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Abstract 

Creating Shared Value gives a new direction to improve the concept of corporate social responsibility, but still has to prove its viability 
and superiority over other approach if it wants to get widespread use and recognition. The concept of shared value is a more sustainable 
approach to both business and society for integrating social responsibility into the company's operations without external pressure.  
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1 Introduction 

Business is the motive power behind economic growth and 

international development. It can (and it should) play a 

substantial role alongside with the Government, society, and 

the local communities in dealing with complex, local, and 

global issues, i.e. famine, poverty, inequality, unemployment, 

climate change, etc.  In a small-scale market such as that in 

Bulgaria it is highly unlikely that businesses might vest 

interest in incorporating practices to do with corporate social 

responsibility (CSR). A typical fault of Bulgarian business is 

that it would estimate CSR practices based on the expense 

involved, rather than the benefits of incorporating them. More 

often than not, Bulgarian industries initiate corporate 

practices erratically, and do not wish to fit such practices in 

their company agenda. The private sector should give up on 

short-term profits in favor of general CSR policies as part of 

their plan for long-term profits. 
According to the definitions above CSR is the voluntary 

commitment of businesses to improve social and environ-
mental conditions of life of local, national and global levels. 

Archie Carroll came up with a pyramid of corporate 
social responsibility that indicates the links between each 
level where businesses can define their responsibilities. 

 Economic responsibilities: Be profitable! 
Economic responsibility is seen as a basic business 

responsibility and it has to do with maximizing profit. Each 
company that fails to meet its economic responsibilities is 
doomed to bankruptcy. 

 Legal responsibilities: Obey the law! 
The legal responsibilities of any firm have to do with 

obeying all rules that reflect the general opinions of what is 
right or wrong. 

 Ethical responsibilities: Be ethical! 
Each company’s ethical responsibilities pertain to 

certain responsibilities that go beyond the basic economic 
and legal requirements for a business to operate. Ethical 
responsibilities (i.e. what is right and fair) are to be expected 
of all parties concerned, however, unless run by the 
Government or otherwise restricted by way of law, their 
appropriation is fairly subjective. 

 Philanthropic responsibilities – Be a good corporate 
citizen! 

Contribute resources to the community! Improve quality 
of life. 

Fundraising may refer to gathering considerable 
amounts of money for various charities, local communities 
and general social contributions.  

The Harvard Business Review magazine, Jan-Feb issue 
of 2011, published a fundamental article by Michael E. 
Porter and Mark R. Kramer titled Creating Shared Value. 
How to reinvent capitalism – and unleash the wave of 
innovations and growth? [1]. 

The concept of shared value promotes the notion that a 
successful market development depends on business need as 
well as social necessities. This means acknowledging social 
needs not simply as a burden to business that only leads to 
more expense, but as a way to enhance business efficiency 
while adding value to society. Corporate policies and 
practices that boost a business’s competitiveness - while 
simultaneously improving the quality of social and economic 
conditions within their modus operandi – are a guarantee for 
long-term profits. A profit that includes shared value enables 
companies to thrive on new markets while at the same time it 
provides development of key public assets, favorable and 
stable environment, and the prosperity of all stakeholders. 
Shared value models strengthen the link between business 
and society, for society needs successful businesses just as 
much as business needs successful societies. 

Creating shared value encompasses the inner field as 
well as the outer field of a company. 
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FIGURE 1 Directions in creating shared value 

Directions in creating shared value in the inner field 
concern the following assets: 

 Stakeholders: ability for personal involvement of 
stakeholders in various corporate social initiatives. 

 Technologies: investing in new equipment will 
ultimately save on materials and resources, boost 
productivity, lower residue, improve quality of 
produce, etc.  

 Workplace and organization culture: secures safe 
work environment, minimizes hazard at work, saves 
on company’s expense in healthcare and insurance. 

Organization culture shows for company etiquette that 
largely undermines employees‘ demeanor. Fair practices on 
behalf of managers and stakeholders may be a good lead to 
employees, and that may lead to savings. 

 Employees: professional competencies, career deve-
lopment, health, and personal development. An examp-
le for a created shared value would be a company that 
has helped 2/3 of its employees to give up smoking in 
the past 15 years. In years to come that investment 
would save the company $ 250m in healthcare.  

Directions for creating shared value in the outer field 
concern the following assets: 

 Impact on environment: use of water and electrical 
power as well as pollution. A good example of 
creating value is WalMart in that they have reduced 
their hydrogen emissions to save up to $200m by 
receding their packaging and shortening routes by 

100m miles.  
 Economic benefits: development of infrastructure, 

creating more job opportunities and more business 
perspectives. For example, Exxon Mobile oftentimes 
contributes to the improvement of roads in 
developing countries where they operate. 

 Social benefits: education and wellness. A good 
example of success in that field is Apple Computer 
that gives away computer systems to schools, thus 
they promote their products in the best possible way. 
The nutrition producer Nestle claim to take good 
care of cows in dairy farms from the Moga region in 
India. With Nestle’s help animals’ death rate has 
declined by 75 per cent, milking rates have risen 50 
times, and the number of milk farms to deliver for 
the company has grown from 180 to over 75.000.  

 Other interested parties: suppliers, clients, future 
generations. Improving suppliers’ skills, knowledge, 
and performance. Creating local clusters for 
sustainability and improvements in the economic 
and social wellness of the community. 

The concept of shared value provides a new direction for 
improving the concept of corporate social responsibility; 
however, it still needs to prove for its livability and 
superiority to be broadly accepted and applied. The concept 
of shared value is a more sustainable approach from a 
business perspective as well as society-wise, since it 
integrates social responsibility in company activities 
without any outer pressure: social and environmental goals 
are incorporated within the business strategy.  

Corporate social responsibility as a key factor in 
business activities is still gaining momentum in Bulgaria. 
Corporate socially responsible are mainly international 
companies that operate in the national market. Small and 
midsize businesses that are active mainly on a local 
(regional) level in specific fields have yet to make their first 
steps toward corporate management.  

Being voluntary by default, their scale of integration, 
development, and application make corporate practices in 
Bulgaria highly unlikely for companies to switch from 
corporate social responsibility to shared value. We might 
expect co-existence of the two approaches, where corporate 
social responsibility outweighs shared value in the long run. 
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