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ABSTRACT

Companies are increasingly valued beyond their lmlpa to maximize profits.
Responsibility is one of the core issues in comgsrstrategies nowadays. Meanwhile
sport and health professionals are facing chalenig@ctivity among people and costs in
grassroots participation are growing. Therefore,rtHationship between sport and business
around the phenomenon called corporate social nsgpbty (CSR) has grown in
importance.

This study approaches the topic by answering thi@ mesearch question: What is the role
of sport in Finnish companies’ CSR strategy? Tonemghe research questions, qualitative
research using data from structured e-mail intersizvas conducted. The data consists of
interviews with five preselected Finnish companidfie empirical study conducted
between fall 2014 and spring 2015 was analyzed tghmethod of content analysis.

Based on this study, companies perceive CSR asbétence of three dimensions:
economic, environmental and social responsibiliti®sveral social responsibilities related
to sport were identified: enabling sport participatand securing the integrity of sport
among others. Companies prioritized sport-baseartsfitowards children and youth. In
practice, CSR through sport is done via partnesshipd sponsorship. Concrete ways for
implementation such as planning facilities and nirgag a youth academy were found.
Surprisingly, majority of the companies lacked sysatic evaluation for sport-based CSR
efforts and there was only little experience ofatage outcomes around this phenomenon.

With the help of these findings, companies can miagtter and more innovative CSR
decisions that ideally lead to beneficial resutizdrds all stakeholders. Simultaneously,
sport professionals can benefit from the studyrtggrating CSR more actively into their
model of co-operation when seeking for funding arlder resources. Expanding sport-
based CSR efforts also towards target groups ssigheasioners, immigrants or working
people might generate wellbeing that the wholeetgavould benefit from.
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LIST OF ABBREVIATIONS

CRM= cause-related marketing

CSR= corporate social responsibility

FIBS= Finnish Business and Society

FIFA = Federation Internationale de Football Association

NGO= non-governmental organization

SCSR= sport corporate social responsibility

WBCSD= World Business Council for Sustainable Development



1 INTRODUCTION

In sport management, an important area of busimaasagement, interest among
practitioners has recently grown in how sport ipovates social benefits in society (Ratten
2010). At the same time, the relationship betweenrtsand business around the
phenomenon called corporate social responsibil®sK) has grown in importance.
Corporate social responsibility is defined as comysa commitment towards ethical
behavior beyond legal obligations, and is explaietnsively later in this study (WBCSD
2002).

The presence and influence of sport in today’sucaltontinue to grow. Sport has a unique
ability to attract and mobilize. It has inbuilt uaks such as respect for the opponent,
following rules and teamwork. (Levermore 2010) $mam ideally increase the quality of
life. It promotes peace and brings people togedlespite their backgrounds, thus it creates
an economic and social bridge between people. (S&iWWesterbeek 2007) Sport has
physical, social and economic values while teacHifeg lessons that are vital for any
person. As sport becomes an increasingly promim@oinomic and social institution
globally, it is important to understand its potah@nd limitations as a tool in building a

better society. (Levermore 2010)

On the other hand, sport-based CSR has also ks aisd limitations. Doping, winning at
any price, violence and bad conduct of playerseardent in today’s sport scene. Football
hooliganism and match-fixing are other examplesvofrying trends in the global sports.
(Levermore 2010) It is also important to realizatteport is just one way to implement
company’s CSR strategy. Rather than “greenwashitigbugh visible promotions,
companies should concentrate primarily on havingirenmentally, economically and
socially sustainable business processes that dbrimgt harm to its surroundings. (Godfrey
2009)



Sport and business have found ways to work togetieards social change (Wilson 2011).
According to Ratten (2010), social responsibility sport can even be a mainstream
business issue. Furthermore, without the supparbdorate partners, the value of sport as
a catalyst for social responsibility is limited (Bimand Westerbeek 2007). Companies can
take part into sustainable development by continiguttheir resources, insights and
experience (Porter & Kramer 2006). Respectivelwrisps economically, socially and
culturally important and at its best, enables docapital to grow in the community via

stakeholders and co-operation with them (Rattef®R01

The main purpose of this study is to understandcrilge and interpret companies’ sport-
based CSR strategies and the decision-making meseghich lay in the background. Due
to increasing focus on social issues, there areyrmampanies looking ways to synergize
business and responsible acts (Kim et al. 2009¢0stng to Levermore (2010) both
business and sport can be seen as “new enginesdd¢al development.

Using sport as part of CSR can be described witerdnt terms. They are the following:
sport-based CSR, CSR through sport, sport as atdémi for CSR, sport as a tool for
implementing CSR. With the help of literature raviand empirical qualitative research on
the topic, it is expected that the study can dbsectine role of sports in companies’ CSR
strategies. Ideally, thanks to this study, compami@ make better partnership decisions,
which lead to beneficial results to all stakehatdédditionally, it is hoped that after this
study, sport professionals would be more aware taways of integrating CSR into their
model of co-operation. As Smith and Westerbeek 1280ggest, it is a two-way path: CSR
can be good for sport, and sport may be good f&R.CS

According to Sparver and Chalip (2007), further kvisrneeded to explore sport as a tool to
create benefits to society. In addition, Smith &Mesterbeek (2007) propose that social
responsibilities of sport are underdeveloped, aelirfurther research. This study discusses
companies’ sport-based CSR strategies and theiolecisaking processes which lay in the
background. It is assumed that by being strategithat work, sport and companies can
improve their brand image and financial status siameously. The empirical study will be



conducted among Finnish companies based on a r@bpiiy survey (TNS Gallup 2014).
These companies are perceived as the most resfrmpanies in Finland 2014
according to this survey, and that is why it is ested to find relevant results from this
sample. Ideally, the results will serve as goodchemarks for other companies. It is
assumed that with a more focused and careful C&R, gl company can create a bigger
impact in the community, and improved performaraetiie company and sport institution

as well.

Ideally sport and companies both have an objettivareate social good in the community,
and this study aims to identify the advantages ttzat be achieved via co-operation
between these two sides. According to Geoffrey {200narketers should put more
emphasis on defining and then strategically implaimg their firm’s social responsibility
efforts. Using sport as a facilitator, companiess spread their social message to wider and
already engaged audiences (Smith & Westerbeek 2007)



2 LITERATURE REVIEW

The theoretical part of this study will introducket concept of corporate social

responsibility, and after that discuss what rolerspan play in this phenomenon. Corporate
social responsibility is a growing field in busiseand using sport as a tool to deploy CSR
is a relatively new concept. The most relevant waysnplementing sport-based CSR are
partnership, sponsorship and cause-related magketihich will be explained as well. |

will mention the idea of strategic thinking severaies in this study. In order to understand
the concept, and how it relates to this study, dtguChandler (1962, 13) who suggested:
"Strategy is the determination of the basic lomgategoals of an enterprise, and the
adoption of courses of action and the allocatiorresiources necessary for carrying out

these goals."

2.1 Corporate Social Responsibility

Corporate social responsibility (CSR) has growridiggn importance and interest among
businesses during the recent decades. This isypletause organizations are under
increasing pressure to consider their role in spq@/alters & Tacon 2010). The recent
trend shows that most organizations have respotwldtis increasing scrutiny towards
business ethics and consumer demands by integr@®R) into their business operations
(Walker & Kent 2009). According to Hemsley (200%-29) nearly 80 percent of the
largest 250 corporations in the world at the timblighed CSR reports in 2009. Through a
cohesive CSR strategy, organizations can proteeir treputation, build competitive
advantage, develop brand loyalty, and improve fir@nperformance (Dean 2003). Once
seen as an unproductive cost and resource bur@®f h@s increasingly become a relevant
part of systematic corporate strategy (Holme & W&D00). According to Szwajkowski
and Figlewicz (1999) there is a relationship betwieancial performance and CSR. CSR
activities can create positive brand image and arate reputation, enhance recruiting,

retain employees, and establish customer loyaliglKgv & Kent 2009).



Corporate social responsibility aims to influenae social, economic and environmental
dimensions. To be considered as a sustainable inggiem, the company must be

financially secure, minimize its negative enviromta impacts and act accordingly with

societal expectations (Unido 2014). One of theblesforms of CSR is when companies
have invested on environmental improvements beddeseare making up the harm that is
caused in the manufacturing process. Recent glaoalssion (2008) and other monetary
crisis have increased the attention towards theauoa responsibilities of the companies.
Social concerns have mainly included the safetyexhdtation of the employee, but issues
like obesity, depression, and alienation of youegple should not fail to be recognized.
(FIBS 2014)

2.1.1 Definition of CSR

Consumers want companies to act beyond maximiziofitp Despite the growth of CSR,
there is yet no universally accepted definitiortied concept among academics. According
to the definition by Harvard Kennedy School (2018yrporate social responsibility
encompasses not only what companies do with thefitg but alschow they make them.
The roots of CSR lie in corporate philanthropy, vehie has step by step evolved into what
it is today (Godfrey 2009). In its early years stay from the 1950’s, CSR was simply
defined as the responsibilities a business hasnokepoofit maximization (Carroll 1979).
According to Harvard definition, CSR godseyond philanthropy, addressing how
companies manage their economic, social, and amvieotal impacts. Recently, the value
aspect has grown in importance: social responsilidia moral value and it is important for
organizations to be involved in it as part of trdgcision-making processes (Ratten 2010).

Today, CSR aims at guiding companies to do moiakntial, and ethical decisions
(Walker & Kent 2009). However, in 1962, Milton Fdiman considered maximization of
shareholder wealth as the sole objective and redpitty of a company. That meant
whatever resources were invested in the interéseaal responsibility were considered a
waste of money at the expense of shareholders KBlag, 1994). Indeed, solving social

problems had traditionally been handed over to gowents and NGO'’s (Porter & Kramer



10

2011). Gradually, the idea has become strongerbilsinesses have an inherent obligation
to society beyond profit-maximization (Subhabra®d@2, 25). Instead of focusing solely on
shareholders, increasing amount of companies ausiiog on stakeholders. Stakeholders
include persons or groups that can affect or bectdtl by the company, for example
employees, shareholders, customers, suppliers, @andide communities (Smith &
Westerbeek 2007). Another attempt to define theceph of CSR is “company’s
commitment to minimizing or eliminating any harmgffects and maximizing its long-run
beneficial impact on society” (Mohr, Webb & HarBi801). Godfrey (2009) stated that CSR
furthers social good, extends beyond the explichetary interests of the firm, and is not
required by law. Vasilescu et al. (2010) suggeat #ocial responsibility goes far beyond
philanthropy, and describes it as a business darion to sustainable development and
about proactive solutions to societal and enviramiadechallenges. World Business Council
for Sustainable Development (WBCSD) defined CSRttescontinuing commitment by
business to behave ethically and contribute to @eon development while improving the
quality of life of the workforce” (WBCSD 2002). Aocading to Walker and Parent (2010),
CSR plays an important role to companies that espansible for assessing their wider

impact on society.

