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This research analyzes the communication of espoused values of Russian
internationally active organizations. The analysis and findings of this research
provide a holistic view on how and why Russian companies indicate their
organizational values. The most important studies on this field are focused on
describing espoused organizational values, Russian organizational
characteristics and importance of management on values. These themes are

described thoroughly in a literature review.

The major research questions of this study are: Do Russian companies state
their organizational values online? How the values are described: directly or
hidden in some part of company description? Are there any meaningful
differences between the values written in English and Russian languages? At
this stage | can indicate that according to the data received and findings
reached all the research questions are answered. According to my research
majority of the case companies communicate their espoused organizational
values in annual reports and/or web pages. Referring to further studies | can
state that Russian business environment is undergoing organizational changes
and transformations toward modernization. Therefore the essential toward
reaching a standard of contemporary organization is conducted through

management on values.
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ORGANISAATIOIDEN OMAKSUTUT ARVOT

- VENALAISTEN ORGANISAATIOIDEN ILMAISU
VERKOSSA

Tama tutkimus tarkastelee yritysten omaksuttujen arvojen viestintaa yritysten
Internet-sivuilla ja vuosikertomuksissa. Tarkastelukohteena ovat viisitoista
venalaista kansainvalista yritystd eri sektoreilta. Tutkimus perehtyy muun
muassa arvojen perusolemukseen, niiden merkitykseen ja omaksumiseen
organisaatioissa, seka venalaisen yrityskulttuuriin ja siind arvojen nakyvyyteen.
Tutkimus tarkastelee kielellisia ja viestintakanavien valisia eroja arvojen
viestinnassa ja perehtyy erityisesti organisatoristen arvojen viestintaan Internet-
sivulla ja vuosikertomuksissa. Aikaisemmat tutkimukset ovat vahvistaneet etta
arvojohtaminen on Vendjalla nouseva trendi ja oma tutkimukseni tukee sen, etta
ainakin  kansainvaliset venaldistaustaiset yritykset viestivdt arvojaan
sidosryhmilleen. Tutkimukseni todisti myds, ettd vendalainen kulttuuri ja historia

nakyvat selvasti venalaisten yritysten arvoissa.
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1 INTRODUCTION

As being a multinational individual and a business student, | have been
interested in getting to know better my cultural background and study Russian
business environment. | moved to Finland when | was twelve years old so my
experience and deep acquaintance about Russia is limited mainly to my
childhood. This research gave me an opportunity to study business environment
of today’s Russia, explore value related literature and getting hands on

adjusting theory into practice.

The thought about doing thesis on this subject | received from Center for
Markets in Transition (CEMAT), Aalto University School of Business. The idea
was to do research on values of Russian organizations. The subject was limited
into more concrete one to make a study only on those values that organizations
display online. | decided to select approximately 30 organizations and explore
the values that they state on their web pages. Additionally | studied the existing

literature on organizational values and their communication online.

During the research process the study disclosed along some new perspectives
to deepen investigation on specific areas such as espoused organizational
values, sources of value indication, Russian organizational culture and Russian
values. Finally the study was structured into a goal-directed research with clear

research problem and objectives.

1.1 Background

Russian business environment requires plenty of cultural knowledge and
professional expertise to be entered. The same concerns Russian organizations
when entering the international market. As stated by Alexashin and Blenkinsopp

(2005) Russian managerial values are also developing and internationalizing,
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which is crucial for the future working relationships between Russia and
Western countries. The transformation of Russian organizations into more
contemporary ones has already begun - many of those organizations working in
international market initiated the formulation of organizational values. To
become a modern one, organization has to possess some contemporary key
values which are independency, autonomy, tolerance and self-expression.
Referring to Kabalina and Cheglakova (2013) those organizations that have
conducted values of organizational culture and stakeholders into their

operations can be truly successful in the long run.

1.2 Research problem and objectives

The purpose of this study is to explore whether Russian companies indicate

their organizational values online, in this case web pages and annual reports.
The primary research question that will be evaluated with this study is:
Do Russian companies state their organizational values online?

Consequently, in order to understand the phenomenon more deeply, the sub-
guestions of the study are following:

How the values are described: directly or hidden in some part of

company description?

Are there any meaningful differences between the values written in

English and Russian languages?

Another objective of this research is to investigate, whether organizational
background such as company’s year of establishment, amount of personnel,
language and area of expertise have any impact on indication of organizational
values. Further here will be made some key findings and assumptions which
rely on the studied literature. Another intriguing point of this research is to

observe, whether there will appear some findings which would support the

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | IRINA TIKKA



existing literature or introduce some new information. Additionally it is important
to analyze the discovered data with the background information from the
literature review. As a final statement there will be introduced some suggestions

for further research.

1.3 Structure of the thesis

The thesis begins with Chapter 2, which is dedicated to review the excising
literature and getting to know enough background information to conduct the
research. The literature review begins with evaluating values and their meaning
and visibility on organizational level. Additionally the literature review covers
espoused organizational values and Russian framework which will be the main
focus of the research. Further the methods of conducting the study and clear
explanations of data selection method are evaluated in Chapter 3. The study
concludes with precise and comprehensive analysis and theory application on

values espoused by Russian organizations.
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2 LITERATURE REVIEW

This chapter is dedicated to review the previous literature and provides a
theoretical foundation for the Russian organizational value research. In order to
get broadening understanding of organizational values, | divided literature
review on three sections: the organization and values, espoused organizational
values and the Russian perspective. The literature review begins with
discussion on organizational culture, organizational values and value
framework. In the second section (2.2) | concentrate on exploring espoused
organizational values, which are the focus of the study. Further | shall shed
some light on the Kabanoff’'s value structure of organizational value espousal
and executives’ public value espousal. Finally, the Russian perspective will be
presented toward getting an overall understanding of the Russian culture,
economy, organizations and values. Overall, the chapter aims at giving an
overview of recent research and comprehension of current issues and affective

factors of the past.

2.1 Value context

“Values are sources of strength, because they give people the power to
take action. The highest achievements of people and organizations arise
when they feel inspired to accomplish something that fits their highest
values” (Jeff, Scott & Tobe 1993).

Values are fundamental elements in the most definitions of the organizational
culture (Chatman 1991). They are fundamental characteristic that both
employees and organization share (Finegran 2000). Values are tricky and
abstract components of organizational life associated with the concept of
corporate culture (Stevenson 1995). Furthermore values are described to be
stabile beliefs and thoughts that are personally or socially preferable to

converse beliefs (Bourne and Jenkins 2013).
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Referring to Kwantes, Arbour and Boglarsky (2007) values at both
organizational and individual levels could be for instance quality, respect for
individuals, teamwork and autonomy. They can be also considered of being part
of organizational identity and one layer of organizational culture. Furthermore
organizations do not acquire values - those are key individual managers that
possess them. Personal values and attitudes of those individuals may influence

and direct goals, process and systems of the organization as a whole.

Scwartz and Bilsky (1987) identify values as concepts about desirable end
states or behaviors that transcend specific situations, and are ordered by
relative importance. These beliefs and thoughts tend to guide selection and
evaluation of behavior and events. As stated by Scwartz and Bilsky (1987), the
basis for all the values are characterized as ‘universal human requirements’ that

are:

- the need for biological survival,
- the demand for social interaction and

- social and institutional demands for group welfare.

According to Stevenson (1995) beliefs and values give our lives meaning,
purpose and direction. Additionally they have an impact on a person’s
awareness of situations and problems, and influence preferences, aspirations,
choices and selection. Values are culturally imposed and long-lasting, but still

subject to change. (Cording 2004.)

Karp and Abramms (1992) presented in their study an interesting way to think of

a value as a lighthouse.

“A lighthouse maintains a central and clear position of visibility. It does
not call all the boats into the harbor to anchor there; its function is to
direct shipping safely. In other words a lighthouse’s primary function is to
direct shipping away from itself and toward the intended destinations.
The message is, as you go where you are going, keep me in view, or you

risk becoming lost.”
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Referring to Karp and Abramms (1992) values identify us as individuals and
therefore can be defined by three features: values are revered, freely chosen

and must be expressed:

- Values are revered when they define a purpose in life for person and
correspondingly drive mission statements, strategic plans, and effective,
result-oriented behavior in organizations.

- Values are to be freely chosen means that they cannot be externally
imposed, if they are to serve their vital function.

- Values have to be expressed means that there should be a
correspondence between personal and organizational values. A conflict
between those values might cause a severe damage and does not
support their first meaning.

According to Stevenson’s study (1995) values have three components which
are the cognitive, the emotional and the evaluative. It is stated that, the
possession of a value elucidates that the individual thinks about what is
desirable, has an emotional connection to what is desirable, and defines
desirability from among a group of possible actions and goals.

The framework of values can be divided into two separate but interrelated
values, personal and organizational values. Referring to Akaah (1995) personal
and organizational values highly influence on company decision making.
Furthermore according to the study of Chatman (1991) personal confidence and
achievement orientation are positively associated with alignment between

individual values and organizational values.

On personal level, values are social assumptions, ambitions and standards that
members of a culture believe have intrinsic worth. Personal values serve as
guiding principles in individuals’ lives. (Petrill Thomas 2013.) Values are the
deepest and most powerful motivators of personal action. Personal values are
not “shoulds”, telling us what we can or cannot do. They are energizers,

motivators and inspirations. (Jeff, Scott & Tobe 1993.)
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Referring to Bourne and Jenkins (2013) personal values are located at the level
of individuals who ‘have’ or possess their own values. Opposite to that group
and organizational values possess specific characteristics that make the level of

analysis difficult to insulate.

2.2 Organizational values

Organization’s cultural identity is created by interaction of three levels that are
basic underlying assumptions or beliefs, values and artifacts (Stevenson 1995).
Organizational culture can be also characterized as ideologies endorsed by the
organization and be represented by observable behavioral norms associated to
the work environment. Additionally the social form of organizations is
maintained by organizational culture, which is quite stable and somewhat
resistant to change. (Kwantes, Arbour & Boglarsky 2007.) Referring to
Michailova and Minbaeva (2012) organizational values are essential component
of organizational culture. Top managers articulate, nurture and utilize values to
shape certain types of individual behavior and to achieve desired organizational

goals, such as intra-organizational knowledge sharing.

Organizational values are beliefs held by an individual or a group regarding the
means and the ends that management must identify in the running of a
company, in establishing objectives or in choosing the most preferable business
activities from wide range of alternatives. (Michailova & Minbaeva 2012;
Aggarwal Khandelwal & Mohendra 2010.) According to Kwantes, Arbour and
Boglarsky (2007) organizational values can be described as taken-for-granted
assumptions and ideologies at its core. Additionally organizational values can
be considered of being ideas about standards of actions that organizational
members should exhibit in the endeavor to achieve organizational objectives

within organizational community (Petrill Thomas 2013).

Bourne and Jenkins (2013) identify that organizational values have a central

place in organizational phenomena such as identity, culture, person-
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organization fit and socialization. They also shape the ethical stance of an
organization, employee commitment and relationships with external
constituents.  Organizational values influence critical processes and
characteristics of organizations including exegesis of strategic issues, strategic
choice and strategic change and managerial decision-making. Strong
organizational values are both intensely held and widely shared. (Chatman
1991.) Furthermore Bourne and Jenkins (2013) identify organizational values to
be closely connected to other organizational phenomena, specifically culture
and institutionalism. On the other hand organizational values exemplify those
general values that direct organizational members in their selection or

evaluation of behavior.

