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Abstract

The concept of social and ethic aspects of marketing makes a strong case for introduction of social
interests in making marketing decisions. As a major asset for engagement business structures into
practices of sustainable behavior is their participation in socially significant marketing alliances with non-
profit organizations for joint implementation of social projects. The authors of the article marked that
within the alliances each of the partners achieves its own benefit within the framework of the win-win
strategy. It is necessary to implement interdisciplinary approach to the study of socially significant
marketing alliances. Authors propose to systemize the theory that form the theoretical and methodological
basis of such alliances. It is underlined that at present it is possible to observe the wide spread of socially
significant marketing alliances with the participation of the domestic banking sector. The practice of
participation of Russian banks in socially significant marketing alliances is generalized and systematized.
It is emphasized that it meets their economic interests, related to the diversification of business and the
growth of customers’ loyalty. In terms of practical implementation, calculations based on the author's
methodology are presented, which allow assessing the economic effectiveness of the bank's participation
in a socially significant marketing alliance on the example of a joint project of Sberbank of Russia and the
charity fund "Gift of Life". In the conclusion, authors proved that the participation of banks in socially
significant marketing alliances is an effective way of involving them in solving urgent social problems of
society.

© 2018 Published by Future Academy www.FutureAcademy.org.UK

Keywords: Marketing alliances, social projects, corporate social responsibility, socio-ethnical marketing, the non-profit sector.

@@@@ The Author(s) 2018 This article is licensed under a Creative Commons Attribution-NonCommercial-NoDerivatives 4.0
BY NC ND

International License (https://creativecommons.org/licenses/by-nc-nd/4.0/).


http://creativecommons.org/licenses/by-nc-nd/4.0/
mailto:Umnichka-72@mail.ru
mailto:Umnichka-72@mail.ru

http://dx.doi.org/10.15405/epsbs.2018.04.25

Corresponding Author: Nathalia V. Khmelkova

Selection and peer-review under responsibility of the Organizing Committee of the conference
elSSN: 2357-1330

1. Introduction

During the last 10 years, issues related to sustainable development, Corporate Social
Responsibility of business, the concept of social and ethical marketing and other forms of implementing
social responsibility are actively discussed. Scientists and researchers are actively discussing the
definition of corporate social responsibility. In 1953, G. Bowen first introduced the concept of social
responsibility of a businessperson, defining it as the implementation of such decision-making policies, or
following the behavior pattern that would be desirable for the purposes and values of the society (Bowen,
1953). Whereas, M. Fridman in his works argued that the corporate social responsibility of business is to
increase the profit of the organization "(Friedman, 1970). In this context, the concept of social and ethical
marketing emerged and developed. It is aimed, According to the interpretation of F. Kotler and K. Keller,
to take into account in the process of market activity the organization of the interests of all parties,
including society. It should be noted that the principles on which marketing activities of modern
companies should be built are described in details in the literature (Kiseleva et al., 20163).

One of the forms of realization of the concept of social and ethical marketing is a socially
significant marketing alliance, involving a formal or informal group of the commodity-based and
voluntary sectors in order to achieve both business goals and solution of current social problems. Within
the context of a socially significant marketing alliance, each of the partners aims at getting benefits within
the framework of the win-win strategy. Consumers who purchase a product created by joint efforts of the
parties within the alliance can be also counted as participants. However, consumers in some cases tend to
leave such alliance. This may be due to their unwillingness to change their routine in behaviour.
(Kashapova et al., 2016), and in general the orientation towards traditional patterns of behaviour and
disinclination for innovative purchases (Ryzhkova et al., 2016).

The participation of banks in the implementation of the concept of social responsibility, social and
ethical marketing and socially significant marketing alliances demonstrates the willingness of their
owners to participate in solving the problems of society. Thanks to the application of this concept, banks
have the opportunity to reduce risks and diversify activities, improve the reputation and brand awareness,
increase customers’ loyalty and, as a result, increase profits. Eighty percent of large Russian banks use the
concept of social responsibility in their work (Lukin, 2015). In addition, currently, one can observe the

active dissemination of practices of socially significant marketing alliances in the Russian banking sector.