Geoffrey (2001) describes goal-oriented investmémtsocial improvements as “strategic
CSR”, where doing good deeds is also profitable tfee business. In a competitive
landscape it is reasonable for businesses to dtegic decisions even in things that go
beyond their legal obligations or short term profiaximizing. Corporations regard their
contributions to society today not as outright deres but as investments that are intended
to benefit the company as well as the recipieng(Br& Vrioni 2011). This is a vital point
because just giving donations and sharing moneynsble thing, but will not bring the
same benefits that the core business builds. hahy when businesses act as businesses,
not as charitable donors, they have the powerdampte and change social issues that we
face. (Porter & Kramer 2011)

2.1.2 Motives and objectives of CSR



11

CSR has increasingly been identified for its pa&rb create a degree of competitive
advantage, which is a goal of any organizationWBl& Quester 2011; Dean 2003). In
order to maintain the advantage, the organizatiamstidifferentiate itself from its
competitors (Woolf 2008). Besides encompassingiarsocial values and doing good for
the community, social responsibility can createagenue for differentiation. Fombrun and
Shanley (1990) found evidence indicating that theater a company’s contribution to
social welfare, the better its reputation. The wgaluderived from having a social
responsibility perspective include also increasestamer goodwill. In the possible
occurrence of negative events, Godfrey, Merrill &ahsen (2009) have demonstrated that
investments in CSR generate insurance-like bertefiisms. According to Paine (2003, 7),
companies get involved into CSR because of riskagament, institutional relevance,
organizational functioning, market positioning agttiical assumptions. Moreover, George
(2009, 119-131) identified three key drivers of lerpenting CSR:

1) The core value systems by which the companys feedponsible not only for wealth
creation but also for social and environmental good

2) CSR as the key to strategic development of goamm

3) Public pressure from consumers, media, govertimpublic bodies, demanding
companies to be more socially responsible.

Corporate responsibility network called FIBS (FsmBusiness and Society) is a hon-profit
corporate responsibility network in Finland. Theayvl conducted a corporate responsibility
research that had 201 respondents from Finnish apm@p. Based on the research, the
majority (71 %) of the companies say that respalitilis highly relevant to their business,
and even more importantly, 46 % say that respditgilis at the center of their business.
According to FIBS (2014), the benefits of being passible are an effective risk
management, increase of well-being and safety ak,wiecreased costs and increased
revenue. Being responsible can also help compageietinding and open new avenues into
new markets. It is crucial to define the CSR sgptbased on the long-term goals of the
company in order to create an impact. In the digitee with social media and other viral
tools, the attempts of “greenwashing” become gyieklident. Companies should not take
risks of jeopardizing the image they have by enndaehg their responsibility acts.
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According to FIBS (2014), one of the possibilitiasCSR is to do co-operation with non-
governmental organizations (NGO). NGOs have theediige about a specific market area

and possess a special know-how. (FIBS 2014)

2.1.3 Critical point of view of CSR

According to Wood (1991) the company’s intentiopbkjlosophies, and commitments to
social engagement can be criticized. Some staketwldonsider CSR as just boosting
reputation, and with that the company is takingi@sm away from the negative sides of
the business. For example tobacco companies might t@ whitewash their core business
because of the unhealthy effects of smoking. Intextdthere are several examples when a
company has done something harmful for exampleadik wafety or environment, and then
tries to cover that with a positive publicity stufGodfrey 2009) Some CSR actions are
disconnected and fragmented from the strategy asthéss, which prevents them to have
no real impact (Porter & Kramer 2006). CSR shdhkh not be random acts of polishing
the image of the company, but instead long-termkwor improving issues that connect
into company’s strategy. Companies may also seegpodmitical and unconvincing when
communicating about responsible values, but théngagainst those promises. According
to Hemsley (2009, 26-49) any evidence that a compaimvolved in a social project for
the wrong reasons, for example to attract positivedia coverage, will attract hard

criticism among stakeholders.

2.2 CSR and Sport

Smith and Westerbeek (2007) as well as Levermd#&QR among others, have conducted
recent studies how sport can act as a tool fomgpamy’s CSR activity. According to Smith
and Westerbeek (2007) sport has the power to ataad unite individuals within
communities and create environments for enhancowak capital. At the same time,
companies can mobilize resources to be investedugir sport to meet its social
responsibilities. Smith and Westerbeek (2007) ttedlintersection between CSR and sport
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“sport corporate social responsibility” (SCSR). Adating to their research, sport-based
CSR can be pervasive, youth-friendly, health-ogdnsocially interactive, environmentally
aware, culturally liberating and fun. These sewidsns are explained more deeply later in

this study.

Along the growth of CSR within the corporate sedfugre has also been an increase in
CSR behavior within the sport sector (Walters & dra2010). Sport is said to bring
improved physical and psychological health; co-apeg companies can gain intermediate
benefits by being involved in sports and thus hawampact on attitudes towards health
enhancement and physical condition on a wider scaport can offer a platform for
educational initiatives, philanthropic/charitableondtions, community development,
community initiatives, fan appreciation, healthateld initiatives, and community-based
environmental programs (Walker & Kent 2009). Itassumed that socially responsible
companies want to take part in tackling the prolslesh obesity and alienation of young
people. According to Levermore (2010) sport is Iiersé to individual development,
health promotion and disease prevention, promatiogender equality, social integration
and the development of social capital, peace mgldind conflict prevention/resolution,
post-disaster/trauma relief and normalization offe,li economic development,
communication and social mobilization. Sport has tiharm to attract large audiences,
particularly young people, and send appealing ngessathrough media (Smith &
Westerbeek 2007). Sport has global consumers amt tgams engage people in the local
communities (Walker & Kent 2009). According to tWorld Health Organization (WHO
2003, 3-5), participation in sport lowers the riskbecoming obese, controls the use of
tobacco, alcohol, unhealthy diet, drugs and viademelps prevent cardiovascular diseases,
enhances health, and promotes social interactidnraegration. Furthermore, the Olympic
movement aims to a peaceful and better world bya&thg youth through sport in a spirit
of friendship, solidarity and fair play, withoutsdrimination of any kind (International
Olympic Committee 2007). With its appeal and unigtteaction, sport can reach audiences
that traditional programs tend not to reach (Levas2010). However, without financial

support of corporate partners, the value of spo# #ool for social responsibility is limited
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and the goal to improve the flow of resources torisig substantial (Smith & Westerbeek
2007).

The relationship and implementation of sport andR@&n be applied in two ways. First,
companies and organizations that are not relatesptot can use sport as a vehicle to
implement their CSR strategy. By doing this, thegwtaneously aim to attract customers
and other stakeholders through sport to enhanagatpn and improve public perception
of the brand (Filiz6z & Fisne 2011). For examplee¢emmunications company Vodafone
implemented a CSR program in 2007 in order to ptentgealthy and positive living
among young people (Levermore 2010).

Secondly, combination of sport and CSR can be imphded by sport-related organizations
themselves. They also aim is to influence posiyive wide area of stakeholders, including
sponsors as one important example. Besides moligltbbn and doing good for society,
sport-related organizations can decide to do dpamsed CSR because of benefits such as
reputation building, expansion of fan base, positigam image and sponsor attraction.
(Athanasopoulou et al. 2011) For example footbaghaization FIFA has a program called
Football for Hope. The program aims to achieveanable social development through
the power of football offering funding, coachingcility building and free equipment.
Another example is sport shoe and apparel compdisjas The company makes financial
and product donations through the Adi Dassler Fusmal encourage employees to
participate in volunteer projects to help youngpleo(Filiz6z & Fisne 2011) On the other
hand, one has to keep in mind that for example Ri&8 been accused of corruption and
too bureaucratic governance. Therefore, supporgragsroots is important, but people

should not close their eyes from the negative thigither.

In this study, the point of view is on how compahi@hose core business is not related to
sport, manage their CSR activities through spolne €mpirical research will clarify the
purpose, objectives, role, risks and tools of spaged CSR in Finland conveyed by
companies not related to sport. The ways of imphlemg sport-based CSR include
sponsorships, financial contributions, philanthrogits in kind, cause-related marketing,
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employee volunteering and partnership. (Davies 200&iser & Zadek 2000, 31; Smith &
Westerbeek 2007) According to Smith and Westerbdbk, most valid form of
contemporary sport-based CSR is partnership, whetle sides, company and sport, are
highly involved. Even though acknowledging the imtpoce of partnership, also
sponsorship and cause-related marketing are deddairibthe literature as relevant tools for
deploying sport-based CSR. Vuokko (2004, 2017) ldenhsley (2009, 26-49) suggest that
one of the aims of sponsorship is demonstratingctimepany’s social responsibility, and
respectively cause-related marketing offers congsam@ way to support a social cause
(Brgnn & Vrioni 2011). From strategic point of viefinancial contributions, philanthropy,
gifts in kind and employee volunteering are noéevaht and do not appear in the literature
often. When discussing above mentioned actionsff@gq2001) refers to altruistic CSR.
The benefit of altruistic CSR to the company isartein and even irrelevant, and therefore
lies outside the extent of business responsibitignce, the role of partnership, sponsorship
and cause-related marketing in sport-based CSRpisieed, giving this research a wide
base to understand the actions and motives oegicaCSR between the companies under
investigation. These forms of co-operation are etqubto bring long-term benefits both

economically and socially to all stakeholders inveal.

2.2.1 Partnerships and case examples

Smith and Westerbeek (2007) have introduced unigatires considering the partnership
between CSR and sport. First, sport is global gmattsprograms can be implemented
effectively around the world. With the help of eliathletes, sport has mass media and
communication power that can be exploited. Secspdrt is appealing to young people
both from participating and spectating point ofwiés a participant to junior programs,
sport can benefit to improved self-esteem, goodzeriship, co-operation skills, and
encouragement to a physically active lifestyle (What al. 1998). From spectator point of
view, professional athletes offer role models fouryg people to look up to. Third, sport-
based CSR is an ideal tool for creating positivelthempacts, promoting health awareness
and fighting against inactivity. The fourth reasmsnimproved social interaction. CSR

through sport can offer a platform for group papttion and ideally stimulate social
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cohesion and fair play. Fifth, especially duringy@pics, sport-based CSR has been part of
promoting environmental and sustainability awaren&ixth, sport can also be seen as
understanding and distributing cultural diversiiiesin interactive and fun way. Finally, the
seventh unique feature for partnership betweentsput CSR is that sport participation

provides immediate gratification benefits, fun a@adisfaction. (Smith & Westerbeek 2007)

According to Levermore (2010), using sport as aialehto facilitate community
development is increasing. Sport, and sport foretbgpment, offers brands to have a
different kind of approach in their marketing (Vdits 2011). Using the connections that
sport offers, following the values and exploitimg thatural and non-political arena of sport,
both companies and sport can benefit. The popylafitstar athletes, and the tight link
between a sport team and a local community canXpdoieed. The field of sport is
distinguished from others by the emotional feelinigereates. (Walker & Kent 2009)
Globalization and commercialization of sport haneréased its reach to wider audiences.
Sport has inherent positive impacts, and being ncoremunicative and aware of them

adds to sport’s power as a social tool.

Ideally, sport institutions and companies have eudtented policy on how they enhance
their CSR initiatives together. That way both sidas find most relevant fit for their social
engagement strategy. Some of sport’s social redpbtiss, listed by Smith and
Westerbeek (2007) are as follows: rules of faiypkguality, access, and diversity; safety
of participants and spectators; independence ofimgdaoutcomes; transparency of
governance; pathways for playing; community reladiopolicies; health and activity
foundation; principles of environmental protectiamd sustainability; developmental focus
of participants, and finally qualified and/or aatited coaching. In order to use the
opportunities of sport for positive impact, spdttls need to figure out ways to fulfill their
own and corporate aims. These pillars can be usédss for partnership, and they need to

be further developed in co-operation.

According to Sparver and Chalip (2007), sport teaemgler economic and social benefits
to a community, i.e. they possess beneficial asseenhancers of economic development,
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place marketing, and social welfare. These assgt®pable a team to support community-
building efforts, and to impact social and envir@mtal issues, such as health-related
matters, exclusion of young people, anti-doping maigns, acceptance of diversity,
education, environmental awareness, as well ag@maentally friendly sports facilities
and products (Toepfer 2003, Holt 1995). Sport haapacity to foster partnerships among
parties that would not normally do co-operationgispr & Chalip 2007).

