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Abstract 

The global financial crisis of 2007–2008, was a significant global economic crisis considered by many economists to have been the most serious financial crisis since the Great Depression of the 1930s, to which it is often compared. Consequently, many financial organisations suffered customer trust and confidence. Developed Countries like Colombia were also strongly affected. Financial organisations like Citigroup Colombia had to find new ways to regain lost trust and confidence of its customers. 
Since then Corporate Social Responsibility grew in importance whereas at the same time the evolution of Information technology allowed the rise of social media globally.  
This dissertation examined the motivation, development and effects of applying Corporate Social Responsibility exemplary at Citigroup in Colombia towards regaining trust and confidence of its customers. In this process, CSR practical implementational experiences were analysed as well. Furthermore, the magnitude of the influence from the empowered Citi Colombia customer towards Citi Colombia CSR activities and its brand impression was examined.

A qualitative research approach was chosen due to its advantage that it concentrates less on the metrics of the data that is being collected and more on the subtleties of what can be found in that information. This allowed for the data to have an enhanced level of detail to it, which provided more opportunities to glean insights from it during examination. To receive a significant result, there were four specific interview groups defined with twelve participants comprised of: CSR leading Committee at Citi Colombia, CSR related employees responsible for the practical CSR implementation at Citi Colombia, Citi Colombia customers and CSR direct Beneficiaries. All interviews took place in person in Colombia in order to be able to record in addition non-verbal expressions, important for qualitative analysis. The received information was transcribed and coded.

Results of research undertaken show that motivation for an increased CSR engagement was mainly driven by the attempt to regain customer trust and confidence in combination of a reaction to the empowered customer evolution through the development of information technology infrastructure in Colombia. Further results revealed that Citi Colombia customers as well as CSR Beneficiaries have wider concerns and feel that they are now well addressed by Citi Colombia’s own CSR 


projects, especially it’s effort for the green environment agenda. In addition, it was determined that Citi Colombia realized a positive brand impact through its increased CSR commitments. Results showed also that improvement is needed in terms of implementation of CSR projects within Citi Colombia. Citi CSR related employees as well as the CSR Director were confirming their challenges, especially the top-down approach as well as the missing feedback loop were indicated to be the main drivers for frustration experienced. Limitations of this dissertation due to time- and financial constraints were the number of participants, which suggests for further research with more participants in all four interview groups to receive a more representative result.

The implication of the research results lays in its multi impact. CSR can support the macroeconomic evolution of a developing country like Colombia by addressing wider concerns people have, e.g. caring and acting on environmental issues and educational problems. It can also have a positive impact for the individual employee working in an organization that is engaged in CSR leading to stronger employee satisfaction when they are convinced of the CSR projects being the right ones which also, as in this research shown, has its difficulties for the organisation in selecting the right CSR project. If the organisation achieves a right selection of CSR projects and its employees feel their voice was heard then they become consequently more satisfied and the company as a whole can benefit from improved employee engagement, lower turnover and higher talent attraction.
Regarding the specific case in this dissertation, Citi Colombia, by applying the recommendations outlined in this dissertation, the bank could become a Role – Model within the Country for other financial organisations like Bancolombia or Davivienda for being an financial organization that cares for society, shows it and consequently becomes a sustainable organization that people are happy connecting with, being a advocated customer or an highly committed employee and that attributes significantly towards a developed country of Colombia.
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[bookmark: _Toc14476512][bookmark: _Hlk513153323][bookmark: _Toc20962304]1.1 Background to Subject Area 
Citigroup (Citi), a global international banking institution, was facing difficult times globally, also in Colombia, during the financial crisis starting in 2008 and was confronted with the difficult situation on how to secure a prosper future. (Citigroup 2014). Although Citigroup's corporate roots stretch back more than 200 years, to the founding of the City Bank of New York in 1812, it went almost bankrupt and was only saved by a governmental bailout (Bailout 2008). Since then, trust and strengthen relationships with its customers had to be rebuild. 
In that time, information technology developed significantly (Tech Report 2010), offering social networks resulting in globally connected customers and leading to a more informed customer (Plos 2012 + Deloitte 2014).  
As a consequence of companies’ implication awareness of the customers, in actual context (supported strongly by the information technology age we live in), organizations like Citigroup are evaluated not anymore only according to the products quality and services, also classified from Philip Kotler (2010) as Marketing 1.0/2.0 but in function of the community social life, too. 
Social responsibility became more important for the organizational reputation and for the company identity management. Social responsibility programs are related to the company values and support the communicating direction. In that context, ‘Corporate Social Responsibility’ (CSR) is a concept introduced as Marketing 3.0 by Philip Kotler (2010), which provides to companies the opportunity to treat the environmental- and social problems as a part of their business operations to reflect the wider concerns its customers have, to show “we care too”. 
The following part will present specifically Citigroup in Colombia and outline (set the stage) its CSR history, containing also its related activities and -implementation.
Established in 1916, becoming the oldest international bank in the country, Citi Colombia is the favored bank for multinational and most top domestic companies in Colombia.  With its financial capabilities and exclusive transactional platforms, Citi is the bank of choice for foreign trade, FX trading, cash management and offshore investment products. Citi Colombia provides key services, which includes among other, Personal Banker, differentiated processes and preferential service across all channels (Citi-Col 2018).


In Colombia, the bank has 3,472 employees; It operates in 13 cities in the country and has close to 560,000 customers (Citi-Col 2018).
Citi has been committed to the communities and the development of socially responsible activities globally since 1812, providing resources to finance many of the transformative projects in different parts of the world. Its goal is to support the communities in its areas of influence and its clients so that these advances from ambition to personal fulfilment. 
The Citi Foundation was established to support community projects around the world and has been a great support for the microfinance industry for more than 30 years, continuously promoting the participation and commitment of Citi employees through corporate volunteering. The Foundation is committed to the economic empowerment and financial inclusion of individuals and families with low incomes in the communities in which it has a presence, in order to improve their quality of life. Its strategic donations are based on 3 priority areas: Microfinance, Education and Quality of life for youth, Training in generation and preserving of financial assets.
In Colombia, Citi and Citi Foundation have established innovative ways of working with allies to advance financial inclusion efforts in the country. In partnership with the Inter-American Development Bank, Citi has worked with a network of local cooperatives to develop products that promote the savings of populations receiving Conditional Cash Transfers.
Citi Foundation has invested a total of $4.1MM in grants in Colombia since 2011 in small business associations, microfinances institutions and multilateral agencies that focused on financial capabilities reaching more than 100,000 beneficiaries (Internal Bank Document).
Citi Colombia, for its part, is contributing to the institutionalization of the Green Protocol. It believes that this support represents a very important step for the financial industry in Colombia since it promotes Financial Responsibility, which is one of Citi’s principles.
Citi Colombia understands Responsible Finance and Financial Inclusion as its mandate and priority, and as its corporate principle for doing business. It uses the power of its business and Citi Foundation’s grants to generate a positive impact on its communities and to contribute to Colombia’s progress.
Citi Colombia is committed to continue using the strengths of its businesses, resources, products and people to proactively improve the situation of Colombian communities through innovation and thought leadership. It’s principles - common objective, financial responsibility, ingenuity and leadership - are defined as its bridge that connects its 200-year history with the future it wants to create in Colombia. (Internal Bank Document)
Besides the usage of Citi Foundation, Citi Colombia initiated over the last years additional projects related to CSR. The following picture below illustrates its CSR activities, consisting of Citi Corporate- and Citi Colombia own initiative.[image: ]
[bookmark: _Toc14475518][bookmark: _Toc20777708]Figure 1 CSR Elements of Citi Colombia
Whereas Citi Foundation based activities are focused on specific groups (small agriculture companies, youth with limited resources, its own clients), Citi own Projects are concentrating on a broader level, on all inhabitants, reflecting also the incremental wider concern of people in Colombia (Green 2009 & Internal Bank Document).
The implementation for all CSR activities at Citi Colombia is a Top Down approach. A committee of seven executive employees decides about all CSR projects and its implementation. Leading of this specific committee is the CSR director. Once the committee has come to a related decision, a CSR team of not more than ten employees within Citi Colombia are planning, undertaking and monitoring the activities.
[bookmark: _Toc14476513]
[bookmark: _Toc20962305]1.2 Research Question Aims and Objective
The aim of this dissertation is to explore critically the CSR engagement of Citi in Colombia towards regaining Customers trust during the last ten years. The derived objectives are: 
· Obj1: Examine the motivation-, development-, implementation- and effects of CSR engagement at Citigroup in Colombia after its financial crisis in 2008.
· Obj2: Establish the magnitude of the influence from the empowered customer towards Citi Colombia CSR activities and its brand impression change 
· Obj3: Establish how selected Citi Colombia stakeholders emotionally respond when asked about Citi CSR activities towards its wider concerns
· Obj4: Recommend forward-looking marketing strategies that can support Citi Colombia to:
· minimize implementational challenges in future CSR projects, 
· communicate CSR more effective to the Colombian society,  
· establish a deeper relationship with its customers through CSR.
In addition, the following Hypotheses will be tested:
· H1:  CSR is only a reaction of the connected customer through the development of information technology, diminishing CSR activities to a consequence rather than a proactivity rise.
· H2: Citi Colombia customers have not arrived yet at the level of Maslow’s hierarchy having wider concerns that can be addressed with CSR activities but still are on the basic needs level (personal safety/shelter/food).
· H3: Internal motivation of the Citi implementation team is low based on top down approach towards CSR activities 
· H4: Citi Colombia customers have in 2019 more confidence in Citi then during the financial crisis 
· H5: Citi Colombia customers use strongly social media to share their opinion and experiences from Citi
· H6: The CSR Citi Colombia own activities after 2008 had a positive effect on Citi’s Brand  



The research will involve twelve personal interviews in Colombia, comprised of the according Citigroup Colombia CSR Director, responsible for CSR activities and leading the CSR committee. Furthermore, the process will include further Citi CSR related employees, Citi customers and local citizens who are direct beneficiaries of the 
implemented CSR projects. Furthermore, available related internally banking information will be studied.  

[bookmark: _Toc14476514][bookmark: _Toc20962306]1.3 Conclusion
As the title of this dissertation states "From Services to Customers to the Human      Spirit – Investigation of the motivations to engage in Corporate Social Responsibility (CSR) and its practical implementation", it was important within the introduction to set the scene for the specific research activity planned, meaning to present the company chosen for this research and to outline further facts related to its CSR activities. The following chapter will outline research already done related to CSR, focusing on its definition, -history, -development into marketing and its -criticism and concerns leading to actual research missing.


[bookmark: _Toc14476515]
[bookmark: _Toc20962307]2. LITERATURE REVIEW
The purpose of this chapter is to present, based on the research aim to explore CSR engagement, a review of the available literature, which underlines and informs the reader about CSR and its effects for corporations. The chapter will retain a specific focus on defining CSR, the History of CSR, its development into Marketing, a relevant extract on Pestle for Colombia as well as a critical section on CSR literature leading to missing research presented that justified the planned research in this dissertation. Relevant literature sources include; journal articles, academic textbooks and official organizational reports.

[bookmark: _Toc14476516][bookmark: _Toc20962308]2.1 Definition: Corporate Social Responsibility (CSR)
Carroll (1979) defined that "the social responsibility of business encompasses the economic, legal, ethical, and discretionary expectations that society has of organizations at a given point in time ". Frederick (1986) summed up the position as follows: "The fundamental idea of 'corporate social responsibility' is that business corporations have an obligation to work for social betterment." Davis (1973) offered a classic definition of corporate social responsibility (CSR) as "the firm's consideration of, and response to, issues beyond the narrow economic, technical, and legal requirements of the firm (to) accomplish social benefits along with the traditional economic gains which the firm seeks."
There also exists an opposite opinion on CSR by Michael Friedman (1970), who argued that "there is one and only one social responsibility of business - to use its resources and engage in activities designed to increase its profits so long as it stays within the rules of the game, which is to say, engages in open and free competition without deception or fraud". That argument seems to be an egoistic view from a present year perspective. It becomes clear that his argument is from a time where the focus was still on product level only, far away from this century’s terms like customer experience or customer wider concerns. Furthermore, considering also the interests of stakeholders can benefit the organization and its shareholders. For example, a company donating services or goods to help those hurt in a natural disaster is not acting in the direct interest of its shareholders, but in doing so builds community allegiance to the company, ultimately benefitting the company and its shareholders.



