relationship management, lengrt evolution planning and social
responsibility can be created. The end state sixdbvelopment is increased trust and potentially
increased likelihood in securing future businesstraets, as the building blocks of public RFQ’s

can be understood thoroughly via effective two-wagnmunication.

5.4.2 Interpersonal- & organizational chemistry is important in marketing

communication in the B2G sector

As already stated in the beginning of this chappersonal level chemistry that develops to
organizational level trust is paramount in concdugteffective marketing communication in the
B2G sector. Some interviewees stated that orgaonadt level trust towards certain
governmental institutions can never be achievedotyate firms, as it could easily lead to
unlawful preference practices. For this reason,iouar semi-independent governmental
organizations that operate in specific environmesieh as those in the security business, are
valuable intermediary organizations that play aanaple in disseminating messages to other
public stakeholders. Effective marketing in the B2@htent is about relationship management
and interactive communication, while other mediavpte rather limited opportunities for

marketing and relationship management purposes.

It was also indirectly stated that firm size iskkd to consistent business relationship
management and risk reduction from the public omgdions” point of view. As discussed,
consistency and continuity of activities is impoitdor public organizations. Thus firms that

operate in the B2G sector usually have to havectpacity to allocate resources for CSR
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management during bad economic times, which regjaidequate reserve resources. Consistency
in two-way communication is also seen as a formeoaial responsibility, which aids in gaining a
favourable position in the contemporary institudbnenvironment. As oftentimes B2G
environments tend to be very complex, this is reyeask. Still, managing business relationships
with LTE goals in mind, a natural continuum thafieafs the perceived social responsibility of

the company’s actions in the wider public-privasksholder audience is created.

5.5 B2G marketing and public private collaboration in the near future

The fifth sub-part of the analysis of the studydfimgs discusses the main findings related to
possible changes in the institutional environmbat affect the nature of the B2G markets in the
EU in the near future. The overall theme on alihef interviews followed a pattern where public-
private collaboration will grow in the near futur@easoning for this issue has already been
thoroughly discussed. How the institutional enviremt has to change in order to foster deeper
public-private collaboration is still unclear altigh various weak signals related to this
development were discussed. On the contrary, mathyese signals tend to point to a direction
where forming deeper relationships between publit @rivate organizations is becoming more

difficult in the contemporary institutional envinoent in the EU, as discussed above.

5.5.1 Public organizations have begun to talk the "language of business”

An issue that arose in the interview is that mard more public organizations have begun to
operate under similar management practices asterfans. Yet, competitiveness and ad hoc
decision making capabilities still lack in many pabnstitutions, creating discrepancy in public-
private collaboration and communication. As a graysmumber of public servants have worked
in the private sector during their career; and esvipusly public activities are transferred to
private firms, a general understanding of competitenvironments need to be gained at a
broader level in public organizations. Thereforethe near future the organizational working
logic might become more alike between the publid pnvate sector. This issue is also visible
above as | discussed the importance of creatingreoh business cases that link social and / or

environmental issues to economic foundations.
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“Public organizations have lately adopted more eterts from B2B “best practices”. It is
perhaps easier to understand each other’s motimatas organizational cultures become more
alike. The use of business cases in various B2{&gimis one good example” — (Sales director,

Company CC)

Such private firms that currently manage and predservices and products that were previously
under public ownership need to show that they haventrinsic motivation towards a social
cause. In other words, they need to show that #neyhelping their public partners to use tax
payer money to benefit the society in a cost-edfitifashion. As the key function of most
businesses, in a very general level, is to maxiR@d, an intrinsic motivation towards CSR in
the long term is established by linking its deveh@mt and management to corporate strategy.
Soft-regulation and CSR enforcement echo the isangaunderstanding of public institutions
about the needs and demands of private businesgegontinuum from this path has to be

developed in order to close the aforementiansttutional gap

Additionally, although contradicting remarks wetscamade, it was mentioned that some public
organizations will deliberately aim to work moreeoy and increase their appearance in various
media. In other words, some public organizations twemselves increasingly interested in
proactive relationship marketing. One interviewks® anentioned the possibilities of using social
media in addressing other public organizations. @ight argue that a greater balance can be
established between the requirements that are aseprivate organizations serving public
institutions and the latter’'s own external trangpay, if their organizational cultures become
more alike. Still, the nature of most public orgaations is such that they will continue to operate
in environments where they are not subject to cditnp® which makes marketing and

relationship management hard in the B2G setting.