Stevenson (1995) has stated in her dissertation that the foundation for
organizational values are basic assumptions such as preconscious, invisible
and revolve around relationships to the environment, assumptions of the nature
of reality, and the essence of human relationships. These assumptions are
usually defined by founders, senior executives and strategic planners of the
organization. Organizational values offer the basis for organizational directions,

decisions and actions.

According to Bourne & Jenkins (2013) there are four different forms of
organizational values — espoused, attributed, shared and aspirational. Each
form is shortly described below emphasizing its characteristic and

representation as organizational value.

- Referring to Kabanoff (2002) espoused organizational values are values
that are shared by all or a large proportion of an organization’s members,
or values as a proxy for organizational practices. This study will
concentrate on evaluation of the espoused values of Russian
organizations. Espoused organizational values also reflect what senior
managers actually believe their organizations to be like, or what they
would like or prefer their organizations to be like, or what they would like

significant stakeholders to believe the organization is like.
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As stated by Bourne & Jenkins (2013) attributed organizational values
are those values that members, generally, regard as representative of
the organization. This form of values is based in repeated patterns and
so has had historical influence on actions and decisions. Particularly
attributed values represent the history of the organization, but do not
generally hold objectives or intentions for the future.

Shared values are aggregated values of organizational members. People
commonly share own customs, norms and practices. These
characteristics of societies, organizations and groups are manifested in
their members’ personal values. (Bourne & Jenkins 2013.)

Aspirational values usually contain a thought of what the company
should adapt if it is thrive in a longer term. The locus of these values is at
the level of the members. Aspirational values may emerge from
anywhere in an organization and therefore are not necessarily endorsed
by top managers. (Bourne & Jenkins 2013.)

These distinct forms of organizational values will be used in the representation
of Bourne and Jenkins’ framework of organizational values which is
characterized in the figure below (Figure 1.). The figure illustrates the
framework of organizational values created by Bourne & Jenkins (2013). This
structure encapsulates two dimensions regarding the essence of organizational

values:

the value orientation as a pattern embedded in an organization’s history
and future intentions and

the value level with it's personal social constructs (Bourne & Jenkins,
2013).
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Collective
Social

Level of
values

Aggregated
Individual

Attribued Values
- those that members
attribute to the
organization
- located at the level
of the collective

Shared Values
- reflections of
members’ personal
values
- located at the level
of individual
members by
aggregation

Espoused Values
- sanctioned be senior
managers
- located at the level
of the top
management team

Aspirational

Values
- members’ ideas

15

of

what oughtto be the

values

- located at the level

of individual

members and groups

Embedded

Orientation of values

Figure 1. Forms of organizational values (Bourne & Jenkins 2013, p. 39).

Intended

Bourne and Jenkins (2013) demonstrate one dimension of values to be

embedded or intended. Embedded values are expressed in the structures and

systems of organizations or shared to the extent that members are able to

anticipate other members’ actions, behavior and expectations. Intended values

are formally espoused by top executives or are supported by an indicative part

of an organization’s membership, but are still not yet a manifest in the structures

and systems of organizations.

Other dimension of Bourne and Jenkins (2013) model illustrates values on a

scale of being aggregated or collective. Aggregations of personal values that

reveal shared cognitive structures formulate organizational values. Collective
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view in the figure supports the idea that values are supported and accepted as
appropriate by the organization.

According to Bourne and Jenkins (2013) four forms of organizational values
attributed, espoused, shared and aspirational are distinctive from each other,

though the perception of their differences is not always crystal clear.

- Attributed values are collectively acknowledged upon social framework.
They are not necessarily shared by a team, but are still established and
accepted.

- Because of collective responsibility, espoused values are accepted as
appropriate by the whole organization even some individual top
managers may personally disagree on them. Additionally they are
collective social frameworks containing power and influence.

- Shared values are based on members’ personal values and they are
usually not to be stated explicitly, but are located at the level of individual
members by aggregation.

- Desirable organizational beliefs of some individuals and groups formulate
aspirational values, which are shred personal cognitive frameworks
(Bourne & Jenkins 2003).

The framework of organizational values which was described above was
constructed to represent organizational values approximately and usefully
aligning on two dimensions. As stated by Bourne and Jenkins (2003): “The four
forms of organizational values are aligned in the framework according to the
extent to which they reflect an orientation embedded in pat patterns or an
orientation towards n intended future, and the extent to which they are at the
level of collectively accepted social structures or the shared personal cognitive

structures of organizational members”.
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Bourne and Jenkins (2003) introduced a functional and explanatory
organizational value perspective of four archetypal configurations and
propositions. This perspective is not a fully formed theory of values, but a
beginning for more empirically precise perspective. Additionally this perspective
explicitly recognizes the potential disparity and dynamism of value forms in

organizations.

Collective
Social

Attributed Espoused

Level of
values

Shared Aspirational

Aggregated
Individual

Embedded Orientation of values Intended

Figure 2. Organizational values overlapping (Bourne & Jenkins 2013, p. 40).

When there is an overlap between forms of organizational values top
management’s espoused values and members shared values corresponding
(Figure 2.). This situation might be considered as desirable for organizations
because it simplifies the control from management’s side and there is high level
of satisfaction and loyalty from the employees’ side. Furthermore this settling of

values creates certainty and stability. On the other hand this kind of value
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structure might lead to a strong defensive attitude towards criticism and would
reduce diversity with creating challenges for individuals with different value

priorities. (Bourne & Jenkins 2003.)

According to Bourne and Jenkins (2013) the expectation, dislocation and
leadership gaps cause tensions in organizations. These tensions can be

reduced using multiple ways, for instance:

- Member’s adaptation to collective-level values.

- Shifts in an organization’s espoused and attributed value so they better
reflect those of its dominant institutions or its broadening multiculturalism.

- Top management’s pursuit toward making espoused organizational
values closer to the values of the core of the organizational membership

or to create an organization-wide value shift.

The perspective described above helps to understand the nature of
organizational values. It identifies shifting gaps and overlaps between various
forms of values. Simultaneously the perspective provides a more contextual
view on organizational values with a clarification on their characteristics.
(Bourne & Jenkins 2013.)

2.3 Espoused organizational values

Explicitly stated or espoused organizational values are sanctioned verbally or
written statements by the top management. These are considered to be the
official organizational values that are formulated to espouse and sanction
organization’s values officially. (Bourne & Jenkins 2013.) Espoused values are
considered to be articulated publically announced principles that the group
claims to be trying to achieve such as “product quality” or “price leadership”
(Schein 2010).

According to Bourne and Jenkins (2013) espoused organizational values have

been shown to have greater influence on organizational outcomes and may be
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used to shape behaviors through social control. On the other hand top
managers may formally support values that they believe should be the basis for
decisions and actions, but that does not automatically mean that these equate
to organizational values. Additionally, in some cases, top management may
espouse values because they legitimize the organization by presenting a face
that appeal to certain stakeholders, such as customers, shareholders or
financial institutions. As stated by Aggarwal Khandelwal and Mohendra (2010)
value espousal is used to enhance organizational images so espousing socially
appropriate values and corporate social responsibility is gaining significant

importance nowadays.

Referring to Bourne and Jenkins (2013) research indicate that espoused values
carry considerable weight in organizations, but to consider them as a valid
representation of the entirety of organizational values is questionable. Good
example to represent the idea might be that organization may espouse values
emphasizing individual performance, while nearly all members share values that

emphasize teamwork.

Espoused values are closely related to enacted values. Actually the consistency
in espoused and enacted values is considered as an organizational integrity.
(Cording 2004.) When on one hand espoused values are the ones that are
stated by the executives, while enacted values are those that are actually
transformed into employee behavior. There is a gap between espoused and
enacted values which complicates the interpretation and comprehension of an
organization’s underlying value system. That might be caused by a
disagreement between organization top management and front-line employees
of which values are the “actual” values of the organization (Kwantes, Arbour &
Boglarsky 2007.)

Cording’s (2004) study suggests that espoused organizational values can be
explored for both theoretical and methodological reasons by an appropriate
guantitative technigue such as content analysis. Theoretically, organizational
public documents do not necessarily represent any given individual’s values,

but rather those asserted and supported by a top management. In her research
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Cording (2004) evaluated over 100 annual reports of 43 primary business
segments (24% bank holding companies, 7% business services, 7% electric,
gas and water distribution, 62% other sectors such as insurance,

telecommunications etc.).

Cording (2004) suggests that organizational integrity is also relevant to mention
when exploring consistency between espoused and enacted organizational
values. Cording (2004) stated in her research that enacted organizational
values were examined through the mail survey questionnaire instrument.
Additionally espoused organizational values were quantified through computer-
aided content analysis. Such a data can be found in organizations’ annual
reports and it helps in getting a better understanding of the different roles and
functions of such espoused values. (Cording 2004; Kabanoff & Daly 2002.)

In an espoused value research Daly, Kabanoff and Pouder (2004) examined
organizations’ two broad espousal value dimensions which are: concern for
employees and concern for production. These dimensions are the seminal and
most consistently identified contrasts in the extensive field of organizational
behavior and also seen as a “task versus person” distinction. Additionally there
is a possibility that espoused organizational values are just executives’ and
organizations’ interesting examples of impression management and there is
relatively little information about the real nature of these organizations and thus
have few if any substantive if any consequences (Kabanoff & Daly 2002).

2.4 Value structure to examine espoused organizational values

The value structure represents an overall pattern of relations among a set of
values, including elements of both compatibility and conflict among them. In
their conceptual approach Kabanoff and Daly (2002) described four different
types of value structures that organizations can have: elite, meritocratic,

leadership and collegial. Out of these value structure types organization
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resemble usually only one as its ideal type of value structure. The chosen value
structure indicates the way and values that are typical for organization to be

espoused.

Kabanoff and Daly (2002) have classified these four value structures according
to the organizational difference to the two core tension of any social system-
allocating resources economically efficiently, to maximize productivity, while
also allocating them correspondingly to preserve social cohesion among the

group members.

Figure 3. illustrates a two dimensional typological model in which both structure
and process dimensions have effectiveness or relative lack of balance at one
end and equality at the other end. Kabanoff and Daly (2002) stated, “The more
unequal or centralized the power is in organization, the more efficiency values
(or an efficiency ethic) predominate, and the more resources and rewards will
tend to be unequally allocated. In organizations with decentralized, democratic
power structures, an equalitarian orientation and more equal allocations will
tend to occur. Although organizations’ power structures underlie their orientation
toward distributive equality or efficiency, organizational processes can either
reinforce or counterbalance this orientation. Thus, an organization with an
equalitarian orientation might reinforce this structural tendency through
processes such as a pay policy that compresses salary differentials, or
counterbalance the equalitarian orientation through processes that increase
differentiation, such as a policy of linking pay to performance appraisal. In
effect, organizations can ignore the distributive tensions inherent in their equal
or unequal structures and use their processes to reinforce this dominant
orientation, or they can recognize these inherent tensions and seek to balance

them”.
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Process Reinforces Unequal STRUCTURE Equal ,
Structure  °~ Power Power S
= Elite Meritocratic e
+ Values - Values + Values - Values
Authority Teamwork Teamwork Authority
Performance Leadership Participation  Leadership
. Reward Participation Commitment
Equitable i
Commitment Performance
Normative Reward
Affiliation Normative
s - Affiliation
PROCESS e
Leadership L,r' . Collegial
+ Values - Values + Values - Values
Authority Participation Teamwork Authority
o Leadership Normative Participation  Leadership
Equalitarian .
Teamwork Commitment Performance
Commitment Normative Reward
Performance Affiliation
Reward
,/Aﬂ:iliation \\
¥ N

Process Compensates
for Structure
Figure 3. A typology describing four organizational types and their associated
value structures (Kabanoff & Daly 2002, p. 91).