Except Friedman, those early definitions by Carroll, Frederick, Davis are agreeable; however, they are not taken all aspects into consideration. The basic belief of corporate social responsibility is that business and society are interwoven rather than distinct entities as used in the definitions above; therefore, society has certain expectations for appropriate business behaviour and outcomes. Furthermore, those early definitions missing also the aspect how to address CSR specifically.
Companies are not subject for finding solutions to every social problem. Companies are, however, responsible for solving problems that they have caused, and they are responsible for helping to solve problems and social issues related to their business operations and interests. Wood (1991) developed a further view on that statement. Based on the principle of public responsibility Wood defined, it is the organization's duty to act affirmatively for social well-being. This principle establishes that the content of CSR will vary to a certain distinct from corporation to corporation, because every organisation is responsible for repairing what it has broken, for avoiding future breakage, and for helping to solve those social problems that affect it. This principle removes CSR from the realm of capricious and demands that organisations examine their own unique positions and roles in the environment to ascertain their social responsibilities. This is also called the relational principle, emphasizing each organisations relationship to its own specific environment. A practical based example can be seen at Adidas, the German shoes manufacturer who causes tons of plastic from e.g. their retail stores. As a consequence, the company organizes in cities across the world running events to turn the public’s attention towards the devastating effect of plastic pollution.


[bookmark: _Toc14476517]


[bookmark: _Toc20962309]2.2 History of CSR – Beginning and Developments
Moura-Leite and Padget (2011) already examined the beginnings of CSR eight years ago. The authors mentioned that during the 1950s the leading attention was on businesses' responsibilities to society and doing good deeds for society. Furthermore, they discovered that during the 1960s key events, people and ideas were instrumental in characterizing the social changes shown during this decade. In the 1970s, business managers applied the traditional management functions when dealing with CSR issues, while, in the 1980s, business and social interest came closer and firms became more responsive to their stakeholders. During the 1990s, the idea of CSR became almost universally approved, also CSR was coupled with strategy literature and finally both authors concluded that in the 2000s, CSR became consequently a significant strategic issue.

There are further sources existing (Journal, 2013), arguing that already by the 1920s discussions about the social responsibilities of business had evolved into what can be recognised as the beginnings of the “modern” CSR movement. In that source, it was also mentioned that “The phrase Corporate Social Responsibility was coined in 1953 with the publication of Bowen’s Social Responsibility of Businessmen” (Corporate watch report, 2006). More important aspects described, that the development of CSR is as old as trade and business for any of corporation. Industrialization and the influence of companies on the society led to a completely new vision. Similar to Moura-Leite and Padget (2011) already mentioned, that by 1980’s and 1990’s CSR was taken into discussion, one of the first organizations to implement CSR was Shell in 1998 (Corporate watch report, 2006). In 1990, CSR was developed to a standard in the industry with corporations like Price Waterhouse Copper and KPMG. CSR finally evolved above code of conduct and reporting, eventually it started taking initiative in NGO’s, multi stake holder, ethical trading (Corporate watch report, 2006).

Howard Bowen (1953), an American economist and Grinnell College president, is often cited as the “father of CSR”. He linked the responsibility of organisations to society. In 1953, Bowen was publishing another book, in which he advocated for business ethics and responsiveness to societal stakeholders called Social Responsibilities of the Businessman.                                          


CSR began to take hold in the U.S. during the 1970s, when the concept of the “social contract” between business and society was declared by the Committee for Economic Development in 1971. The social contract states that companies function because of public “consent,” and therefore companies have an obligation to constructively serve the needs of society. This is often referred to today as “license to operate” - that is to contribute more to society than solely their products for sale.
Bowen further stated that "The businessman should help to advance the efficiency and productivity of society, because greater production is required to eliminate poverty and drudgery and to meet the 'need' of mankind. In measuring efficiency, human factors and nonpecuniary costs are to be taken into account”. Based on Bowens, it becomes clear that the social contract defined three responsibilities, which are still applicable and valid today: 
- Provide jobs and economic growth through well run businesses.
- Run the business fairly and honestly regarding employees and customers.
- Become more broadly involved in improving the conditions of the community and  
  environment in which it operates.

The outlined historic sources about the development of CSR all have one limitation in common. They are not very specific about how to address its involvement regarding the condition of communities and environment (Brown), respectively doing good deed for society (Padget). Based on the sources presented, it becomes clear that, companies of early applying CSR did not align very well their CSR activities with its own Company DNA, reflected also in early reports from the Business & Human Rights Centre (BHRC 2014). In the later years CSR evolved in the correcting direction when Michel Porter and Mark Kramer (Harvard 2011) pioneered the idea of “creating shared value,” arguing that companies are able to generate economic value by identifying and addressing social problems that intersect with their business. The positive related effect can be seen in CSR interwoven with the company rather than taking it as a separate function.  

[bookmark: _Toc14476518]


[bookmark: _Toc20962310]2.3 CSR Development into Marketing
Daniel Runde (2011) described in his work, that during the last twenty years, multinational companies (MNCs) have made significant adjustments to their CSR approach. There has been a marked shift from the past, when CSR activities were unrelated to the company’s core business and largely reactive, attempting to stem or prevent criticism rather than promote real development. Companies were starting to change their CSR approach towards a more strategic way, recognizing that aligning their CSR projects with their business model can effectively improve a organisations competitive advantage as Starbucks or Amazon have shown (TOPCSR, 2018). 
Philip Kotler (2010), mentioned CSR the first time within his defined Marketing 3.0, stating when the company is fulfilling Marketing 1.0 (care for its Product) and Marketing 2.0 (care for Customer Mind/-Experience) , then and only then it should go further to address its Customer wider concerns (poverty, energy, climate, conflicts, etc.) to show its customers ‘we care too’, what he called Marketing 3.0. 
Gürlek (2017) commented that firms seeking to enhance customer loyalty can do so, by using CSR as a means of creating a favourable corporate brand image. This aspect can be better achieved if companies adopt a sustainable development approach and address social and environmental dimensions as well as the economic one. The author also advocates the use of relevant communication channels to inform customers of CSR activities and accordingly help generate positive perceptions of the firm among them.
The Internet and advances in digital technologies fundamentally are transforming marketing. Provided with an abundance of information and opportunities, consumers no longer accept the role of passive recipients of marketing communication (Acar 2017). This has as consequence that traditional communication approaches changed significantly, forcing brands to interact with individual customers more quickly, -openly, and -continuously. In the digital age, engagement with customers became more important than ever before. Enabling customers to impact marketing decisions entails interactions between brands and customers. In each and every interaction, customers spend at least a little time thinking about the brand and connect to it more. Often that mean, that this engagement involves thinking about what makes a brand offering unique to them. At this aspect, CSR can be seen as vehicle for a company to a deeper relationship with its customer, as Gürlek above also mentioned, not just offering a 


[image: ]great product/service but also showing we care too for the planet as Kotler explained (Kotler 2010).  [bookmark: _Toc20777709]Figure 2 CSR Funnel Effect


[bookmark: _Toc14476519]It can be critically said that with the development of information technology, a company cannot hide anymore negative customer experience, they are like in a fishbowl, being watched in all its action and behaviours. Before, a customer could outline and express its negative experience to its family and friends only and therefore was very limited. Now, the same customer can easily spread the information instantly worldwide to a much bigger group of people via various forms as for example social media and therefore, can also be seen as a powerful threat to companies’ brands. CSR into Marketing tries to address that evolution. The above illustration (Kotler 2017) shows the marketing impact of CSR within the marketing- and customer funnel. It shows, that when implementing and publishing CSR activities, a company can experience significant impacts for its business. Not only attracting customers but also turning them to advocates of the company. Coca Cola is a great example of a company that pays close attention to its CSR and capitalizes off of it at the same time (Coca Cola 2016). The company released a collection of 16 different caps for Coca Cola bottles in Asia. The idea was that when people were done drinking the bottles, they wouldn’t throw them away but instead use them for something else. The caps included fun and useful add-ons such as a paint brush, a squeeze top for condiments, a baby rattle, a whistle, bubble wands and more. Social media users thought that’s a perfect idea as the new strategy resulted in Coca Cola receiving a lot of attention. The soft drink company successfully breathed new life into its products and did so with a purpose. People were quick to share, reply and get behind this thoughtful campaign. From the explained aspects and example of CSR development, it can be stated that Customer empowerment means a deeper connection with the brand can be established.

[bookmark: _Toc20962311]2.4 CSR Criticism and Concerns
Donna Wood (1991) already outlined as early as 1991 Critics of Social Responsibility. She debated over a number of concerns, these include its relationship to the fundamental nature of business and questionable motives for engaging in CSR, including concerns about insincerity and hypocrisy.
Mullerat (2009) argued that CSR allows companies to show a positive image by doing very little. That means, companies can engage in CSR related projects with minimum effort but still are able to develop a highly positive brand image by publishing their related CSR efforts.
According to Heath (2010), CSR is an empty promise and it is only an effective public relations tool. This argument has also been mentioned before by authors like Cartka et al (2004), Lepoutre and Heene (2006), Banarjee (2007), Cilliberti et al (2008), Johnson et al (2008), Mullerat (2009), and Heath (2010). Such a ‘popular’ accusation of CSR concept relates to the idea of CSR being a pure rhetoric and a passing fad.
Profit wins over principles. Doane (2005, p. 24) mentioned the aspect that despite the argument of CSR that company’s outcomes and social goals can become more or less aligned, profit will win over CSR principles. The market cannot deliver both short-term financial returns and long-term social benefits.  
Further critics can be found at Kluwer (2005), listing:  
1. Lack of definition, everyone seems to have their own concept or definition. 
2. CSR is just another word for corporate philanthropy and the contribution that a business directly makes to the society is to be viewed as largely independent of its profitability. 
3. CSR is misleading as it diverts attention from key issues, it is a curse rather than a cure. 
4. CSR ignores development economics and its concerns with capitalism and is just a proxy to introduce socialism through the backdoor. 
5. The social responsibility of business begins and ends with increasing profits. CSR is an unnecessary distraction. 
6. Implementation of CSR often implemented without appropriate planning and effective communication.



As Philip Kotler mentioned, CSR should be applied only if the company has established a successful product/service and has implemented a well-defined customer experience process. That implies that CSR should not be used to bypass the need to offer a great product or shade bad customer service which would go along with the critics mentioned before by Kluwer (2005). On the other hand, it means CSR is not for everyone, based on Kotler only already successful applied Marketing 1.0/2.0 companies should apply it.
Without the evolution of information technology, the argument can be made that the CSR boost would not have been happened, the concentration on the customer would still lay in Marketing 2.0, focusing on the customer experience without fearing the power of the evolved informed and connected customer. That would put CSR today into the light of being a necessity burden attitude within companies rather than caring for its society it operates in.
The literature (Hbr, 2015) states that most companies that have an CSR agenda also do so with a financial return mind, meaning measuring its impact on sales at one point of time. It can be stated as a critic because CSR should not be applied with the financial eye but because of its corporate responsibility to society in which it operates.
Another aspect of CSR is that is mainly applied in developed countries, which reflects the contents of CSR characteristics (Jamali, 2017). CSR is not for free; companies need to invest and pay for its related programs, which is only possible if a company is generating sufficient profits that allows such spending. Companies in developing countries often fight more to survive and are therefore, not having the extra funding available. That aspect can also be explained when applying Maslow’s (1943) Hierarchy of needs, it shows that customers are first concerned about basic surviving (food, shelter) before considering other aspects like if a company applies CSR when it comes to ensure their basic needs are met. That is the reason why CSR is not as evolved in developing countries as in developed countries and could be even seen as discriminating, only being a marketing tool mainly for the companies in the developed world. 
[bookmark: _Toc14476520]


[bookmark: _Toc20962312]2.5 Pestle - Extract of Colombia (Sociological- and Technological Dimension)
According to the Oxford University College of Marketing (2016), a “PESTEL analysis is an acronym for a tool used to identify the macro (external) forces facing an organisation. The letters stand for Political, Economic, Social, Technological, Environmental and Legal.” For focusing on the research area of this dissertation “motivations to engage in Corporate Social Responsibility (CSR) and its practical implementation”, analysing the empowered customer towards CSR activities, it is significant to concentrate on two dimensions, the sociological- and technological force of the developing country on focus, Colombia.
[bookmark: _Toc14476521][bookmark: _Toc20962313]2.5.1 Sociological
According to the latest WHO report (WHO, 2018), Colombia is rated the highest among the Latin American nations – 22nd in the world.  Further sociological facts can be found at the following view:
[image: ]
[bookmark: _Toc521457070][bookmark: _Toc14475519][bookmark: _Toc20777710]Figure 3 Sociological Facts Colombia

The sociological dimension shows, that Colombia although still being a developing country, that some important factors like for instance education indicating a strong development towards becoming a developed country. The tension to more educated people in Colombia also can be seen as a nation of being more information technology literate than before, which will be confirmed by the outlined aspects of the technological dimension that is being presented next.