2. Problem Statement

The study of socially significant marketing alliances should be conducted from interdisciplinary
positions of view. Only having considered the deep nature of this phenomenon, it is possible to study in
details this new form of social responsibility for the marketing. However, there have been no attempts to
classify theories of forming socially significant marketing alliances in foreign and Russian literature. The
authors of the article try to solve the problem of their systematization (Table 01). At the same time, we
believe that when studying socially significant alliances, it is necessary to take into account both

marketing, economic and behavioral parameters (Menshikova, Khazanov & Verkhovskaya, 2016).
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The contemplation of alliances outside the interdisciplinary approach does not allow to take into

account all aspects of the relationships of their participants and to assess the economic effectiveness of

such interaction.

Table 01. Theoretical and methodological bases of socially significant marketing alliances.

Contribution to the

Authors VI EWEOf Context conception of socially
the theory A : 2
significant marketing alliance
Cherington, 1913; Park,
Russo, 1996; Bengtsson,
Kock, 2000; Tsai, 2002;
Dagnmo,. Padlila’ 2002; . Focus on competition and Creation of a new form of
Luo, 2004; Kneitnep 2004; . . . . .
- . cooperation from the point of strategic relationships between
Oshri, Weeber, 2006; Theory of - : L
) ) 2. view of the correlation of the participants, based on
Mariani, 2007; European coopetition common interest and goals of the | interpenetration of competition
institute for advanced 1ag P omp
o companies and cooperation
studies in management
(EIASM), 2008; Radaev,
2008; Eriksson, 2009;
Peng, Bourne, 2009.
Cook, 1977: _ F_orr_natlon the alliance on the
. In the process of intra-group principles of trust, commitment
Cook, Emerson, 1978; >
Theory of collaboration, values are and exchange of values.

Bucklin, Sengupta, 1993;
Chang, 2009.

social exchange

exchanged, benefits are obtained
for all parties

Determination of factors
affecting on the formation of
the alliance.

Achrol, Reve and Stern,
1983; Achrol, 1991;
lacobucci and
Hopkins,1992; Anderson,
Hakansson and
Snehota,1995;
Henneberg, Mozas, 2004;
Bengtsson, Servais,

Network theory

Focus on the merger of the two
companies from point of view of
the central scene of the network.

The structure of network
organizations that offer
transparency, adaptability and the
ability to introduce new

Studying alliances from the
standpoint network, consisting
of suppliers, consumers,
competitors, state, social
institutions and other
participants

2004,2005; components into the network of
Sauvee, Coulibaly, 2007, interacting entities
2010.
Brandebuiggré.Nalebuff, Model building of interaction

Amaldoss, Meyer, Raju,
Rapoport, 2000;
Rodrigues, Souza, Leitao,
2009

Game theory

Different options of strategic
relationships between
participants

types between participants in a
socially significant marketing
alliance, taking into account the
strategies of the partners

Osgood, Tannenbaum,
1955; Tannenbaum, 1968;
Kahle, Homer, 1985;

McCracken, 1989; Theory of Conformity of cognitive structure Allowance for the correlation
Kamins, 1990; Gwinner, cognitive of a person between participants, values
1997; Simonin, Ruth, conformity and products of participants in
1998; Gwinner, Eaton the formation of an alliance
1999; Johar, Pham,1999;
Speed, Thompson, 2000;
Boo, Mattila, 2002.
Spence, 1974,

Rao, Ruekert, 1994; Market theory Unequal deduction of product Improving the reputation of
Rao, Qu, Ruekert, 1999; with information between participants. one of the parties and the
Washburn, Till, Priluck, . Transfer of information from perception of the brand,

. asymmetric - - - . :
2000; - - highly informed to less informed | increasing customer loyalty by
: information . .
Helmig, Huber, Leeflang, participants means of the alliance

2008.
Freeman R.E. 1984; Each group of stakeholders Satisfaction of the needs of all
Donaldson, Thomas; Stakeholder should be considered, and participants in the process of
Preston, Lee E, 1995; theory participates in determining the implementing the alliance,

Friedman, Andrew L.;

future direction of the company's

mutually beneficial cooperation
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Miles, Samantha, 2002;
Harrison, Wicks, Parmar
and De Colle, 2010;
Freeman, R. Edward,
Moutchnik, Alexander,

development

between partners, suppliers,
customers, competitors,
employees, owners, social
institutions of the society, etc.

