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Web-based CSR communication in post-communist countries
In this survey, we investigate the level of web-based CSR communication in selected post-communist countries. Our objective was to identify, analyse and evaluate the scope of web-based CSR communication and the structure of CSR activities communicated by the TOP 100 companies based in the Czech Republic and Ukraine. On the basis of content analysis of the websites of the 100 most important companies (according to level of revenue) based in each of these countries, we can state that the level of their web-based CSR communication is comparable. It does however correspond to the generally low level of CSR communication in post-communist countries. Apart from corporate websites, another popular channel of communication is social networks, in particular Facebook. As far as the scope of CSR activities communicated is concerned, companies based in the Czech Republic communicate an average of 19 and companies based in Ukraine communicate an average of 18 of the 39 monitored activities. TOP 100 companies operating in these countries communicate economic and environmental responsibility activities in the greatest scope and on the contrary, ethical responsibility activities the least.
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Introduction
Communication plays a key role in application of the concept of corporate social responsibility (CSR) (Golob et al. 2013). Effective CSR communication is a source of several benefits for the company itself, but in particular for its stakeholders and society as a whole (Chaudhri 2014). We can regard the main benefits as being increase in the transparency of corporate objectives and strategies for their fulfilment, improvement of provision of information about socially responsible investment performed by the company or establishment of a corporate reputation of social commitment (Hooghiemstra 2000; Morsing, Schultz, and Nielsen 2008). 
It is evident from the studies performed to date that the level of CSR communication is low in several countries and appears to be problematic from the point of view of European countries in the case of post-communist countries. It is for example evident from the study performed by Horvath et al. (2017), which examined CSR communication by the 50 largest companies in 12 European countries that in Latvia, Hungary, Lithuania and Austria, CSR activities are not even communicated by half the companies monitored. Hąbek (2017, p. 1), who examined CSR communication in Poland, Hungary, Slovakia and the Czech Republic, came to the conclusion that “CSR reporting practices are not widespread among V4 countries”. A summary overview of CSR communication by the 100 largest companies operating in each of the 48 monitored countries is offered by a study performed by KPMG (2017). It is evident from this study that the level of CSR communication in Europe is 77% and 65% in Eastern Europe. As regards post-communist countries included in this study, Hungary ranked 26th, Romania 28th, Russia 30th, Poland 37th, Slovakia 39th, the Czech Republic 41st and Kazakhstan 47th.
Our objective is to identify, analyse and evaluate the scope of web-based CSR communication and the structure of CSR activities communicated by the TOP 100 companies based in two post-communist countries, these being the Czech Republic and Ukraine.
Definition of CSR in the Czech Republic and Ukraine
Several professional and sometimes even governmental organisations strive to define the term CSR as do some academics. No uniform definition of CSR thus exists. In view of the fact that expert organisations operating in the Czech Republic and Ukraine are linked to international organisations such as the CSR Europe or the World Business Council for Sustainable Development, while defining CSR, they take their starting point as the generally acknowledged definitions put forward by these organisations. 
In the case of Ukraine, the term CSR was also defined by the State Regulatory Service of Ukraine (2018), which states that “CSR includes a responsible attitude towards customers, employees and partners, as well as harmonious coexistence, cooperation and permanent dialogue with the community and participation in resolution of the most demanding social problems”. In the case of the Czech Republic, no government authority has defined the term CSR.
As regards definitions by academics, in view of efforts to ensure the respective author’s originality, a wide range of definitions of the term CSR exist. The leading Czech researcher in the field of CSR, Kunz (Kasparova and Kunz 2013), states that CSR is based on volunteering, active cooperation with all stakeholders and the functioning of the business with respect to the triple bottom line. One example of the definition provided by a Ukrainian author could be the definition of Mosiichuk (2015), according to whom CSR represents “rational feedback to the contradictory expectations of the stakeholders which is focused on sustainable development of society”.
Materials and methods
Data was gained on the basis of content analysis of the websites of the TOP 100 companies (according to level of revenue achieved in 2016) based in the Czech Republic and Ukraine. From the point of view of company size, these were large enterprises in all cases. From the point of view of sector according to NACE Rev. 2, the research sample in the case of the Czech Republic is made up predominantly of companies in section C – Manufacturing, G – Wholesale and retail trade; repair of motor vehicles and motorcycles (32% of companies in both cases) and D – Electricity, gas, steam and air conditioning supply (12%). In the case of Ukraine, the research sample is predominantly made up of companies from section D – Electricity, gas, steam and air conditioning supply (42%), C – Manufacturing (34%) and A – Agriculture, forestry and fishing (22%).
While identifying communicated CSR activities, use was made of the Method of communication of economic, environmental, ethical, social and philanthropic activities (CE3SPA) (Tetrevova 2018). Web-based communication of 39 activities was evaluated, of which 10 were economic responsibility activities (EC), 7 environmental responsibility activities (EN), 6 ethical responsibility activities (ET), 11 social responsibility activities (SC) and 5 philanthropic responsibility activities (PH).
Data was processed by descriptive and inferential statistics using the statistical software package IBM SPSS Statistics, version 24. The scope of communication was measured with the aid of the average number of activities communicated. While analysing differences in the scope of communication between individual areas of CSR, the value of the average was related to the total number of activities in the given area (relative average number of activities). For the purpose of statistical validation of differences in scope, we used analysis of variance (F-test). The structure of communication was analysed with the aid of multiple response analysis (the frequency of companies in which the activity was identified). For the purpose of the statistical validation of differences in structure, we used Fisher's exact test. All of the above-mentioned differences were tested at the 0.05 level of significance. Statistically significant differences are indicated in bold in the tables.
Results
All of the TOP 100 companies based in the Czech Republic and Ukraine have functioning websites. 100% of companies based in the Czech Republic present at least some information about CSR activities performed on these websites. In the case of companies based in Ukraine, only 94% of companies do so. 52% of the TOP 100 companies based in the Czech Republic and 49% of companies based in Ukraine have a “Social Responsibility” or “Sustainability” tab page on their websites. No fundamental difference is evident in the concept of web-based communication of CSR activities between the monitored countries with regard to the values applies. The TOP 100 companies based in the Czech Republic and Ukraine declare their social responsibility as responsibility towards their owners and business partners, employees, the environment and surroundings in which they do business. The only difference can be seen in the field of philanthropy. Companies based in the Czech Republic emphasise philanthropic activity performed to a greater extent, some of them even provide information only about these activities in their “Social Responsibility” tab page. In relation to this, differences are evident in the focus of corporate giving, when companies based in the Czech Republic in particular communicate support for sport, culture and the local community and companies based in Ukraine also communicate support for orphans and people injured during the Anti-Terrorist Operation.
60% of the TOP 100 companies based in the Czech Republic and 62% of the TOP 100 companies based in Ukraine provide access to annual reports on their websites with information about CSR activities performed. 35% of the TOP 100 companies based in the Czech Republic and 44% of the TOP 100 companies based in Ukraine provide access to standalone CSR reports on their websites. The above-mentioned differences were tested with the aid of Fisher's exact test and are not statistically significant. A statistically significant difference was however proven on the basis of Fisher's exact test in the scope in which the monitored companies present communication on social networks (Table 1). The TOP 100 companies based in the Czech Republic present communication on social networks significantly more on their websites, this being both in general and also specifically on Facebook, LinkedIn and YouTube.
Table 1. 