[bookmark: _Toc14476522]
[bookmark: _Toc20962314]2.5.2 Technological 
Colombia represents the third largest IT market in South America, according to the latest IMD statistics (IMD-TEC, 2018). Colombia is still in the developing country stage but investing strongly in modern standard IT infrastructure in consumer and organizational environment. In a ranking of 90 participating countries, Colombia ranked in the mid-section of almost all technological rankings. Also, focusing on future readiness in terms of technology, it shows that Colombia is in the implementation of various improvements.
[image: ]       
[bookmark: _Toc521457071][bookmark: _Toc14475520][bookmark: _Toc20777711]Figure 4 Technological Dimension Colombia
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[bookmark: _Toc521457072][bookmark: _Toc14475521][bookmark: _Toc20777712]Figure 5 IT Readiness

The following two pictures outline the present situation of internet technology usage in Colombia as well as its development versus prior year:
[image: ]
[bookmark: _Toc14475522][bookmark: _Toc20777713]Figure 6 Colombia Internet Technology Usage


[image: ]
[bookmark: _Toc14475523][bookmark: _Toc20777714]Figure 7 Colombia Internet Technology Growth

[bookmark: _Hlk14474090]As seen at the above pictures, 68% of the total population of Colombia already use Social Media, also showing a growth rate of nearly ten percent versus prior year, which is a significant high number. In comparison, Germany, being a developed country, only had an annual growth of social media usage of +1.6% versus prior year. (Statista, 2019). The growth rate is driven mainly by the improvement of the technology infrastructure in Colombia and also based on the growing demand of Colombians aiming towards a more connectivity life style (Lacowise, 2019).
When analysing which social media applications are most popular in Colombia, the following figure shows that despite the globally privacy debates in 2018, Facebook still is by far the most used application, having a market share of more than 72 percent, reflecting its ease-of-use and accessibility. Furthermore, Facebook is about connecting with family and friends and enjoying moments of deeper engagement (Carter, 2019). 
[image: ]
[bookmark: _Toc14475524][bookmark: _Toc20777715]Figure 8 Social Media Annual Development (Source: Statcount 2019)

[bookmark: _Toc14476523][bookmark: _Toc20962315]2.6 Research Missing
Although, there are many case studies existing about companies applying CSR, at writing there are almost no studies done before about financial institutions in developing countries like Colombia. Research about CSR in developing countries is very rare due to the above outlined reasoning but needs attention as those countries are on the edge to become a developed country and therefore, offer strong economic opportunities for organisations. As shown above, Colombia as a developing country has experienced a strong development towards the empowered connected customer, reflected in the strong development in technology infrastructure being the base for the tremendous growth in social media usage over the last seven years.
In that aspect, it is beneficiary to investigate how CSR exemplary at Citi Colombia has been implemented and how it developed over time in a developing country like Colombia. By doing so, the Hypotheses outlined before can give more valuable insights leading not just to the answer whether CSR led to regaining of customer trust after the financial crisis in 2008 but also can give consequently further advice for CSR projects in the future.  
The following chapters will focus on the methodology and result analysis about research undertaken at Citigroup Colombia’s CSR motivation and related effects. 

[bookmark: _Hlk513116068]


[bookmark: _Toc20962316]3. METHODOLOGY 
[bookmark: _Toc20962317]3.1 Introduction 
This chapter will explain in detail how the research has been carried out in relation to primary data gathering methods and outline why those methods and their design were the most suitable ones to fulfilling the research’s aims and objectives. 
It will include the sampling framework and the reasons for choosing to conduct qualitative research, respectively interviews. It will also look into qualifying techniques employed to interpret and analyse data generated by the research. 
The end of this chapter will be focusing on the ethicality of how the research has been conducted, the reliability of the findings, their validity and limitations. 

[bookmark: _Toc20962318]3.2 Research Rationale
[bookmark: _Hlk513238488]Qualitative research has been chosen due to its advantages that it focuses less on the metrics of the data that is being collected and more on the subtleties of what can be found in that information (Ayres, 2018). This allows for the data to have an enhanced level of detail to it, which can provide more opportunities to glean insights from it during examination. That means, qualitative research makes it possible to get underneath superficial responses and rational thoughts to gather information from an individual’s emotional response. By applying qualitative research, it becomes possible to encourage respondent creativity, allowing people to express themselves with authenticity, which is ideal when exploring the motivation and development experience of Citigroup Colombia to engage in CSR. In return, the data collected becomes more accurate and can lead to predictable outcomes. Furthermore, data being gathered through this type of research is based on observations and experiences, that allows to include also additional insights as for example expressional findings during interviews. The university of Lancaster (Lancaster, 2016) added that by using qualitative research, events can be seen in their proper context (more holistically) that also can include human experience. Qualitative research was therefore chosen because of the nature to address the research question, which means to “empower individuals to share their stories, hear their voices, and minimize the power relationships that often exist between a researcher and the participants in a study” (Creswell, 2007, p. 40).





The research question will be explored only at Citigroup Colombia in Colombia due to time and financial constraints and therefore would require further analysis on a broader scale to give an even more profound result.
Due to the limits of a deductive approach as being described as inflexible, containing the possibility of biases, limits in-depth exploration of data and its possible limit towards theme and theory development (Soiferman, 2010), it has been decided to choose for this case study an inductive approach. This approach was furthermore selected because of the nature of the research aim, to develop further new theory towards CSR (outlined in chapter 2.6 research missing), focusing on exploring new phenomena or looking at previously researched phenomena from a different perspective.

 
[bookmark: _Toc20962319]3.3 Research Design
According to Alan Bryman (2008), a research design provides a framework for the collection and analysis of data. It represents a structure that guides the execution of a research method and the analysis of the subsequent data. A selection of research design reflects decisions about the priority being given to a range of dimensions of the research process. These include the importance attached to:
• expressing causal connections between variables;
• generalizing to larger groups of individuals than those actually forming part of the investigation;
• understanding behaviour and the meaning of that behaviour in its specific social context;
• having a temporal (that is, over time) appreciation of social phenomena and their interconnections.
For this dissertation, it was decided to select as research design framework a case study design.  As Stake (1995) observes, case study research is concerned with the complexity and particular nature of the case in question. The most common use of the term ‘case’ associates the case study with a location, such as a community or organization, in this case Citigroup in Colombia. The emphasis tends to be upon an intensive examination of the setting. The case study design was also selected to ensure three of the most prominent criteria in social research: reliability, replication and validity.
What distinguishes a case study from other research designs like experimental design or longitudinal design is that the researcher is usually concerned to elucidate the unique features of the case and can therefore also be seen as an idiographic approach.

[bookmark: _Toc20962320]3.3.1 Research Method
A research method is a technique for collecting data. It can involve a specific instrument, such as a self-completion questionnaire or a structured interview schedule, or participant observation whereby the researcher listens to and watches others (Bryman, 2012).




[bookmark: _Toc20962321]3.3.2 Data collection
It was decided to select the explorative interview approach for this work for the following reason: explorative research is usually adopted to gather qualitative data when insufficient research has been carried out (Brown, 2006: p43). That is the case for this research aims and outlined before in the previous chapter.
Interviewing is a new practice of the last few centuries; today it has become a pervasive social practice in what has been called the interview society (Brinkmann, 2015: p22).
Interview knowledge is produced in a conversational relation; it is contextual, linguistic, narrative, and pragmatic. The conception of interview knowledge contrasts with a methodologic positivist conception of knowledge as given facts to be quantified.
All interviews for this case study were undertaken in person, which required significant travel to Colombia, in order to not just record all interviews but also to note any non-verbal expression, which were significant for the qualitative analysis afterwards. After all interviews haven been carried out, they were transcribed before starting with the analysis. The research involved twelve personal interviews in Colombia, comprised of the according Citigroup Colombia CSR Director, responsible for CSR activities and leading the CSR committee. Furthermore, the process included further Citi CSR related employees, Citi Colombia clients and local citizens who are direct beneficiaries of the implemented CSR projects. Furthermore, available related internally banking information were studied.  The following figure reflects the framework chosen for this case study.

[image: ]
[bookmark: _Toc20777716]Figure 9 Relationship of chosen Research Method - Framework – Data Collection



[bookmark: _Toc20962322]3.4 Sampling Framework Selection and Size
As defined by Bryman (2012) sampling is usually based on principles to do with searching for a sample that can represent (and therefore act as a microcosm of) a wider population to provide a framework that comprises specifics of the broader population.
Sampling can be carried out through either probability or non-probability sampling depending on the researched objective and its selected research methods.

[bookmark: _Toc20962323]3.4.1 Sample Selection
Probability sampling is applied using random selection so that each unit in the population has a known chance of being selected (Bryman, 2012).
Non-probability sampling means that a sample has not been selected using a random selection method. Essentially, this implies that some units in the population are more likely to be selected than others due to convenience reasons according to specific criteria (Bryman, 2012).
Purposive sampling is a non-probability form of sampling (Bryman, 2012, p418). That means, the researcher does not seek to sample research participants on a random basis. The objective of purposive sampling is to sample participants in a strategic way, so that those sampled are relevant to the research questions that are being posed. Very frequently, the researcher wants to sample in order to ensure that there is a good deal of variety in the resulting sample, so that sample members differ from each other in terms of key characteristics relevant to the research question. Because purposive sampling is a non-probability sampling approach, therefore purposive sampling does not allow the researcher to generalize to a population.
For the interviews of this case study presented, the purposive non-probability sample selection method was chosen to receive qualitative data from people based on their expertise and relation to the specific case study. There are four different sample groups defined, selected for their relevant credentials that would make a strong qualitative contribution to this research (Patton, 2002).
Group 1 – CSR leading committee at Citi Colombia 
Group 2 – CSR related employees who are responsible for carry out the CSR projects
Group 3 – Citi Colombia customers 
Group 4 – CSR direct Beneficiaries of the CSR related projects 




For the selected research methods, it was important to ensure the availability and also the willingness of all participants (Kelly 2017), which reflects the limitation of having only twelve participants included.
Consequently, for this research and given its exploratory nature, the chosen research method was considered to have the most appropriate practicability based on the available resources and sampling size.

[bookmark: _Toc20962324]3.4.2 Sample Size
According to Guest at al. (2006), for most research in which the aim is to understand common perceptions and experiences among a group of relatively homogeneous individuals, twelve interviews should suffice.
Another aspect that needed to be considered was that this case study was constrained by time, collection, transcription, coding and insight analyse, as well as the word-length limit of this dissertation.
Therefore, it has been decided to select for each group, according to availability and commitment, the following sample size:
Group 1 – CSR leading committee: one person - > Hypothesis 1 (H1)
Group 2 – CSR related employees: four persons - > Hypothesis 3 (H3)
Group 3 – Citi Colombia customers: four persons - > Hypothesis 2/4/5 (H2, H4, H5)
Group 4 – CSR direct Beneficiaries: three persons - > Hypothesis 6 (H6)






[bookmark: _Toc20962325]3.5 Data Analysis and Technique
According to Bryman (2012), Data analysis in qualitative research is defined as the process of systematically searching and arranging the interview transcripts, observation notes, or other non-textual materials that the researcher accumulates to increase the understanding of the phenomenon. 
In order to effectively analyse the primary data from all interviews received, appropriate techniques are required. For this case study, a template analysis approach was chosen. The term ‘template analysis’ refers to a particular way of thematically analysing qualitative data. The data involved is usually in the form of interview transcripts. Template Analysis as a form of thematic analysis, emphasising the use of hierarchical coding but balances a relatively high degree of structure in the process of analysing textual data with the flexibility to adapt it to the needs of a particular study (King, 2019).
To guarantee high research quality, all interviews were not only be transcribed based on what was said from the participants but also how it was said. Therefore, there was a multi-focus, on Meaning (coding, interpretation), on Language (linguistic) and on Impressions (emotions and behaviours).
The interviews were designed to encourage a conversation and to allow participants to give their own account. 
For the coding stage, the software NVivo was selected for support. NVivo is a qualitative data analysis software program. It was developed for qualitative researchers, working with very rich text-based information, where deep levels of analysis of data are required.









[bookmark: _Toc20962326]3.6 Ethics, Reliability, Validity and Limitations
[bookmark: _Toc20962327]3.6.1 Ethics
Ethical problems in interview research arise particularly because of the complexities of “researching private lives and placing accounts in the public area” (Birch, Miller, Mauthner, & Jessop, 2002, p.1). Discussions about ethical principles in social research tend to revolve around certain issues that recur in different aspects, but they have been usefully broken down by Diener and Crandall (1978) into four main areas:
1. Whether there is harm to participants - The aspect of harm to participants is addressed in ethical codes by advocating care over maintaining the confidentiality of records. This means that the identities and records of individuals should be maintained as confidential. This injunction also means that care needs to be taken when findings are being published to ensure that individuals are not identified or identifiable. The issue of confidentiality is clearly a very significant one in its own right. Israel and Hay (2004) take it as a separate principle of ethics in its own right. As they observe, if researchers do not observe the confidentiality of what is said to them, “who would talk to them in the future?” (Israel and Hay, 2004: 94).
2. Whether there is a lack of informed consent - The principle means that prospective research participants should be given as much information as might be needed to make an informed decision about whether or not they wish to participate in a study. The principle of informed consent also entails the implication that, even when people know they are being asked to participate in research, they should be fully informed about the research process. As the SRA (Solicitors Regulation Authority) Ethical Guidelines suggests: "Inquiries involving human subjects should be based as far as practicable on the freely given informed consent of subjects. In voluntary inquiries, subjects should not be under the impression that they are required to participate. They should be aware of their entitlement to refuse at any stage for whatever reason and to withdraw data just supplied. Information that would be likely to affect a subject’s willingness to participate should not be deliberately withheld, since this would remove from subjects an important means of protecting their own interests. As far as possible participation in sociological research should be based on the freely given informed consent of those studied. This implies a responsibility on the sociologist to explain as fully as possible, and in terms meaningful to participants, what the research is about, who is undertaking and financing it, why it is being undertaken, and how it is to be promoted. "


3. Whether there is an invasion of privacy - The right to privacy is very much connected to the notion of informed consent, because, to the degree that informed consent is given on the basis of a detailed understanding of what the research participant’s involvement is likely to entail, he or she in a sense acknowledges that the right to privacy has been surrendered for that limited domain. However, the research participant does not abolish the right to privacy entirely by providing informed consent. For example, when people agree to be interviewed, they will frequently refuse to answer certain questions on whatever grounds they feel are justified. Often, these refusals will be based on a feeling that certain questions delve into private realms, which respondents do not wish to make public, regardless of the fact that the interview is in private. Examples might be questions about income or religious beliefs.