2013
Bowen, 1953; The use of the alliance as a
Carroll, 1999; Responsible attitude to form of implementing the

Windsor, 2001;
Van Marrewijk, 2003;
Blagov E.Yu., 2006

Theory of
corporate social
responsibility

employees, local communities,
shareholders. Compliance of
many conflicting interests in
business performance

concept of conducting socially
responsible business together
with non-profit organizations
with a view to solving socially
significant problems

Roschelle 1992;
Dillenbourg ., 1996 ;
Lomas, Cyprien; Burke,
Michael; Page, Carie L.,
2008;

Theory of
collaboration

The process of joint activities of
two or more parties to achieve

common goals, where there is a
mutually beneficial exchange.
As a result of joint activities,

innovative products are produced

Innovative products release
and branding by two or more
participants in consequence of

the alliance. In process, the
technologies of all participants

are used, values and
experiences are exchanged

Kotler, Keller., 2006;
Kotler, Rartadgaya,
Setiavan, 2011.

Socio-ethnical
marketing

Introduction of ethical,
ecological, social and legal
aspects of interaction in the

process of marketing activities of
organizations

The process of integrating the
ethical, environmental, social
and legal aspects into the
values, mission and brands of
organizations for solving social
problems of the society

Pringle, Thompson, 1999;
Daw, 2006;
Trimble, Rifon, 2006;
Abbo, 2008.
Ahmediv, Shirochenskaya,
2003;

Knyazev, 2004;
Business in the community

Cause-related
marketing

The organization of a socially
significant marketing alliance
becomes a way of solving the
actual social problem of the
society by consolidating the
efforts of the parties, and also
contributes to the achievement of

Colligation of socially
significant marketing alliance
in consumers’ awareness with

the social problem of the
society. Integration of a

(BITC), 2004; . . socially significant problem
Trimble, Rifon, 2006; strateg|p mgrke_tlng taskg of the into the organization's brand
: organization involved in the
Daw, 2006; alliance
Charities Aid Foundation
(CAF), 2008.

According to Davis (1960), socially responsible decisions can influence on the long-term result.

Analyzing the practice of socially significant marketing alliances, we conclude that organizations

purposefully incur expenses of their implementation in order to achieve in long-term prospects a stable

flux of profits and favorable conditions for all interested parties. They seek to strengthen their positions in

the market, turn out from competitors, form the reputation of a socially responsible company and, as a

result, increase the value of the business. At the same time, participating in such alliances, commercial

organizations increase customers’ loyalty and assist the non-profit sector in implementing projects aimed

at solving urgent social problems of the society.

3. Research Questions

The form of bank’s participation in a socially significant marketing alliance is a co-branding card.

A co-branding card is a banking product created with the participation of a partner or partners from the

non-profit sector. It is branded by all participants of the marketing alliance, includes bonus programs for

consumers and involves deduction to non-profit organizations from transactions made with the help of the

219



http://dx.doi.org/

http://dx.doi.org/10.15405/epsbs.2018.04.25
Corresponding Author: Nathalia V. Khmelkova
Selection and peer-review under responsibility of the Organizing Committee of the conference

eISSN: 2357-1330

card. Table 02 presents examples of socially significant marketing alliances

participation of Russian banks.