5.5.2 The importance of local CSR will grow in the future

Due to recent developments in the global economgnyminstitutions in the EU member

countries have become more aware of the vulnenalifiopen economies and the downside of
increased cross-border dependence. This refleststalthe importance of keeping maintenance
and supply security at such levels that individc@alintries can keep major functions on-going

during crisis situations. Although EU procuremeaniv$ generally forbid preferring local
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suppliers, this issue can be, to a varying degbgpassed. By housing such large private
organizations within national borders that havessafttial financial capability to survive over

bad economic times, is a strategic asset for naltieronomies.

For this reason, public organizations will mostelik demand more in terms of social
responsibility from firms that contribute to theoeomic welfare of nation-states. Thus
interactive two-way communication about a firm”sneoitments and contribution to the long-
term viability of public welfare will grow in impdéance. The interviewees stated that it is easier
to establish greater public-private collaboration nations where the general cultural and
organizational environments are flat rather thagrdrchical, such as the Nordic countries for
example. This accelerates the speed that a sabisfdevel of trust and transparency can be

attained.

“Nationalism will grow in the near future. Local &will be more prevalent than a globalised
approach, which makes these issues even hardeatage for MNE's” — (Head of Strategy,

Company CC)

As a managerial implication, in small and non-hielnécal countries CSR communication can be
very different than in larger and more hierarchicember states. This is a challenge for large
corporations operating in multiple markets, as @ized CSR communication strategy cannot
be interwoven to local relationship managementtesgias. This issue further accelerates the
general trend of establishing strong position m lthcal institutional environment, making social

responsibility an increasingly strategic aspect ttantributes to firms” corporate strategy. A

general trend in the interview answers was that @G&iRagement is seen to be very challenging

in a multinational context.

Yet, this trend concerns strategic social respadlitgibwhile ecological aspects of a firm’s
solution can be more easily replicated and comnat@ctin a generic way. One might argue that
the content itself is more tangible in ecologiegponsibility as opposed to social responsibility.
Thus ecological issues can be more easily integram¢o traditional marketing media.
Formulating coherent business cases, as discust#iédequires that economic justifications for

ecological aspects need to be provided to fit dleallinstitutional context.
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5.5.3 New approach for profound public-private collaboration

Throughout the thesis, | have discussed contempa@a@ademic research in order to justify the
case for more profound public-private collaboratiés the focus has been on instilling social
responsibility into individual firms” relationshimanagement and communication strategies in
the B2G context, the interviewees were encouraggardvide their insights into the changing
institutional environment multiple times. Naturallyf straight-forward answers could be
formulated today, the aforementionadstitutional gapwould not exist. Yet, some interesting
emerging topics arose from the discussion abourdtpublic private collaboration. First of all,
social responsibility, as discussed, is seen tarbetegral part in creating a business case that

provides intrinsic motivations for public-privateltaboration.

In modern nations where the working force is shirigikdue to the retirement of many large age-
groups, more focus will have to be paid to maintgjrcurrent living standards using less human
resources. Related to this, healthcare issues #iménc well-being was said to grow in

importance in the public decision making domaint #as reason, businesses operating in the
B2G industries might be able to increase their tposiin the institutional environment by

finding ways to communicate their commitment tovgal@hg-term operational development in a
given institutional field. In other words, inclugjrthese kinds of perspectives in relationship

communication, venues for more business opporemdan be created.

It was also stated that notions and associaticang @lmore important role in the future, which
might affect the motivations of firms to incorpagaocial responsibility more profoundly in their
relationship management strategies. Due to thd epansion of the internet and social media,
managing a trustworthy corporate image becomegasangly hard for both public and private
organizations. In addition, images, notions an@&sasions could be used as a form pbsitive
manipulatiori to influence the decision-making rationale of argkrs and end-customers by
public organizations. Here the expertise of privatganizations and external consultants is

paramount.

An interesting finding that might aid in closingethnstitutional paradoxis that public
organizations use more and more private consultantselp them tackle and manage issues,

which are today only under their supervision, rati@n direct control, due to public budget
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cutbacks. Perhaps public-private collaboration ddug increased via such intermediaries that
remain neutral, but understand individual contgdesfic environments profoundly enough to
aid in formulating new motivations and drivers forore synergistic collaboration. One

interviewee even stated thatid consultants, information can be objectivelysdiminatet

Also, as favouring individual companies is gengrafiot initially acceptable in large
governmental RFQ’s, it was stated that more adolaboration on social issues ought to be
initiated by a larger pool of private firms in orde gain wide-spread attention from the public
domain. Today this kind of collaboration is praeticto some extent via trade unions and joint
R&D activities that also include a CSR element. Bwotually including context-appropriate
public organizations in these kinds of activities still limited and there is room for
improvement. Perhaps joint CSR communication antraading by private firms might help in
establishing a more prevalent position in the mindspublic decision making bodies and

ultimately have an effect on the development of gewernment platforms.