4. Whether deception is involved - Deception appears when researchers presenting their work as something other than what it is in reality. Deception in many degrees is probably widespread in such research, because researchers often aiming to limit participants’ understanding of what the research is about so that they respond more naturally to the experimental treatment. SRA Guidelines recognizes that deception is widespread in social interaction but it is hardly desirable. There is the additional aspect of professional self-interest. If social researchers became known as someone who deceived people as a matter of professional course, the image of his work would be adversely affected and he or she might experience difficulty in gaining the cooperation of future prospective research participants. As the SRA Guidelines puts it: "It remains the duty of social researchers and their collaborators, however, not to pursue methods of inquiry that are likely to infringe human values and sensibilities. To do so, whatever the methodological advantages, would be to endanger the reputation of social research and the mutual trust between social researchers and society which is a prerequisite for much research." 
Alike, Erikson (1967: 369) has stated that disguised observation "is liable to damage the reputation of sociology in the larger society and close off promising areas of research for future investigators".





As a result of the outlined four aspects above, research needs to be designed, reviewed and undertaken ensuring integrity, quality and transparency. Consequently, for this case study presented, all participants were informed at the beginning about all aspects of this case study, its purpose, methods and intended possible uses of the research involved. That means, they were not only fully informed about the background of the topic, but also about the usage of their answers, about confidential treatment of their input and -their personal data. Also was ensured, their right at any moment to step out of the process and to delete their given answers. Additionally, all further processing of answers received towards coding and analysing results were shared for participants approval in order to ensure the right interpretation of the given answers. In addition, forms of consents were given out for approval, prior of the beginning of the interview process and were signed by all participants. All mentioned steps were undertaken to carefully address all related ethical aspects presented before in this chapter.

[bookmark: _Toc20962328]3.6.2 Reliability and Validity
Qualitative research is based on subjective, interpretive and contextual data, making the findings more likely to be scrutinized and questioned. Reliability refers to consistency with which the research will produce the same results if repeated. Validity refers to accuracy or correctness of the findings (Miller, 1986).
To guarantee reliability in qualitative research, examination of trustworthiness is essential. Seale (1999), argued that the “trustworthiness of a research report lies at the heart of issues conventionally discussed as validity and reliability” (p. 266). 

To ensure credibility (internal validity) appropriate strategies that can be applied are, prolonged contact, triangulation, saturation, member checks, reflexivity, and peer review. In order to establish transferability (external validity) appropriate strategies are “thick descriptions” (Geertz, 1973), and variation in participant selection. 

Dependability (the qualitative counterpart to reliability) can be established through audit trails and triangulation. Confirmability (the qualitative counterpart to objectivity) is achieved through reflexive or intra- or inter-coder reliability, where applicable.
Similarity in responses among the participants throughout the interview corroborates the research instrument and the accuracy of responses (Stevenson & Mahmut, 2013).  


Harvey (2014) has recommended a continuous member-checking loop as part of the reliability process. Validating the answers of participants, response uniformity, and within method triangulation (Casey & Murphy, 2009) can present a construct to test instrument reliability in relation to the questions of the interview. Triangulation involves using more than one method to collect data, such as observations, interviews questionnaires, and documents.
[bookmark: _GoBack]
For this case study, a copy of the transcribed notes from audio recordings were provided to all participants. Having that data available, enabled them to review detailed interview responses (member checking) and in that aspect verify the interpretive accuracy. This process increases reliability (Carlson, 2010).  
Furthermore, the interview questions were shared with non-participants but field experts to gain feedback regarding the clarity, flow of the questions and any potential bias.

To increase further validity, a thick description approach has been applied. It results from a scientific observation of any particular human behaviour that describes not just the behaviour, but its context as well, so that the behaviour can be better understood by an outsider. A thick description typically adds a record of subjective explanations and meanings provided by the people engaged in the behaviours, making the collected data of greater value for studies by other social scientists.
In addition, a triangulation approach has been applied. Apart from interviews, internal banking related documents were studied as well as comparison of answers versus public studies available was made to increase reliability.









[bookmark: _Toc20962329]3.6.3 Limitations
There were several limitations within this case study, outlined as followed:
1) There is one question on which a great deal of discussion has centred concerns the external validity or generalizability of case study research. How can a single case possibly be representative so that it might yield findings that can be applied more generally to other cases? The answer is that they cannot. One limit of this case study is therefore, that it needs more related case studies undertaken in the near future, preferably with more Citi Colombia customers and employees but also  on more Citi locations within Latin America to gain a more profound answer to the research question and to confirm or disprove the findings of this case study as well as giving the opportunity to increase both,  reliability and validity.
2) Time limitations were also a constraint. Having had more time, would have given the opportunity not just to increase the number of participants throughout all groups but also the option to include additional research methods to increase reliability and validity.
3) Financial constraints were another limitation. Due to the research object being located in South America, it was not possible to travel more than once there to undertake the research. It was crucial to be there in order to undertake all interviews in person rather than via telephone, for reasons outlined before.
4) Unforeseen events, responsible for various interview date changes due to several participants having unforeseen arrangements to comply with. 
5) The time needed for any participant to verify the developed transcribed was in many cases longer than expected and therefore delayed the progress of this case study.
6) Finding fluent English-speaking related prospects wanting to participate for the interviews as Colombia is a Spanish speaking nation. 

[bookmark: _Toc20962330]3.7 Conclusion
Selecting the most appropriate methodology for this case study required intensive studying and analysis. Despite the pro and cons and the limitations experienced, the selected research methods were suitable to address the research objective, to discover the motivations to engage in Corporate Social Responsibility at Citigroup Colombia and its related implementation opinions and effects. Results of the research undertaken will be presented in the following Chapter.

[bookmark: _Hlk513801554]
[bookmark: _Toc20962331]4. ANALYSIS OF RESULTS
[bookmark: _Toc20962332]4.1 Introduction 
This chapter evaluates empirical data from the qualitative questionnaires with all four groups, followed by testing the six research hypotheses and providing a descriptive analysis of the results. Despite time- and budget constraints, all interviews could be undertaken in person and were afterwards transcribed and coded before further analysis was applied. 
[bookmark: _Toc20962333]4.2 Presentation of Findings (Interviews)
[bookmark: _Toc20962334]4.2.1 Group 1 - CSR Director
The interview with the CSR Director as leading team of the CSR committee revealed significant insides relevant for this research.
4.2.1.1 Motivation
It was found, that the motivation of Citi Colombia was driven by different aspects. On one side it was driven by its long-time existence in the country that the organisation feels committed to support the local communities and their social development (Q-3). On the other side, it was expressed strongly, showing in ten percent content of all answers given, that motivational reasoning was concentrated the last ten years in building back customer confidence and trust and that the bank had to go new ways to look what wider concerns customers have and address them accordingly (Q-4/             Q-10/Q-13). Furthermore, it was said that the bank knows its customer now better, realizing that they have more ways to express their opinions and concerns through the development of IT in Colombia and that the bank is trying to address this change with its digital agenda and especially with its CSR own developed projects (Q-9/Q-12/         Q-13).
Non-verbal expressions observed at that part of the interview, like smiling on lips and eyes while giving clear and confident answers, suggest a very positive motivational attitude towards the topic CSR.



4.2.1.2 Development 
Five percent of the conversation content was expressed towards development of the CSR program. The CSR Director revealed that the Citigroup Corporate Organization in New York was giving guidance to Citi-Foundation related projects but non-Citi-Foundation based projects, which were related to wider concerns of Citi Colombia 
customers, were developed and implemented as a step of regaining trust of customers without support of its corporate US site (Q-4). It was also explained that the improvement of the digital infrastructure supported the development towards knowing the customers wider concerns better. IT data and analytics was helping the bank in gaining those skills (Q-12/Q-13).

4.2.1.3 Implementations
The interview with the CSR Director outlined furthermore various aspects of the Non-Citi Foundation CSR implementation process. After giving explanations about the structure of the process and its top down approach, it was asked the opinion about how the implementation was received by related Citi staff involved in the process. In that context, challenges were expressed like only few employees volunteered and lack in dedication and team work by the implementation team existed (Q-6). Teams were formed by manager orders. Frustration levels were high and it was tried to address the situation by internal meetings (Q-7).
Non-verbal expressions recorded, confirmed the content given. Serious facial expressions, together with a faster velocity of speaking and at some point, angry ways of looking, suggested her frustration over those aspects.

4.2.1.4 Effects
It was explained that the CSR agenda (Non-Citi Foundation based) was a success to Citi Colombia, that it took several years to see results but that internal data suggest customer confidence increased significantly through CSR projects (internal bank documents). Also, the interviews of Citi Customers and CSR Beneficiaries, outlined in the next sub-chapters, confirms that statement.
Asked about the opinion on the status quo without the financial crisis and the IT development (Q-16), the answers were focusing on believes that Citi Colombia would most likely not know its customers wider concerns, and consequently not having Citi 

Colombia own CSR initiatives. It was assured that even without this development the bank would have excellent customer service for its banking needs. 
During those interview questions, related to effects, the non-verbal expressions showed a very positive face, consisting of smile and showing a proud CSR Director. 
The following illustrations shows the link of Non-Verbal expressions to the asked CSR topic. It shows that overall the interview was given with clear confident answers. It needs to be stated that still 38% of questions resulting to negative feelings, mainly related to the Implementation process of Citi Colombia own CSR agenda (Non-Citi Foundation).

 [bookmark: _Toc20777717]Figure 10 Link - Non-Verbal to CSR Topic
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[bookmark: _Toc20962335]4.2.2 Group 2 - Citi (CSR) Employees
All interviews of the selected four CSR Citi Colombia related employees revealed fascinating insights about CSR implementation experiences as well as the impact of Citi Colombia CSR own related activities for their work directly with Citi’s Customers.
All employees were stating not having CSR experience nor knowledge about before joining Citi Colombia even before they were approached to join the implementation team (Q-2), which suggests a general low CSR acknowledgement in the Country.
Every employee interviewed thought positive towards CSR when they first time heard about it, although 75% had also concerns about its implementation, specifically mentioning that it requires good teamwork within the implementation phase (Q-4).   25% of the interviewed employees also felt that Colombia might not be ready yet for CSR in its present situation where inhabitants still experience the post war conflict consequences.
All employees were stating that they were experiencing frustration in the implementation phase of Citi CSR projects (Q-6/Q-11). Most related frustration were experienced because they were told to join rather had a choice (36%) and that motivation of the internal implementation team was low (27%) also driven by the applied top down approach of the project selections (18%). There was no feedback loop allowed.


[bookmark: _Toc20777718]Figure 11 CSR Employees experienced Challenges




Although their frustration experienced, the CSR employees feel proud of the impact of the Citi CSR activities towards the Colombian society (Q-7/Q-8/Q-9). They use the CSR topic in their client communication where it is well received and they were stating that some customers even share it with their social media contacts.
When asked if they believe that the development of information technology towards the empowered customer having influence on the CSR activities of Citi Colombia, 75% of interviewed employees were confirmative, explaining that IT applications like Facebook and Twitter gives customers powerful tools to express not just their CSR expectations but also their experience with Citi at this aspect, in a fast and far reaching way (Q-10). 25% only partially agreed when asked the same question, stating not all what Citi Customers wider concerns are, are in line with Citi’s rule and ethics.
All interviewees were also giving improvement suggestions (Q-11), where 80% were thinking that motivational increase in the implementation teams as well as allowing a bottom up approach when selecting and implementing CSR activities can help Citi Colombia to improve its CSR approach. Further 20% were expressing that internal recognition about their effort should be considered as well as organizational improvements should be implemented.