Note: + indicates that a value is strongly espoused be organizations with this
type of
value structure; and
- indicates that a value is weakly or infrequently espoused.

Kabanoff and Daly (2002) have described four distinctive value structures in
following way (Figure 3.):
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- Elite value structure stands for a ‘pure’ unequal form in which unequal
power values are combined with other inequality oriented values. This
value structure prioritizes unequal power relations that are authority,
performance and reward, and play less emphasis on equalitarian power
issues that are for e.g. participation and normative, in addition to
cohesion values that are in this case affiliation, teamwork, commitment
and leadership.

- Leadership value structure in mixed, compensative pattern that
preserves the elite type’s unequal power orientation, but overlaps on it a
set of cohesion values that are nevertheless persistent with unequal
power relations, namely, leadership, teamwork, commitment, and
affiliation.

- Meritocratic value structure superimposes a set of efficiency-oriented
values on a ‘pure’, equalitarian type, which is combined out of efficiency
and equality concerns.

- Collegial value structure is considered to be an equalitarian type that
prioritizes equal power relations that are teamwork, participation,

commitment, normative and affiliation.

As studied by Kabanoff and Daly (2002) in their content analysis for years 1986-
1990, change of espoused organizational values was rather insignificant and
slow. There was only one value that changed substantially over the time —
increase of references to commitment. Relaying on that fact, it is possible to
state that organizational values have a degree of stability and they represent
relatively enduring beliefs.

According to Daly, Pouder and Kabanoff (2004) values themselves are abstract
and unobservable. On the other hand organizational documents, which include
values, are artifacts, which have observable textual content that can provide

indications of organization’s espoused values.

Referring to Schmitt (2012) majority of contemporary organizations have their
own web pages on which they exemplify their products and services, history,

strategy, partners, recruitment information and so on. Many companies
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additionally state their organizational culture and values on their web pages. For
instance when searching or applying for a new job applicants may evaluate their
own and organizational value fit via web pages. The disadvantage of the
organizational web information is its’ broad and untailored information. On the
other hand the values that are stated online are explicitly stated by organization

and therefore should be supported at least by executives.

As mentioned earlier espoused organizational values are expressed on behalf
of the company or attributed to a company by its top managers. Those
expressions are made in public statements such as firms’ annual reports.
Simultaneously espoused organizational values could be measured by the
content analysis of documents sanctioned by executives. (Bourne & Jenkins
2013; Aggarwal Khandelwal & Mohendra 2010.) Annual reports are public
documents that are likely consistent across companies and are produced by
organizations on regular intervals. When capturing espoused values from public

organizational documents, there are some puzzling questions to consider:

- the involvement of executives in deciding on the content of such
documents and

- the extent of expressing content in such documents and its association
with certain organizational outcomes, behaviors, and enacted values.
(Daly, Pouder & Kabanoff 2004.)

Referring to Kabanoff and Daly (2002) content analysis can be used to review
differences between organizations in the kinds of values that they explicit in
organizational documents. The focal point of content analysis is on values
espoused by organizations rather than by individuals. With this procedure
distinctness in organizations’ values can be used to classify organizations to
correspond their value profile. The purpose of content analysis is to count the
frequency with which organizations attribute to particular ends and means in
their documents and by that to study the values that organizations are most and

least concerned with.
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As stated in Kabanoff’'s and Daly’s (2002) research on a content analysis over
the years 1986-1990, change of espoused organizational values was rather
insignificant and slow. There was only one value that changed substantially
over the time — increase of references to commitment. Relaying on that fact, it is
possible to state that organizational values have a degree of stability and they
represent relatively enduring beliefs.

Cording’s (2004) study evaluates annual reports which are a good source to
assess espoused organizational values which are identified there precisely. In
annual reports organizations leave traces of their distinctive value patterns, so

these patterns can be measured and analyzed.

In her research Cording (2004) processed over 100 annual reports to identify
words and phrases to capture the organizational values. These words and
phrases were reflected in a detailed dictionary that was made by using Barlett's
Roget’'s Thesaurus and assistance and validation of Cording’s fellow doctoral
candidate. To identify the value structure Cording (2004) used the exploratory
factor analysis. Finally there were identified eight groups and 16 subgroups of

espoused organizational values which were:

- Moral principles: openness, fairness, accountability, other virtues

- Employee concern: employees’ contribution, workplace health and
safety, compensation, training and development, empowerment

- Community concern

- Environmental concern

- Financial/stockholder concern: financial performance, stockholder value
concern

- Customer/product concern: customer value/product quality, marketing
orientation, product orientation, customer orientation, sales/service
employees

-  Teamwork

- Innovation.
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The fascinating assumption in Cording’s (2004) research is that employees may
not perceive espoused values mentioned above as the ‘real’ organizational
values. That might be a concrete result of a gap between espoused and
enacted values, which might lead to a question whether the organizational

integrity is also objectionable.

2.5 Russian characteristics and values

There can be found some arguments in Tolz’s study (1998) that indicates the
influence of the multi-ethnic composition of the USSR on the national
consciousness of Russians. It might have prevented the Russians from
developing into a modern nation or it managed to create Russia as a new type

of community, which differs from European-type nations.

The Russian vision and horizon are both affected by Russian strife and
evolution, Czarist and Soviet rule, the incalculable vastness of the Russian land
and the unvarying harshness of its climate. Lewis (2006) characterizes Russian
horizon in following stereotypical statements which facilitate to understand the

way the Russians see the rest of the world:

- Historical factors: authority flows down, European and Asian roots, state
controls economy, no aristocracies, multi-ethnic, centralized authority,
love technology, great powers.

- Personality factors: collectivism, consensus, cautious, pessimists,
hospitable, frontier spirit, blunt in speech, grandiose thinking, messianic,
expansionists.

- Morality factors: wrong to get ahead at expense of others, emotion is

virtue.

Referring to Lewis (2006) management roots of Russian employees are from
the Soviet age, which leads to the lack of motivating the employees and
emphasizing use of threats and coercion to produce the results demanded by a

socialist ‘planning’. The development of Russian management characteristics is
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mainly dependent on modes of using names and titles and on the process of
formal and informal mechanisms which do not resemble subordinates of

coercion and control.

Geert Hofstede (The Hofstede Centre 2014) invented a 6-D Model which shows

the deep drivers of Russian culture (Figure 4.):
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Figure 4. Drivers of Russian culture (The Hofstede Centre 2014).

Referring to the Figure 4. Russia has highest cultural driver in uncertainty
avoidance. In cultural perspective this can be seen as Russians’ fear for being
threatened by ambiguous situations the effect on which causes bureaucracy.
Another aspect of uncertainty is Russian suspicion for foreigners, because
unknown raises senses of vulnerability. The next highest cultural driver is power

distance, which can be seen by the fact that the largest country in the world is
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extremely centralized: 2/3 of all foreign investments go into Moscow. 80% of all
financial potential is also centralized there. Power distance leads to a great
importance of status symbols, top-to-down approach and provide clear
mandates for any task. High Pragmatism stands for high pragmatic mindset of
Russian nation, where people believe that truth depends greatly on the
situation, contest and time. Russians are more considered as a collectivistic
society therefore individualism is not the highest in Hofstede’s scale. Personal,
trustful and authentic relationships with family, friends and neighborhood play
major roles in Russians’ lives and are key factors in a value development. A
medium score in masculinity indicates moderate importance of competition,
achievement and success, and is related to the high power distance. The last
but not the least indicator of indulgence reveals the restrained nature of Russian
culture, which can be seen as a cynicism and pessimistic feature in the
Russians’ character. According to Hofstede the scale of cultural drivers gives
some hints of how Russian society is programmed, but it is important to note
that there are many differences between individuals (The Hofstede Centre
2014, CultureActive 2014.)

As claimed by Scwartz and Bilsky (1987) values can be compared with
universal motivational domains to identify aspects of own cultural values that
are universal or unique. Lewis’ value model (CultureActive 2014; Figure 5)
indicates clearly Russian values and core beliefs, which are for instance
collectivism, egalitarianism and friendship. Moreover Russians value personal
views, which they consider to be more truthful than official information, views
and statements. Russian expectations toward others are rhetoric, sentimental
and complex, additionally they dislike greed but appreciate hospitality (Lewis,
1999). Additionally Russian core values of their roots include group loyalty and
protection of others, as well as avoidance of standing out and negative attitudes
toward individual success (Alexashin & Blenkinsopp 2005.)
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Individual Deviants

sentimental
Mother Russia
respect for elderly
stoicism in adversity
theatrical; nostalgic
distrust of officialdom
pessimistic; fear of change
passive; loyalty; suspicious
soul-friendship; tactile; fatalistic
collective; personal; avoids responsibility
people-oriented; schizophrenic (East / West)
uneven work tempo; low legal consciousness

Collective
Programming

Learned

anger at injustice wants to be liked love of young

gratitude for favours survival (fear, bravery) procreation

Common to mankind Inherited

Figure 5. Russian values and core beliefs (CultureActive 2014).

Another similar perspective brings five Russian core cultural beliefs and values,

which are:

- Friendship (apyx6a, pronounced as druzhba): stands for developing

personal relationships
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- Soulfulness (aywa, pronounced as ducha): emotional and spiritual
perspective instead of shallowness and materialism.

- Creative problem solving: Russian people avoid following standardized
procedures, bureaucracy, rules and regulations, and tend to solve things
“their way” via personal connections.

- Fatalism: the uncertainty of future events tolerates individuals to believe
that they have very little control over their life matters. This creates high
tolerance for uncertainty and flexibility to adapt to the given
circumstances, for instance continue doing old traditional thing in a new
environment.

- Perseverance: Russian culture appreciates and values high stamina,
persistence and ability to endure (JAMK Centre for Competitiveness
2012, CultureActive 2014.)

2.6 Russian organizational culture and values

Russia has its history and cultural characteristics as being heterogeneous and
largely European. Since perestroika and privatization eras business culture in
Russia has relied on informal cultural-cognitive institutional environment made
of personal networks. Russian business culture relies on trust and credibility.
The consequences of that are that there is a lack of transparency in business
dealings in the cause of the mistrust of outsider. (Puffer et al. 2011.) Therefore
time and personal acquaintance effect on building particularized trust among
Russian partners. Russian business people value high moral guidelines. Those
can be described more precisely as honesty, decency, trustworthiness and
responsibility. Nevertheless those values are not significantly noticeable in
Russian business operations. (Kuznetsov & Kuznetsova 2005.)