Table 02. Example of socially significant marketing alliances of Russian banks

implemented with the

Commercial Partner (non-profit Co-branding card Socially significant
bank organization) problem
The charity fund "Gift of Life» With each chTiTgrzLOJ\? iCtLi,s:rliS;Zs
Public Joint- was created in 2006 by the Sherbank's co-branded card, "Gift .
o diseases. The bonus
Stock Company | actress Chulpan Khamatova and of Life" 0.3% of every current roaram "Thanks from
Sberbank of Dina Korzun. It helps children card transaction and 50% of prog s
. . . S Sberbank™ is being
Russia with oncohematological and annual card service is deducted to implemented (Attracted
other serious diseases. the charity fund "Give Life". p
more than 300 outlets)
Issuing a co-branded card with “Time of Goodness!"
Charity fund "Sinara" was uing w . S, The project provides
founded in 2001 to implement the image of “The Little Prince”, targeted social assistance
- S - . the bank transfers 0.3% of each .
socially significant projects in transaction to the charity fund to orphanages, special
SKB-bank Sverdlovsk Region. The Fund "Sinara” y boarding school for
supports projects in the field of 0 ' . children, nursing homes,
health, education, culture and (,),'06/.0 of the 'amou'rjt.on deposit hospitals, children's
Sports Ordinary Miracle", is monthly sports schools. and
ports. transferred to the fund. ports schools,
music institutions.
o » " 0,75% from each operation on the
“\//S;ldfx;lgégei nFlllggl :r]]zvllt: co-branded “WWEF” debit card is
- - transferred to an account for rare .
- deals with conservation, . - Support of rare species
Tinkoff-bank . species of conservation. The card - .
development and restoration of . - of animals and their
the environment, as well as 1 made of e:nwronmentally habitats
. ’ \ friendly materials and allows the '
conservation of the Earth's 0
biological diversity owner to return 7% per annum on
' the balance.
Acquiring a co-branded card from
the "Gift of the Holy" line, the
owner participates in the project . "
VTB Bank of of building 200 churches in %':t Ogi?gfl-:ﬁley
Russian Orthodox Church Moscow. The bank transfers ppor
Moscow construction of 200
about 30 rubles from each 2000 :
. . churches in Moscow.
rubles. 30 rubles is equivalent to
one brick laid in the wall of the
temples.
Charity co-brand "State
-19,
Supporting fund of the State transg(l:fic}n/g ?rgtgecgﬂ?ggég card Tretyakov Gallery -
VTB Bank of Tretyakov Gallery, was founded . . - VTB - VISA »
- . with a Russian painting from the
Moscow in 2012 to raise funds for the - Support and
h . . collection of the Tretyakov .
implementation of projects of Gallerv is deducted to the fund development of projects
the gallery y for its subport of the State Tretyakov
pport. Gallery.
Center "Amur Tiger" was .
. established in 2013 on the Part of the fL_md§ from point-of- "Amur Tiger"
Russian L - sale transaction is transferred to .
Adricultural initiative of VV.V. Putin. The the center of studving and Maintenance of rare and
g purpose of the fund is to study o ying endangered species of
Bank . maintaining the population of ;
and preserve the population of . Amur tigers.
. Amur tigers
Amur tigers '
. 0,5% from each transactions from "Comfort"
The Fund of the Russian - .
. . the co-branded card is deducted The support of projects
Geographical Society was - .
- . . . to the Fund of the Russian of the Russian
Binbank founded in 1845 with the aim to . . . : L
. . - Geographical Society. The card is | Geographical Society in
collect and disseminate reliable - -
cographical information for those Whg want to take partin the formatlo_n of new
g ) the formation of new Russia. Russia
Charity children’s fund "A Decent House for
"Victoria" was founded in Children"
2004. The main aim of the fund The bank allocates 0.5% from Prevention of family
Bank Uralsib is to create and maintain each transections from co- orphanhood, family

comfortable conditions for
children from deprived
backgrounds.

branding card to the charity fund.

organization of orphans
and support of foster
families.
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In 2015 according to MasterCard’s data, 88% of population in Russia uses bankcards
(MasterCard). Among them are elderly people, who use information and communication technologies
increasingly frequently, and are regarded as a long-range segment of banking products. (Ivankina et al.,
2017)

According to the research, findings of the company RBC.research, in August 2016 there were
about 100 co-branding projects in the banking sector. The largest number projects were in the retail
sector, joint projects with airlines and charity projects (RBC market research, 2016).