[bookmark: _Toc20777719]Figure 12 CSR Employees expressed Improvement Suggestions




The overall result of the non-verbal observations during the interviews revealed that 75% of related answers given, where with a clear confident expression also including partial smiling. Those questions were related to their general CSR experience and about their opinion and feelings towards specific CSR Citi activities and how they use the topic in their communication with customers. The remaining 25% of answers where expressed in a serious, partial upset and nervous behaviour. Those question were related to their first active engagement with Citi CSR and their feelings towards the practical implementation (Q-3/Q-6).
 
[bookmark: _Toc20777720]Figure 13 CSR Employees Non-Verbal Expressions






[bookmark: _Toc20962336]4.2.3 Group 3 - Citi Colombia Customers 
Having had the opportunity to interview Citi Colombia Customers, revealed valuable insights towards the objectives of this research document.
All interviewed Citi Customers were stating to be long time customers, since more than five years (Q-1). 75% of interviewees knew about Citi’s own CSR activities and think positive about it (Q-2). 
Every customer interviewed expressed various wider concerns (Q-4), which were related to the following topics: peace, climate and economy and which partially Citi Colombia addressed with their CSR Agenda.




















[bookmark: _Toc20777721]Figure 14 Customer - Wider Concerns

When asked about whether the way of communication now differs compared to 2008, all interviewed customers confirmed that they have now much better ways of communication and that they feel glad about it (Q-6). Back in 2008, 50% of interviewees were saying, that they were only using a simple telephone to communicate without internet access. The reasons given for that situation, was that there was insufficient IT infrastructure and high prices for internet service at home. 25% of interviewees stated that they had some limited internet services available through few internet stores.  Now, it was explained, the situation is much improved, they can reach faster and more people due to improvements in IT infrastructure and cheaper internet access services. 




The internet applications now used by Citi Customers are Facebook and Twitter          (Q-5).

[bookmark: _Toc20777722]Figure 15 Customer - Social Media Usage

When asked if they recommend Citi Colombia now more than back in 2008 (Q-7), all interviewees agreed that they recommend them now more. 75% based their opinion on Citi’s CSR agenda whereas 25% recommended Citi based on their digital agenda. 
The non-verbal expressions observed were for the most part of the interview conversation neutral and positive, 82% of answers given. Serious expressions were noted at 15% of the answers given, related to their wider concerns. Unsecure expressions were observed at 3% of their answers, related to their general knowledge about CSR.  

[bookmark: _Toc20777723]Figure 16 Customers – Non-Verbal Observations


[bookmark: _Toc20962337]4.2.4 Group 4 - Citi CSR Beneficiaries
The interviews related to the CSR Beneficiaries revealed, that they heard before they were contacted already about Citi CSRs activities, mainly related to its green initiatives, which started after 2008 (Q-2). Everyone appreciated the effort from Citi Colombia, helping them in their individual situation. All of them have wider concerns, mainly related to environmental climate problems but also about economic issues still present in the country (Q-5). They also expressed that they use since few years heavily social services applications like Facebook and Twitter, sharing their positive opinion and views of Citi with others (Q-6). 33% of the Beneficiaries also commented that they can see the positive effect of Citi CSR activities for the Colombian society as a whole (Q-4). Based on the interview data and as shown below, Citi Colombia addresses their wider concerns with its CSR agenda as can be seen exemplary below.  [image: ]
[bookmark: _Toc20777724]Figure 17 Beneficiaries Wider Concerns Addressed

Focusing on this fourth interview group, it becomes clear that the effects of Citi CSR activities in Colombia are a support to the Colombian economy, supporting also youth education, who could become the next happy Citi advocate customer and spreading their happiness about Citi to its social network. Another effect has Citi CSR microfinance activity, supporting the agriculture economy who has a strong proportion in the country (Export 2018). A wealthier country is also an improved basis for doing business as a bank, in this case - for Citi in Colombia.



  
When analysing the emotional observations made during the interviews, it shows that all answers were made with a positive expression, not showing negative feelings on their non-verbal communication. 57% of answers given were even with a positive smiling expression made when asked related questions about their view on Citi today and their experience with Citi CSR whereas 33% were clear confident made when asked about their economic background and 10% with a serious expression, which were made when asked about their wider concerns. As Colombian culture tends to be outspoken and speaking more openly about feelings (Hofstede 2019), the answers received can be weighted as truthful, non-hiding.

[bookmark: _Toc20777725]Figure 18 CSR Beneficiaries - Emotional Observations






[bookmark: _Toc20962338]4.3 Hypothesis Analysis 
For this case study presented, it needs to be underlined that based on the data available and the research found, the six Hypotheses can only be tested towards Citigroup Colombia. After having concluded the interviews with all four different groups, the answers given were used as base to test the following six Hypotheses defined before.
· H1:  CSR is only a reaction of the connected customer through the development of information technology, diminishing CSR activities to a consequence rather than a proactivity rise:
·  Both groups, CSR employees (Q-10) as well as the CSR Director                (Q-10/Q-11/Q-12) were expressing that they think the CSR activities are a consequence of the empowered customer in Colombia. In the answer to  Q-16, the CSR director was clearly stating that without the information technology improvements, CSR Citi Colombia own activities would not have been developed. Based on the answers received, the CSR rise of activities for Citi Colombia can be seen as consequence rather than a proactive process and therefore, this first hypothesis is right. 

· H2: Citi Colombia customers have not arrived yet at the level of Maslow’s hierarchy having wider concerns that can be addressed with CSR activities but still are on the basic needs level (personal safety/shelter/food):
· Analysed towards the interviewed Citi Colombia customers (Q-4), the answers not only revealed that wider concerns are known for its definition but also were expressed towards economy concerns as well as climate worries and peace concerns. That contradicts the opinion of 25% of employees (Q-4), who believed that Colombia People are still more concerned about personal safety and food rather than wider concern addressment.
Therefore, the Hypothesis H2 cannot be answered with right or wrong because there are different views expressed. It needs more interviews on a national level. If the answer takes more weight from the interviewed Citi Customers, then it can be suggested that Citi Colombia customers have arrived at a higher level of Maslow’s hierarchy, indicating their wider concerns and consequently lead to a refute Hypothesis 2. 
· 



· H3: Internal motivation of the Citi implementation team is low based on top down approach towards CSR activities: 
· Based on the answers given from Citi CSR employees (Q-6/Q-11), it can be suggested that motivation for Citi CSR own activities were low. That were also confirmed by the non-verbal expression observed of the related question (Q-7) from the CSR Director. Consequently, this Hypothesis is right.

· H4: Citi Colombia customers have in 2019 more confidence in Citi then during the financial crisis:
· This Hypothesis was tested by questioning the Citi Customers directly about it (Q-7). Their answers indicate a clear ‘yes’ towards having more confidence in 2019 than during the financial crisis. The reason, which they explained, can be seen in Citi Colombia’s CSR own activities as well as a consequence of the bank’s digital agenda, which everyone of this interviewed group (Citi Customer) appreciated. Based on the input received, it can be concluded that this Hypothesis is right. 

· H5: Citi Colombia customers use strongly social media to share their opinion and experiences from Citi:
· The answers to the related questions (Q-5/Q-6) from Group 4, Citi Colombia customer, revealed their strong use of social media to share their opinion and experience with Citi. The applications used are Facebook, Twitter and WhatsApp. Opinions shared are with family, friends and 25% of interviewee mentioned also to share their view with online followers, reaching up to 4000 people online. That was only possible due to the development of the information technology infrastructure in Colombia. Based on the answers received, this Hypothesis is right.







· H6: The CSR Citi Colombia own activities after 2008 had a positive effect on Citi’s Brand:
· This Hypothesis was tested towards three of four groups interviewed. All interviewees: Citi Customers (Q-7), CSR Beneficiaries (Q-6/Q-7) and CSR Employees (Q-8) were expressing their positive impression they have now 
compared to 2008 towards Citi Colombia, based on the bank’s own CSR activities over the last ten years. Based on their answers, this Hypothesis is right.

[bookmark: _Toc20962339]4.4 Conclusion
The four interviewed groups gave insightful information on motivation, engagement, development and effects of CSR related activities of Citi Colombia and therefore, played a vital part for the research aims and objectives of this dissertation work. It also was recognized, that the ability to note non-verbal impressions of the interviewee had a significant impact for further analysis done afterwards. Furthermore, based on the data received and analysed, the six hypotheses, introduced at chapter 1.2, could be tested. As result, five out of six Hypotheses were true. The Analysis of the research undertaken revealed significant insides as presented before and will be additionally discussed in the following chapter, followed by further recommendations for Citigroup Colombia.








[bookmark: _Toc513627079]               
[bookmark: _Toc20962340]5. DISCUSSION, CONCLUSIONS AND RECOMMENDATIONS

After having presented the results of the research undertaken and the testing of all six hypotheses, will this chapter discuss the results towards literature introduced before. Furthermore, recommendations will be given, in particular how Citi Colombia can minimize implementation challenges as well as how to communicate more effective its own CSR activities to the Colombian society, and how the bank can establish a deeper relationship with its customers through CSR.

[bookmark: _Toc20962341]5.1 Discussion
As this research work outlined, Citi Colombia was experiencing challenging time to regain trust of its customers. The CSR Director of Citi Colombia elaborated about the motivation for its own Colombian CSR activities during the interview, that the financial institution had to focus on new ways, not just to address their service- and product needs but to go one step further, to determine the customers wider concerns (Q-4) and address them accordingly. The evolution of IT infrastructure supported this process, gaining new insights with its big data technologies. (Q-13). As opposed to the Hypothesis H2, it turned out that yes, Colombian Customers have wider concerns (Q-4) and observe if Citi matches them. (Q-6). That stands against the presented Maslow’s hierarchies of needs, that suggests people in developing countries would first focus on basic needs and only if those are fulfilled would focus on higher needs. Although the number of participants in this interview research was low, the research done suggests that Maslow’s Hierarchy should not be seen as fix truth, people can have wider concerns although they live in a developing country and have parallel Maslow’s low-level concerns.

Apart from Citi-Foundation activities in Colombia, which are focusing on specific groups, Citi Colombia became aware that in order to address its customer wider concerns, it needs to go new ways, concentrating on direct environmental topics, like its green initiatives or the community day activities to show its customers we care too. That aspect confirmed what was also said by Marketing Professor Philip Kotler in his Marketing 3.0 definition, who argued that a company should address its customer wider concerns to show we are also concerned and do something about it. Interviewed Citi Colombia customers appreciated the banks own CSR activities and confirmed that 



the bank addresses their wider concerns (Q-3/Q-7) and 75% confirmed that this addressment was the reason for them trusting Citi Colombia now again after its shortfall in 2008.

All participants of the Citi Colombia customer interview group confirmed that they now communicate via social media and share their opinion with much more people than in the year 2008 (Q-5/Q-6), which is driven by the improved technology infrastructure during the last years. That development had as consequence that Citi Colombia’s customers were evolving to more empowered customers, which was also expressed by the CSR Director (Q-12) as well as by the CSR related employees (Q-10). That discovered information is in line with Oguz Acar Article to empowerment in the digital age (Acar, 2017). Regarding this aspect, Philip Kotler (2010) already mentioned that with the evolution of IT, companies are being watched like being in a fishbowl and they need to recognize and address that new situation, which were specifically confirmed by Citi CSR related employees.

The interviews revealed further, that the new way to develop non-Citi Foundation oriented projects, was a great success story. The CSR Director outlined that data suggest an increased customer confidence through the new CSR projects (Q-9). Seventy-five percent of Citi Customers interviewed, confirmed that data (Q-7).       Consequently, the brand, which can be defined as customers feeling about an organization, improved significantly, Citi Colombia is again seen as much more trustworthy than in 2008. The literature confirms that effect. Gürlek (2017) mentioned that by using CSR as a means of creating a favourable brand image. He further wrote that this can be better achieved by addressing social and environmental dimensions.

Although the CSR own projects were described as success story, the conversations with the CSR Director and even more with the CSR related employees showed strong frustrations towards the implementation phase (Q-6). Where the CSR Director just confirmed generally the difficulties during the implementation, were all CSR related employees more elaborative. Most frustration stated, were related to lack in internal motivation, receive orders rather than free will to join the implementation team, exercised top down approach without allowing feedback loops as well as lack in internal recognition for their extra efforts related to their continuing engagement which 


also was included in their suggestion for improvement (Q-11).  Those mentioned experienced frustrations, which were also confirmed by their non-verbal communication during the related interviews, confirms Kluwer (2015) critique, who argued that Implementation of CSR is often implemented without being appropriate planning and lack in communication. 

Even with the high frustration level, experienced by the CSR related bank employees, all interviewed employees feel very proud being employed in an Organisation with such high social commitments (Q-4/Q-7/Q-8). That is also reflected in their communication with Citi Colombia’s customers, to mention, whenever appropriate, Citi’s own CSR related activities and by doing so, helping to publish its related efforts and results, which consequently helped to improve Citi Colombia’s brand image. 