Referring to Denison & Fey (2003) organizational cultures are embedded in and
shaped by national cultures. In Russian business ethics giving bribes and
overlooking senseless rules are more acceptable than large salary differences,

laying off personnel and blowing the whistle on fellow workers. Russian
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managers value power, security and stability. Furthermore Russian behavior is
stereotyped to be group orientation, monitoring results than setting goals,
resourcefulness, patience under adversity, deprivation and spurts of energy,
cautiousness and ambiguity with a preference for looking back instead of
forward. (Denison & Fey 2003.) Moreover in Russian management study
Hofstede’s (1993) culture dimensions such as power distance and uncertainty
get accentuated, while individualism is lacking somewhere in the middle, and

long term orientation and masculinity are left to a less attention.

Already in 1999 a study of Fey, Nordahl and Zatterstrom (1999) showed that
Russian organizational culture can be divided on two groups based on age

differences: under 30 years old and over 40 years old employees.

- The under 30 years old employees don’t have an experience of the old
system such as Soviet Union way of working and are not afraid of
censorship. They are energetic, excited of the future, and eager to learn
and survive in a constantly changing market economy. The younger
generation is excited by profit sharing, growth opportunities, and the
chance to interact in global network.

- The over 40 years old employees have experience prior to perestroika,
from the Soviet era. They are used to routine and stability, and do not
possess the skills that are needed in nowadays business environment.
The older generation

Both groups have different expectations, views and concepts of the disposition
of the organization and the framework in which it operates. Younger working
power possesses more modern values while the older generation has more
traditional Russian values. These factors have a major effect on creating a one-
organization spirit. As claimed by Fey, Nordahl and Zatterstrom (1999) the
support by top management has primary role in successful spirit-creation by
repeatedly stressing out that all the employees are important to the

organization.
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Russian organizations are curious in the advanced technologies, marketing
experience and modern managerial skills. They want to hedge themselves
against any potential political risks and to avoid underdevelopment of Russian
financial sector. (Filippov 2010.) Referring to Filippov (2010) Russian
organizations expand their activities overseas driven by resource-seeking,
market-seeking and efficiency-seeking motives. In addition Russian
organizations are getting more active in acquisition of foreign assets such as
greenfield projects, establishment of strategic alliances and making merger and
acquisition deals, which all are key modes of internationalization. (Filippov
2010.)

Russian managerial values are also developing and internationalizing. It is
crucial for future working relationships between Russia and Western countries,
because significant differences in cultural and managerial values might cause
some implications. As assumed by Alexashin and Blenkinsopp (2005) Russian
managerial values might be mostly internationalized and influenced by US
managerial values, since the dominance of economic terms and in management
thought and education by USA. An example of a Russian managerial value
might be a possible trend towards convergence. (Alexashin & Blenkinsopp
2005.)

Espoused organizational values are usually congruent with their cultural milieu
and are used to improve organizations’ reputations and images which are their
external legitimacy. Moreover organizational values are highly prominent when

comparing values across countries. (Kabanoff and Daly 2002.)

As stated in a research of Higher School of Economics in Russia (opec.ru 2014)
one step toward transformation of Russian organizations into more
contemporary could be the formulation of organizational values, which is rarely
present in nowadays Russian companies. To become a modern organization it
has to possess some contemporary key values which are independency,
autonomy, tolerance and self-expression. One result of the research was a
statement that values possessed by Russian business men were harmony,

achievement, independence, comfort and professionalism, out of which only
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achievement and independency are contemporary values. Moreover values
such as comfort and harmony might have negative effect on contemporary
values. The research asserts that less than half of the business men possess
potential for the contemporary values. Additional fascinating statement is that
there is present value conflict, which is caused by contradiction between
modern point of view toward ethical norms and fairness, and traditional “old”
way of doing business in Russia. Finally, in line with the research, management
on values is getting more popular in Russia since many Russian organizations
reach toward European standards. Growing international cooperation and
sharing values have a positive impact on development of contemporary values.
Referring to Kabalina and Cheglakova (2013) those organizations that have
conducted values of organizational culture and stakeholders into their

operations can be truly successful in the long run.

In their recent research Kabalina and Cheglakova (2013) analyzed
organizational values of three Russian companies, which have publicly stated
their values and have created a process of contemporary value implementation
into organizational strategy and human resource management. Additionally top
management of selected companies was listed in “Top-1000 best managers of
Russia”. Selected companies have various historical backgrounds and come
from three different sectors which are industrial, construction and multi-profile
sector offering financial services for organizations and individuals. One
important issue to mention is that the study was written in Russian language,

which gives it more genuine approach.

The Kabalina’s and Cheglakova’'s (2013) study was conducted by analyzing
espoused values of public documentation and interviews with management
from various organizational levels of three companies. Multiple case study
results have shown that there are four sides of organizational values:
individuality, organization, stakeholders and society/community. Additionally

following values were listed as organizational values:

- Professionalism and productivity

- Energy and leadership
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- Fairness and openness

- Social responsibility and safety standards
- Self-awareness

- Evolution and enhancement

- Team work

- Russian spiritual values.

As claimed by Kabalina and Cheglakova (2013) all of these companies adopted
value bas as a part of comprehensive organizational management and
organizational social responsibility. Research shows that in case of larger
companies with a long history the organizational values were attributed by
executives and implemented from top management to bottom level employees.
On the other hand, in younger and smaller companies organizational values

were attributed in cooperation of both top and bottom level employees.

To become real and crystal clear part of company organizational values require
changes in attitudes, motivation and perspectives of life. The top management
and owners have to be completely involved in attribution and implementation of
organizational values. The values have to be stated clearly, giving an
explanation for a better quality in employers’ life and organizational business
growth opportunities. As a final statement Kabalina and Cheglakova (2013)
claimed that the future will show, shall the organizational management on
values become a rare trend of modern leadership or will it expand largely in

Russian organizations.
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3 METHODS AND DATA

The objective of this chapter is to bring some light on the implementation
process of the study. In the previous chapter | focused on reviewing the
research literature, which formulates a framework for my study. The approaches
of researchers that | introduced in previous chapter (Cording 2004, Kabanoff &
Daly 2002, Kabalina & Cheglakova 2013 etc.) helped me to create my approach
for this study.

The indicated research is implemented through assessment of web pages and
annual reports of carefully selected Russian organizations. The selection of
organizations is based on chosen criteria which were employed on extended
company listings. In process of evaluating companies’ information | used
Kabalina’'s and Cheglakova’s (2013) way of examining the data. | will explain
more thoroughly this issue in section 3.2. As a background to mention the
knowledge of Russian language allowed me to do more extended comparisons
for this research (for e.g. correlation between organizational values in English
and Russian languages).

3.1 Data selection method and sources

The focus of this section is to describe why and how the selection of Russian
organizations for my further research was made. From my point of view tables
are an informative way to feature organizational characteristics in more visual

perspective. Therefore | exemplify various companies’ information with tables.

Already in the beginning of data selection | assumed that Russian well-known
company sector will be quite narrow and mostly concentrate on natural

resources and telecommunications. My refined web-investigation authenticated
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that Russian large organization are mainly working in sectors such as oil, gas,

software and network industries.

| wanted to add some diversity to my study therefore | selected organizations
from versatile online company rankings. The source of selected companies

consists of following online organizational rankings:

- Financial Times company listing, FT-static European 500 companies by
market values and prices

- Fastcompany’s listings on most innovative companies in Russia

- 4-Traders news on Russia's Top 50 Fast-Growing High-Tech Companies

- Seeking Alpha’s Top 10 Russian companies by sales and

- Russia’s fast-growing high-tech companies national rating on TechUp.

To begin with | took from the online rankings 29 Russian companies according
to its rank: Aeroflot, Alrosa, Bashneft, Federal Grid Company, Gazprom, Human
Stem Cells Institute, Interskol, ITGroup co, Kaspersky Lab, Lukoil, Mail.ru,
Mechel, MegaFon, NIPKElectron, Novatek, Novolipetsk Steel, Oktogo, Prognoz,
Rosneft, Rostelecom, RusHydro, Sberbank, Severstal, Sistema, Surgutneftgas,
Vkontakte, Yandex and Zeptolab. It is worth to mention that some companies
were listed in almost all the rankings that | have verified. Furthermore | applied
my company selection criteria to the listing of 29 companies, which resulted 15
companies (Table 1.). In the table below are listed selected organizations and

listings where following organizations were mentioned.

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | IRINA TIKKA



37

Aeroflot Aspodnot X

Alrosa ANNPOCA X X

Bashneft bawHedTb X X

Federal Grid Company | ®CK E3C X

Gazprom [asnpom X X X
Kaspersky Lab NabopaTtopua Kacnepckoro X

Lukoil NIYKOWN X X X
Mail.ru Mail.Ru X

MegaFon Mera®oH X X
Novolipetsk Steel Hosonuneuk Ctanb X X X
Rosneft PocHedTb X X X
RusHydro Pyclmapo X

Sberbank CbepbaHk X X X
Severstal CeBepcTanb X X X
Surgutneftgas CypryTHedTeras X X X

Table 1. List of selected companies.

The organizations listed in Table 1, were chosen according specific selection
criteria, which allowed some diversity in organizational sectors. Therefore in this
study all of the case organizations follow all three criteria which are:

- The company has web-pages in Russian and English languages.

- The company is originally Russian and has its operations in Russia.

Additional selection criteria were following (company has to follow one or more

of criteria):

- The company has some international activity.
- The company is publicly traded company.
- The company is well known in Russia or abroad.

- The company plays a major role in own sector of Russian economy.

The table (Table 2.) below demonstrates criteria that each company follows,
and business sector of each company.
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Aeroflot Aerial transportation en, ru X
Alrosa Mining, exploration, processing en, ru X
and sale of diamonds
Bashneft Extraction and processing of oil en, ru X
Federal Grid Transmission of the electricity en, ru X
Company
Gazprom Exploration, production, en, ru X
transportation, storage and
processing of gas, condensate
and oil. Production and
marketing of heat and electricity
Kaspersky Lab | Information security en, ru X
Lukoil Extraction and processing of oil en, ru X
Mail.ru Large communicational portal of | en, ru X
Russian internet
MegaFon Mobile operator in overall en, ru X
Russia
Novolipetsk Metallurgy and mining en, ru X
Steel
Rosneft Mining, exploration, refining, en, ru X
marketing and transportation of
oil and gas
RusHydro Power generation company en, ru X
Sberbank Universal bank offering a full en, ru
range of banking services
Severstal Steel and mining en, ru X
Surgutneftgas | Extraction and processing of oil en, ru

and gas

Table 2. Company selection criteria.

The research sample of companies is from various sectors nevertheless natural

recourses are as assumed the leading sector. The variety to natural resource

sector organizations bring companies, such as Kaspersky Lab (Information

security), Sberbank (Banking services), MegaFon (Mobile operator), Mail.ru

(Communicational internet portal) and Aeroflot (Aerial transportation). Referring

to the obtained data most of the companies play a major role in own area of

expertise in Russian economy. Moreover all companies have web-pages in

Russian and English languages which indicate their international orientation.
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3.2 The research process and data

In their research Kabanoff and Daly (2002) collected annual reports and other
documents that were publicly available. Additionally they analyzed all the
sections that contained some information related to organizations’ goals, values

philosophies and general people management issues.