Ngwenya (2010) has found reasons why companies teemkplement sport-based CSR.
They seek partnership in order to create posséslitor social integration and economic
development. In that, sport can offer solutions $ocio-economic challenges such as
unequal access to exercise. Also, sport offers \aamwe for strategic development of
companies to promote sustainability in local comites aligned with their long-term
goals. Thirdly, companies can improve performahecettgh attracting talent and increasing
their client base by being involved with sportswégya (2010) mentions also immediate
gratifications, regulatory requirements and beiagepived as good corporate citizen as part

of the purpose of implementing sport-based CSR.

Case examples

Molnar et al (2012) have investigated the CSR @ of Nestle, Danone and the Coca-
Cola Company. Concrete examples about ways to muaté a CSR program are after
school physical activity clubs, teaching healthydnaors, promoted “walking day” every
month, sponsor’s awards at universities to encausaigdents to practice healthy living, use
of social media to facilitate an exchange of ideadiving a balanced and healthy lifestyle,
youth football tournaments, interschool competsiordiet recommendations, health
screening for free, “Learn how to reduce your chi@ml’- program, charity jogging and
“healthy eating” related films, games and readiregenals.

Coca-Cola Company sponsored 280 physical activity rautrition education programs in
more than 115 countries in 2012 (Molnar et al. 3012he company has a program that
aims towards healthy behaviors to the Korean stigdemo have weight-related health
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concerns and are at risk of obesity. Another pnogeams to educate Italian high school

students about the importance of balanced nutraiwh exercise. The company has a wide
after-school program in the United States. The goguses education and activities to
encourage participants for a balanced diet, becoimee physically active and engage in

healthy relationships. All of these actions aimréach as much participants as possible
from the area and create positive effects.

Nestle’s “healthy kids” program is reported to teac wide audience as well, 6 million
children around the world in 2012. The objective tbé CSR action is to raise the
awareness of nutrition, health and wellness of skhge children around the world.
Another goal is to reach the impact of the projetd all of the countries where Nestle
operates. Danone takes care of its employees bgdabjectivedo prevent stress at work
and improve working conditions, to ensure healthl avell-being by promoting best
practices linked to good nutrition and a healtHgsliyle, and to provide basic medical

insurance and other benefits to all employees. fisioét al. 2012, 87)

The motor company Ford had a program called “Kiclkut” in co-operation with UK
Football towards anti-racism. The campaign was egimgayoung people around the
company's plant at Dagenham, outside Londdre partnership aimed to educate young
people around the east of London on diversity atmgroissues. According to program
manager Paul Elliot, they were specifically lookiiog a partnership with a right brand. For
that program, it was not enough from the brand dalk about CSR, but also finding a
brand who wanted to align their own objectives gkide the program. Therefore, the
partnership was not only about handing over mokeytheir CSR program Ford aimed to
touch different people in different ways in the coomities that they operate. (Wilson
2011)

Using sport as a facilitator for social improvemdrats created many organizations to
manage that process. Beyond Sport is a global ara@on that believes sport’'s power to
play an active role in sustainable social changee Brganization aims to facilitate

relationships between sports projects and busibaskers. The website of Beyond Sport
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introduces variety of examples of successful andrded projects where sport has been
used to create positive social change across thie WBeyond Sport 2014)

“Right To Play” is a humanitarian organization sagpd by an international team of top

athletes and partners. The goal of the organizatidio use ‘sport and play’ to improve

health, develop life skills, and foster peace fatdren in disadvantaged areas of the world.
The power of play can educate and empower chilthdre guardians of their own health

and active participants in their communities. Mgwofti is one of corporate partners of the
organization. The partnership represents both acdiinvestment in gender-focused
programs in East Africa, as well as an investmentethnological capacity and digital

resources. Another partner is football club FC €b&l The global partnership with the club
has raised more than £2 million since its 2007 ¢aulor a good cause. Using play as an
approach, attendance rates are better and chiddeemore actively involved, which leads
to improved learning. (Right To Play 2014)

Sport has been lately connected to social respitihsidso in Finland. A Finnish mobile
game development company Supercell announced #spemtion with the sport club
Icehearts in 2014. Iceheart’s mission is to prewaaial exclusion and promote the well-
being of children. The Icehearts organizationnighie core of preventive child welfare
work through team sports. The support from Supkiselised to hiring new Icehearts-
educators who are each responsible for approxignatednty children. The costs of one
team are 50 000 euros per year. One alienated sogolecosts the society one and a half
million euros. It has been estimated that eachadbegroup can prevent two to three
custodies in co-operation with the municipality,igbhis beneficial for the whole society.
(Markkinointi & Mainonta 2014)

Another quite recent Finnish example is the fodtbhlb JJK Jyvaskyla. Finnish Sports
Gala awarded JJK Jyvaskyla with a year's markedictgn 2011 (Hokkanen 2011). One of
the justifications for the award was the exempiaoyk in the area of social responsibility.
JIK’s efforts were noticed positively also in thedia. Kulmala (2011) wrote that sport

club can offer more than entertainment; it can shiesponsibility for common issues.
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According to Kulmala (2011), JJK has extended theppse of a Finnish sport
organization. JJK uses its uniting power by briggingether companies with organizations
like Traffic Safety, Fairtrade, the Finnish Multlwral Sports Federation (Fimu), charity
with Christmas gifts, YAD Youth Against Drugs, Uef¢ Pink Ribbon cancer foundation,
Hope, and LasTu (support for hospital’s childrepatément). In addition the club has done
projects such as “Red card for racism” with Fimuarnd “JJK do not give up — except
blood” which was done in co-operation with FinnRbad Cross blood service. (JJK 2014)
On the other hand, it is commonly known that despit these positive partnerships, JJK
experienced severe economic difficulties during #eason 2013. JJK was close to
bankruptcy, and partly because of economic chalengent down from Finnish premier
league to the first division. If the economic comity is at risk, then all the other

partnerships lose their purpose as well.

2.2.2 Sponsorship and CSR

Corporate social responsibility is one of the imant dimensions of sport sponsorship.
Smith and Westerbeek (2007) have described therdifte between sponsorship and CRS.
According to them, CRS is ideally a genuine attetoggjive back the benefits of successful
business to the community from which it originat€h the other hand sponsorship is seen
as a business and marketing investment throughctimpany’'s marketing-mix tool.
However, even though sponsorship is seen as a caoioation tool, investment in sport
can be done with an approach including social nesipdity. According to Vuokko (2004,
217-220), one of the objectives of sponsorship frtita sponsor’'s point of view is
managing the community relationship and provinggbeal responsibility of the company.
According to Hemsley (2009, 26-49), CSR progranesiacreasingly using sponsorship as
a vehicle to deliver their objectives. One way tdimk sponsorship is when a company
buys the rights of the sport asset, and uses itjat for positive brand association and
awareness. Sport asset is considered as an effectamunication tool, because whether a
participant or spectator, people engaging intemgive sport are influenced by active

lifestyle and health. Second, sport is for everghdobm top sport to leisure activities. The



21

ubiquitous nature of sport is one of the reasony wioffers a wide platform to reach
different audiences. (Hemsley 2009, 26-49)

Based on the latest development in sport marketogipanies expect more than just
traditional media visibility out of co-operation tiisport. One of the ways of adding value
to sponsorship is the element of social resporisib(Mottonen 2012, 80) CSR is part of
more comprehensive and strategic view to the coatip@ between company and sport.
The goal of visibility sponsorship is often basedraximizing marketing efforts, getting
as much media coverage as possible, and gaininguradde business revenue. On the
other hand CSR offers a softer point of view basedleveloping a program for improving
the community as a whole, raising awareness foornapt issues and taking part to a cause
that is truly relevant for the company. Also spaght holders need to recognize the role of
CSR as an opportunity while planning sponsorshipkpges for companies. (Hemsley
2009, 26-49)

Some research has been made about sponsorshiplandi For example according to

study conducted in 2004, all in all two out of tarompanies in Finland were doing some
kind of sponsorship. Out of the sponsored targetsst of the money was invested into
sports (74 %). Culture (13 %) and different soojpérations (13 %) were other targets for
support. Among sport, team sports were the mostulpoptarget for sponsorship.

Companies valued visibility as the most importdmng that sport can offer for them. The
study found out that doping and negative issuescesed with sports are the greatest

threats for future sponsorship market. (ltkoneal €2009)

Vottonen (2012, 19-28) has identified the goalsmdnsorship as: 1) brand development 2)
stakeholder relations and partnership and 3) soeggonsibility. In the recent decade the
trend has been businesses focusing increasingbeoranding return on investment from
sponsoring, and also social responsibility has teconore desirable dimension for co-
operation. All in all, companies have started nyxidifferent elements of sport in their
sponsorship programs. Using different communicatimessages about star athletes and
supporting youth programs in different channelsppany can reach the sport audience
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better. At the same time also the property, fomgpia a football team, will benefit because
of the stronger and deeper connection with the atep (Polonsky and Speed 2001)

The current state of sponsorship is challengind-imand. The Association of Finnish

Advertisers (2014) has measured that between italbraes only two percent will increase
its sponsorship investment. Planning to decreaséetrel of involvement is 23 percent, and
75 percent are intending on keeping the investroanthe same level. According to the
CEO of the association, many of the companies kshesen to sponsor increasingly social

targets that are directly linked into company’s ragiens.

Research has shown a correlation between econegession and decrease in sponsorship
revenue. That creates one reason for sports righters to target corporate CSR actions to
create alternative revenues for sport (Hemsley 206919). With the benefits of CSR sport
institutions can build a new angle to co-operatiath companies. Additionally, majority
of companies under yearly Finnish sponsor barontetkeve that the importance of CSR
in sport will grow in the future (the Associatiof leinnish Advertisers 2014). In order to
maximize the reputational benefits of corporateiadoesponsibility, it must adopt and
promote CSR as an integral part of a company’seghand objectives (Brgnn and Vrioni,
2011). Brgnn and Vrioni (2011) suggest to marketbet they should communicate the
purpose of corporate social responsibility andbémefits among consumers, because it
decreases the skepticism towards CSR actions.lfzihatk Keller, the founder of Beyond
Sport, suggests that sponsorship with a social esdenwill be the model of sport

sponsorship over the next 20 years. (Wilson 2011)

2.2.3 Cause-related marketing

Cause-related marketing (CRM) can be seen as aopaxdrporate social responsibility
(Anghel et al. 2011). CRM is mentioned often in literature when discussing the actions
of responsible behavior businesses. It can be agentool of advocating corporate social
responsibility in marketing communications acte#ti(Brgnn & Vrioni 2011). Unlike the

well-known sponsorship term, cause-related margasmot particularly established in the
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world of sport marketing (McGlone & Martin 2006)céording to Godfrey (2009), firms
that create social gains realize cash value ingafeither increased purchases by morally
conscious customers or their willingness of thasgtamers to bear higher prices. Cause-
related marketing means marketing activities that gharacterized by an offer from the
firm to contribute a specified amount to a desigdatause when the customers buy a
certain product (Varadarajan & Menon 1988). Accogdio Bradish and Cronin (2009) one
way to use CRM program is donating some percentrofluct’'s profit to a designated
cause of co-operating charity organization. The @mof the donation is defined for every
particular product or service purchased (Baronalet2007). According to Brgnn and
Vrioni (2011) CRM'’s purpose is to attract consumesgnting to make a difference in

society through their purchasing.