Very interesting was also the significant input from the interviewed CSR Beneficiaries. The realized effect for Citi Colombia was multi-dimensional. For one part, Citi Colombia achieved an increase in the general understanding of CSR in Colombia in various parts of Colombian Society (e.g. Economic Rural Area, Concentrated places within bigger communities, Educational Sector). There even exists a boost factor because all interviewed CSR Beneficiaries mentioned to share their Citi experience with social media, reaching a significant amount of people in Colombia and abroad. For another part, the interviewees now think much more positive towards Citi than before (Q-7), supporting the process of regaining trust and confidence Citi Colombia was aiming for. Furthermore, all interviewed CSR Beneficiaries were mentioning that they have wider concerns and that they appreciate Citi Colombia for addressing them (Q-5). All explained aspects show that Citi Colombia Beneficiaries supported the process in improving Citi Colombia’s Brand. The effect is also explained by Guzman (2010) who stated that “CSR can increase brand equity while concomitantly meeting social demands”.




[bookmark: _Toc20962342]5.2 Conclusion
Citi Colombia realized that it is not anymore sufficient to offer only excellent banking services but had to focus on improving the banking experience, which it addressed with its digital agenda but even more so, Citi Colombia had to go the next step in order to regain customer trust and confidence, by realizing and addressing wider concerns of its customers, which had emerged in the local post conflict age of the country, towards a developing status of Colombia. By doing so, Citi Colombia made the evolutional step from applying Marketing 1.0 over Marketing 2.0 to Marketing 3.0. 
The discussed aspects in this chapter were confirming existing literature published before, whereas some data also was in confrontation to published academic sources. The following table summarizes the discussion conclusion:
[bookmark: _Toc20778150]Table 1 Research Results - Literature Analysis
	CSR OWN RESEARCH RESULTS
	CONFIRMED / REJECTED BY LITERATURE/AUTHOR

	Determination and addressing of wider concerns
	Confirmed / Philip Kotler

	Customer empowerment by technology development
	Confirmed / Oguz Acar

	CSR can improve organizational branding
	Confirmed / Gürlek

	Customers in developing country are having wider concerns
	Rejected / Maslow, published opposed argument

	CSR Implementation frustration experienced as being strong
	Confirmed / Kluwer

	Applied CSR can support the macroeconomic evolution of a developing Country like Colombia
	Confirmed / Debaere

	CSR motivation was to deepen customer relationship
	Confirmed / Keys (McKinsey)



                                                                                                                                       

The research activities undertaken, documented, analysed and discussed accomplished to address the research aims and objectives. It was examined the motivation-, development-, implementation- and effects of CSR engagement at Citigroup in Colombia after its financial crisis in 2008. By applying CSR, Citi Colombia framed CSR in such a way that the entire range of its business responsibilities are now embraced. That aspect can also be illustrated with the following CSR Pyramid 
(Carroll 1999): 
[image: ]
[bookmark: _Toc20777726]Figure 19 CSR Pyramid
The three lower levels of the pyramid, Citi Colombia already fulfilled. Missing was to place more emphasis on the top level ‘Philanthropic’ towards its goal to regaining customer trust and -confidence, which was Citi Colombia’s main motivation with its own CSR projects. The pyramid can also be seen as an evolutional approach to reflect the Social Contract (three responsibilities outlined earlier at chapter 2.2) presented before by Bowens (1953).  
Furthermore, it was established the magnitude of the influence from the empowered customer towards Citi Colombia CSR activities and its brand impression change. It was also determined how selected Citi Colombia stakeholders emotionally responded when asked about Citi CSR activities towards its wider concerns. 



In the final chapter, the last aim of this research document will be addressed, which is focusing on recommendations to forward-looking marketing strategies that can support Citi Colombia to minimize implementational challenges in future CSR projects, 
communicate CSR more effective to the Colombian society and to establish a deeper relationship with its customers through CSR.

By applying the recommendations that follow in the concluding chapter, Citi Colombia could become a Role – Model within the Country for other financial organisations like Bancolombia or Davivienda for being an organization that cares for society, shows it and consequently becomes a sustainable organization that people are happy connecting with, being an advocate customer or an engaged employee, which has the potential to contribute significantly towards a developing country of Colombia.





[bookmark: _Toc20962343]5.3 Recommendations
As a result of the undertaken research and analysis, the following recommendations can be given:
· Repeat the research done in this document with more participants in all four Groups to receive a representative result which is able to confirm or reject the present results.
· Communicate CSR more effective to the Colombian society and establish a deeper relationship with its customers by working towards a Cause-Related-Marketing (CRM) approach. CRM is a combination between marketing and corporate social responsibility, in which marketing techniques are applied to communicate its corporate social responsibility activities (Kotler 2005). The focus of CRM campaigns seeks both to increase profits while contributing to society. CRM applied would provide Citi Colombia opportunities to publicise and capitalize on its corporate social performance. As research shows, 55% of consumers globally are willing to pay extra for products and services from companies committed to positive social and environmental impact – up 10% from 2011 (Liu 2019). In addition, brands that communicate their sustainability efforts generate five times the revenues of those that don’t (Liu 2019). In addition, 87% of people will purchase a product or service because a company advocated for a cause they cared about (Liu 2019). One successful example can be seen in the finance industry at American Express. They gave one cent for every credit card transaction and one dollar for any new account opened to the Repair Fund of the statue of liberty in New York (Liu 2019). The result was that American Express raised 1.7 MUSD to the fund and experienced that the usage of American Express Credit Card grew by +28% while account opening increased by +27%.  
· Consider using a social alliance approach toward Citi’s CSR own Agenda. The formation of social alliances would allow Citi Colombia and a Non-Profit Organization (NPO) as social partner, to strengthen its research profile by accessing the resources of their partners. 
[image: ]
[bookmark: _Toc20777727]        Figure 20 Citi Colombia - Social Alliance Approach


By applying a social alliance approach, Citi Colombia could experience a strong brand awareness impact. Charities for example, provide services to different causes. For example, Fundación OCMAES, who foments the education among young Colombians that have an academic potential, but do not have the economical facilities to afford professional programs or continue with their studies. (Ocmaes 2019). That could be interwoven with the ‘Educational Promotion’ Citi Colombia already developed.  When an organization like Citi Colombia associates their brand with a charities brand like OCMAES, they also get associated with those causes that are represented by the charities. That could be seen as leverage effect for Citi Colombia to boost their progress in strengthening its brand towards a deeper relationship with its customers to further regain their trust.  On the other side, the benefit for the charity can be considered by being associated with a well-respected financial organization like Citi Colombia and would become more known and receive at the same time a significant amount of funds for their further development. Another example of charity, that could be connected with Citi’s own CSR projects ‘Green Initiatives’ and ‘Community Day’ is CENSAT, which was founded in 1989 to preserve the health of the environment and communities, and promote sustainable development in Colombia (Censat 2019). 
· Regarding the selection of relevant CSR projects, Citi Colombia could apply a different way, to learn from its challenges experienced. Instead of working with a Top-Down approach, it should be considering to allow a Bottom-Up approach or at least a feedback-loop. The internal employees know the customers much better than senior managers, through direct relationships, many for various years and therefore, know their wider concerns much better than data reports which are used primarily on the CSR committee. Let the employee determine the Citi Colombia own CSR projects. That is also reflected in the argument made by Rachel Hutchisson (Hutchisson,2016). She said, people are at the heart of the organizations, who bring their whole to their work every day. Empower them as Agents of Good. Their social good story is the organizational good story. The effect of Hutchisson argument can also be transferred further towards improving internal culture. If employees of Citi Colombia feel that the organization values their CSR input and executes on it, the internal relationship between Citi as employer and the employee can deepen.  Internal motivation would increase and even employees work performance could benefit from it. Consequently, also more 


internal CSR volunteers would sign up. That outlined approach implies CSR should not be treated only as separate part within Citi Colombia but as an interconnected part of Citi’s Organization, which will be further explained in the next recommendation that follows. 
[image: ]
[bookmark: _Toc20777728]Figure 21 Empower Employees towards CSR - Effect

· Market Citi Colombia CSR projects not only extern but also intern. The Marketing Department together with the Human Resources Department should develop an internal strategy to promote CSR to all of its own employees to increase awareness and passion about the topic. Change the name internally from Corporate Social Responsibility to Human Social Responsibility (HSR), reflecting that it’s not a senior management approach but a everybody people/employee approach. In that process, reflect also on the already HSR achievements and its impacts on Colombian Society. Recognize also individual employees who went the extra mile within the implementation of HSR projects in the past, which would increase even further internal motivation. The IT department could support this market-process by developing stimulating and informing related intranet websites. Also, senior management should organize some all employee meetings at all country sites throughout the year to show their HSR support.  
· Work with the Marketing Department and IT Department to develop a specific way to communicate about the HSR projects to its external audience (Customers, Prospects, Politicians, Suppliers, etc.). Engage with them via Facebook, Twitter as those platforms, as shown, are the most used ones by Colombian Society. By doing so, invite the audience for feedback and opinions to incorporate that input in the future HSR projects. The concluding brand impact could be significant strong, ‘From People – For People’.

· Change from labelling Corporate to Human can also have a brand gaining effect in stature, meaning becoming more real, more relevant to prospect talents.
· Work together with other Citi Organizations within South America, to learn together and share best practices in Latin America towards building and developing a strong HSR genetics. That could benefit Citi as a whole, worldwide. 
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	NOTE
	#
	QUESTION
	ANSWER
	NON-VERBAL COMMENT
	CODE

	Introducing
	Q-1
	[bookmark: RANGE!E6]How long do you already work at Citi and in your recent CSR position ?
	I work already 18 years in the bank and like 11 years in my recent position.
	Clear, confident answer
	

	Introducing
	Q-2
	Did you have experience in CSR before joining Citi ?
	No, at Citi was the first time.
	Clear, confident answer
	

	Introducing
	Q-3
	What were the main reasons to start with CSR at Citi Colombia ?
	Here at Citi we feel committed to the local communities and their social development. We are present in Colombia more than 200 years and see the act of giving back to society as something naturalness. 
	Clear, confident answer
	Motivation additional CSR

	
	Q-4
	How did the program change over the years ?
	At the beginning we received from corporate the guidance and order to work with the Citi Foundation to define related projects in Colombia. There were no non-Citi Foundation activities, that came later when we thought we could go one step further, to add own projects to the CSR agenda in Colombia to address the wider concerns our customers have even so there was no related support by Corporate in New York provided.
	Clear, confident answer
	Development CSR + Motivation additional CSR

	
	Q-5
	How is it implemented/established at Citi Colombia, who is all involved ?
	We have a committee of 7 executives who deliberates about the options and at final decides about the activities. The related orders will then be given to the CSR related employees in the bank who work in various departments. They are organized in a dedicated team and are responsible about the actual implementation and their monitoring.
	Clear, confident answer
	CSR Structure

	
	Q-6
	How was the introduction received by the implementation team at Citi Colombia ?
	Mainly positive. However, there were only few voluntary employees who wanted to be involved in the team. There were at final given orders to some employees in order to form the team.
	Facial expression turned nervous
	Implementation Challenges + Internal motivation

	Follow up
	Q-7
	What did you do about the resistance received ?
	We held several meetings to address concerns like compensation for extra work but also demonstrated the impact they could make in many peoples live.
	Facial expression turned nervous
	

	
	Q-8
	Who are the main beneficiaries of the CSR projects ?
	Depending on the project, beneficiaries are owners of many small rural agriculture companies, young entrepreneurs who have not the capital for starting their new IT business but we also support many young students by giving them free education in financial topics. What we do outside of Citi Foundation is to organize at least once a year a community day project, cleaning the area of specific places where the most vulnerable people live. In addition, we have some green initiatives which everyone benefits at last.
	Clear, confident answer
	

	
	Q-9
	Can you please describe briefly how the relation to your customers changed over the last ten years ?
	After the financial crisis back in 2008, we lost a significant number of clients. We started in Colombia to build back the confidence from our customers by starting several related client centric programs which included our own CSR projects. It took many years to see results. 
	Clear, confident answer
	Motivation additional CSR

	
	Q-10
	Do you believe the development towards the empowered customer along with the banking crisis was the main reason for the intensification of the CSR activities at Citi Colombia and why ?
	We at Citi Colombia had CSR related activities long time before the banking crisis. We address customer needs strongly over the last years with our digital agenda, we want to be the digital bank globally, offering our clients seamless banking services. In Citi Colombia we thought in order to build back customer confidence after the financial crisis, we need to go one step further and started the Citi Colombia own CSR initiatives like the green initiatives and the community day as we realized those are concerns our customers have most.
	Facial expression turned nervous
	Motivation additional CSR

	Follow up
	Q-11
	Can you please explain what do you mean specifically ?
	We determined that many of our clients had other concerns, next to the peace process. The majority was related to the environment. So, we spoke about it at the committee and decided to start related projects about it. 
	Facial expression turned nervous
	Motivation additional CSR