To increase private organizations” interest towgaist collaboration in social issues, soft-
regulation and CSR enforcement, as discussed piehthree, need to be designed to match the
strategic long-term goals of both private firmsveal as the LTE demands of public projects.
Perhaps the steps towards more profound publia@igollaboration will need new orientations
via joint-efforts by a larger pool of private firmgorking in one industry. This also poses new
challenges for marketing and relationships managénas the nature of many contemporary
institutional environments have to change as thegte too much incentives and opportunities

for sub-optimization, which only benefits a handsfistakeholders in any given context.

In any case, a good starting point for individuamé to benefit from CSR management and
communication in the long-term requires re-formualgtcommunication strategies. In other
words, initially the same issues can be communicaie different way to gain a greater interest
from the buyer organization. As discussed, one majplication is that price-related issues have
social implications in the B2G context since pravglhigh-quality services with the minimum

use of tax-payer money is understood to be a fdrmmooial responsibility. The next step for

intelligent organizations is to try to analyse thastitutional environment with the general goal

of increasing public-private collaboration and edniting to filling the discussethstitutional
gap.
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This statement concludes the empirical analysisudmary of the most important results of the
study are presented in Table 4. The most signifiadings in the table are categorized under
each research question outlined for this study.fireefour findings fall under the main research
guestion while the following findings address edlblee sub-questions accordingly. Table 4
summarizes the chosen components presented irotleemtual framework in more detail. The
main results and findings of this study (Table 4y aselected prior studies were used to

formulate the conceptual framework presented imthe chapter.

Summary of the most significant findings

What kind of possibilities exists for industrial companies to enhance
collaborative relationship management through strategic CSR management
and communication in the B2G context?

* CSR is seen as a mediating factor for establishing trust

* CSR management is a strategic tool that helps to create an halistic under
standing of the long-term developments and needs of the surrounding
institutional environment

* B2G security and healthcare markets provide lucrative opportunities
for strategic social responsibility communication

¢ The role of semi-independent public partners is very important for
disseminating information and content to other “hard-to-reach” public
institutions

How do social and ecological issues relate to institutionalizing long-term
business relationships in B2G environments?

¢ Public organizations are intrinsically risk averse- this is strongly related
to perceived social responsibility of the firm

¢ Gradual downsizing of public institutions and increased power of the pri-
vate sector call for more proactive and responsible public-private
collaboration

¢ Local social responsibility will grow in importance in the future = a need
to create a national “survival buffer” for bad economic times

* LTE (long-term evolution) management of firms” offerings is paramount
in effective and responsible relationship management in the B2G context

Table 4 — Summary of the most significant finding$ the study
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Summary of the most significant findings

How can CSR be incorporated to industrial companies” long-term business
and marketing strategy?

e Consistency in relationship management & communication affect
perceived trust

» Social responsibility is strongly linked to managing relationships as it pro
vides channels for increasing lang-term value capture opportunities

* Consistent and transparent track record is important in today’s B2G
environment

¢ Linking relationship management resources and firm’s solutions to public
LTE demands and planning, companies are perceived to act in a socially
responsible manner

What kinds of macro-level limitations exist in the contemporary institutional
envircnment in the EU to increase long-term oriented public-private
collaboration?

* |nstitutional environments have become increasingly complex

* Bad economic times leave less opportunities for effective CSR
communication and strategic long-term relationship management

e Miscommunication is a threat in complex stakeholder environments

Table 4 contd. — Summary of the most significamdings of the study
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6. Discussion & Conclusions - The Untapped Value of Strategic CSR in the

Contemporary Institutional Environment in the EU

My main theoretical contribution is wrapped arouheé theoretical framework introduced in
Figure 7 and discussed throughout this final chapfee main argument in the conceptual
framework is that in the contemporary B2G instdoal environments, strategic CSR
management can contribute to fostering a holistiegiterm orientation within relationship
management and marketing functions. As such, ifestrto establish a link between the key
elements discussed throughout the thesis, whiléeiolg able to introduce and identify detailed
nuances set in individual institutional environngerftor this reason, the framework provides a
cognitive map for strategy, marketing and salesethees working in the B2G environments to
understanding and identifying the key elementstedldo the possibilities and implications of
strategic CSR. The different links and interconimet in the framework provide interesting

venues for further research, as will be discusaest In the chapter.