Danone’s “Drink 1, give 10" in cooperation with UBIEF is an example of a cause-related
marketing campaign. With every purchased bottlevater, Danone supported specific

amount towards UNICEF drinking water project in iBtha (Steckstor 2011, 9). CRM has

then two objectives as a communication tool: imprg corporate performance and

helping in a worthy cause. It is doing it by lingifundraising for the benefit of a cause to
the purchase of the firm’s products and servicegddarajan & Menon 1988).

The goal of cause-related marketing is that botsintass and stakeholder objectives are
satisfied with the outcome (Kim, Kwak & Kim 201@ause-related marketing is a way of
giving back to community and towards an importaaise. Simultaneously companies are
increasingly using CRM as part of their long-tetmategy to build customer relationships,
differentiate their products from competitor’'s offegs, and enhance corporate image
(Varadajan & Menon 1988). According to Cone, Fedtinand DaSilva (2003), consumers
value corporate support of social causes. Webb Malr (1998) have found that the
change in company’s image depends how customerseiper the reasons behind
company’s involvement in cause-related activiti&scording to research, most consumers
value positively the help given to the cause bydbmpany. However, Mohr et al. (1998)
suggest that consumers with a high level of scepticwill be less likely to respond
positively to CRM programs. For companies that e marketing tool, it is necessary to
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be genuine in their behavior, and also have adwthreness of consumers’ knowledge of
CRM (Brgnn and Vrioni 2011).

CRM involves risks for company image, if it is dof®m the wrong purposes or
understood incorrectly by the consumers. Stakeheldéthe company are sophisticated,
and they are questioning whether the companiesdanating just to gain goodwill or
whether they are truly concerned about particisneés (Brgnn & Vrioni 2011). Consumers
might perceive CRM often controversial, even amoog-profit organizations, because it
sends a message about self-interest and it theedecommercialize non-profits (File &
Prince 1998). In some cases, consumers think thahas exploiting the cause only for its
own revenue-creating purposes (Kim et al. 2010)xoAding to Ellen, Mohr and Webb
(2000), consumers will not necessarily accept caelseed marketing as altruistic, which
means that investing into social causes may or nayactually reward the company.
However, Kim et al (2010) state that generally &pe consumers express favorable

attitudes and intentions when asked about comparticipating in CRM initiatives.

2.2.4 Risks and limitations of sport-based CSR

Sport, through different organizations, has createxrtain kind of mystique and aura of
moral goodness. However sport, through corrupt ekl coaches, officials, and
administrators, has also created an institutioned.alhat aura defines victory at any price,
as the most important thing for participants. lingortant to constantly raise the question
about the responsibility of athletes, coaches, teamers, league officials, and global sport
organizations. Negative side-effects are obvioukings that sport institutions want to
avoid, and therefore they need to set the rulegrdmisparent, fair and honest operation and
competition. (Godfrey 2009).

In many cases, sport is dealing with negative ss@® example violence, corruption,
discrimination, hooliganism, nationalism, dopingdamaud. Levermore (2010) points out
that sport can be associated with cheating, caom@nd exclusionary practices. Another

concern is that many of the companies involved wjbrt are from the industries of fast
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food, soft drinks, alcohol or tobacco. They arepgupng the sport, but simultaneously
promoting their own unhealthy products to potentisdtomers. Another crucial limit is the
lack of actual measurements on how sport-based @8R influences on a company’s
performance and improvement of conditions amonkestalders. Levermore (2010) points
out that it is possible that CSR-related projeatsklaccountability, fail to reach goals and
not be transparent enough. Milton-Smith (2002) sggghat globalization has brought
shadows into the reputation of sport including vmgn at any price, commercial
exploitation by multinational corporations, intensaional rivalry, cronyism, and cheating.
Another threat is the corruption and the competitidvantage of advanced nations in the
sport scene.

According to Godfrey (2009) more discussion is mek@dbout the commitments and
obligations of sport. The measures and evaluatiotiair play, health enhancement and
education in sport” have to be identified more dieaAlso, the expectations towards
individual athlete’s conduct are not clarified egbuThis is challenging because at the
same time athletes are supposed to be role modelgoiith. Sport management as a
discipline needs to offer solutions about how tacteéowards misconduct of a professional
basketball player. It is important to think how ttiéerent stakeholders of sport - athletes,
coaches, teams, leagues, or governing bodies tecaed follow the rules about important
topics. Those areas include fair play, gamblingediity and even fan behavior. Godfrey
(2009) suggests that these responsibilities shibelémphasized more carefully. Hemsley
(2009, 26-49) adds that part of sports own CSRamspilities is looking after retired
professionals who after finishing their career nhighed some help to start the new phase

in their lives.
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3 STUDY DESIGN

In this chapter of the study, | will go through easch approach, data collection,
implementation of the empirical study and the dyalf the empirical research. The study

design will be clarified, and the methodologicabickes will be explained.

3.1 Research approach

Ritchie (2003, 27-52) describes good research desglearly defined and with coherence
between research questions and methods. In oraddiotse the most appropriate design the
researcher must be familiar with a wide range sigles applicable to reaching the research
aims (Bansal & Corley 2012). This research useditgtiae research methods because the
main purpose of the study is to understand, desarid interpret companies’ sport-based
CSR strategies and the decision-making processeh iy in the background. Qualitative

research helps to develop contextual understarafitige phenomenon under examination
as well as of the motivating rationales behind baira and actions (Walters & Tacon

2010). Qualitative research describes and clariieman experience as it appears in

people’s lives (Polkinghorne 2005).

Denzin and Lincoln (2000, 3) have defined qualtatiesearch as follows:

“Qualitative research is a situated activity thaichtes the observer in the
world. It consists of a set of interpretive, mat¢npractices that makes the
world visible. These practices ... turn the worldtoi a series of

representations including fieldnotes, intervieasnversations, photographs,
recordings and memos to the self. At this levedlitative research involves
an interpretive, naturalistic approach to the warldhis means that
gualitative researchers study things in their nalusettings, attempting to
make sense of, or to interpret, phenomena in teyfrthe meanings people
bring to them.”(Denzin & Lincoln 2000, 3)
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Qualitative methods are a popular research appraaobss the field of social sciences
(Bryman & Burgess 1994, 173-194). Other applicablgproaches for research are
quantitative research, and mixed methods-desigrboong the two. Strauss and Corbin
(1990, 17) have stated that qualitative reseamidstfor any type of research that produces
findings that are not arrived by statistical praoes or other means of quantification.
Quantitative research method on the opposite retersthe systematic empirical
investigation of social phenomena using statisticahthematical or numerical data or
computational techniques (Given 2008, 713). Qualtaand quantitative methods involve
different strengths and weaknesses, but are notiatytexclusive (Dachler 2000). The
different methodologies create alternative straegior research (Patton 1990, 169).
Quantitative methodology is seen to examine théakawrld in ways which simulate the
'scientific method' as used in the natural scienathh an emphasis on hypothesis testing,
causal explanations, generalization and predictiomthe contrary, qualitative methods are
seen to discard the natural science model androectrate on understanding, description
and emergent concepts and theories. (Ritchie 200&2) For this research, qualitative
research was a natural choice because | did neat Ingyotheses to be tested with statistical
data, but rather | wanted to understand the ratdoehind the relatively new and complex
phenomenon. Qualitative research leaves a signtficale for the investigator's own
interpretations and understanding of the phenoméeamy studied. As it is applicable for
this study as well, the qualitative method pref@nswering to questions ‘how’, ‘what is’
and ‘why’ instead to ‘how many’ (Pratt 2009, 85@hat is to say, qualitative data is
gathered primarily in the form of spoken or writttanguage rather than in numbers
(Polkinghorne 2005).

There are several approaches that qualitative n@dsezan take. Those approaches are
linked to ontology and epistemology. The aims ddlgative research, and also this study,
are generally directed towards delivering an intdegnd interpreted understanding of the
social world, by learning about people's social amdterial circumstances, their

experiences, perspectives and histories. (Ritchi@3227-52) Contemporary qualitative

researchers note that the social world is regulatedormative expectations and shared
understandings and hence the laws that govere nairstatic (Snape & Spencer 2003, 11).
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The traditions of qualitative research can be aaiegd as follows: biography,
phenomenology, grounded theory, ethnography, asd study (Creswell 1998, 204-215).
In order to understand, describe and interpretsg@t-based CSR phenomenon, the most
suitable method is phenomenology. Phenomenology ihthsenced the 20th-century
thinking with its rigorous descriptive approachdait is a suitable approach because it
offers a method for accessing the difficult phenoame of human experience.
Phenomenology relates to the totality of lived eigreces that belong to a single person.
(Giorgi 1997)

Upon developing research questions for the studymBn’s instructions in setting up
relevant research questions were followed. In otdeget the most out of the study, the
research questions need to be clear, understandattlfocused. However, they should not
be too narrow. According to Bryman (2001, 447-4%fjestions should have the potential
to make an original contribution towards the studien the resources available, and
should motivate the researcher. In this studyntaen question is: What is the role of sport
in Finnish companies’ CSR strategy? In order tocdbs the phenomenon clearly, the
research question is divided into four sub-questidime sub-questions are followingl) (
what does corporate social responsibility mearcnpanies, and why are the companies
doing it? (2) How do companies use sport as part of their GB&Regies{3) How do
companies use partnerships, sponsorships or celadedr marketing as tools for sport-
based CSR? (4) What are the risks of using sporpas of their corporate social

responsibility strategy?

My task as a researcher is to provide a holistideustanding of the respondents’ views
(Snape & Spencer 2003, 7). In order to analyzditttengs about the role of sport-based
CSR in Finnish companies, | adopted a content arsafpproach (Hsieh & Shannon 2005).
The approach is a systematic, non-obtrusive, amicable technique for examining

communication methods (Berger 2000, 35-51). Contamdlysis is appropriate when
existing theory or research literature on a phemamas limited (Hsieh & Shannon 2005).
The main goal of the method is to understand thgeta of the research and their thinking
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processes behind certain decisions (Hirsjarvi.e2@09, 181-182). The method | chose for
this research is used to address research questlats demand explanation or
understanding of social phenomena and their contéxth makes it suitable for my own

purposes. (Snape & Spencer 2003, 28)

3.2 Data collection

The purpose of data gathering in this researab sdvide evidence about the role of sport-
based CSR in Finnish companies. Collecting qualégatlata can be broadly divided into
two groups. The first group focuses on naturallgusdng data (for example, observation,
documentary analysis, discourse analysis). Therotveey is generating data through
interventions of the researcher (for example, nagaaccounts, interviews, focus groups).
Each approach harvests data of specific kinds aiidbe suited to different kinds of
research objectives. (Ritchie 2003, 27-52)

In qualitative research it is typical to use methdidat involve close engagement between
the researcher and the people being studied, whenesearcher is the primary instrument.
Qualitative research investigates data that is detgiled, information-rich and broad, and
the whole research process is unique (Alasuut&9195). Samples that are small in scale
and purposively selected are on the basis of aakenteria. There is actually a point of
diminishing return where growing the sample sizelarger contributes to the evidence.
(Ritchie 2003, 27-52)

In this research, | approached the data generatitn flexibility and sensitivity to the
social context (Snape & Spencer 2003, 4). In ordelo that, | chose the most widely used
approach to the production of qualitative dataemiews. Herein, the interviews were
conducted via e-mail. Kvale (1996, 5) explainsititention of interview and writes that its
“purpose is to obtain descriptions of the life-vebibf the interviewee with respect to
interpreting the meaning of the described phenomieridhe interview questions have been
developed on the afore-discussed theory on sporCG8R. | have prepared the interview

guestions to answer to, and brought them togethea kst of questions in four themes
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(Appendix 1). The process is referred to as a ‘ggsibnal conversation” and the aim is to
produce a full amount of knowledge about the ingestd phenomena. (Kvale 1996, 5)

The table 1 deciphers the demonstration of therétieal concepts and their links to the

sub-questions.