	Probing
	Q-12
	If I understand you correctly, this means your additional CSR activities were a result of the banking crisis and not an answer to the development towards a more connected society in Colombia ?
	We had to build back customer confidence, that was our main concern. We are aware that the Colombian society is more connected now and that helps us too, to understand their needs in new ways. We offering many of their banking needs with our digital agenda and engage in new ways with our customers but that’s more a marketing task. What I can say is that without the improvement of the digital landscape in Colombia, we would have not known many of our customers wider concerns because we won from digital data many related useful information.
	Facial expression negative, no smiling
	Customer Empowerment + Motivation additional CSR

	Probing
	Q-13
	Could you please explain more about it ?
	Before the IT development in Colombia, we were limited by client relations in person or by telephone. We did not know much about their wider needs. With IT, big data and analytics, we can now communicate and engage in new ways and address our clients’ needs in a more efficient and effective way, we know our customers now much better. That includes knowing their wider concerns too.
	Clear, confident answer
	Customer Empowerment

	
	Q-14
	Do you believe Citi customers are now more empowered than before the IT evolution in Colombia ?
	We know that our customers have now more ways to express their opinions and needs than before yes.
	Clear, confident answer
	Customer Empowerment

	Follow up
	Q-15
	How do you address that within Citi ?
	As I said before, the digital development helps Citi too in our engagement process. We embrace the digital change in Colombia.
	Facial expression negative, no smiling
	Customer Empowerment

	
	Q-16
	Can you please describe, what do you believe, how the Situation for Citi would be today, without the financial crisis and the IT development in Colombia ?
	We would not know our customers the way we do today. Related to CSR, we might would have only Citi Foundation projects and probably not our Citi Colombia own projects. Most likely, we also would not have been able to roll out our digital agenda in Colombia as done already in many other countries. However, I believe we still would offer our excellent customer service in person and via phone.
	Clear, confident answer
	




     
     



[bookmark: _Toc20962347]Appendix 2 Interview Transcript – Group 2 – Citi (CSR) Employees

	EMPL #1
	QUESTION
	ANSWER
	NON-VERBAL COMMENT
	CODE

	Q-1
	How long do you work for Citi Colombia and why did you join ?
	I am working at Citi since 2015 and applied because I was looking for a company who not just works for profit but also is concerned about sustainability and giving back
	Clear, confident answer
	Seniority in Citi

	Q-2
	Did you have CSR knowledge and/or experience before joining Citi ?
	No, I had no idea about CSR before joining Citi.
	Nervous
	CSR Pre-Awareness 

	Q-3
	How you heard about CSR at Citi Colombia first time ?
	My Manager came to me and said I should be member of this new formed CSR team. She thought I would be a good fit. Then she explained me briefly about CSR. The most i found out on my own and also in the introductory meeting held within Citi.
	Clear, confident answer
	

	Q-4
	What did you think when hearing first time about CSR ?
	I thought it’s a good thing but difficult to implement as it requires lot of dedication and a lot of team work.
	Clear, confident answer
	Implementation Challenge

	Q-5
	How were you involved in the CSR implementation process at Citi Colombia ?
	In the implementation meetings I was told what to do. There was an agenda and it was said to follow it.
	Upset looking
	

	Q-6
	What challenges did you experience in this process and how did you overcome them ?
	I did not like the top down approach. I also had good ideas to implement but even when talking to my boss, I did not get heard.
	Upset looking
	Implementation Challenge

	Q-7
	Did or still do you use the CSR efforts from Citi Colombia use in your customer communication ? 
	Yes, I do and often hear positive feedback from my clients
	Positive expression and smiling
	

	Q-8
	How was it received by your customers ?
	Positive, many think it has a positive impact on the society and some clients said they will share it with their online community too.
	Positive expression and smiling
	CSR change Impact on customers

	Q-9
	Do you participate in CSR activities and if so in which projects are you involved at and why ?
	I am responsible to work on internal campaigns related to the green initiatives.
	Clear, confident answer
	

	Q-10
	Do you think the development of information technology towards a more empowered customer has any influence on the CSR activities at Citi Colombia ?
	Yes, I think that, now the bank cannot allow to be ignorant about for example environmental issues. Its expected by the many customer to do something. And the clients share their view of the bank now much easier with others. So, they kind of give direction to the bank and other organisations what do work on.
	Clear, confident answer
	Empowered Customers

	Q-11
	What do you think can be improved related to CSR activities at Citi Colombia ? (networking, feedback loop)
	I would state definitely allow employees to bring in own CSR ideas. Now it’s only top down. Also, communication within the CSR implementation team needs improvement as well as some kind of recognition internally for the often- extra work we do, related to not just implementation but also monitoring and analysing activities.
	Serious expression, confident in answering
	Improvement Suggestions

	
	
	
	
	

	EMPL #2
	
	
	
	

	Q-1
	How long do you work for Citi Colombia and why did you join ?
	I am at Citi for 18 years and applied because back then, the I liked the position a lot.
	Clear, confident answer
	Seniority in Citi

	Q-2
	Did you have CSR knowledge and/or experience before joining Citi ?
	I did not know anything about CSR before.
	Clear, confident answer
	CSR Pre-Awareness

	Q-3
	How you heard about CSR at Citi Colombia first time ?
	I heard it from a friend during a lunch break.
	Clear, confident answer
	

	Q-4
	What did you think when hearing first time about CSR ?
	I thought sounds nice but I hoped I won’t be selected for the implementation team because I already was busy with my recent job duties.
	Positive expression and smiling
	Internal Motivation

	Q-5
	How were you involved in the CSR implementation process at Citi Colombia ?
	My boss one day told me to join the team.
	Upset looking
	Internal Motivation

	Q-6
	What challenges did you experience in this process and how did you overcome them ?
	That I was told to join, it was not my choice but after some time i really start liking it because I saw the effect of the initiatives.
	Upset looking
	Internal Motivation + Implementation Challenge

	Q-7
	Did or still do you use the CSR efforts from Citi Colombia use in your customer communication ? 
	Yes, I mention it often when the moment fits.
	Positive expression and smiling
	

	Q-8
	How was it received by your customers ?
	Its general received as something positive. The customers I speak about it appreciate the effort.
	Positive expression and smiling
	CSR change Impact on customers

	Q-9
	Do you participate in CSR activities and if so in which projects are you involved at?
	I am involved in the community day events.
	Clear, confident answer
	

	Q-10
	Do you think the development of information technology towards a more empowered customer has any influence on the CSR activities at Citi Colombia ?
	I think yes because before a customer had not many people to share their views and opinion with. With Facebook and other services, they can spread easily the information. So, if Citi shows that we care too, that can have a fast and positive impact on how the society as a whole sees Citi.
	Clear, confident answer
	Empowered Customers

	Q-11
	What do you think can be improved related to CSR activities at Citi Colombia ? (networking, feedback loop)
	Mostly communication and organisation. You know here in South America, culture is bit different you know. It’s not so well planned and executed as maybe in your country.
	Serious expression, confident in answering
	Improvement Suggestions

	
	
	
	
	

	EMPL #3
	
	
	
	

	Q-1
	How long do you work for Citi Colombia and why did you join ?
	I am here for 3 years.
	Clear, confident answer
	Seniority in Citi

	Q-2
	Did you have CSR knowledge and/or experience before joining Citi ?
	Yes, I read about it before and that's one reason why I wanted to work with Citi.
	Clear, confident answer
	CSR Pre-Awareness

	Q-3
	How you heard about CSR at Citi Colombia first time ?
	Before I joined Citi, I read some articles in the local newspaper about.
	Clear, confident answer
	

	Q-4
	What did you think when hearing first time about CSR ?
	I thought that’s a great topic and should be implemented everywhere. However, I feel some doubt inside me if Colombia was ready. You know before we were long time in difficult situation with all the violence here. People were more concerned about safety and food.
	Serious expression, confident in answering
	Internal Motivation + Implementation Challenge

	Q-5
	How were you involved in the CSR implementation process at Citi Colombia ?
	I voluntary started with the green initiative program but it the team was before formed so i joined as an additional member of the team.
	Clear, confident answer
	Internal Motivation

	Q-6
	What challenges did you experience in this process and how did you overcome them ?
	I experienced that many members of the team were not very enthusiastic about the team. Internal Culture was very "me" oriented and were oriented only in the minimum tolerance level. Some I could change in attitude but many remain the same.
	Serious expression, confident in answering
	Implementation Challenge

	Q-7
	Did or still do you use the CSR efforts from Citi Colombia use in your customer communication ? 
	Sure. I heavily use that topic in my conversations with my clients. 
	Positive expression and smiling
	

	Q-8
	How was it received by your customers ?
	Although often other aspects are more important for my customers but they take it as an additional positive aspect and often took that as a final necessary argument to agree to certain arrangements.
	Positive expression and smiling
	CSR change Impact on customers

	Q-9
	Do you participate in CSR activities and if so in which projects are you involved at and why ?
	I voluntary started with a specific environmental project because I felt its right
	Positive expression and smiling
	Internal Motivation

	Q-10
	Do you think the development of information technology towards a more empowered customer has any influence on the CSR activities at Citi Colombia ?
	Of course. Before the bank was more free in their customer approach and a negative customer attitude had no impact. Today with Facebook, twitter so to speak shitstorms would spread all over Colombia in minutes.
	Clear, confident answer
	Empowered Customers

	Q-11
	What do you think can be improved related to CSR activities at Citi Colombia ? (networking, feedback loop)
	Find more enthusiastic people to include in the teams. Also, allow bottom up approach to CSR activities. People know better their customers than distant committees because they have direct contact with them, some even for many years.
	Clear, confident answer
	Improvement Suggestions

	
	
	
	
	

	EMPL #4
	
	
	
	

	Q-1
	How long do you work for Citi Colombia and why did you join ?
	Almost seven years now.
	Clear, confident answer
	Seniority in Citi

	Q-2
	Did you have CSR knowledge and/or experience before joining Citi ?
	Yes, I read once an article online about it.
	Clear, confident answer
	CSR Pre-Awareness

	Q-3
	How you heard about CSR at Citi Colombia first time ?
	First time was when my boss told me to join a new CSR team.
	Upset looking
	

	Q-4
	What did you think when hearing first time about CSR ?
	I thought positive. I think an organization like Citi has the responsibility to give something back to society it operates in since societies gives lot of resources to the bank.
	Clear, confident answer
	Internal Motivation

	Q-5
	How were you involved in the CSR implementation process at Citi Colombia ?
	I was part in the organisation of the community day.
	Clear, confident answer
	

	Q-6
	What challenges did you experience in this process and how did you overcome them ?
	Communication and planning were a challenge at the beginning but the second community day event it went much better.
	Serious expression, confident in answering
	Implementation Challenges

	Q-7
	Did or still do you use the CSR efforts from Citi Colombia use in your customer communication ? 
	Yes, I think it’s important that customers realise what Citi does for them apart of offering excellent financial services.
	Positive expression and smiling
	

	Q-8
	How was it received by your customers ?
	Very positive. I also receive often a lot of improvement suggestions but it’s difficult to include because we have at Citi more a top down approach, unfortunately.
	Positive expression and smiling
	

	Q-9
	Do you participate in CSR activities and if so in which projects are you involved at and why ?
	As I said I am in the community day event organisation which I highly appreciate.
	Clear, confident answer
	

	Q-10
	Do you think the development of information technology towards a more empowered customer has any influence on the CSR activities at Citi Colombia ?
	Partially I agree. Not everything what the customer would like is in line with Citi’s rules and ethics.
	Clear, confident answer
	Empowered Customer

	Q-11
	What do you think can be improved related to CSR activities at Citi Colombia ? (networking, feedback loop)
	Networking with other Citi locations in other countries in South America to learn from each other in CSR related activities. Also allowing bottom up approaches would be highly valuable as we are daily with direct customer contact and have more knowledge about appreciated CSR projects. 
	Clear, confident answer
	Improvement Suggestions
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	CUST #1
	QUESTION
	ANSWER
	NON-VERBAL COMMENT
	CODE

	Q-1
	How long are you already a Citi Customer  ?
	I am for 18 years a customer of Citi.
	Clear, confident answer
	Seniority

	Q-2
	How did you hear about CSR projects from Citi Colombia ?
	I don’t know any CSR projects.
	Unsecure, looking away
	CSR Pre Awareness 

	Q-3
	After hearing about CSR projects at Citi Colombia, did it change your impression and confidence about Citi ?
	Partially yes.
	