In addition, the framework sets to identify and htight developments in the contemporary
institutional environments related to new busirdsgelopment. Integrating social and ecological
issues to the overall business goals, relationglipmunication and marketing activities,
companies are better suited to understand the meebldemands set for individual public RFQ’s
and the long-term evolution continuum that evolveuad individual large projects. In other
words, by analyzing and understanding the contearganstitutional environment in a more
holistic manner, companies are in a better posiioimcrease long-term oriented public-private
collaboration that can eventually lead to new bessnopportunities (see for example Knopf et
al., 2011, Kotler & Lee, 2005, pp.10 and Porter gaier, 2006)
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Contemporary B2G
environment

= Europe 2020

e Changes in collaberative landscape
(legislative / enforcement)

*  Joint-policy development

*  New efforts to enhance public-private

collaboration = 2010 cnwards

A

Figure 7 —Conceptual Framework

Identifying and creating new
business opportunities
Targetet marketing messages

Institutional Gap

A responsible actor = increased perceived
image

Holistic understanding of the institutional
environment

Increased learning & needs identification
Tapping on public budgets through strategic
CSR
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6.1 An analysis on the role of strategic CSR in one B2G institutional environment

As discussed throughout the thesis, downsizingublip activities and the ever-increasing role
of private organizations in national wellbeing ltasated more room for opportunistic behavior
and economic fluctuation (see for example Albaretdal., 2008 and Moon, 2004). Although this
gradual trend has created more business oppodsiridr private firms, public institutions have
identified the problems associated with existingRCSandards, programs, guidelines and best-
practices, such as the Lisbon Strategy (see fanpbe Euractiv, 2011, Fox et al. 2002, Knopf et
al., 2011 and Peters & R0OR, 2010). Based on weglals extracted from contemporary research,
managerial literature and the results of this stugyblic institutions in the EU are more
rigorously trying to develop new forms of publiayate collaboration that tie strategic and

economic incentives to more sustainable and lormg-teiented corporate management.

A major hindrance towards deepening public-privaikaboration in today’s environment is the
lack of commitment opportunities from the publiganizations” perspective, as contemporary
understanding of transparency and non-preferebghlavior creates discontinuity to existing
business relationships. Thestitutional gapis still strongly negatively affecting the devetopnt

of more rigorous public-private collaboration inntemporary B2G environments in the EU
since intra-organizational communication betwedfednt public organizations is still limited.
The institutional gapis a phenomenon that has previously been discussedst-building and
CSR-related academic research, but which has segdual roots in managerial public decision
making discussion and public policy developmene (B example Eur-Lex, 2004, European
Commission, 2011, Kess, 2011, Peters & Ro63, 200@nv2004, Midttun, 2005, Albareda et al.,
2008 and Aaronson & Reeves, 2002; 50).

Based on the study conducted for this thesis, & @@dent that much of the long-lasting and
information-rich content between a firm and its sdst public stakeholders are rarely
disseminated to various decision making organinatio a systematic way. This is yet another
issue that contributes to the strong presence ef dbnceptualizednstitutional gap The

aforementioned issues are major components thatilwate to the third sub-research that
guestions macro-level limitations in contemporamgtitutional environments in the EU to
increase long-term oriented public-private collaion. In essence, thestitutional gapis not a

clear and easily defined concept. Instead it idtlmun a set of factors that are unique in each
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institutional environment, although contemporaryelepments in the macro environment make
inter-contextual comparison of the phenomenon péssiAlthough | was able to derive the
theoretical background for thistitutional gap-concept based on the findings from prior
research, it requires more focused and elaboratgirsg from inter-comparable case contexts to

be instilled in contemporary CSR and B2G academsicugsion.

Fortunately, theEurope 2020strategy is set to tackle these issues by seititigtives for re-
organizing public institutions to become more rdiseptowards the know-how and expertise of
the private sector in individual institutional eronments (see for example European
Commission, 2011 and Knopf et al. 2011). As thesgpslative, regulative and administrative
developments become more concrete and are disdechitwanational level action plans, the role
of firms” relationships with key public or semi-ggkendent partners ought to grow since they

have a non-interest access to these developments.