As stated in previous section, there were selected 15 Russian organizations for
this research. Following examples of earlier researchers, | conducted the study
by exploring organizational web-pages and annual reports. The aim of the
analysis was to search espoused organizational values. To begin with |
collected some basic organizational information into tables for further

investigation.

Aeroflot 16420 1923 2013

| Alrosa | 40000 | 1992 | 2013 |
Bashneft | 25000 | 1946 | 2013

| Federal Grid Company | 25000 | 2002 | 2013 |
Gazprom | 400000 | 1989 | 2013

‘ Kaspersky Lab ‘ 3000 ‘ 1997 ‘ - ‘
Lukoil | 150000 | 1993 | 2013

| Mail.ru | 2800 | 1998 | 2013 |
MegaFon | 24000 | 1993 | 2013

| Novolipetsk Steel | 60000 | 1934 2013 |
Rosneft | 170000 | 1993 | 2013

| RusHydro 18244 | 2004 | 2013 |
Sberbank | 232200 | 1841 2013

| Severstal | 61000 | 1955 | 2013 |
Surgutneftgas | 109000 | 1993 | 2013

Table 3. Organizational information.

Table 3. outlines companies’ background information such as amount of

personnel, year of establishment and the most recent annual report (wider

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | IRINA TIKKA



40

information in Appendix 2). According to the results companies such as
Sberbank, Novolipetsk Steel, Bashneft and Severstal have a really long history
in Russian economy in comparison to relatively young companies which were
Federal Grid Company, Alrosa, Kaspersky Lab, Lukoil, Mail.ru, MegaFon,
Rosneft, RusHydro and Surgutneftgas which were established after the collapse

of Soviet Union.

The recent annual reports of all the companies except Kaspersky Lab were
found on companies’ web pages. For annual report of Kaspersky Lab | actually
contacted the company, but | never received any reply. One assumption is that
since Kasperscy Lab is a privately owned company, it makes own regulations
according which way it emphasizes own progression, strategic moves, merits
and values. Further in terms of personnel there is a big variety in selected
organizations: Gazprom as the largest with 400 000 employees and the

smallest Mail.ru with 2800 employees.

Further | proceeded with exploring espoused organizational values of selected
15 companies. As stated earlier | have collected annual reports of companies’
and validated the data concerning organizational values with a basic search
function. Additionally I compiled all the data related to organizational values
from companies’ web pages and inflicted it into a table (Appendix 1). The table
visualizes espoused organizational values in separate columns in English and
Russian languages. | collected values in two different languages to make a
comparison between them and check whether values are just translated from
one language in to another or specially made for Russian and/or international

stakeholders.

When evaluating espoused organizational values of my case companies, | can
rely only on published facts, since those are the ones that are explored in this
research. Subsequent to compiling espoused organizational values | formulated
a table (Table 4, Chapter 4) which visualizes whether organizations indicate or
not their espoused values in annual reports and web pages. The organizational
value espousal was measured by verifying and reading thoroughly companies’

web pages and annual reports. Additionally | used Search -function with PDF-
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files such as annual reports. In exploration | was searching for any mention of a

word “values” and in Russian “ueHHoctn” in the right context for example:

- Our corporate values are...

- We value...

- Our business success is based on values...
- ...are the key values of our company.

- Value creation...

In search of information on web pages | used companies’ own Search -function
and reviewed sections such as about company, strategy and corporation
information. Following the data collection | made analysis with Excel-files, tables
and figures to visualize the results. Additionally | made statements relaying on

results and assumptions.

During the implementation process of this study | used as a source a high
quality researches and publications from Aalto University database one of which
is Proquest (Academic platform). The process of analyzing the data was done
according the examples of earlier researches such as Cording (2004) and
Kabalina and Cheglakova (2013). When evaluating the validity and reliability of

the study there have to be noted following points:

- the literature review is based on the most recent and relevant research
that was found

- the data was collected during specific time frame, later on the data may
be modified for example web pages

- the data was evaluated according the examples of previous researches
that are represented in literature review

- own assumptions are stated clearly in chapters 3-5.
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4 RESULTS

In this chapter | will define the values of case companies that were found on
their web-pages or related online sources. Additionally | will analyze the findings
and compare and adjust them to the existing research that was reviewed in
Chapter 2.

The main purpose of this study was to find out the espoused organizational
values of 15 Russian companies: Aeroflot, Alrosa, Bashneft, Federal Grid
Company, Gazprom, Kaspersky Lab, Lukoil, Mail.ru, MegaFon, Novolipetsk
Steel, Rosneft, RusHydro, Sberbank, Severstal and Surgutneftgas.

At this stage | can indicate that according to available data all research

guestions can be answered. The primary research question of this study was:
“Do Russian companies state their organizational values online?”

The answer on this question is that most of the case companies indicate their
organizational values online (Table 4) either in their annual reports, web pages
or in both of these sources. The research results show that stating
organizational values online is popular among Russian internationally active
organizations. The reason for incidence of organizational values might be that
many Russian organizations are undergoing or have completed a reform of
corporation identity and structure, system of leadership and organizational
strategy, aiming to gain more competence in international economy and achieve
standards of sophisticated and modern organization (Kabalina & Cheglakova
2013).

Consequently, in order to understand the phenomenon more deeply, the sub-

questions of the study were following:

‘How the values are described: directly or hidden in some part of

company description”
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“Are there any meaningful differences between the values written in

English and Russian languages?”

According to my research best source of espoused organizational values were
companies’ web-pages. Some companies like Aeroflot, Megafon and Sberbank
indicated their values directly in a way “Our values are...”. On the other hand
companies like Severstal, MegaFon and Federal Grid Company displayed their
values in more broad way “Leadership in value creation...”. In conformity | can
state that organizations describe their values in various ways: mostly in direct
way (ten companies), minority in a hidden way (four companies) and one

company doesn’t indicate own values in web pages or annual report at all.

What comes to differences between indicating values in English and Russian
languages, most companies have translated directly own values from one
language into another (Surgutneftgas, Severstal, Sberbank), when again some
companies took a meaning into account and made little changes into values
when translating them into another language (Aeroflot, Rosneft). My assumption
is that since espousing organizational values is considerably new phenomenon
in Russian business environment the values come from American and
European examples. When the management on values will become more
common, Russian organizations might make their values espousal more
individual for different target groups. Because language is an important factor of
this research, | will continue language related evaluation and assumptions in
section 4.1. Further | will also indicate some interesting findings and compare

my discovering with existing research.

4.1 Overall description of the results

As stated by researchers organizational values have a major effect on the
whole organization. Organizational values offer the basis for organizational

directions, decisions and actions and when attributed by whole organization

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | IRINA TIKKA



44

they can be used as an asset toward organizational success and wellbeing.
(Stevenson 1995.)

Some companies (Aeroflot, Mail.ru, Novolipetsk Steel) have mentioned values
in context such as “fair value” which has no relevance to espoused
organizational values but is related to financial context. This was not considered

as a discussion on espoused organizational values.

Aeroflot no no yes yes
Alrosa yes no yes yes
Bashneft yes yes no yes
Federal Grid Company yes no no yes
Gazprom yes no yes yes
Kaspersky Lab no no yes yes
Lukoil yes no yes yes
Mail.ru no no no no
MegaFon yes no yes yes
Novolipetsk Steel no no no yes
Rosneft yes no yes yes
RusHydro no no yes yes
Sberbank yes yes yes yes
Severstal yes no yes yes
Surgutneftgas yes no yes yes

Table 4. Organizational value espousal.

According to Table 4. the only company that displays espoused organizational
values in both annual report and web pages in both Russian and English
languages is Sberbank. It is a universal bank that offers all range of banking
services and which has its history in Russian economy since 1841. On the other
hand the only company that does not display espoused organization values in
annual report nor web pages is Mail.ru. The company is a large communication
portal of Russian internet and is 3" by its popularity in Russia. The company
was established in 1998 and surprisingly has annual report only in English
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language for both international and Russian stakeholders, even though it has

web page in both English and Russian languages.

4.2 Key findings

Further 1 would like to point out some key findings regarding espousing
organizational values in companies’ annual reports and web pages. First | will
led some light on results from annual reports and thereafter continue on

analyzing results based on web pages.

Referring to results of this research, companies indicate their espoused
organizational values differently depending on the language. This issue can be
indicated for instance by exploring the results of value espousal of companies’

annual reports. The findings were following:

Generally companies do not indicate their organizational values in annual
reports written in Russian language, but in contrast they often state their

organizational values in annual reports written in English.

Assumption for this fact can be that in international economy organizational
values have a stronger impact and longer history than in Russian economy,

where leadership on values is just becoming more recognized.

In those occasions where companies have indicated their values in English
and Russian annual reports, the values were direct translations from one

language into another (e.g. Bashneft and Sberbank).

| wonder if Bashneft and Sberbank have taken into account cultural aspects
when defining own values in English? When the espoused organizational
values are direct translations from one language into another can the meaning

underneath stay the same?
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Only two companies Bashneft and Sberbank identified own organizational
values in annual report in Russian language (in addition to the annual report

in English).

One speculation is that it is not considered as common to state organizational
values in annual reports for Russian stakeholders, on the other hand for
international stakeholders companies mostly do display their espoused

organizational values in annual reports.

Web page is the face of the organization where organization exemplify own
area of expertise, history and strategy. According to my results (Table 4) most
companies indicate their espoused organizational values in both Russian and
English web pages, except RusHydro, Mail.ru, Bashneft and Federal Grid

Company.

Those companies that display own espoused organizational values on web
pages have stated them quite directly for example “Our company value...”.
Additionally in contrast to not espousing values in Russian annual reports,
Russian companies do display values in most Russian web pages - 14
companies out of 15, and in international web pages written in English

language — 12 companies out of 15.

Web pages of almost all organizations that | have studied were informational an
visually rich. My assumption is that web pages are the most important source of
information and a business card for Russian companies, this is why companies
indicate there everything that they want to emphasize and make public.
Referring to the findings | can state that most Russian companies indicate their
espoused organizational values on their web pages, Russian and international.
In annual reports written in English language values are often indicated as well,
but in annual reports written in Russian language only two companies indicated

own values.

According to the findings area of expertise does not affect companies’ value
espousal. For instance Sberbank, Severstal and MegaFon are organizations

from different business sectors, nevertheless all three companies do indicate
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own organizational values online. The organizational value espousal is an
innovational issue for Russian corporations and is relevant for all business
sectors (Kabalina & Cheglakova 2013). Moreover it is difficult to certify whether
size of the company have any effect on espousal of organizational values, since
both small and big size organizations display own values (for example
Kaspersky Lab with 3000 employees and Gazprom with 400 000 employees).
At the same time the smallest case company Mail.ru with 2 800 employees
does not display espouse own espoused organizational values. Amount of
personnel might have a little affect on organizational value espousal, but with
the existing data this assumption cannot be proved. To proof the assumption it
would require a larger research with surveys or interviews and deeper analysis

on organization.