An overview of the overall scope of CSR activities communicated on the websites of the TOP 100 companies based in the Czech Republic and Ukraine is evident from Figure 1. Complementary information is provided by Table 2, from which the scope of CSR activities communicated in individual areas is also evident.
Figure 1. 

Figure 1 shows the high variability in the number of activities communicated, which is slightly higher in the case of Ukraine. Whereas the TOP 100 companies based in the Czech Republic communicate between 1 and 34 activities, in the case of the TOP 100 companies based in Ukraine, the number of activities communicated ranges from 0 to 37. On the basis of comparison of the position of the median and quartiles, it is possible to conclude that there is a comparable intensity of web-based CSR communication in both of the monitored countries.
Table 2. 

It is evident from Table 2 that no statistically significant difference in the overall scope of CSR activities communicated was proven on the basis of the ANOVA test between the TOP 100 companies based in the Czech Republic and the TOP 100 companies based in Ukraine. Of the 39 activities evaluated, companies based in the Czech Republic communicate an average of 19.4 activities, companies based in Ukraine communicate an average of 17.7 activities. As far as the fields of CSR are concerned, the TOP 100 companies based in both countries communicate economic responsibility activities in the greatest scope (companies based in the Czech Republic communicate 6.9 activities, companies based in Ukraine communicate 6.3 activities) and ethical responsibility activities the least (companies based in the Czech Republic communicate 1.5 activities, companies based in Ukraine communicate 1.2 activities). A statistically significant difference in the scope of activities communicated between the above-mentioned countries was only proven on the basis of the ANOVA test in the field of philanthropic responsibility. The TOP 100 companies based in the Czech Republic communicate activities in this field significantly more compared to companies based in Ukraine.
The structure of CSR activities communicated on the websites of the TOP 100 companies operating in the Czech Republic and Ukraine is evident from Table 3. Statistically significant differences were proven on the basis of Fisher's exact test in all five of the monitored areas. These were proven to the greatest extent in the fields of economic and ethical responsibility and subsequently in the fields of social, philanthropic and environmental responsibility.
Table 3.