	CSR Change Impact Customer

	Q-4
	If you have any, what are your wider concerns ?
	I am concerned about environmental problems, like earth climate and about global peace situation
	Serious expression, confident in answering
	Wider Concerns Customer

	Q-5
	Do you use social services and do you express your wider concerns with others ? 
	I use twitter and Facebook intense
	Serious expression, confident in answering
	Empowered Customer

	Q-6
	The way you communicates about Citi now differs to how it was in 2008 ?
	Back then I had to go to a internet café and my phone was very simple. I only could share my opinion with local friends and family. Now i can share it with the world, I have more than 4000 followers on my digital channels.
	Smiling, relaxed facial expression, shining eyes
	Communication Change Customer

	Q-7
	Would you recommend Citi now more than in 2008 and why ?
	Yes they are the best in Colombia for their digital banking solutions, much better than Bancolombia.
	Clear, confident answer
	Recommendation 2019 - Customer

	
	
	
	
	

	CUST #2
	
	
	
	

	Q-1
	How long are you already a Citi Customer  ?
	I am for 22 years a loyal Citi customer.
	Clear, confident answer
	Seniority

	Q-2
	How did you hear about CSR projects from Citi Colombia ?
	Yes, I know from their community day activity, my brother lives close by a place they cleaned and painted new some years ago. It still looks very nice.
	Clear, smiling positive facial expression
	CSR Pre Awareness 

	Q-3
	After hearing about CSR projects at Citi Colombia, did it change your impression and confidence about Citi ?
	Yes indeed. I appreciate that they do also something for the community wellbeing.
	Clear, confident answer
	CSR Change Impact Customer

	Q-4
	If you have any, what are your wider concerns ?
	I am concerned with the economy, there is still many corruptions going on.
	Serious expression, confident in answering
	Wider Concerns Customer

	Q-5
	Do you use social services and do you express your wider concerns with others ? 
	Yes, I use Facebook every day.
	Clear, confident answer
	Empowered Customer

	Q-6
	The way you communicates about Citi now differs to how it was in 2008 ?
	Yes, now I can communicate easily with family, friends and share my opinion also with other people about my experience with products and travel.
	Smiling, relaxed facial expression, shining eyes
	Communication Change Customer

	Q-7
	Would you recommend Citi now more than in 2008 and why ?
	I think yes because they do lot of stuff for local communities that other banks do not. 
	Clear, confident answer
	Recommendation 2019 - Customer

	
	
	
	
	

	CUST #3
	
	
	
	

	Q-1
	How long are you already a Citi Customer  ?
	I am for 7 years a customer of Citi.
	Clear, confident answer
	Seniority

	Q-2
	How did you hear about CSR projects from Citi Colombia ?
	I know from their community activities. They should do them more frequent in my opinion. I also know their green initiatives here in Colombia, that I appreciate a lot.
	Clear, confident answer
	CSR Pre Awareness 

	Q-3
	After hearing about CSR projects at Citi Colombia, did it change your impression and confidence about Citi ?
	Yes, I personally like that they give something back and they care for our concerns.
	Clear, confident answer
	CSR Change Impact Customer

	Q-4
	If you have any, what are your wider concerns ?
	I am strongly concerned about the climate change, it affects all of us.
	Serious expression, confident in answering
	Wider Concerns Customer

	Q-5
	Do you use social services and do you express your wider concerns with others ? 
	I use WhatsApp and Facebook daily. I communicate with people from other countries sharing my views on many topics.
	Clear, confident answer
	Empowered Customer

	Q-6
	The way you communicates about Citi now differs to how it was in 2008 ?
	Yes, in 2008 I only had a simple phone and internet was expensive. Things changed for the better because the infrastructure improved a lot. Now internet and devices are much cheaper.
	Clear, smiling 
	Communication Change Customer

	Q-7
	Would you recommend Citi now more than in 2008 and why ?
	Well, yes, i recommend Citi now more. Back in 2008 with the financial crisis, I was sceptical but over time with all their activities has shown me that they have improved strongly.
	Clear, confident answer
	Recommendation 2019 - Customer

	
	
	
	
	

	CUST #4
	
	
	
	

	Q-1
	How long are you already a Citi Customer  ?
	I started with Citi back in 2005 when I started my own business and was looking for a cheap bank.
	Clear, confident answer
	Seniority

	Q-2
	How did you hear about CSR projects from Citi Colombia ?
	First time I heard about it when I saw them once cleaning a place up in the south of Bogota. I also know about their green initiatives which I support a lot.
	Clear, smiling 
	CSR Pre Awareness 

	Q-3
	After hearing about CSR projects at Citi Colombia, did it change your impression and confidence about Citi ?
	I thought it’s a great gesture from them and yes it strengthens my view towards the bank.
	Clear, smiling 
	CSR Change Impact Customer

	Q-4
	If you have any, what are your wider concerns ?
	Global economy and climate issues are definitely on my list that´s why I think Citi is doing great with their green initiatives I read about the other day.
	Clear, confident answer
	Wider Concerns Customer

	Q-5
	Do you use social services and do you express your wider concerns with others ? If so, with how many people you share your opinion with ?
	I use Facebook, Twitter for my business and to communicate with my clients and family.
	Clear, confident answer
	Empowered Customer

	Q-6
	The way you communicates about Citi now differs to how it was in 2008 ?
	Definitely. Back then I only had a functioning phone far away from being able to afford internet services. Now I am much more connected and can reach far more people than before.
	Clear, smiling 
	Communication Change Customer

	Q-7
	Would you recommend Citi now more than in 2008 and why ?
	I think yes because before the positive development of Colombia I was more interested in the places that offer the cheapest price but with time I got more informed and added more aspects important for me. So, after all the financial crisis stuff they improved a lot in terms of their digital agenda and because of their efforts to give something back to the Colombian society
	Clear, confident answer
	Recommendation 2019 - Customer
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	Benef. #1
	QUESTION
	ANSWER
	NON-VERBAL COMMENT
	CODE

	Q-1
	 What is you economic background ?
	I am a farmer living outside of Bogota. I have a small agriculture family business.
	Clear, confident answer
	Economic Background Beneficiary

	Q-2
	 How did you hear about the CSR projects at Citi Colombia ?
	I got contacted by a Citi employee, asking me for an interview to know more about our family business. But I heard already about their green initiatives before.
	Clear answer, smiling positive facial expression
	

	Q-3
	 How was the interaction to Citi CSR employees ? 
	Very good. I explained our business and the need we have for financing a new environmentally friendly machine that we could use to produce more of our goods.
	Clear answer, smiling positive facial expression
	

	Q-4
	 What do you think about CSR from Citi Colombia ?
	For us it’s great, we won the support of Citi Colombia, helping us financing in a way that no other bank would do. Interest almost 0 % is for us in Colombia almost impossible, especially if there are not many securities available. I also believe, it can have a impact for Colombia as a whole. Supporting good companies to prosper has also an economic impact for the country.
	Clear answer, smiling positive facial expression
	CSR Change Impact Beneficiary

	Q-5
	 Do you have wider concerns and if so you think those are addressed by CSR projects at Citi Colombia ?
	My family and I are most concerned about global climate change as this has a direct impact on our business. I heard about the green environmental projects that Citi is working on and I appreciate that a lot.
	Clear, confident answer
	Wider Concerns Beneficiary

	Q-6
	 Do you share your CSR experiences with others and if so how ?
	Yes, I share my views and opinion about CSR related experiences with friends via Facebook but also with other farmers in Colombia.
	Clear, confident answer
	Empowered Customer

	Q-7
	Do you think now about Citi different then back in 2008 ?
	Yes definitely. After all, I know today about them, specifically about their CSR activities, I see them much more positive than back then.
	Clear, confident answer
	Recommendation 2019 - Customer

	
	
	
	
	

	Benef. #2
	
	
	
	

	Q-1
	 What is you economic background ?
	I am a teacher in a secondary school.
	Clear, confident answer
	Economic Background Beneficiary

	Q-2
	 How did you hear about the CSR projects at Citi Colombia ?
	I heard about it from another teacher saying that Citi will clean and paint new the community main plaza where I live at.
	Clear, confident answer
	

	Q-3
	 How was the interaction to Citi CSR employees ? 
	The day Citi undertook the renovation was very lovely. My neighbours and I brought some coffee to them showing our gratitude. 
	Clear answer, smiling positive facial expression
	

	Q-4
	 What do you think about CSR from Citi Colombia ?
	I only know about the Community day event and about their green initiatives. They give something back to society and I appreciate that a lot.
	Clear answer, smiling positive facial expression
	CSR Change Impact Beneficiary

	Q-5
	 Do you have wider concerns and if so you think those are addressed by CSR projects at Citi Colombia ?
	I am very concerned about environmental challenges these days like the climate change even here in Colombia is visible. I think Citi does well at this respect and I wished other companies would follow.
	Serious expression, confident in answering
	Wider Concerns Beneficiary

	Q-6
	 Do you share your CSR experiences with others and if so how ?
	I share my views with family and teacher groups in Colombia and in Spain where I made my masters at. I also have shared with them my positive opinion about Citi CSR. I use Facebook and WhatsApp to do so.
	Clear answer, smiling positive facial expression
	Empowered Customer

	Q-7
	Do you think now about Citi different then back in 2008 ?
	Very much so! Back then I had not much trust and confidence in them. Now I see them much more positive, I hope they continue that way.
	Clear answer, smiling positive facial expression
	Recommendation 2019 - Customer

	
	
	
	
	

	Benef. #3
	
	
	
	

	Q-1
	 What is you economic background ?
	I am a single mom, taking care of my son who is studying.
	Clear, confident answer
	Economic Background Beneficiary

	Q-2
	 How did you hear about the CSR projects at Citi Colombia ?
	I got informed that my son won an educational sponsorship, allowing him to study here in Bogota financial sciences which he likes a lot and would not have been able to afford it in any other way.
	Clear answer, smiling positive facial expression
	

	Q-3
	 How was the interaction to Citi CSR employees ? 
	Very nice indeed. We received a phone call and met several times about the interests of my son. They actually got informed by the secondary school that he was a very good student but has not the financial resources to study his favourite subject, finance.
	Clear answer, smiling positive facial expression
	

	Q-4
	 What do you think about CSR from Citi Colombia ?
	I am very grateful for their support. I wished other organisations here in Colombia would do something similar to society.
	Clear answer, smiling positive facial expression
	CSR Change Impact Beneficiary

	Q-5
	 Do you have wider concerns and if so you think those are addressed by CSR projects at Citi Colombia ?
	I am concerned primarily with the well-being of my son. Besides I care a lot for the environment. You know the climate changes not for the better also causing that our energy costs rise annually. I am also concerned about the Colombian economy as a whole, there is still a lot of corruption and poverty.
	Serious expression, confident in answering
	Wider Concerns Beneficiary

	Q-6
	 Do you share your CSR experiences with others and if so how ?
	I shared it before only with my neighbours and friends from church. Since I received a used computer as a present 3 years ago, I determined that i also can share my view with other single moms in Colombia, which I actually also do often. My friend showed me how to use the computer and use applications like Facebook and Twitter.
	Clear answer, smiling positive facial expression
	Empowered Customer

	Q-7
	Do you think now about Citi different then back in 2008 ?
	Wow, that’s a long time to consider. I definitely think yes now after all my experience with them, I think much more positive about them. Before they were just another bank i cannot trust. Today, they are a great bank. 
	Clear answer, smiling positive facial expression
	Recommendation 2019 - Customer





Non-Verbal Expressions (# of Questions)


Clear, confident answer	Facial expression turned nervous	Facial expression negative, no smiling	10	4	2	

CSR Implementation Challenges


Told to join	Motivation in Team	Top Down Approach	Internal Recognition	Organisation	0.36363636363636365	0.27272727272727271	0.18181818181818182	9.0909090909090912E-2	9.0909090909090912E-2	

CSR Improvement Suggestions


Motivation Increase	Bottom Up Allowance	Internal Recognition	Organisation	0.4	0.4	0.1	0.1	

Wider Concerns


Economy	Climate	Peace	0.42857142857142855	0.42857142857142855	0.14285714285714285	
CSR Categories Applied

Green Projects	Microfinance	1	1	


Social Media Usage


Facebook	Twitter	0.5714285714285714	0.42857142857142855	

Non-Verbal Expressions


Clear, confident answer	Serious expression, confident in answering	Clear, smiling 	Smiling, relaxed facial expression, shining eyes	Unsecure, looking away	Clear, smiling positive facial expression	0.55555555555555558	0.14814814814814814	0.14814814814814814	7.407407407407407E-2	3.7037037037037035E-2	3.7037037037037035E-2	

Overall Emotional Observations


Clear, confident answer	Clear answer, smiling positive facial expression	Serious expression, confident in answering	0.33333333333333331	0.5714285714285714	9.5238095238095233E-2	
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- In Colombia, 75% of adults aged 25-64 have completed
upper secondary_education, more than the OECD
average of 74% (HDR 2018)

- In terms of employment, 58% of people in Colombia
have a paid job, below the OECD employment average of
7%

- First place in household spend capacity to health care
(WHO 2018)

- In terms of health, life expectancy at birth in Colombia is
around 75 vears, five years lower than the OECD average
of 80 years.

- Colombia's health care system was given 22nd place by
the World Health Organization (WHO) In 2017
(WHO-STAT 2017)

- Religion: Roman Catholic: 90%, other: 10%

- The country's official language is Spanish.

Source: WHO 2017
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