Although the aforementionednstitutional gap is still retarding strategic public-private
collaboration today; and although the topic reqingore systematic and detailed research as
these developments take place, it does not predude from developing effective CSR
management strategies as part of their marketalgs @nd strategy operations. In the following,
the benefits and opportunities of strategic CSR agament in the contemporary B2G context
are discussed to provide concrete answers to tie nesearch question and the first and second
sub-research question set for this study. The mer@d this final analysis is to help the reader
understand the interconnections of the most sigamiti findings introduced in Table 4 and the

conceptual framework.

Firms operating in the B2G sector are in a gooditiposto proactively work to close the
aforementionednstitutional gapby identifying the social dimensions of their offgs and
establishing new two-way communication channeldwélevant stakeholders. This requires
reformulating existing marketing, communication aredationship management activities to
include systematic LTE- (long-term evolution) amtiglly oriented elements that reflect public
organizations” needs. Public institutions are msigally risk averse and appreciate consistency
and long-term orientation in business activitiesust is a major factor for organizations that
oppose excessive risk taking. Thus CSR works agjarnrmediating factor in increasing trust

and opening new communication channels for prifiates.
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Trust is strongly linked to a business partnersdnical track record and perceived corporate
image as well as emotional personal level cogrstitvat become more affective and meaningful
as the relationship progress further (see for exar@hlebiSov et al., 2011, Porter & Kramer,
2006 and Stanland et al., 2011). In this theslg|Je argued for giving more emphasis on the
increasing importance on institutional trust andjitlmacy in the contemporary B2G
environments due to recent developments in the augn(see for example Balkyt&
Tvaronavtiené, 2010, Bouwer et al., 2005, Chapter 3 of the thesSCCJ, 2007, Knopf et al.,
2011, Porter & Linden, 1995 and Walsh, 1994). Ascdssed in chapter two and three, by
managing CSR as part of corporate strategy, firens increase the rate of organizational
learning and better identify the needs of coreddtalders.

This can ultimately affect perceived corporate imamnd aid in finding new venues for
meaningful two-way communication with public orgeations. In essence, strategic CSR
management helps in managing business relationsagpsa strong focus on long-term ROI
generation is established in multiple instancesughout the relationship life-cycle (see for
example Aaronson & Reeves, 2002, Albareda et 8082 Fox et al., 2002, Middtun, 2005,
Porter & Kramer, 2006 and Sen & Bhattacharya, 200kys a direct link between a firm’s ROI
goals and strategic CSR can be established bypaocating strategic CSR management in the
overall business strategy. The actual design apteimentation of strategic CSR ought to be left
to the marketing, strategy and sales functionghadour elements presented in the framework
are all required mediating factors that call fore tkexpertise and commitment from the

aforementioned organizational functions.

In chapter three, | discussed in more detail theesoporary B2G component that is an integral
component of the framework. Public institutions areatural part of this component, but in the
framework they stand as a separate component giging the importance of understanding the
needs, requirements and strategic nature of altahe public stakeholders in this very complex,
nuanced and wide-spread institutional environm&hé two blue arrows that connect strategic
CSR to the contemporary B2G environment and puipigtitutions on the left side of the

framework are strongly linked to the first two sigsearch questions outlined in the first
chapter. The bullet points in each arrow are dedrivem the main findings introduced in Figure

4. Additionally, the content of each bullet poimt the arrows illustrate how effective CSR
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management in the B2G environments can be used iffereditiate one’s relationship

management efforts from competitors.

Prior research, focusing on B2B and B2C marketee loiscussed strategic CSR management as
a mediating factor for establishing trust, reducoperational risk and enhancing relationship
management design and implementation (see for deaBgyman et al., 1999, Brgnn & Vrioni,
2001, Du et al., 2010, Kotler & Lee, 2005, Luo & d@tacharya, 2006, Vaaland et al. 2008,
Weber, 2008 and Williams & Siegel, 2010). Such rawgdg factors might hold true also in the
B2G context, but there are certain distinguishifgments in these institutional environments
that do not apply to B2B or B2C markets. Examplesuzh elements are risk averseness and a
need for explicit long-term evolution planning, tame but a few. My aim has been to add
academic and managerial understanding on the iatfits and possibilities of strategic CSR in

the B2G context, as there has been surprisingly fiésearch in this context.