Aeroflot 16420 1923 yes no yes no
‘ Alrosa ‘ 40000 ‘ 1992 ‘ yes ‘ yes ‘ yes ‘ no
Bashneft ‘ 25000 ‘ 1946 ‘ no ‘ yes ‘ yes ‘ yes
‘ Federal Grid Company ‘ 25000 ‘ 2002 ‘ no ‘ yes ‘ yes ‘ no
Gazprom ‘ 400000 ‘ 1989 ‘ yes ‘ yes ‘ yes ‘ no
‘ Kaspersky Lab ‘ 3000 ‘ 1997 ‘ yes ‘ no ‘ yes ‘ no
Lukoil ‘ 150000 ‘ 1993 ‘ yes ‘ yes ‘ yes ‘ no
‘ Mail.ru ‘ 2800 ‘ 1998 ‘ no ‘ no ‘ no ‘ no
MegaFon ‘ 24000 ‘ 1993 ‘ yes ‘ yes ‘ yes ‘ no
‘ Novolipetsk Steel ‘ 60000 ‘ 1934 ‘ yes ‘ no ‘ yes ‘ no
Rosneft ‘ 170000 ‘ 1993 ‘ yes ‘ yes ‘ yes ‘ no
‘ RusHydro ‘ 18244 ‘ 2004 ‘ yes ‘ no ‘ yes ‘ no
Sherbank ‘ 232200 ‘ 1841 ‘ yes ‘ yes ‘ yes ‘ yes
‘ Severstal ‘ 61000 ‘ 1955 ‘ yes ‘ yes ‘ yes ‘ no
Surgutneftgas ‘ 109000 ‘ 1993 ‘ yes ‘ yes ‘ yes ‘ no

Table 5. Organizational information and value espousal.
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Further it is also difficult to decipher whether the year of establishment of
organization have any impact on organizational value espousal (Table 5).
Referring to the existing data the establishment of organization and its’ value
espousal are random. For instance the oldest company of research Sberbank
(est. 1841) indicates espoused organizational values in every source annual
report and web pages in Russian and English languages, when again the
second oldest company Aeroflot (est. 1923) indicates own espoused values
only in web pages. The same randomness concerns as well the younger
companies. The youngest company Rushydro (established in 2004) indicates
espoused organizational values only on web pages, when for comparison the
second youngest company Federal Grid Company (established in 2002)
indicates own espoused organizational values in annual report written in English

and Russian web pages.

4.3 Evaluating the findings

To get a better understanding of the existing literature | decided to adjust it to
the practice. | determined to examine my results through reviewed literature that
| thought to be most relevant to my research.

Since | studied Russian core values and beliefs stated by prior researchers
(CultureActive 2014, JAMK Centre for Competitiveness 2012), | wanted to verify
whether those values and beliefs are reflect in espoused organizational values.
The most recognizable Russian values and beliefs are friendship and
soulfulness. They are similar to following espoused values: team spirit,
fellowship, goodwill and trust, and are represented by companies such as
Kaspersky Lab, Gazprom and Rosneft. Furthermore fatalism is such a belief
that case organizations didn’t indicate at all, in turn they emphasized
importance of improvement, creativity, independence which are non-fatalistic
values. Again perseverance is a belief that is easy to identify from espoused

organizational values of case companies. It is recognizable for instance from
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commitment, constant improvement, working on the common result and
continuity maintenance, which are corporate values of Rosneft, Sberbank and
Lukoil. Creative problem solving is a common Russian way of adjudicating
things. Organizations indicate this belief with values like flexibility, creativity and
innovativity. Companies want to espouse positive values, therefore those
Russian values and beliefs are compiled to support what the organizations

stand for.

Hofstede (2014) introduced six drivers of Russian culture: Uncertainty
Avoidance, Power Distance, Pragmatism, Individualism, Masculinity and
Indulgence. Since | have detected values of my case organizations, | decided to
explore whether those drivers have any impact on espoused organizational
values of those companies (Table 6). Referring to my results Uncertainty
Avoidance is clearly recognizable from organizational values such as customer
loyalty continuous balance seeking, aiming high, continuity through time and
honesty (Kaspersky Lab, Bashneft, Aeroflot). When evaluating effect of Power
Distance it is difficult to estimate whether it have recognizable impact on
espoused values, since it is not considered as a positive driver of success in
international economy. Pragmatism is neither recognizable from espoused
values of Russian organizations. When again Individualism is becoming more
desired and is seen in values such as taking responsibility for own actions, own
development and improvement, as well as initiative approach (Sberbank,
Gazprom). On the other hand collectivism has also a big impact on Russian
organizational value espousal and is seen in values such as team spirit and
fellowship (Kaspersky Lab, MegaFon). Again Masculinity as an indicator is
recognizable in espoused values as competitiveness and efficiency (Rosneft,

Alrosa).
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Aeroflot Collegial X

Alrosa Leadership X X

Bashneft Meritocratic X X
Federal Grid Meritocratic

Company

Gazprom Meritocratic X

Kaspersky Collegial X X
Lab

Lukoil Meritocratic

Mail.ru

MegaFon Leadership

Novolipetsk

Steel

Rosneft Leadership X X
RusHydro Elite

Sberbank Meritocratic X

Severstal Leadership

Surgutneftgas | Meritocratic

Table 6. Categorizing organizations.

All companies selected for this research have entered international competition,
so recognition of masculinity in organizational values might increase in the near
future. Even though Russian character is stereotyped to have a pessimistic and
cynical feature in it, positivity and Indulgence are shining through the values
espoused by organizations. These values are for instance goodwill, fellowship,
team spirit, improvisation, creativity, trust and respect (Bashneft, Rosneft,
Kaspersky Lab). According to my research Russian cultural drivers of Hofstede
(2014) can be clearly recognized from espoused values of case companies, but
| strongly believe that their impact is changing since Russian nation is slowly

adapting new approaches. (Kabalina & Cheglakova 2013.)

From a structural point of view referring to value structure of Kabanoff and Daly
(2002) and my research results on espoused organizational values of my case
organizations, | categorized organizations according their values (Table 6).

Those organizations that have not indicated their organizational values clearly
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or at all couldn’t have been aggregated because of lack of substantial data
(Mail.ru, Novolipetsk Steel). As stated by Kabanoff and Daly there are four
different types of value structures that organizations can have: elite,
meritocratic, leadership and collegial. Each value structure indicates the way
and values that are typical for organization to be espoused. Based on obtained

values | categorized companies to following groups:
- Elite value structure: RusHydro.

The reason why | put RusHydro under elite value structure is because in
their values they emphasize the importance of profit for shareholders and
Russian industry. Moreover they do not give any information about

importance of issues such as teamwork, commitment and leadership.

- Meritocratic value structure: Bashneft, Federal Grid company, Gazprom,
Lukoil, Sberbank and Surgutneftgas.

Companies that | have categorized to belong to meritocratic value structure
tend to have in common values like professionalism, quality, efficiency, team
spirit and mutual respect, which | thought to be similar to teamwork,
commitment and performance which are values of meritocratic value
structure. Additionally this structure emphasizes equal power and
companies’ espoused values such as fairness, initiative and responsibility

affiliate to equal power.
- Leadership value structure: Alrosa, MegaFon, Rosneft and Severstal.

These companies indicated espoused values such as morality, legality,
leadership, efficiency, honesty, integrity, cooperation, mutual support which

are similar to values of leadership value structure.
- Collegial value structure: Aeroflot and Kaspersky Lab.

From my point of view Aeroflot and Kaspersky Lab both represent collegial

value structure, because they emphasize values like care, innovation and
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fellowship, which are very much alike to collegial values such as teamwork,
participation and affiliation.

Organizational grouping by means of the values that companies indicate is quite
difficult since companies attribute so many various values. Additionally
Kabanoff's and Daly’s (2002) value structure includes all the same nine values
in each structure, but just prioritizes some values more in one structure and

downgrades some other values in other structure.

In their recent research Kabalina and Cheglakova (2013) listed four sides of
organizational values: individuality, organization, stakeholders and
society/community.  Additionally they enumerated values Ilike as
professionalism, fairness, openness, social responsibility, team work and so on
as being espoused organizational values of Russian companies’. Following
example of Kabalina and Cheglakova (2013) | formulated a table (Figure 5.) for
four value groups. | divided the values according to their relevance to each
group. According to my research following organizational values were defined

by my case companies:
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Individuality

Initiative approach
Thriftiness
Image
Constant development & innovation
Authenticity
Aiming high & improvement
Claims & integrity
Flexibility & good conscience
Creativity
Taking responsibility

Organization

Professionalism & mastery
Mutual respect
Openess for dialogue
Team spirit & continuity
Trust, goodwill & respect
Cooperation in solving the tasks
Family atmosphere
Honesty and transparency
Sustainable growth capabilities
Safe and efficient processes

Stakeholders

Care for clients
Loyalty

Customers confidence
First-class & exellent service

Sustain high-profit level

Operational efficiency and decrease
of the operational costs
Creating value for government,
stakeholders, employees and
organization

Society / Community

Social responsibility
Sustainable development
Balance between public and economic
interests
Localability
Effective environmental policy
Respect for laws
Ethics in business
Anti-corruption regulation
Reputation of a good corporate citizen
Charity work

Figure 5. Espoused organizational values.
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There were listed lots of values by the case organizations. Additionally all

values mentioned by Kabalina and Cheglacova (2013) were also espoused by

my case organizations. Moreover all values evaluated by Cording (2004) were

also the ones that case organizations indicate. The only value that was not

attributed by case organizations is training. Might be that the same meaning as

training as a value is behind espoused values by case companies, which were

development, mastery, growth, apprenticeship and mentoring?
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S CONCLUSIONS

This research analyzes the communication of espoused values of Russian
internationally active organizations. The analysis and findings of this research
provide a holistic view on how and why Russian companies indicate their
organizational values. The most important studies on this field are focused on
describing espoused organizational values, Russian organizational
characteristics and importance of management on values (e.g. Cording 2004,
Kabanoff & Daly 2002, Kabalina & Cheglakova 2013, opec.ru 2014, Alexashin &
Blenkinsopp 2005). To make a connection between reviewed literature and
results, this study analyzes the findings from main perspective of literature

review.

The major research questions of this study are: Do Russian companies state
their organizational values online? How the values are described: directly or
hidden in some part of company description? Are there any meaningful
differences between the values written in English and Russian languages? At
this stage | can indicate that according to the data received and findings
reached all the research questions are answered.

According to my research majority of the case companies communicate their
espoused organizational values in annual reports and/or web pages. Moreover
as stated by previous researches, comprehensive organizational management
is becoming more popular among Russian companies, which want to reach
European standards and become a part of international economy. The essential
toward reaching a standard of contemporary organization is conducted through

management on values.

Finally | can state that Russian business environment is undergoing
organizational changes and transformations toward modernization. Originally
Russian, large companies have also proved that it is possible to become a
global leader. Additionally those companies do have organizational values and
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indicate them online. So, there must be some kind of correlation between
managing on values and being successful? This question could be a topic for

further research.

