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CORPORATE SOCIAL RESPONSIBILITY COMMUNICATION AS A CRUCIAL
FACTOR OF ITS EFFICIENCY FOR BUSINESS ORGANISATIONS

Corporate Social Responsibility (CSR), which appeared as a corporate response to
environmental and social concerns, is a topic which has been increasingly gaining
popularity among academic researchers of management and business professionals.
Apart from CSR’s ethical aspect, this is mainly due to the many commercial benefits
it offers. As a matter of fact, according to the CEO of Olam [1, p. 14]: «The CSR
movement never really took off until there was a business case for it». That is why
much research has been undertaken to prove that corporate responsible behavior is
good for business. In fact, it is the most developed part of CSR literature [2].
Empirically, CSR has been proven to be positively linked to higher corporate
reputation [3; 4]; which in turn, leads to increased purchase intention, competitive
advantage, positive media coverage, improved brand image, customer loyalty and
ultimately profit-maximization [5; 6; 7; 8].

Nonetheless, these benefits are lost if the CSR endeavor is not communicated to
the stakeholders. Du et al. [9] state that low CSR awareness on the part of the
stakeholders prevents companies from reaping the business benefits from their CSR
engagements. Bhattacharya and Sen [10] also state that this awareness is essential for
consumers to respond positively to corporate CSR efforts. Hence, the paramount
importance of CSR communication. Because of this, worldwide, CSR reporting has
been rising steadily [11].

Since one of the main driving factors for companies engaging in CSR 1is the
changing expectations of the stakeholders of what corporate contribution to the wider
society should be, it is crucial that the CSR practice is congruent with their concerns
and desires. How this CSR practice is communicated plays a significant role in the
company-stakeholder relationship development. One of the factors influencing
consumer-company relationship is the degree to which consumers identify with a
firm which depends on how attractive its corporate identity is. According to
Bhattacharya and Sen [10, p. 15], this identification is: «the sense of attachment or
connection consumers feel with companies engaging in CSR activities they care
about». This leads to loyalty from those consumers who feel they are making a
difference through their purchase of those products sold by corporate social
responsible companies [10]. Marin and Ruiz [12] in their study of the drivers of
corporate identity attractiveness found that CSR impact on the attractiveness of
corporate identity is greater than that of any other business activity. According to
Coombs and Holladay [13], CSR communication contributes to consumer-company
identification by creating awareness of the shared social concerns.

However, when CSR communication occurs, it may yield two different results:
positive or negative. According to Coombs and Holladay [13], reputation is
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tantamount to stakeholder evaluation which can be either favorable or unfavorable.
Different companies may have different key stakeholder groups. One of these said
groups are the consumers to whom extensive research points as important in terms of
CSR [9; 10; 12]. According to Oberseder et. al [14], consumers are susceptible to
CSR: it affects their attitudes, purchase behavior, company-consumer identification,
satisfaction and loyalty. What is more, consumers are increasingly becoming more
powerful and claim that CSR is a significant factor when forming impressions of
companies [15].

For this group of stakeholders to perceive CSR favorably, it is essential that they
do not question corporate motivation behind engagement in CSR [13]. According to
Du et al. [9], how consumers view CSR motives depends, to a great extent, on CSR
communication. The challenge resides in how to communicate in order to achieve the
desired result. As Kotler [16, p. 563] puts it: «For most companies, the question is not
whether to communicate but rather what to say, to whom, and how often». Indeed,
discussion on CSR communication is a growing academic research topic. For
example, several studies and surveys have revealed that consumers deem CSR
important and expect companies to commit themselves in such endeavors [8].
Nonetheless, a number of other studies point out that consumers are skeptical of firms
which are too eager to communicate CSR, which leads them to perceive it as self-
promotion which, in turn, 1s harmful for the corporate credibility and trust [13]. This
might lead to negative attributions about corporate CSR practice and turn consumer
attitudes unfavorable towards those companies. This is called promotional
communication dilemma and the challenge here is to prevent consumer backlash
though effective CSR communication [13].

From the discussion above, it is made clear that CSR engagement not only brings
benefits for the wider society but is also commercially viable, on condition it is
communicated to the stakeholders. However, this undertaking is faced with
challenges which need to be overcome. This calls for further research in this exciting
emerging field. It would be especially valuable to study young segment of
consumers, given they have been predicted to be the largest and most influential
consumers. Since they also have been the driving force behind online shopping, it
would be relevant to pay special attention to online CSR communication.
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M. [uinpo, Ykpaina

CUCTEMU MEHE/UKMEHTY COILIAJBHOI BIAMOBIJAJIBHOCTI
OPI'AHIBAIIN IPUBATHOI'O TA ITYBJIYHOI'O CEKTOPIB HA OCHOBI
CTAHZAPTIB ISO SAIK ®AKTOP 3ABE3IIEYEHHSA CTAJIOI'O PO3BUTKY

3 ornsay Ha TII00aibHI 3MiHH, K1 B1IOYBAalOTHCS Y HABKOJHUIIHBOMY CEpPEIOBHIIII
HAIIOl TUIAHETH Ta TEMIH PO3BUTKY TEXHOJOTIYHOTO MPOrpecy, MIKHAPOIHE
CIIBTOBapUCTBO HAMAaraeThCs IMOCTIMHO OHOBIIOBATH CTPATEriio, siIka 3a0e3Me4uTh
Kpame 1 Oe3meuHe JKUTTA Joaed y ManOytHeomy. Came Ttomy, y 2015 poui
Opranizaiis 00 ’€IHaHUX Halld po3poOuia HOBUM MacIITaOHMA MPOEKT IO
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