Table 1. Demonstration of the research concepts

interpret companies’ spor
based CSR strategies al
the decision-making
processes, which lay in th
background.

e

ndor companies, and why arg

social responsibility mean

the companies doing it?

h

To understand, describe a!dl. What does corporate (2.1) CSR Numbers 3-6:

(2.1.1) Definition of CSR
(2.1.2) Motives and
objectives of CSR

How does company defin
CSR and what is th
magnitude of CSR-relate
personnel?

The main research

question:

Finnish companies’ CSH

What is the role of sport in

R

2. How do companies use
sport as part of their CSR
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(2.2) CSR and Sport

Numbers 7-11:
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(2.2.4) Risks and limitation
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To answer to the research questions, qualitatiseareh using data from open-ended e-mail
interviews was conducted. There were four intervitwemes that are based on the
theoretical framework and purpose of this studyorigher to enrich the understanding of the
investigated phenomenon, as a researcher, | ndedeelect suitable interviewees for the
study. The choice of the interviewees was purpdsand thus was not done randomly. |
chose to interview five companies based on carstlection. The use of multiple
participants serves to deepen the understandittgeakesearch phenomenon. (Polkinghorne
2005)

In order to identify best-practice examples basethe perspectives of the respondents, the

interviewees were chosen based on a responsibilityey (TNS Gallup 2014), which 1
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thought would offer the most relevant data. Basedesearch (TNS Gallup 2014), the top
companies in Finland 2014 were as follows:
1. Rovio
. Paulig, Fazer-konserni
. Alko
. Veikkaus
. Snellman, Google
. Valio, RAY (Raha-automaattiyhdistys)
. OP-Pohjola-ryhma

. Hartwall

© 00 N O o b~ W DN

. Helsingin Energia
10. S-ryhma, S-Pankki

The research delivered by TNS investigated thetadjom and responsibility image of
Finnish companies. The survey was conducted byvietging Finnish people. In the
interviews, people’s opinions are asked about carnegaresponsibility and reputation, and
based on that data, the companies are ranked a&ugigrdn 2014, the survey analyzed 57
companies from eigh different fields including:dea finance, services, residence, energy,
foodservice, ICT and telecommunications. After gind the above-mentioned 14
companies, | chose companies that had sport-reiatages or stories in their web-site or
CSR reports. | aimed at gathering data keepingiimdrthe saturation point until no new
information was gained (Polkinghorne 2005). Basedresearching websites and CSR
reports, four of these companies had visible spased CSR actions in their business.
Accordingly, 1 chose to ask these four to an in@sw However, as a researcher, | also
chose a company outside of the list. That compaag wmer Sports which is Finnish
sporting goods company, and has information abpottdased CSR actions on their
website. It was relevant to ask Amer Sports to jbis study as well since their industry is

so closely related to sport context.

In order to find the right respondents for the iviws, | contacted each company first via
telephone. The purpose of the call was to findwith person is the right one to answer
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the interview questions about sport-based CSRr Aifiding the right people, | called them
and introduced the topic of the research (Table Q))bsequently, | contacted and
interviewed them via e-mail. Each interview gatldedata based on the themes of research

guestions. The data was collected during Novem0&4 2nd January 2015.

Table 2. The interviewees

Food service Fazer Group Manager, 12.11.2014 27.11.2014
Partnerships and
Heritage

Retalil S Group Director, Corporate 18.11.2014 2.12.2014
Responsibility

Sports equipment]  Amer Sports Manager, Corporateg 18.11.2014 8.12.2014
Corporation Responsibility and
Communications

Dairy Valio Ltd Vice President, 14.11.2014 16.12.2014
Marketing

Gaming Veikkaus Ltd CSR Manager, ang 13.11.2014 22.1.2015
Head of Sponsoring
and Beneficiary
relations

3.3 Implementation of the empirical study

The literature review and building the theoretit@mework of the study was executed
between August 2013 and November 2014. The int@s/fer the research were conducted
from November 2014 to January 2015. In the reseprobess, | invested a lot of time to
gradually get to know the topic better. | have alsvédeen interested in the responsibility
side of sports, and | wanted to find out more h@mpanies can take part into building a
more active society. When | take a look at my redediary, at first | was only reading

articles in general about CSR and sport, compangsgonsibility strategies and trying to
create an angle how to research the topic. At firsvas thinking of researching

responsibility issues from the sport club’s poifitveew, but after getting deeper into the
topic, | decided that it is more contemporary aseéful to study the phenomenon from

companies’ point of view. This is mainly becausd-inland, sport clubs are still operating
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with small resources and on the other hand compais® have a motive to build a healthy
and active society. Therefore in April 2014 | stdrto focus my literature review towards

the CSR of the companies, and go deeper into wieatole of sport is in the strategy.

Through an intensive period of creating theoretfcaiework for this study, | was able to
identify themes that are relevant in the literatiarethis topic. | studied how researchers in
the field have defined CSR, | read CSR reports digneompanies, and | investigated the
history and purpose of the phenomenon from varsmsces. | went deeper into sport’s
role inside the concept of social responsibilityd how companies can use sport as a
vehicle for CSR and also what the risks are iitlitoughout the research process | kept in
mind the coherence of the topic, research questi@hfinally data collection. A notable
step in the process was when the interview questwere defined in the beginning of
November 2014. After that, the data collection weady to start, and | started contacting

the interviewees.

In order to choose participants for qualitativeegesh, one can use different kinds of
strategies for sampling. In critical case samplsugh participants are selected, whose
experiences are particularly significant becauseheir relevance for the topic. For this

study, it was essential that the companies ardvedan CSR through sport, and that was a
criteria ensured before conducting the interviekhwhe respondents (Table 2). Criterion

sampling in this study meant using participants that important pre-determined criteria

(Polkinghorne 2005).

For this study, | used static sampling, which ist&ggommon for qualitative research. In
static sampling, all the data is collected beftie data analysis. This was chosen due to its
practicality but also due to the view that by intewing companies that are perceived
responsible in Finland, | would reach a saturapfiomt, where additional interviews would
not offer anything new to learn. (Glaser & Strali867, 28-52)

After receiving all the interview answers, | wadeato start the analysis. Part of qualitative
analysis is identifying emergent categories frora ttata rather than determine a priori
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categories and ideas. It is relevant to respeatitipueness of each case. (Snape & Spencer
2003, 4) In this research, content analysis wa® duath the help of the research question
themes. Repeated patterns were raised and reflemtedds the theoretical framework of

the study.

3.4 Quality of the empirical research

The validity and trustworthiness of qualitative easch is related to the selection of
worthwhile sources that present a deep understgrafithe research topic (Polkinghorne
2005). In this study, the sample was chosen cdyedirhing to find participants that have
knowledge about the investigated phenomenon. Tigopa was to interview companies
that have been exemplary in the field of CSR. Is wapected that these companies offer a

wide view about the role of sport-based CSR indidl

There are a number of criteria that help in evahgathe quality of the research (Miles &
Huberman 1994, 277). According to Leininger (1999) without the use of universally
applicable criteria, the results of the study angject to doubt and questioning. Commonly
employed tactics for assessing the quality of thalitative research are: 1) the objectivity
of the work 2) reliability 3) credibility 4) transfability; and 5) utilization of the study
(Miles & Huberman 1994, 277-280). First of all inder to demonstrate objectivity, the
researcher must avoid bias and show how the datéirkeed to their sources. It is also
important to demonstrate that the results and csrahs are not based on the researcher’s
prior assumptions. (Leininger 1994, 105) SecondiHe results of the study to be reliable,
they must be consistent and accurate (Daymon &odaly 2002, 93-94). One way to
demonstrate reliability of the work is a detailezbdription of the research process, which |
have aimed to be as transparent and thorough agfesThird, the study is credible when
the respondents’ views have been reported truth{@laymon & Holloway 2002, 92-93).
The fourth criterion is transferability of the syydvhich means the ability to generalize the
research findings across populations, time or domdi (Hirschman 1986, 245). Lastly,
utilization of the study has to do with the usdbiland applicability of the attained
knowledge (Miles & Huberman 1994, 280). With thisidy, | try to contribute to the
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existing knowledge, and hope that the findings Welkd to managerial actions by the
stakeholders.

Researchers need to be sustained in their judgnierdsder for the data to present the
perspectives of the participants. The integrity hodesty of the research is the foundation
for the trustworthiness of the data. The data pcoda process needs to be transparent to
the reviewers and to anyone else who will use é¢alts of the study in their purposes, and
for this study it is explained in the implementatiof the study chapter. (Polkinghorne
2005) It is also relevant to point out that theemtews of this study were conducted in
Finnish.

In order to conduct the research in high ethicahdards, respondents of the interviews
need to have complete understanding of the studgegs. Therefore, consent of the
participants was requested before conducting tkernvilews. The consenting process is
about the protection and respect of the particpa(iitah State University 2014) The
consent was asked both via telephone and whemtle/iew was submitted via e-mail.
Participation in the research was entirely voluptinr respondents. Only myself as the
investigator will have access to the data that knallkept on a password-protected computer
in a locked room. To protect respondents’ privgmrsonal, identifiable information were
not shown in the study. The data will be storedfiice years. The respondents are notified

after the publication of the study.
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4 SPORT'S ROLE IN COMPANIES’ CSR STRATEGY

In this chapter | will introduce the results of tseidy. The primary data was based on e-
mail interviews that | conducted among five Finngsimpanies. In addition, secondary data
was acquired from the company web site. The finglingl be introduced based on the

themes of the research. The themes are organizdthsthe sport-based CSR of Finnish
companies is described widely from different angles

4.1 Economic, environmental and social responsibiyi are part of companies’

everyday decision-making

First theme of the interviews was corporate soaponsibility, and more precisely the
goal was to understand how companies define CSRv@hdvhat intensity they are doing
it. The first theme also tried to figure out thg@dpest social challenges for the company and
its stakeholders. The interviewed companies hadasirdefinitions for CSR and they all
considered CSR as part of the everyday work thhaged on the company’s mission and
values. The CSR principles were also closely cotoeto responsibility towards society,

environment, personnel and customers.

The first finding was that companies define CSRadsmlance between three dimensions:
economic, environmental and social responsibilitsth a CSR strategy they want to
ensure that that the company’s effects are positiweéhe company itself as well as to its
surroundings. For the interviewed companies, CSRefjues are based on the companies’
values and mission, and therefore are part of edlayybusiness operations and decisions.
Figure 1 illustrates how the companies see CSRydnad it means for them strategically.
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Social
responsibility

Values

Economic Environmental
responsibility responsibility

Figure 1 Categorization of CSR

Figure 1 illustrates the balance between CSR catsgoand how it is derived from
company’s values in order to integrate it part aiflydoperations. Economic responsibility
means that companies want to produce products emiatass that are both sustainable and
profitable to sell. Environmentally companies wémtbe efficient with the resources they
use, and on the other hand avoid harmful effeas ttieir production might have towards
environment. Social responsibility aspect meansttiey want to support the wellbeing of
personnel and surrounding society by being a gawgotate citizen. Sport-based CSR
efforts fall into this category. Socially resporisibehavior is for example enhancing health
of the personnel through physical activity or emablsport participation for children and
youth. CSR is creating positive effects toward&eftalders beyond statutory requirements,

and therefore the most able companies can detiveorie than others.

“CSR is companies’ responsibility about its effetdsvards society. At its
best this means enforcing the positive effectsthd company and
decreasing the negative effects. It means baldreteveen the areas of
economic, environmental and social responsibilgyarting from the
company’s mission.”