5.1 Suggestions for further research

This research explores espoused organizational values of Russian
organizations that already have international activity. In addition to the research
topic stated in the conclusion, | would suggest to investigate the importance of
values in Russian organizations which do not necessary have any international
activity or international web pages. Furthermore it would be really interesting to
explore the equivalence and correlation between organizational espoused
values and enacted values — do companies really act the way they

communicate outside or is it just a part of an image (Stevenson 1995)7?

Further it would be intriguing to know the formulation of the values on the
organizational level: Who formulates the values? Does the whole organization
participate in it or is it a task of the executives only? How values are espoused
in the whole organization? How values are attributed in the organization: by
executives from top to down or from all organizational levels, from both

directions?

Additionally there could be done qualitative and quantitative researches on this
topic. The researches could be conducted through surveys and interviews with

executives, as was done by Cording (2004).
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Appendix 1. Organizational value espousal
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Kaspersky Lab Our strong belief in constant development and innovation has MbI TBEPAO BEPUM B HEMpPEPbIBHOE Pa3BUTUE U MHHOBALMKU, NO3TOMY TO, YTO
made things that once seemed impossible to us become part of our HEKOrga Kasasocb HaM HEBO3MOXKHbIM, CEFOHA — YacTb Halleil NoBceAHEBHOM
everyday work life. What will always remain the same is the family YKM3HU. HO 4TO HaBcerga ocTaHeTca HEM3MEHHbIM, 3TO cemMeliHan atmocdepa u
atmosphere of our friendly team, where everyone is always ready OPY*KHaA KOMaHZa, Kaxkabli U3 Y1eHOB KOTOPOM B 1060 MOMEHT roToB NPUNTH
to help. This is reflected in our corporate values. FELLOWSHIP, Ha NnomoLb. BCé 3To HaxoAUT CBOE OTparKeHWe B HALIMX KOPNOPATUBHbIX
AUTHENTICITY, MASTERY, IMPROVISATION, LOCALABILITY, ueHHocTax: http://www.kaspersky.ru/about/career/familia
INTRAPRENEURSHIP, AIMING HIGH

Aeroflot Our values: We care for those who fly. Today’s aviation market LleHHocTn: Mbl noMoraem Bcem KTo JieTaeT. Maccaxkmp — rn1aBHbIM 06beKT Hallel
offers a large selection of air lines to passengers. For that reason 3a60Tbl. Bbibrpas AspodnoT, Maccaxknp [aeT Ham BO3MOXKHOCTb A0buBaTbCA
Aeroflot is highly appreciative of its passengers’ loyalty. The culture ycnexa. Mbl paboTtaem Tak, 4tobbl Maccaxkmpsbl, Bbibrpas AspodaoT, octaBaanch
of mutual respect is fundamental to our company’s successful [0BOJIbHbI HALWMMM YCAyramMmy U BO3BPALLLAANCh K HAM CHOBa M CHOBa.
activity and the well-being of our employees as well as of their
families.

RusHydro Create value for our shareholders and benefit the Russian electricity KomnaHus cTpemuTca K MakCMMmU3aLuumn CBoel LieHHOCTU A/1A rocyaapcTea, B
sector aKLMOHepoB, 06LecTBa U COTPYAHMKOB.

MegaFon Our business success is based on values and principles that we The Company’s values are consistent with their personal values, Haw ycnex B 61M3Hece 0CHOBaH Ha LeHHOCTAX U NPUHLMNAX, KOTOPblE Mbl
share. The Code of Business Conduct and Ethics is the foundation emphasizes the Company’s commitment to environmental values,among pasgensem. KogeKc aTUKM M KOPNopaTMBHOIO NOBEAEHWNA — 3TO OCHOBA A/1A HALLIUX
for our actions, decisions and relationships. Excellent service, our core values, the most important have always been team spirit, Aen, pelleHni n B3aMMOOTHOLIEHWI. Bbicovailuee KauecTBO yCayr, YeCTHOCTb U
honesty and transparency in all that we do, attention to issues and the will to win, belief in one’s own abilities and success through self- NpO3paYyHOCTb BO BCEM, YTO Mbl AeNaeM, BHUMATE/IbHOCTb K Npobaemam u
claims, integrity, cooperation, respect for laws - these are the key improvement, adhering to internationally recognised standards of npeTeH3nsam, 06p0oCoBECTHOCTb, COTPYAHUYECTBO, YBaYXKEHNE 3aKOHOB — BOT
principles of our performance. We particularly emphasize that ethics and integrity in business, as well as specific anti-corruption KAtoYeBble MPUHLUMNMbI Hawel paboTbl. 0cob60 Mbl NOAYEPKMBAEM
corruption is unacceptable. In addition to the Code, our company regulation in the Russian Federation. HenpuemnemocTb Koppynuuu. B gononHeHre K KogeKcy B KOMNAaHUKM yTBEPKAEHA
has approved Anti-Bribery Policy, and every employee must know MoANTUKA NPOTUBOAENCTBUA B3ATOYHMYECTBY M KOPPYNLUKN, KOTOPYHO SOMKEH
and apply it. We expect the same from our partners. 3HATb M MPUMEHATb KaXAbl COTPYAHUK. Ee cOBN0AEHNA Mbl OXKUOAEM TaKXKe U OT

HaLlUMX MAPTHEPOB.
Bashneft Quality, professionalism, safety, efficiency and team spirit are the key CnepoBaHne MOpPanbHO-3TUYECKMM HOPMAM, 3KOIOTMYHOCTb, 6e3onacHocTb Tpyaa, | Kauvectso, npodeccroHanmsm, 6e3onacHocTb,

values at Bashneft

6anaHc MHTepecoB NpovsBoauTenell ¢ noTpebuTenamu, 6aaroTsopuTenbHble
NpPOrpammsl, COLManbHOE NAaPTHEPCTBO, NPO3PaYHOCTb MHPOPMALUH.

3 EKTUBHOCTb, KOMAHAHBIN AyX - LLEHHOCTU
KomnaHuu, KoTOpbIMU Mbl MTPOAOIKUM
PYKOBOACTBOBATLCA B Hallel NOBCeAHEBHOM
paboTe /1A AOCTUMKEHUA HOBbIXYCMEXOB B
MHTepecax BCex akLMOHEpPOB, PErMOHOB Hallei
paboTbl U CTPaHbI B e IOM.

Federal Grid

This is why one of the Company’s most important tasks in terms of
philosophy and values of corporate social responsibility and sustainable

Pa3BuTne, COTPYAHMKM, Pe3YNbTaTUBHOCTb, NPOGECCUOHANN3M, OTBETCTBEHHOCTb,
posepue. KK, npuHat 8 2009 .

company ) . :
development is to continuously seek the balance between public and
economic interests in our work.
Alrosa ALROSA values its customers' confidence and is interested in The Alrosa Group pays much attention to the development of business MpUOpPUTET KU3HW 1 300POBLA COTPYAHUKOB, COLMAIbHAA OTBETCTBEHHOCTb,
reliable and continuous feedback from them. ethics and corporate culture buil on shared values of professionalism, 3KONOMMYHOCTb, 3GPEKTUBHOCTb, HPABCTBEHHOCTb, NAPTHEPCTBO, 3aKOHHOCTD,
efficiency, morality and legality. r'MBKOCTb M UHHBALUMMN.
Novolipetsk Our value creation strategy builds upon three competitive 3PPEKTUBHOCTD - HALLA BA3OBAA LLIEHHOCTb
Steel advantages: sustainable growth capabilities safe and efficient
processes flexibility
Severstal Leadership in value creation: we must create the company’s value It is important that our new employees share our values. We always give Mbl nOHMMaem NMAaepcTBO B CO3MAAHMN B LLMPOKOM CMbic/e. B nepsyto ovepeab,

at a faster rate than our competitors; we will achieve this at every
stage of our company’s vertically integrated operations; our
products, which are highly sought and used by people around the
world for a wide range of projects in construction, energy,
transportation, machinery and consumer goods areas; what each
one of us does every hour of every day. By undertaking additional
efforts and walking an extra mile we can achieve more to exceed
the expectations of our clients. Leadership in value creation —is
using our knowledge, experience and expertise for the
development and sustainable growth of the company. We consider
the interests of all stakeholders, including shareholders, clients,
employees, business partners and the communities where we
operate.

preference to well-educated candidates who can learn and share their
knowledge with others.

3TO 03HAYaEeT, YTO Mbl JO/IKHbI CO3UAATL CTOMMOCTb HaLLEl KOMMNaHUK
onepeXKaoLWwymm Temnamm No CPaBHEHUIO C HALLIMMM KOHKYpeHTamMu. MNpu aTom
CTOMMOCTb A0/IKHa GOPMMPOBATLCA MO BCEW Lieny BEPTUKANIbHON MHTEerpaLmu,
HauMHana oT 406bI4M 1 06OraLLEeHMA NPUPOLHOTO CbiPbs, 3aKaHYMBAA BbICOKMMM
nepeaenamu NPou3BOACTBA. /INAEpCTBO B CO3NAAHMUM — 3TO NPOU3BOACTBO
NPOAYKLMM, KOTopasa Noab3yeTcs 60/bLLIMM CNPOCOM Y NtoZei BO BCEM MUpeE: B
CTPOUTENLCTBE, SIHEPreTUKe, TPaHCNopTe, MPOM3BOACTBE NPOMbILLIEHHOTO
060pyA0BaHMA 1 TOBAPOB MaccoBoro notpebaeHus. J/InaepcTeo B CO3UAAHUN —
3TO, KOTAa KakAbl U3 HAC eXKeAHEBHO M eXKevyacHo, BbINOJIHAA CBOIO paboTy,
npesnpPUHUMAET LONONHUTENbHbIE YCUUA OIS AOCTUNKEHUS 60/bLLEro
pesynbTaTa, YTobbl MPEB30MTU OXUAAHMA HALWMX KAUEHTOB. JIuaepcTeo B
CO3MAAHNU — 3TO UCMO/Ib30BAHME HAMM 3HAHWIA U OMbITa A/1A HEYKJIOHHOIO
Pa3BUTMA M YCTOMYMBOrO POCTa HalLeil KOMMaHMM C YYETOM MHTEPECOB BCex
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CTEMKXONAEPOB, BK/IOYAsA aKUMOHEPOB, KNMEHTOB, COTPYAHWUKOB, NapTHEPOB.,
MecTHble coobLecTBa U 06LLECTBO B LLESIOM.