So how do social and ecological issues relate ttititionalizing long-term business
relationships in B2G context? Also, how can CSRnberporated to industrial companies” long-
term business and marketing strategy? First ofaslé major attribute related to CSR is that
public organizations are intrinsically risk averses opposed to business organizations. In
addition, public institutions need to take into @aat long-term evolution (LTE) requirements in
larger projects; as opposed to quartile and medarm- planning that is more prevalent in
business markets. Related to this, interactive viag-communication and holistic institutional
environment analysis is important in improving telaship management and ultimately the
business bottom line of the supplying company. starcessfully increasing interactive two-way
communication and effectively managing CSR as dagnmal part of customer relationship
management, consistency and strategic oversighparmmount. It was evident from the
interviews that public organizations” memory temale longer than business organizations’.
Interestingly, the customer’s memory cycle in theGBmarkets is more akin to individual

customers in the B2C markets.

As discussed, strategic CSR management requirebosugh and holistic institutional
environment analysis, which aids in identifying Wwesignals and larger trends in the market
place that affect future business opportunitiesnt@mporary issues that are relevant to

companies working in the B2G sector in the EU ideluhe implementation and business
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opportunities evolving around thEurope 2020strategy as well as national regulative and
legislative changes from 2010 onwards that aimrtbaace public-private collaboration. The
development of new forms of public-private colladiarn is a an area that firms ought to analyze
and pay more attention in relation to their ownragiens, as being proactively involved in this
rapidly evolving area of public RFQ development Imigeveal concrete business opportunities
in the near future (see for example Batky@ Tvaronavtiené, 2010, Bouwer et al., 2005,
European Commission, 2011, Fox et al., 2002, Keopd, 2011 and Peters & ROM3, 2010,).

One approach is to analyze the long-term evoludemands and goals related to existing
projects, exceeding current and future cash floadyais”. Corporations offering solutions for
large public projects usually have such technigad aonsultative expertise that the public
institutions involved in a given project lack. Bdsen the study conducted for this thesis,
corporations do not only appear as more sociakpaasible by taking responsibility in LTE
planning, but also enhance their own knowledgeuartterstanding on the strategic opportunities
in longer time periods. This then affects perceiwgdanizational consistency and enhances
institutional legitimacy if effectively managed thughout and beyond individual projects. In
relation to this, one of the main findings of thady is that a consistent and transparent track
record is very important in today’s B2G environmestere economic uncertainty, numerous
examples of opportunistic behavior and increaseima risks related to the downsizing of the
public sector are present (see for example Albaetdal., 2008, Fox et al., 2002 and Moon,
2004).

6. 2 Limitations and implications for future research

By introducing recent developments in the B2G tastinal environments into strategic CSR
discussion, new opportunities and venues for utaledgng the role that CSR can play in
deepening public-private collaboration and enhamdagitimacy and transparency in individual
institutional environments are identified. As neypds of public-private collaboration efforts
have only now begun to gain momentum in the EU imdividual nation states, the topics
discussed under the identifieshstitutional gapwill become more concrete in the near future.

Ultimately, this will enable scholars to conductaqtitative studies that can test concrete
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causalities and cause-effect relations betweenviohadl components of CSR that relate to

enhancing long-term ROI goals in a given institaéibcontext in the B2G environments.

As already discussed in Chapter 4, the rationaledaducting a qualitative case study lies in the
epistemological nature of collecting informatiororfr an emerging, abstract or otherwise
maturing subject. Although the nature of the studs explanatory, it can be classified as an
exploratory study since there is a limited amouhtstudies focusing on strategic CSR and
relationship marketing in the B2G context. The iitgtions and possibilities for companies to
benefit from strategic CSR management is a verg-specific issue, depending on the nature,
strategic orientation and size of the focal compasywell as key partners and the overall
surrounding institutional environment. Thus thenitfeed academic and managerial findings are
not as such applicable to other case contexts.dtitian, the exploratory approach in the
developed conceptual framework dictates that tleatified elements and interconnections as

such need further research in more focused andwaettings.

In general, | propose two alternative approachdsitber research. The first broad approach is
to conduct a similar study in a very different ingtonal environment in the B2G sectors in
another EU member country that has similaritieshwtbe Finnish economy. This would
tremendously enhance the validity and reliabilityree identified elements and interconnections
identified in the framework as well as help refewed test the maturity of the initial study and
find (dis)similarities in the consecutive studiedn other words, it would help scholars to
understand what factors in the identified concdpfraanework are universal for all institutional
B2G environments in the EU and what factors aretecdrspecific. This would further help
academics to conduct focused and profound studieth® nature nuances of such universal
factors. Additionally, such studies would contributo understanding the importance of

geographical distance in the B2G sectors in motaild&uropean Commission, 2011).