Fazer Group



38

It can be interpreted from the findings of thise@xh, that while companies’ quintessential
task is still to fulfill their economic and legaksponsibilities, they have increasingly
integrated environmental and social responsikilifido their business operations. All of
the companies that were interviewed did somethorgelvery aspect of CSR. However,
especially social responsibility initiatives wereng with different intensities and variety of

ways.

All of the interviewed companies had teams or irdiials that were responsible for leading
their CSR strategy. The companies had personnaestiiog deliberately on CSR issues from
four to two hundred. However, the general way @iking was that every employee of the
company is part of the CSR work as their shared god that CSR aspect should be seen
as part of everyday decision-making. The compamiast that every employee of the
company involve CSR strategy into every aspecheftusiness behavior and management.
Therefore it can be seen that because CSR is @tezfjinto companies’ business model —
companies are indeed moving from ‘doing’ respomsilbhings to actually ‘being’

responsible.

“Enhancing responsibility at Veikkaus is on everg¥ps agenda, depending
on the job description and its emphasis. Veikkaas & strategy updated
during 2014 where responsibility has been integtates part of all the

functions. Our strategy’s main headline is ‘Resjoliesprofit maker bringing

joy towards every Finn'. Therefore we don’t haveeparate responsibility
strategy, rather we act in a way that all of oureogtions are responsible and
reliable.”

Veikkaus Ltd

All of the companies also had somebody named gwnsible of managing CSR issues.
These specific individuals or teams were handlihg CSR issues as a whole and
controlling that the initiatives are executed amdlgpriented. CSR teams are responsible
for the strategic development of the responsibisues. Therefore they also have a big
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power to decide which issues need more attentiothis sense, it would be important for
the CSR teams to understand which issues are tserglevant for example in the area of
social responsibility. When asked about which & most relevant social responsibility
issues for the company, some industry related ssappeared, and also common matters
for all of the companies. Following things were riduworking life rights, human rights in
the supply chain, personnel wellbeing, treatingeh®wloyees well, work safety, employee

development, product safety, healthiness and waljbef the stakeholders.

4.2 Companies prioritize children and youth in thei sport-based CSR

The second theme went deeper how companies useasppart of their CSR strategy. In
this part it was important to clarify do companiese sport-based CSR and after that find
out why and how they do it. In this chapter of gedy, | also tried to understand what the
goals of sport-based CSR are and are there any stb&l problems they think that sport

can tackle.

One of the most important findings of this studyhat sport and physical activity are used
actively in companies’ CSR strategy. In the threeneshsions of corporate social
responsibility (economic, social, environmentafpid-based CSR is emphasized in social
category. All of the interviewed companies had spavolved some way in their CSR
efforts. This finding increases sport’s credibildyg a tool for building a better society also
in Finland. According to findings, sport-based C&ffers a new kind of platform for co-

operation between sport and business compareddibidnal sponsorship.

It became evident through the interviews that spaged CSR should support the company
strategy as a whole and align for example withegheironmental values of the company.
The overall strategy creates criteria for possialgnerships and sponsorships. For example
motor sports were seen as conflicting towards enmental aims, and therefore could not
be seen as a potential partner. This is an impbfiating for sport stakeholders because
they need to think better how to attract compaagpartners. Sport clubs can for example

have health enhancing projects or promote enviromatlg sustainable behavior in their
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actions, and simultaneously support companies’ @&#&. This builds a more sustainable
relationship between the club and the company,itasceasier to carry on the co-operation
even though the on-field success would not alwayshht great. Based on the findings of
this study, companies want to take care of therenment and people, and this is an
opportunity that sport stakeholders should incregigiuse when thinking of partnerships.
On the other hand, this forces sport stakeholdetkihk about their own values. Violence,
unhealthiness or inequality in the sport contextnist tolerated by the supporting
companies, and therefore some sport parties neeetddjust their behavior and attitudes

fundamentally.

Based on the findings of this study, sport and @aysctivity are not the only stakeholders
reaching for support for their existence. Othelabcimportant targets are culture, societal
actions, art, science and youth work. Sport id 8i# biggest target for partnership and
sponsorship. Among sport, it is an important figdihat companies target their sport-based
CSR towards grassroots sports in other words @nldand youth physical activity.
Companies really emphasized that some of them tovaot to do co-operation with elite
sport that is associated with competitiveness.portsbased CSR companies emphasize

citizenship and community.

"We have defined in our sponsorship strategy thatrmain focus in our sport
partnerships must be instead of competitive spontsso called grassroots
participation. In other words our role is to be tlemabler for the physical
activity of the youth.”

Fazer Group

Responsibility is taken into consideration als@rmduct development: some products are
designed to help people to stay healthy throughbetr lives. Companies also used

charitable programs related to sports, especially @hildren and young people.
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“We have sport and physical activity related pragewith local communities
that are encouraging people to be active. In additphysical activity and
sport are close to the company’s core business.”

Amer Sports Corporation

According to the findings of this study, companient to be active and responsible part of
the surrounding society. The central themes ofneaship programs were children and
family well-being, and cooperation is also used arder to create dialogue with
stakeholders. Sport is then forming an interacpiaform via uniting people. The main
emphasis in communication is on activity and welidg. Companies have partnerships
with youth football tournament, and school physaetivity events. Even though the main
emphasis on companies’ CSR strategy was on spditipation, some companies did use
also elite sports as a way to be involved with &pd@ccording to findings, this kind of co-
operation aims influencing youth physical actiwtith the power of athlete role models. In
this case it has to be pointed out that usuallpperation in elite sports aims at maximizing
the brand visibility. Therefore the motivations beh elite level sponsoring are more

marketing and promotion based.

As a result of this research, some innovative wayssport-based CSR were identified.
One of the interviewed companies had created asheawathat supports children and youth
through physical activity and health enhancemehe §ompany (Valio) gives out money
and product scholarships, and offers support fdritran training and cooking for under
18-years old. The support money is mainly usedrining fees, travel expenses, facility
rents and buying equipment. In addition to indiabathletes and teams, Valio implements
event co-operation. Event co-operation can meamxXample giving out Valio products to
the spectators. The company uses also athletesdleampdels for healthy lifestyle. In the
year 2014 the nationwide “athlete ambassadors” @vtball players Sami Hyypia and

Joel Pohjanpalo, figure skater Kiira Korpi and feeekey player Teemu Selanne.

Also the role of traditional sport sponsoring insimess was brought up. In a pessimistic
sense, traditional sponsorship is sometimes seprsiggutting a logo in the shirt or a board
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in the sideline. This kind of support does not frithe long-term benefits for both parties,
and therefore companies have started to seek smgatiore interactive. Compared to
above-mentioned old-fashioned view, social resymilityi offers a different kind of angle
to combine sport and business. Companies seepph@toinity as a unifying meeting point
between customers and the brand, reflector of cagnpalues and enhancer of well-being.
In other words it is beneficial both economicalhydasocially. Companies also emphasized
the importance of sport clubs being active thenmesel¥inding about different possibilities

for co-operation and then also communicating abmtheir stakeholders.

“Traditional sport marketing is not fulfilling thgoals we set for sponsoring.
After all sport is a natural meeting point for theand and consumers.
Physical activity suits also well in our perceptiabhout well-being: balance
creates well-being.”

Fazer Group

"With the help of physical activity it is possikie lead healthier and fuller
lives. The health benefits of physical exercisecaramonly recognized.”

Amer Sports Corporation

One noticeable finding was that there were alsorefftoward securing the integrity and
honesty of sport itself. For companies whose emc#teis dependent on sport, it is
particularly essential. Companies invest on spaws development work in order to help
to keep the game honest and fair. For example \deikkhas acted actively preventing
deceit and criminality in sport. The newest co-afien method is with Football Player’s
Association, where players are more widely intraalito application which aims to detect
deceit or criminal action. Indeed match-fixing idig problem especially internationally
but has also occurred in Finland recently. Thia considerable threat towards sport, and it

is rational that all the stakeholders are workiggiast it.

What were the objectives of using sport as a tooldSR? There were some differences
how the goals of the CSR programs were definethéncompanies. Some companies had
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concrete goals for sport-based CSR and othersdsmesi sport program aims as part of the
whole responsibility concept. The goals were relate company awareness, developing
desired image and sales-related aims. There wea@ @lalitative goals which were
securing sports ethics and purity, controlling thport projects are aligned with overall

strategy, and investing more towards general phyaiivity instead of competitiveness.

Companies do not use quantitative goals nearly achrmas qualitative goals based on the
interviews. That might cause difficulties in measgractual results in sport-based CSR.
Indeed, the next step could be actually settingson@dle targets for sport programs in
order to track the success of the co-operationluatiag the number of increased sport
participation, tracking results of improved heaitlproving numerically the effects of work

against exclusion can form concrete data that custify more long term projects.

Therefore, companies can improve in setting thealgfor sport-based CSR, and that way
make it more systematic and consistent. One goadnpbe about clear and measurable

objective already existed in one of the interviewethpanies.

"In a nationwide co-operation with Finnish Footbassociation, there is a
goal to support in building one hundred multi-pusposports facilities in the
yards of elementary schools.”

Corporate Responsibility director, S Group

Based on the findings of this study, alongside joudnhd third sector, also companies want
to play a role in building a more equal and acBeeiety. They see that sport can help to
prevent obesity, inequality and exclusion of yoysepple. Also, sport might have the
possibility to influence those that gaming is staytto be a problem. Figure 2 illustrates the
findings described earlier in this chapter. Theufegis based on Smith and Westerbeek’s
(2007) model, and it demonstrates the prevailingtext of sport-based CSR in the

interviewed companies.
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Figure 2 Companies’ sport-based CSR context (addpten Smith & Westerbeek, 2007)

4.3 Companies use partnership and sponsorship asetin sport-based CSR tools

The literature review raised clearly a few domintats of doing sport-based CSR. In this
theme the goal was to understand are the companrieg these tools, and are they also
reporting about sport-based CSR externally. Thepaones were asked whether they use
partnership, sponsorship or cause-related marketing tool for their sport-based CSR.
Also it was important to find out how comprehengiveport-based CSR strategy and
implementation are communicated. In general, congsaneported widely about their

sport-based CSR efforts. Multiple communicationroteds were used (Figure 3): web-
page, press releases, advertisement, social medi€8R reports. CSR reports were also

shown in their web site.

“We report about sport-based CSR in an annual répeebsite, social media
such as Facebook, Twitter and Instagram, and huslmef press releases
nationwide and locally yearly.”

Veikkaus Ltd



CSR reports

Social media

Advertisement (Twitter,
Facebook,

Instagram)

CSR
communication

Annual reports Press releases

Web pages

Figure 3 Companies’ sport-based CSR communication

45

As mentioned in the previous chapter, the link leetavsport and business through CSR in
Finland is evident based on this study. What aeepifactical terms in implementing that
relationship? Two prevalent tools were found: penship and sponsorship. Figure 4

illustrates the implementation in practice of spwsekip and partnership, and shows the

main stakeholders and objectives of each tool.