Co-branding cards allow business partners to leverage new channels of marketing, to generate
additional value for cardholders. The main source of banks’ income is the attraction of financial resources
of individuals, the security enforcement and the safety of monetary funds. The banks have a task to
develop an attractive product for the target audience. Issuing of co-branding cards can help to expand
market share, improve financial performance, and become a competitive advantage with respect to other
banks.

Currently, it is important to build and develop a privileged relationship with customers. In this
regard, we consider that the bank's employees must perform three important activities. Firstly, to create a
psychological portrait of the client to demonstrate a qualitative individual approach to clients (Kiseleva, et
al., 2016b). Secondly, to apply a universal model of the stages of customer relationship for the effective
management of sales of banking products (Kiseleva et al, 2016c). Thirdly, to create a competency
framework for employees who come into personal contact with clients (Kiseleva, Anikina, 2015).

In the situation of oversupply of offers in the banking sector, it is advantageous for a consumer to
have one card, with which he receives a set of privileges from valuable brands. At the same time, if one of
the partners is a non-profit organization, as in the case of the Sherbank project with the charity fund "Gift
of Life", the consumer can also realize the need to provide assistance by allocating a certain percentage of
transactions for “act of kindness”. According to the research of civil society of the Higher School of
Economics, 62% of respondents are sensible of responsibility for what is happening in the country
(Center for Civil Society and Non-Profit Research.), which from our point of view is an important motive
for their involvement in the implementation of similar projects. In addition, an important incentive for the
development of such projects is their higher economic efficiency in comparison with classical bankcard

products.

4. Purpose of the Study

The authors of the article submit their own approach to the calculation of the economic efficiency
of the socially significant alliance of Sberbank and the fund "Gift of life". Debit cards of different
categories are taken for calculation: Visa Classic, Visa Gold, and Visa Platinum. The assessment is based
on the comparison of the classic and co-branded cards issued within the project.

According to estimates of Alioth, which is engaged in manufacturing of bankcards, the turnover on
the co-branded accounts is 1.5 times higher than for classic cards (Vasiliev, 2013). It is confirmed by
statistics. Therefore, for example, according to the report on corporate social responsibility of Sherbank
for 2010 (Reporting), as of January 1, 2011, the number of Visa cards "Gift of Life" was 225 thousand
pieces. In 2010, holders of Visa "Gift of Life" card made trade transactions at a cost of 3.3 billion rubles.
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Thus, each cardholder, on average, made transactions at a cost of 14,666 rubles. At the same time,
according to the statistics of the Central Bank, in 2010, 144.1 million bankcards were issued in Russia;
1040 million transactions were made on payment basis for goods and services at the amount of 1346.2
billion rubles. Thus, for each card, traffic averaged 9345 rubles. As a result, each holder of Sbherbank card
"Gift of Life" spent 1.56 times more than the average Russian who owns a bankcard.

Table 03 submits data arranged by the years on the amount of deductions to the charity fund "Gift
of Life" based on corporate reports of Sherbank. In general, for the period from December 2008 (starting
time of project implementation) to June 2017, about 300 million rubles were donated to help child

patients.

Table 03. Deductions trough co-branded cards "Gift of Life"

Index 2015 2014 2013 2012 2011 2010 2009
Deductions to

the charity 435 113 289 | 250 | 2197' | 31,2 26,3
fund in mil.

rubles

According to the table, for the non-profit sector the implementation of the co-branded project is an
attractive tool of investment promotion for financing its activities. In the non-profit sector, there is also
serious competition for monetary funds of the sponsors. Therefore, charity funds offer projects attractive
for investment. The example of such project is a joint participation of no-profit organization and bank in
issuing of the co-branded card.