Alternatively, a case study in a very similar itgibnal environment in a different EU member
country would be especially helpful in understagdthe nature, role and influence of public
partners and the public sector in general and hwosy taffect the supplying organizations’
possibility to use social and environmental issuestheir relationship marketing and
management strategies to enhance long-term busipesstunities. If the outcomes of the study

were considerably different, it would be eviderattkEU level decisions and regulations would
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not be adopted in the intended manner in the réspeember Countries, thus rendering such
institutional change strategies as the Europe 2d2legy ineffective. This would further affect
how MNE’s operating in multiple EU-countries caméft from strategic CSR management in

establishing long-lasting business relationshigh wublic organizations.

As the subject of this study is very multi-facetedhre specific proposals for further research can
also be given to increase the understanding olvichdal elements present in this study. By
studying the role of perceived trust in differeahd-lasting business relationships in the B2G
environments, more detailed comparison could bee duaith existing studies on trust conducted
in the B2B and B2C settings. The results of suclliss would contribute to contemporary
research on trust as well as provide valuable m&iion for marketing, sales and strategy
practitioners working in the B2G field. An issueatimeeds more research, and which would
contribute to further studies on strategic CSR mangent in the B2G environments is
identifying the difference between a customer ardizen. As Walsh (1994) points out, there is
tremendous understanding on the psychology of me&ts, but very little is known about the
psychology of the citizen. Such a study would asotribute to understanding the role of pricing

in situations where the solution is bought by ugagpayer money.

Valuable understanding would also be gained byipgckey selections from contemporary EU-
level documents that discuss public-private coltabon and quantify (using the Likert scale)
how public decision makers, sales- and marketingcetwves and strategists perceive the
achievability and relevance of such public polici€his would also let scholars analyze how
business practitioners value and emphasize maceb-lssues and how they affect the
attainability of CSR-oriented customer relationshipnagement and marketing communication
in their respective institutional environments. discussed throughout the thesis, most of the
issues related to CSR, relationship marketing amgbarate strategy were drawn from prior

studies focusing on either B2B or B2C markets.

Thus replicating selected studies on CSR communitésee for example Dawkins, 2004, Du et
al., 2010, Forehand & Grier, 2003, Maignan & Raist®002 and Morsing & Schultz, 2006), the
role of CSR in a firm’s strategic orientation ($&eexample Kitchin, 2003, Luo & Bhattacharya,
2006, Mc. Williams & Siegel, 2010, Meyer, 2010, ®or& Kramer, 2006 and Vaaland et al.,
2008) and the role of CSR in relationship managénsmrd marketing (see for example
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Graafland & Ven, 2006, Jones et al.,, 2008, Pooljh&Mandhachitara, 2009, Rolland &
Bazzoni, 2009 and Sen & Bhattacharya, 2001) inBR& context would dramatically increase
academic and managerial understanding on the gitatele of CSR in these ever-growing
segments. Finally, studying the issue of nationaked growing concerns of the side effects of
globalization, which were issues that emerged fitbie study, can potentially be linked to
macro-level CSR discussion and research, thus girynew perspectives on business-oriented
CSR discussion from the domain of social studi¢sdyng the connection between CSR and
nationalism would also further increase the undeding on the role of politics in public
responsibility and sustainability management. Tw@uld contribute greatly to understanding

B2G institutional environments in more depth.

The case study conducted for this thesis providetkace that social responsibility, consistency
and long-term orientation in relationship marketihglps private firms to enhance their
institutional legitimacy and influence in publichegyes as far as long-term evolution planning of
relevant public projects and agendas are conceffteel.conceptual framework includes many
elements that as such need to be studied in mdad @deorder to build the knowledge of the
possibilities and implications of strategic CSR mg@ment and communication in the B2G

environments.

6. 3 Managerial implications

Firms that directly provide solutions and servitepublic organizations are in a good position
to proactively manage their relationship marketatjvities in a way that reflects contemporary
developments in the B2G institutional environmefiise main goal of this thesis, which is to
examine the possibilities for industrial companies enhance collaborative relationship
management via strategic CSR management and corationi in the B2G context, is
concurrent for many companies today. The core m&pand mission of many public
organizations is to either directly or indirectlgndribute to national wellbeing within a given
geographical environment. Within such institutioealvironments, companies operating in the
B2G sector are better equipped to answer customedsnand demands by adding a social

dimension into solution- and technology-centri@t@nship management.
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In this regard, social and ecological issues al&cative area to aid in institutionalizing long-

term oriented relationship communication, eveninmes of little bilateral economic activity, in

the B2G context. CSR management does not necgsserdn that firms have to create any new
innovations or solutions in their existing business/ironments. In the security industry, a
lucrative step can be taken by changing overlyrteldgy oriented relationship communication
to include more “softer” elements that addressrgelapool of public decision makers. In this
institutional environment, firms” offerings arerinsically contributing to a social good, as they
contribute to supplying solutions that in the endlphto maintain a safe environment.
Understanding the social and ecological implicatiand possibilities of existing solutions is a

good way to establish proactive CSR managemeregtes within a company.