Sport-based CSR tools

Sport stakeholders in co-
operation with
interviewed companies

Implementation
in practice

Partnership — main objectives:

1. Create possibilities for
social integration and
economic development

2. Offer solutions for socio-
economic challenges

3. Promote sustainability

4. Perception as good
corporate citizen

(Ngwenya 2010)

Sponsorship - main objectives:

1. Brand development and
visibility
2. Stakeholder relations

3. Social responsibility
(Vottonen 2012,19-28)

* Schools

* Liike ry

* Football
association of
Finland

* Football player’s
association in
Finland

* Sport clubs and
teams

* Individual players
through an own
academy

* Event organizers

* Develop sport and
education via trained
professionals

* Donate sport equipment

* Build sport facilities

* Build tools that improve
sport’s integrity

* Developing awareness
and benefits of sport
and physical activity

* Funding sport and
physical activity
participation

* Support teams and
events with products

* Organize events for
different sports

Figure 4 Sport-based CSR tools used by the companie
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It is important to point out that companies do nontsider their CSR efforts as purely
donations but indeed seek to add value for allhef stakeholders involved by planning,

implementing and evaluating the projects carefully.

"S Groups regional co-ops support local sport clubsenhance the physical
activity of mainly children and youth by doing goeoation in their region.
As a nationwide so-operation we support togetheth vidinnish Football
Association building multi-purpose sport facilitieslled Asséakentta in the
yards of elementary schools.”

S Group

For example Amer Sports Corporation cooperates with Finnish -gowernmental
organization Liike ry in order to increase schoémadance through sports. The aim of the
partnership is to develop primary education, gerdgrality, health, school attendance and
increased opportunities for secondary education Tamzania through sports. The
cooperation is aiming to develop sports and edogati Tanzania. Over the past five years,
Amer Sports has donated sport equipment to Tamzaahools, which have been used by
500,000 children under the supervision of more th&0@00 LiiKe ry trained teachers.

The companies also organized events in co-operaiiber with a sport club or an event

organizer. Events include single happenings and rdgionwide tours related to a certain
sport. Then there are foundations created for yqeuple that enable young players to be
more involved in their community and be active. gamns like these aim to support an
active lifestyle among children and youth, and ithe task of organizing parties (company,
sport party) to make sure that the resources aeetdd towards the right things while

implementing the event. Sometimes for example tbaetary investment might be used to
support some other functions of the club rathen tthee event itself that the money was
received for. Clubs might have interests in contppetisport when the support was actually

given towards enhancing participation numbers. hdep to reach transparency in
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organizing these events, there has to be constanimanication and evaluation between
the sport party and the company.

4.4 Companies prepare sport-based CSR threats witlisk management policies

The critical point of view was taken into considera along the whole way of this
research, and it was important to understand whetbpanies had experienced or had
thoughts of negative aspects of sport-based C3Rrdtevant to realize that sport has some
inherent good qualities but also that it contaimedats that cannot be ignored. According to
the interviews, so far companies have only a fegatiee experiences about sport-based
CSR, even though one company did mention aboutl&ation of risks. This finding is
surprising since sport has lately shown its dadk silso in Finland. Violent behavior in ice-
hockey, doping cases in skiing, match-fixing issimeSinnish baseball and football, and the
concern of rising economical costs in children gadth sport are some negative examples
around sport in Finland. One would think that thisseies related closely on sport’'s image
would worry the companies in their decision-makiBgme companies did mention that
they are aware of the risks associated to spantsadmit that when sport’s integrity is at
risk, it is also damaging for the business. On dhieer hand companies did justify their
stand by saying that they are more focusing th#orte towards children and youth
physical activity where the negative effects of petitive sports are not present.

“We have talked about the risks of sport-based CHort's integrity is a risk
to both sport itself and thereby also to Veikkdusiness.”
Veikkaus Ltd

“In S Group supporting sport is targeted mainly tds children and youth
physical activity enhancement instead of elite &porherefore the image
impacts are very positive.”

S Group
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Another possible negative association occurs whennotives of the CSR project are
guestioned. That is why companies’ motives havbeaaincere, and deliver the promises
that they give. Consumer must immediately undedstainy the company is involved with

a CSR project for example in a factory locationislthen crucial for the success of CSR
efforts that the motives are communicated correctherwise the risk of the company

being perceived as a whitewasher is big.

The perception of the interviewees then was thatetlihave not yet been many negative
things around sport-based CSR for the companieseMer, it was important to find out

whether companies have still prepared themselvesni@anted outcomes. For the possible
negative issues, companies would apply their géngkamanagement policy. Based on the
findings of this study, all of the companies hawene kind of plans in case something
negative would happen. Mostly the procedures dieviong the basic crisis management

guideline of the company.

“The policy for negative issues is part of crisisamagement process and it is
planned.”
Fazer Group

Companies also prepare for possible challenges ngikhsurveys. They are then trying to
predict possible harmful scenarios and take thosdtems into consideration in their
decision-making. Another way to protect themselfiremn negative effects is agreeing on
penalties in the co-operation contract betweenctirapany and the sport partner. Some
cases might demand even reporting to police ifethsrevidence about criminality or

violation towards sport’s integrity.

It is good that companies have prepared themsehtbscertain procedures for the threats
that sport-based CSR might cause. On the other, h@smd researcher, | would have
expected more debate about the dangerous sidepodf $or example the economic
difficulties that sport clubs face even in the grasts level is a considerable socio-

economic threat. The increase in costs can be ieegplgpartly because of the growing
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emphasis on competition even in children and ymgbrts. Also there have been some
worrying incidents of violent behavior between pmplayers in some sports. All in all it is

important to be aware of the whole image of spoetause through the mass media the
attitudes and beliefs from elite sport are alstuaricing on the participants in children and

youth level.
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5 CONCLUSIONS AND SUGGESTIONS FOR THE COMPANIES

In the conclusions part of the study, | will coraduthe research by discussing and
comparing relevant themes both from the literatexgew of the topic and from findings of
the empirical research. In the first subchaptewill propose ways for companies to
implement their sport-based CSR strategy. Lastyillisuggest topics for further research

and evaluate the study as a whole.

In this study, the contemporary business ethici toprporate social responsibility through
sport has been examined. Furthermore the studyexg@lsred sport’s role in companies’
CSR strategies and the decision-making processefheincompany which lay in the
background. A qualitative study was conducted Wacsured e-mail interviews to selected
Finnish companies through predetermined criteria.

The main research question of this study was vehtitd role of sport in Finnish companies’
CSR strategy? The findings of the study show thattsplays a relevant role in companies’
CSR strategy. CSR issues categorized to economiapamental and social responsibility
dimensions are seen as part of everyday businessales in Finnish companies. They are
built in as part of company values and thereforeehi@ be taken into consideration by
every individual in the company. In other words, RC& integrated into companies’
business model — companies are then moving frormgieesponsible things to ‘being’
responsible. As Walker & Kent (2009) suggest, marganizations have started to integrate
CSR into their business operations during thedastaide. According to Hemsley (2009, 26-
49) nearly 80 percent of the largest 250 corponatia the world at the time published CSR
reports in 2009. The interviews of this study suppbis trend, as all of the interviewed
companies had a long-term plan for CSR issues.oNIyt companies have a CSR strategy,
but according to interviews, they have also integtaCSR into their everyday business
operations. All in all, companies mostly follow Gge's (2009, 119-131) identification of
the key drivers for CSR. First of all, a role iay#d by the core value systems by which the
company feels responsible not only for wealth d¢omatbut also for social and
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environmental good. Secondly, CSR is seen as tlyetkestrategic development of a
company. However, companies did not bring up tirel ghoint by George (2009, 119-131)
that was public pressure from consumers, mediaemowent, public bodies, demanding
companies to be more socially responsible. Maylseishsomething that companies do not

even want to admit.

Based on the findings of this study, Finnish congmrdefine CSR similarly as in the
literature review. According to Ratten (2010), sbecesponsibility is a moral value and it is
important for organizations to be involved in it@at of their decision-making processes.
Indeed, companies also in Finland have startedk® tesponsibility and adopt stakeholder
thinking as part of their decision-making proces$as companies CSR meant enforcing
the positive effects of the company and decreagiergnegative effects. Companies, thus,
defined CSR similarly as Mohr, Webb and Harris 00who stated CSR being as
“‘company’s commitment to minimizing or eliminatiagy harmful effects and maximizing
its long-run beneficial impact on society”. Anothgevalent view according to interviews
was the right balance between economic, envirorahemd social responsibilities which
goes close to Harward (2013) definition: CSR goegohd philanthropy, addressing how
companies manage their economic, social, and emwieatal impacts. These three

dimensions also came across strongly from theatiiee review when defining CSR.

Depending where the company operates, differentls@sues are more concurrent than
others. The challenges are different in the deveslaguntries than they are in for example
Finland. However, we are living in an interdepertidgiobal environment, and therefore

social issues are increasingly shared across thiel.wstill, there is no question that the

company should not adjust its CSR efforts diffdyedepending on the economic, cultural,

environmental and political context. The healtheet§ of physical activity are referred in

the literature review of this study, and compariiad similar kind of thoughts about the

benefits to wellbeing and active lifestyle. Maine&d were sport’s ability to enhance

physical, mental and social wellbeing. Majoritytbé companies had chosen children and
youth as the main target group. Expanding sporéth&SR towards target groups such as
pensioners, immigrants or working people might weaew possibilities for the
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interception between business and sport. Incredbmdpeneficiaries of sport-related CSR
could ideally benefit the whole surrounding sociatyl tackle many social issues.

The findings suggest that companies prioritizerteport-based CSR towards children and
youth physical activity in various ways. The maiools for sport-based CSR are
sponsorship and partnership. The CSR efforts amemamicated in multiple channelall

of the interviewed companies used sport and phlyaatavity as part of their CSR strategy.
The main goal was to promote active life style,ld@aoung people to do more physical
activity and encourage people to make healthiercelsan their lives. Companies were also
part of sport events and built facilities enablisgual possibilities for everybody to
participate.Promoting physical activity towards children andugrowere clearly a visible
trend based on the findings of the study. For thlestnpart, companies did not see elite
sports as an attractive option for sport-based CBB8wever, there were also some
exceptions on this when using professional athlateambassadors for enhancing physical
activity. As a whole, sport was seen as a good teayreate well-being, support children
and youth’s physical activity and act as a unifypmnt between people and the brand.
Based on the literature review, sport brings comigudloser together, and improves
physical and mental health of individuals via excand social integration (Levermore
2010) Theory also talks about sport having an erflting effect, and seeing elite athletes as
role models attracting especially young peopleeAwirical evidence showed, companies
have showed that they want to be part of sportedlarojects. Indeed, in order to use the
potential of sport to organize high quality physieducation and increase participation,
sport clubs need support from partners. (Smith &beek 2007)

According to the primary and secondary data of ¢hgpirical study, companies have
adopted varying practical ways in order to impletreir sport-based CSR efforts. By
combining these actions by different companiesgivies a wide portfolio of different

practical tools. Best-practice examples based opireral study were multi-purpose sport
facilities for children and youth, partnership dgons aligned with environmental values,
academy scholarships for physical activity, speetrgs hosted by the company, product
giveaways for those in need, mobile phone appboatio prevent sport deceit and
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criminality, and using elite athletes as role medel encourage physical activity. Through
monetary support companies agree with Ngwenya (2@t states that companies can
offer contribution for socio-economic challengesclsuas unequal access to exercise.
However, there were some important themes that agome the literature review but were
not brought up by the companies. Smith and Westérb@007) talk about sport’s
communication power and understanding cultural rdities through sport. Toepfer (2003)
and Holt (1995) talk about education through sparid even though companies had
individual projects related to this, there was pag-term educational plan for example
developing life skills through sport (Right to PI2914). Neither there was no mentioning
about sport fostering partnerships among partias would not normally do co-operation
(Sparver & Chalip 2007).