5. Research Methods

Let us consider the tariffs and service conditions of debit "ordinary" and co-branded bankcards of
Sberbank. The data were generated from the bank's website (Table 04).

Table 04. Parameters of debit cards of Sberbank

Visa Classic Visa Gold Visa Platinum

e Debit card Debit card Debit card

Average volume of
transactions on a bank 10 354 10 354 10 354
card (RUB)

Total cost of customer

service (RUB) 1650 9000 14 700

Cost of service in the first
year for a customer 750 3000 4900
(RUB)

Maintenance period

(months) 36 36 36

Deductions to the
customer by the bonus 0.50
program "Thanks from ' 0.50 0.50

Sberbank (each
transaction) (%)

! Including deductions for charitable contributions (Statistics do not divided).
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Visa Classic
Debit card “Gift of life”

Visa Gold
Debit card “Gift of life”

Visa Platinum
Debit card “Gift of life”

The average volume of
co-branded bank card
transactions (RUB)

15531

15531

15531

Total cost of customer
service (RUB)

1900

10 000

35000

Cost of service in the first
year for a client (RUB)

1000

4000

15000

Maintenance period

36

36

36

(months).

One-off payments to the
Fund “Gift of Life” 500
(RUB)

2000 7500

Deductions from the
amount of purchases in
the consumer NGOs (%)

0.30 0.30 0.30

Deductions of Sherbank
from the amount of
customer purchases to the
fund "Gift of life" (%)

0.30 0.30 0.30

Deductions to the client
by the client bonus
program "Thanks from
Sberbank (each
transaction) (%)

0.50 0.50 0.50

The average volume of payment transactions on bank cards of Sberbank in 2016 was 10,354
rubles. The calculation of the given index was made from the service "Open data of Sberbank” and is
taken as an average of 12 months (Sberbank open data.). The choice of the average is due to the unequal
allocation of payment transactions on bankcards in different months. The average amount of payment
transactions on bankcards of the project "Gift of Life" is taken by Sbherbank is 15 531 rubles, as it was
mentioned above. The average volume of payment transactions on Sberbank's co-branded cards exceeds
the average volume of payment transactions on classic cards by 50%.

The service charge of debit cards of the "Gift of Life" project for each type of cards is higher than
the service charge of classical debit bankcards. Another difference between the classic cards and co-
branded cards of the project "Gift of Life" is deduction to a non-profit organization. This deduction makes
0,6 % from each payment transactions on a co-branded card. The maintenance period for all types of
cards is 36 months. Both types of cards are connected to the "Thanks from Sberbank™ program, which
means a refund to customers in the form of bonuses of 0.5% from payment transactions.

Commission income and expenses determine the economic efficiency of debit cards for a bank.
The commission costs for Sberbank’s bankcards include expenses for reporting transactions (table 05).

Table 05. Commission expenses

Index

For one card (year)

For one card (month)

Sum of commission
expenses (year)

Expenses for payment
transactions (RUB)

754

63

80 900 000 000

Commission income of bankcards can include Corporate and Retail Banking Services for private

and corporate customers (Table 06).
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Table 06. Commission income Type your title here

Index For one card | For one card Sum of commission
(year) (month) income (year)
Corporate _and Retail Banking Services 948 79 101 700 000 000
of private customers (RUB)
Corporate and Retail Banking Services 2318 193 248 700 000 000
of corporate customers (RUB)
Total income (RUB) 3339 278 358 200 000 000

Tables 05 and 06 show calculations based on data from the Sberbank Annual Report for 2016
(Annual reports). In this case, the calculation of economic efficiency is made relative to the monthly
averages, the table shows commission expenses and incomes per one card for one month, provided that
the number of cards by the end of 2016 was 107,280,000 pcs., among them 89 880 000 pcs. of debit one.

6. Findings

As a result, a comparison of classical debit cards and co-branding cards of the "Gift of Life"
project was made (table 07).