Surgutneftgas Surgutneftegas values its reputation of a good corporate citizen and | The support of social and charitable projects is an essential part of the KKL npuHaT B 2013r. Mopago4yHOCTb, HaAeKHOCTb M NpdecuoHan3m paboTHUKOB,
is always open for a dialogue with every party committed to corporate policy of OJSC “Surgutneftegas” - strengthening humanistic 3¢ EeKTUBHOCTb TPyAa, B3aMMOBbIPYYKa, B3aMMoyBarkeHue. B cdepe pa3Butus
sustainable development and sound environmental behavior. values of the modern society. nepcoHana OAO «CypryTHedTeras» OCHOBbIBAeTCA Ha TOM, YTO MEPCOHa/N — O4Ha
CHARITY WORK 0JSC “Surgutneftegas” considers it to be its civic 13 [NaBHbIX €ro LeHHOCTEN, U AeATeNbHOCTb KOMNaHMM B 3TOK obiactu
duty to benefit spiritual and social values development and HanpaB/ieHa Ha NOBbILWEHWE NPOPECCMOHANBHOIO YPOBHA COTPYAHMUKOB,
preservation. obecneyeHue NOHOM peannsaumm X NOTEHLLMANA U CO3AAHUU INYHOM
3aMHTEPECOBAHHOCTM B AOCTUMEHNUN KOMMAHWEN NOCTAaBNEHHbIX Lienein.
Lukoil First-class servises to our customers; Effective HR policy; Reliable CORPORATE VALUES: Personnel and continuity, Responsibility, Openness LleHHOCTU KOMNaHUN:3PPEKTUBHOCTb,NEPCOHAN,3KONOMMUYHOCTb,COLLMANbHARA
and positive image of the company; Effective environmental policy; and partnership. Everything our Company does is done by and for people. OTBETCTBEHHOCTb,NAPTHEPCTBO, HPABCTBEHHOCTb. 3HAHMA - 3TO TO, YTO OTKPbIBAET
Optimization of the operational efficiency and decrease of the Responsibility for the lives of people and for the natural resources Ham gopory B byayuiee. MNpodeccnoHannsm, NoCToAHHOE
operational costs; Sustain high-profit level; entrusted to us in the regions or our operations. Openness and CaMOCOBEpPLLEHCTBOBaHWE U HOBATOPCTBO. MHTyMUMA U NpeasuaeHmne
partnership in collaboration with society and stakeholders. True to its CoTpy4HNYECTBO - 3TO TO, YTO NOMOraeT Ham paboTaTb C MaKCUMaNbHOWM
mission, LUKOIL does business justly and honestly, with respect and 3bdeKTUBHOCTbIO.
decency.
Rosneft Corporate Values: PROFESSIONALISM AND CONSTANT, Positive developments in the Company unit impact values; gas program KopnopatueHbie ueHHocTu: MPOPECCUMOHA/IM3M U COBEPLLUEHCTBOBAHMUE,
IMPROVEMENT EFFECTIVENESS AND GOOD, CREATIVITY AND implementation, refining and petrochemical stream facility upgrades, and PE3Y/IbTATUBHOCTb M AOEPOCOBECTHOCTb, UHULUMATUBHOCTb U
RESPONSIBILITY, TRUST AND RESPECT. tank fleet refurbishment have operated to reduce unit effluent rates; OTBETCTBEHHOCTb, AOBEPUE N YBAXKEHUE
reconstruction and construction of new closed-circuit water supply
systems enabled a rise in the share of return water in overall water
consumption.
Sberbank Our values are at the core of our attitude towards life and work; Our values are the basis of attitude to life and work, internal compass Hawm ueHHOCTU — 0OCHOBa OTHOLLEHWUA K KU3HU U paboTe, BHYTPEHHUIA KoMmnac, Haww LeHHOCTM — OCHOBa OTHOLWEHMA K
they are an internal compass that helps us make decisions in helping make decisions in difficult situations, principles to which we are NOMOTFaOLWMI NPUHUMATDL PELLEHMA B CIOXKHbIX CUTyaLMAX, NPUHLMMbI, BEPHOCTb KM3HU U paboTe, BHYTPEHHU KOoMnac,
complex situations; these are the principles that we follow always faithful everywhere and always. The guidelines, which help us to take the KOTOPbIM Mbl XpaHUM Bcerga u sesge. OpueHTUpPbI, KOTOPble MOMOTAT HaM NoMOraLWmi NPUHUMATD PELIEHUSA B
and everywhere. Guiding points that help us to make the right right decisions in any situation: | am a leader: We take responsibility for NPUHUMaTb BEPHbIE peLleHns B Nt0bbIx cuTyaumax: fl — nupep: Mbl npuHMMaem CNOXKHbIX CUTyaLMAX, NPUHLMUNbI, BEPHOCTb
decisions in any situations: | am a leader: We take responsibility for | our actions and for what is happening around us. We give our best effort. OTBETCTBEHHOCTb 3a cebs U 3a TO, YTO NPOUCXOANT BOKPYT; Mbl Aienaem Nydllee, Ha | KOTOPbIM Mbl XpaHUM Bcerga 1 Besge. A —
ourselves and for what happens around us, We do the best we can, | We continuously develop and improve ourselves, the bank and our YTO CNOCco6HbI; Mbl NOCTOAHHO Pa3BMBaEMCA U CoBepLLeHCcTBYeM cebsa, 6aHK 1 anpep: Mbl NpYHMMaeM OTBETCTBEHHOCTb 33
We are constantly developing and improving ourselves, the Bank environment. We are honest with each other and with our clients. We are Halle OKpy»KeHue; Mbl YeCTHbI APYr C APYrOM U € KnneHTaMu, Mbl — KomaHga: Mbl ceba 1 3a TO, YTO NPOUCXOAMUT BOKPYT Hac. Mbl
and our environment, We are honest with each other and with our a team: We gladly help each other, working to achieve a common goal. We | c roToBHOCTbt0 NOMoOraem gpyr apyry, pabotas Ha o6wmii pesynbTaT; Mbl OTKPbITHl | A€/1aeM NydLlee, Ha YTO Mbl CNOCOOHbI. Mbl
customers. We are a team: We are ready to help each other by are open and trust our colleagues. We respect each other. We help our 1 foBepsaem CBOMM Kosneram; Mbl OTHOCMMCA APYT K APYry C yBaxeHnem; Mol NOCTOSIHHO Pa3BMBAEMCA U COBEPLLEHCTBYEM
working on the common result, We are open and trust our colleagues to grow and develop. NomMoraem pacT 1 pa3BMBaTbCA Koaseram. Bce — ana KnmexTa: Bea Hawa cebn, 6aHK 1 Hawe oKpyKeHne. Mbl YeCTHbI
colleagues, We treat each other with respect, We help our All for the customer: All our activities are built around clients and are in AeATeNIbHOCTb NOCTPOEHA BOKPYT U Paau MHTEpecoB KAMEHTOB; Mbl XOTUM OPYF C APYTOM U C HALWMMU KAMeHTamMu. Mbl —
colleagues to develop and grow. All for the customer: All our their interests. We aim to surprise and delight clients with the quality of YOVBAATb U Paf0BaTb KIMEHTOB KAYECTBOM YCYT U OTHOLWEHWEM; Mbl KOMaHZa: Mbl C FOTOBHOCTbIO MOMOraem Apyr
activities are built around and in the interests of our customers, We | our services and attitude. We exceed client expectations. NPeBOCXOANM OXKUOAHUA KIMEHTOB. apyry, paboTas Ha o6wWmit pesynbTaT. Mbl
want to surprise and delight our customers with the quality of our OTKpPbITbI U fOoBEPAEM CBOMM Konsieram. Mbi
service and attitude, We exceed our customer's expectations. OTHOCUMCA APYT K APYry C yBaxkeHnem. Mbl
nMomoraem pacTu v pa3BMBaATLCA HALLIUM
Konneram. Bce — onis K aneHTa: Bea Hawa
LeATeNbHOCTb NOCTPOEHa BOKPYT U pagu
WNHTEPECOB KANEHTOB. Mbl XOTUM YAUBAATL U
pafioBaTh KAMEHTOB KaYeCTBOM CBOMX YCYT U
HalWM OTHOLIEeHMEM. Mbl MPEBOCXOANM
OXMAAHWUA HALWUX KIUEHTOB.
Gazprom Professionalism, Initiative approach, Thriftiness, Mutual, The adopted Code of Corporate Ethics of OAO Gazprom sets forth the B «[a3npome» XOpoLIO NOHNUMALOT, YTO KONIEKTUB KOMNAHMN — ee OCHOBHasA

Openness for dialogue, Continuity, Image.

principles and rules of employee conduct, regulates relationship within the
Company and relations between the Company and its shareholders and
investors, government authorities, entities, individuals and other
categories of persons interacting with OAO Gazprom, and promotes
harmonised corporate values.

LLEeHHOCTb.
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Appendix 2. Background information on organizations

Name of the
company

Nimi venajaksi

Web-page

Amount
of
personnel

Year of
establishment

Annual
report

Web-pages in
languages

Values in Values in

English
annual
report

Russian
ELGUE]]
report

Values
on
English
web
pages

Values
on
Russian
web
pages

Web-
pages

International
activity

Russian
origin and
operations

in Russia

Business sector/area of
expertice

Publicly | Well- Major
trated known role in
company in own
Russia  sector of
or Russian
abroad economy

Mail.ru https://corp.mail.ru/en/ 2800 1998 2013 Russian, English no no no no Large communicational X X X X X X
portal of Russian internet

Kaspersky Na6opatopua | http://www.kaspersky.com/ 3000 1997 Russian, English no no yes yes Information security X X X X

Lab Kacnepckoro

Aeroflot Aspodnot http://www.aeroflot.ru/cms/en/about 16420 1923 2013 Russian, English yes no yes yes Aerial transportation X X X X X X

RusHydro Pycrmgpo http://www.eng.rushydro.ru/ 18244 2004 2013 Russian, English yes no no no Power generation X X X X
company

MegaFon MeradoH http://english.moscow.megafon.ru/ 24000 1993 2013 Russian, English yes no yes yes Mobile operator in overall X X X X X X
Russia

Bashneft bawHedTb http://www.bashneft.com/ 25000 1946 2013 Russian, English yes yes no no Extraction and processing X X X X
of oil

Federal Grid | ®CK E3C http://www.fsk-ees.ru/eng/ 25000 2002 2013 Russian, English yes no no no Transmission of the X X X

company electricity

Alrosa ANNIPOCA http://eng.alrosa.ru/ 40000 1992 2013 Russian, English yes no yes yes Mining, exploration, X X X X
processing and sale of
diamonds

Novolipetsk HoBonuneuk http://nlmk.com/ 60000 1934 2013 Russian, English no no no yes Metallurgy and mining X X X X X

Steel Cranb

Severstal CeBepcTanb http://www.severstal.com/eng/index.phtml 61000 1955 2013 Russian, English yes no yes yes Steel and mining X X X X

Surgutneftgas | CyprytHedrTeras | http://www.surgutneftegas.ru/en/ 109000 1993 2013 Russian, English yes no no yes Extraction and processing X X X
of oil and gas

Lukoil NYKoiin http://www.lukoil.com/ 150000 1993 2013 Russian, English yes no yes yes Extraction and processing X X X X X X
of oil

Rosneft PocHedTb http://www.rosneft.com/ 170000 1993 2013 Russian, English yes no yes yes Mining, exploration, X X X X X X
refining, marketing and
transportation of oil and
gas

Sberbank C6epbaHK http://www.sberbank.ru/en/individualclients/ | 232200 1841 2013 Russian, English yes yes yes yes Universal bank offering a X X X X

Poccun full range of banking

services

Gazprom Fasnpom http://www.gazprom.com/ 400000 1989 2013 Russian, English yes no yes yes Exploration, production, X X X X X X

transportation, storage
and processing of gas,
condensate and oil.
Production and marketing
of heat and electricity
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