Companies used mainly partnership and sponsorshigpart-based CSR tools, while
cause-related marketing was not used. Sponsorship avsocial element was used to
support mostly sport teams and physical activitgtesl projects. It was mentioned in the
literature (Vuokko 2004; Wilson 2011) that sponbgrswith social element offers a new
kind of angle for sport marketing. This was alsdicenl by one of the interviewees who
said that the traditional sport marketing does wotk anymore. However, cause-related
marketing was not used as a tool among interviese@apanies. This is aligned with theory
when McGlone and Martin (2006) stated that cauksta@ marketing is not particularly

established in the world of sport marketing yetwidwoer, the sustainability point of view

and increasing awareness of social issues can ozalse-related marketing a relevant tool
for companies in implementing sport-based CSR. Qmess may be more ready to bear

higher prices because of the responsibility poiniew. (Godfrey 2009)

Surprisingly, companies have not set measurablejaadtitative goals towards their sport-
based CSR actions. These measures could involvexeonple how much money can be
raised for the cause (Right to Play 2014), how mpasticipants the sport program can
attract, and in how many countries the sport-relaigtion happens (Molnar et al. 2012). As
an exception for this lack of quantitative goalsG&up had launched a clear goal in
building one hundred multi-purpose sports factitie a certain time period. However,
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companies did set qualitative goals for themselVégy wanted the sport-related projects
to support the CSR strategy as a whole and alsdegthieir actions towards physical
activity rather than competitive sports. Also itsvanportant to protect the integrity and
purity of sport itself. In other words, companies/& made choices in order to support their

gualitative goals in sport-based CSR.

Based on the primary and secondary data, compagcigely communicate about their
sport-based CSR efforts. For communication they wussb-pages, press releases,
advertisement, social media and CSR reports. TUppats the theory that using sport as a
facilitator, companies can spread their social mgssto wider and already engaged
audiences (Smith & Westerbeek 2007). Companiesagsee with Hemsley (2009, 26-49)
who suggest that sport property is considered asffantive communication tool, because
whether a participant or spectator, people engamitansively to sport are influenced by
active lifestyle and health.

According to the interviews, there was little natiof negative things related to sport-based
CSR. The interviewees stated that since the actavasrelated to children and youth
physical activity and not so much competitive sptiré image effects are positive. That is
coherent with theory as well, because many of theats and risks of sport-based CSR are
related to top and competitive sport. Levermorel(®Obrings up violence, corruption,
discrimination, hooliganism, nationalism, dopingeating, corruption and fraud. However,
the problems in sport effect on every level of jggraition and for example winning at any
price-mentality can be seen as attitudes also engtlassroots level. Violent behavior in
some sports has also influenced junior sports,itaisdruly a problem in some cases. That
is why | would have expected more speculation om miegative sides of sport, and
recognition that also sport has its dark sidesrifylog sport too much limits its power as a
tool. False expectations also set sport into aernalole position because the strengths and

weaknesses of sport as a tool for CSR are nozezhccordingly.

One of the interviewees did mention about the rifkdoing CSR for wrong motives. That

was mentioned by Godfrey (2009) who questioned sQ8& actions only as boosting
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reputation and taking criticism away from the negatsides of the business. Also
according to Hemsley (2009, 26-49), any evidenca cdmpany being involved in a social
project for the wrong reasons will attract hardicism among stakeholders. According to
the interviews, companies are careful that CSRoastare related to the mission and core
business of the company. In that case they seberaselves of having CSR actions that
would be disconnected and fragmented from theegfyaind business (Porter & Kramer,
2006) One risk that companies should notice isatt@untability of CSR-related projects.
According to Levermore (2010) projects can failremch goals and not be transparent
enough, and companies should take that into corsgide when deciding which projects to

invest on.

In order to avoid negative issues in sport-relateebperation, Godfrey (2009) proposes
setting rules for transparent, fair and honest apmr. The expectations towards teams and
individual athlete’s conduct should be clarifieéanlly. It is important also for co-operating
companies to think how the different stakeholdefssmort - athletes, coaches, teams,
leagues, or governing bodies - create and folloesrabout important topics. Those areas
include fair play, gambling, diversity and even taghavior. (Godfrey 2009) According to
Hemsley (2009, 26-49), part of the whole respofigibivay of thinking is looking after
retired professionals who after finishing theirezrmight need some help to start the new
phase in their lives. Equally that applies to teaomsnpanies have to consider how teams
and sport projects will manage when they for exanpke their support money away or
some other changes occur. According to the findofghis study, most companies did not
have a specific plan for negative issues aroundtsptated matters, but mainly followed

the guidelines of the whole company'’s risk managerpelicies.

Finally, sport-based CSR efforts attract and engagepanies’ stakeholders. According to
this study, sport and physical activity have a aersble role in companies’ CSR strategy.
The costs of inactivity, unhealthy lifestyle andcksion of young people are a wide
concern, and companies want to take part in tagktimese problems. The empirical
evidence shows that there are companies in Finleatd have found sport as a tool to

promote healthy and active life style.
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5.1 Suggestions for the companies

There are some managerial implications that camtbeduced as a result of this research.
If a company is not yet implementing sport-basedRC8ere are many best-practice
examples in the conclusions chapter of this studhere one can look for benchmark.
Companies can use these suggestions if they axéncend of the role of sport in their CSR
strategy is relevant or even growing. Based on tksearch, being sustainable and

responsible is an essential part of business deredat and future vision.

Companies have started to think of the well-beihgheir stakeholders, and sport plays a
role in this work. However, some issues are notresisbd enough even by the companies
who already implement sport-based CSR in Finlaretofding to the interviews, there was
not a lot action put towards social integratiorimimigrants. Taking into consideration our
continually more diverse society, sport could perfas a “common language” for people
moving to Finland from abroad. This kind of intetiya model through sport could be
applied in other countries as well, and would mdsly bring same kind of benefits as
investing towards for example youth physical atyivi

Another aspect that came up in the literature wmevieut was not used actively by the
companies, was educational long-term projects ttiosport. There are plenty of good
examples where sport can play a role in individdalvelopment, enhancing school
attendances and active lifestyle. Companies cobktefore be more involved with
programs that aim to educate about the importafder@xample balanced nutrition and
exercise. This can be done for example creatinmileg material or hiring professionals as
coaches for life skills. In this work, companiesiicbhelp the future of a retired athlete by
hiring them as coaches and role models for chiltibehese programs.

Nowadays doing grassroots sports in Finland isemingly expensive. Some children are
already being left out of club activities becauke hobby is too expensive. This is an
alarming situation, and forms a big societal problghrough inequality and exclusion.
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Combining sport and CSR offers solutions for tkisue and companies should see this as
an opportunity to influence positively on its sumalings.

Finally, based on the empirical findings of thigdst, companies should give more attention
to negative or challenging issues that might appeahe sport-based CSR work. Even
though the companies might not be dealing with iflseiles on competitive sports, they
should still have more clear opinion what happénisere is bad conduct of sport teams, if
violent or ‘winning at any price’ attitudes becorsgonger, or if the bureaucracy of the
sport institution is too heavy. The transparencggneements and common goals should be
clear and measurable in any case. Another challengéen the co-operation ends. The
sport stakeholder might be dependent on the comgauwpport, and finishing the co-
operation might jeopardize athlete’s career or 'sldbture. Also in this case constant

communication and interaction helps to plan chamdesd.

It is hoped that through the findings of this stusiyort and companies will find tangible,
visible and measurable ways for co-operation inatea of corporate social responsibility.
These will then help justify the strategic role sgforts, and offer also companies a new
opportunity for their CSR actions. This is an impot area of managerial implications
particularly in Finland, where strategic sport ngaraent is still in its infancy, and new
ways for co-operation are longed-for. Finally, figus illustrates the opportunities that
companies and sport have around sport-based CSRsfdtial needs of different target
groups should be taken into consideration when redipg the efforts from children and
youth towards new target groups. This figure isnied based on the literature review and
the findings of the study, and demonstrates thal igeocess how both sport and business

can maximize their input in co-operation.
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Best practise case examples: Target groups:

- Youth Academy - Children and youth
- CSR decisions aligned with - Working people
company values - Immigrants

- Mobile application to secure - Pensioners
sport’s integrity - Disabled

- Planning sport facilities - Unemployed
- Sport events to promote
physical activity

Sport-based CSR :
Need assesment, COMMUNICATION

mission and
objectives.

Social outcomes:

Improved quality of
life

Evaluation
- Setting quantitative and
qualitative goals

- Measuringthe impact of the
projects

- Making improvements for
sport-based CSR effortsin
orderto quarantee
sustainability

Figure 5 Using sport as a tool for companies’ C8Regy

5.2 Evaluation of the study and further research

Conducting this research has certainly been a dimgtearning process. There winded up
being many angles on to this topic that | had masged in my earlier studies related to
sport and business. Because of this master’s tHdsawe gained a larger perspective about
corporate responsibility issues and sport’s rol¢hm society, than | would otherwise have
formed. When thinking about the research approddhis study, | think the qualitative
method was the proper choice. | thought a lot about to implement the interviews. Face-
to-face interviews at first seemed workable becauseuld have given me to chance to
meet the interviewees in person, go deeper wittifgilag questions and really try to figure
out the motives behind the decision-making. In &mel, 1 chose to conduct an e-mail
interview. It was because the topic of CSR and tsigorelatively new and complex, so |
wanted to give time to write down the comprehensinswers. Something could have been
forgotten in the face-to-face interviews and it vegsential for this study to gain a holistic

view of each company’s sport-based CSR strategy.

Another big choice was that | chose to interviewunpanies that are already doing sport-
based CSR. It would have also been useful to futdady some companies are not doing
sport-based CSR at all. Furthermore, it would haeen interesting to include companies

whose core-business is not considered too resgendir example fast food chains,
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alcohol companies or energy drink businesses. dspect was left out from this study, and
could have brought more perspective and criticpleeas to this research. | believe the
findings would have been a little different, anckréh could have been more discussion
about the ethics of businesses. In this study, ciddel to concentrate on best-practice
examples of companies that have been awarded iiog besponsible. | wanted to find out

what is sport’s role in companies that are consideesponsible. That way it gives more
suggestions for sport stakeholders to adapt CSRein actions, and for other companies to
possibly benchmark the findings. In order to comm@at this study, future research should
concentrate on measuring the impact of companpest$ased CSR actions and following

how they have developed over the years.

Another important area of future research woulddomake a quantitative study of several
Finnish companies in order to realize the scaléhid phenomenon. Since the topic of
sport-based CSR is current, it needs more atteftyothe scholars. Overall it is a fertile
area of research because as this study proveardhef responsibility in sports is growing,

and therefore is worth studying more.
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APPENDIX 1

E-mail interview form

Introduction
1. What is the name of your company?
2. What is your position in the company?

Theme 1 — corporate social responsibility
3. How does your company define corporate social nesipdity?
4. How many people are responsible of the CSR actibtise company?
5. Is there a person responsible for CSR strategyarcompany? If yes, who is it and
what is the title?
6. What are the social issues that are most relewaryour company?

Theme 2 - sport and CSR
7. Do you use sport as a tool for implementing youRGHEategy?
8. How do you use sport in implementing your CSR styg?
9. Why do you do sport-based CSR?
10.What are the goals of your sport-based CSR actions?
11. Are there any other goals or important topics ffwat would ideally tackle with the
help of sport?

Theme 3 - sport-based CSR tools
12.Have you informed your stakeholders in your webepagress releases,
advertisement, social media, CSR reports or soimer etay about your sport-based
CSR actions?
13.1s your company using partnerships, sponsorshgaose-related marketing in
sport-based CSR?

Theme 4 - risks and limitations of sport-based CSR
14.Have you considered the possible risks of sporeth&@&SR?
15.Do you think or have you experienced that sportinfluence negatively on the
corporate image?
16.Do you have a policy if negative things would happe how did you react when
negative things did happen?