Table 07. Calculation of economic efficiency of debit cards of Sberbank (months)

Index Classic Gold Platinum
Debit card «Gift of Life»
Sberbank
The average volume of
payment transactions on 15531 15531 15531
the card (RUB).
Service charge for
customers (RUB) 53 218 972
Commission income
(RUB) 272 272 272
Commission expenses
(RUB) 63 63 63
Deduction to the fund
«Gift of Life» (RUB) 107 149 302
Deductions to the
customer"by the bonus 78 78 78
program "Thanks from
Sberbank (RUB)
Profit before taxation on
77 261 2
the card (RUB) 6 80
Fund «Gift of Life»
The average volume of
payment transactions on 15531 15531 15531
the card (RUB).
The amount of deductions
from the amount of 47 47 47
customer purchases
(RUB)
The amou_nt of Sberbank’s 47 47 47
deductions from the
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amount of customer
purchases (RUB)

Deductions from service

for the first year for the 14 56 208
customer (RUB)
Total amount of

deductions to the fund 107 149 302

(per month)

Classical debit card

Sberbank

The average volume of
payment transactions on 10 354 10 354 10 354
the card (RUB).

Service charge for

customers (RUB) 46 250 408

Commission income

272 272 272
(RUB)

Commission expenses

(RUB) 63 63 63

Deductions to the
customer by the bonus
program "Thanks from

Sherbank (RUB)

52 52 52

Income before taxation on

the card (RUB) 203 408 566

Thus, according to our calculations, the profit of the bank before tax on the co-branded Classic
cards is 77 rubles per card, Gold - 261 rubles, Platinum - 802 rubles per month. The amount of deductions
to the charity fund is 107 rubles, 149 rubles and 302 rubles respectively. Put this in perspective; take the
indexes of the classical bank debit card of Sberbank. The profit before taxation of the bank on such a card
in case of using Visa Classic is 203 rubles, for Visa Gold - 408 rubles and for Visa Platinum - 566 rubles
respectively.

As a result, the co-branding card implemented on the Visa Platinum platform has a higher profit in
comparison with the classical one. The excess is 236 rubles per card and is due to the higher cost of
servicing for the customer and higher traffic on the card. In addition, it is important to note that, thanks to
this, the largest amount of deductions to the charity fund "Gift of Life" is generated on this card, in

comparison with other cards within the framework of the project.

7. Conclusion

Nowadays, sustainable development and corporate social responsibility are becoming important
topics in scientific discourse. Linking socially responsible behavior with the goals of increasing the profit
of the organization generates a marketing approach to the problem of solving social problems of the
society within the framework of the concept of social and ethical marketing. The business aspiration to
obtain benefits from socially responsible behaviour is reflected in the emergence of socially significant
marketing alliances, within which non-profit organizations and consumers are involved in social projects.
The interaction of the participants in such alliances is based on the principles of win-win and requires

studying from the standpoint of an interdisciplinary approach that involves the consideration of both
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marketing, economic, and behavioural aspects. The approach offered by the authors to the systematization
of theories that underlie socially significant marketing alliances makes it possible to advance towards the
formation of a full theoretical and methodological base for such alliances.

The participation of banks in socially significant marketing alliances is an effective way of
involving them in solving urgent social problems of the society. The development of socially oriented co-
branded banking products contributes to the solution of the problems of banks, non-profit sector and
provides an opportunity to meet the needs of customers, while contributing to the implementation of
social projects. The study of statistical data by the authors and extensive factual material (cases) allows us
to state that the Russian banking sector is actively involved in the practice of socially significant
marketing alliances in the format of co-branded cards.

The number and variety of co-branded bankcards created by joint efforts of banks, non-profit
organizations and charity funds allows us to assert that banks see the attractiveness of banking product for
the target audience. The economic efficiency of such projects is also important. Our approach to
assessment, based on the comparison of the profitability of classic and co-branded debit cards, showed
that the co-branded Sberbank card, implemented on the Visa Platinum platform, provides the bank with a
41.6% increase in profits from each card, compared to a similar Classic card. At the same time, from each

co-branding card, deductions are made in favour of the charity fund "Gift of life"
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