Still, the cyclicity that exist in many B2G envinments due to changes in the political landscape,
and the limited-time contracts in many public REQeal hardships still exist in creating long-
lasting and stable relationships in the B2G envitent. Achieving this requires lots of resources
as well as keeping communication channels open kayhpublic partners even in times of little
economic activity. In the near future, through Eheope 202Gstrategy and a multitude of other
developments taken by national public institutiomgre lucrative opportunities for long-term

oriented relationship management are on the harizon

Academics can be in the forefront in steering tleeubsion and turning managerial attention
towards strategic CSR in the B2G context by hiditligg the economic benefits that this
strategic long-term orientation has in the changmsgitutional environments. This knowledge
can then be further disseminated to B2B and B2Cketsy where public-private interaction is
scarcer and provides less intrinsic synergy. Stils not within the academia, but in the actions
taken by political decision makers and executiveprivate organizations to step away from a

guartile economy and embrace sustainable long-teiented business practices.

6.4 Final conclusions

Firms serving public institutions have recently coome to identify the growing business
opportunities that increasing public outsourcing downsizing of public activities have created.
Simultaneously, public institutions have recentigd to find ways to coordinate the activities of

privately held firms to better reflect the needshaf society in general. Concerns of opportunism
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and mismanagement have grown as more and moreitiastiare operated under private
ownership. The outburst of the economic crisis08&and the failure of thieisbon Agendaare
examples amongst a multitude of other developm#iatshave led to renewed concerns towards

long-term national wellbeing.

By identifying the possibilities and implicationgtbe social factors related to firms” operations,
relationship management and marketing will helpmderstanding the surrounding institutional
environment in a more profound manner. In the B2@rkets, long-term orientation,
consistency, transparency and trust are the matorfathat contribute to building long-lasting
business relationships. By having the ability teate and maintain more interactive two-way
communication channels with key public partnensnéi are better equipped to understand and
contribute to the LTE (long-term evolution) goafsirdividual public projects and identify new

follow-up business opportunities.

In other words, strategic CSR will aid in findingcammon ground for lucrative public-private
collaboration. Public institutions are intrinsigalrisk averse and value partners that are
trustworthy and show interest and concern in theral/ national welfare in a specific context.
Creating coherent business cases to back up rebfastions is equally important to gain top
management’s as well as public decision maker'pastign essence, integrating CSR into the
overall business strategy in the B2G context is Esout encouraginggfeen managementhan
understanding the socialdle” and implications of the firm’s actions in the ¢emporary and

future business environment.

Social responsibility in the form of overall intstetowards national wellbeing in a defined
context is a lucrative area in business relatignshanagement and marketing communications
to create common ground and enhance interactivewsyo communication. In essence, firms
can demonstrate that they are fighting the sam#deb@nd on the same side) with public

institutions towards long-term economic and natiovilbeing.

In this thesis, amstitutional gaphas been identified to demonstrate the curret¢ stad near-
future developments related to more collaborativel dong-term oriented public-private
collaboration. According to the results of the emgal study and by examining the current

institutional environments, one can state that ¥ew concrete actions have been taken to close

108



the aforementionednstitutional gap Still, new efforts are gaining momentum in the
contemporary institutional environments in the Bldeepen public-private collaboration. New
kinds of enforcement and collaboration practiceslaing tested and modified in multiple EU

member countries.

New EU-level developments such as Ehgope 2020-strategy are set to show concrete results
in the upcoming years towards more responsible atidborative public-private interaction.
Multiple contemporary topics and developments waiseussed and studied in the thesis that
aim toward the same overall goal of promoting thsgilities of strategic CSR management for
relationship marketing and —management purpos#®ii2G context. The nature of this study
has been exploratory, as the topic, especiallyhen B2G context has not been under much
academic discussion. | wish this study has contebio rising more interest towards the topic
and aids in conducting further studies on strat&#& focusing in the B2G markets, as there is

yet much to be studied and understood.
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