Table 3 shows that the TOP 100 companies based in the Czech Republic communicate strengthening relations with customers, care for education and development of employees and employee care most. On the contrary, they communicate ethical responsibility activities, specifically ethical reporting, creation of an ethics committee and ethical audit to the least extent. Just like companies operating in the Czech Republic, the TOP 100 companies based in Ukraine communicate strengthening relations with customers most, followed by ensuring occupational health and safety, care for education and development of employees and corporate giving. On the contrary, they communicate creation of an ethics committee, ethical audit and support for donation activities among employees to the least extent.
Discussion
It is evident from the study that the level of CSR communication by the TOP 100 companies operating in the Czech Republic and Ukraine corresponds to the generally low level of CSR communication in post-communist countries. For more details, see for example (KPMG 2017). The monitored companies do not on average communicate even half of the evaluated CSR activities. Six companies based in Ukraine do not communicate even one CSR activity on their websites. A positive finding is however that more than half of the TOP 100 companies based in the Czech Republic and almost half of the TOP 100 companies based in Ukraine have a link on their websites devoted to social responsibility. More than half of them also provide access to annual reports with information about CSR activities performed on their corporate websites. However, more than half of the TOP 100 companies do not publish standalone CSR reports on their websites. This low level of communication via standalone CSR reports in post-communist countries is also for example documented by Horvath et al. (2017). Social networks are a popular channel of communication, in particular Facebook. The TOP 100 companies based in Ukraine do however use this communication channel significantly less that the TOP 100 companies based in the Czech Republic. From the point of view of companies based in Ukraine, the role of this communication channel which is becoming increasingly popular in developed countries (Cortado and Chalmeta 2016) is thus still not fully appreciated.
The scope of CSR activities communicated is roughly the same in both countries. It is evident from the information provided above that membership in the EU does not play a fundamental role in the issue of CSR communication. The TOP 100 companies based in the EU member state – the Czech Republic, communicate the same scope of activities as companies based in the non-member state of the EU – Ukraine. Measures implemented by EU bodies, for example in the form of Directive 2014/95/EU, thus seem to be ineffective. The scope of CSR communication is however evidently affected by the size of the company. This is for example documented, among others, by Gamerschlag, Möller, and Verbeeten (2011) or Nielsen and Thomsen (2009). The monitored TOP 100 companies which are large enterprises communicate a greater scope of CSR activities in comparison with SMEs, even SMEs operating in socially sensitive industries as is evident on comparison of our findings with the studies performed by Tetrevova (2018). Confirmation is thus provided of the conclusions reached by Baumann-Pauly et al. (2013) or McWilliams and Siegel (2001) on the better economic conditions of large enterprises for performance and communication of CSR activities.
The TOP 100 companies based in both countries communicate economic and environmental responsibility activities in the greatest scope. Analogical conclusions were also drawn by Petera, Wagner, and Bouckova (2014). On the contrary, these companies communicate ethical responsibility activities the least. For more details, also see for example (Tetrevova 2017, 2018). The TOP 100 companies based in the Czech Republic then communicate philanthropic activities significantly more, a fact which corresponds to the frequently exclusively philanthropic approach to the concept of CSR in these countries, a fact which Tetrevova (2018) draws attention to.
Disclosure statement: No potential conflict of interest was reported by the authors.
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Table 1. Communication on social networks.
	Social network
	Czech Republic
	Ukraine
	Exact sig.

	Facebook
	75%
	60%
	.034

	Google+
	24%
	21%
	.735

	Instragram
	29%
	33%
	.647

	LinkedIn
	42%
	2%
	<.0005

	Twitter
	45%
	41%
	.668

	YouTube 
	58%
	29%
	<.0005

	Total
	80%
	64%
	.018





Table 2. Scope of CSR activities communicated from the point of view of areas of CSR.
	Area
	Average number of activities
	Maximum 
	Relative average number of activities
	ANOVA test

	
	Country
	
	Country
	Total
	

	
	Czech Rep.
	Ukraine
	
	Czech Rep.
	Ukraine
	
	F
	Sig.

	EC
	6.9
	6.3
	10
	69%
	63%
	66%
	2.546
	.112

	EN
	3.9
	3.5
	7
	56%
	49%
	53%
	1.832
	.177

	ET
	1.5
	1.2
	6
	25%
	20%
	23%
	1.834
	.177

	SC
	5.0
	5.3
	11
	45%
	48%
	47%
	.423
	.516

	PH
	2.2
	1.5
	5
	44%
	31%
	37%
	9.812
	.002

	Total
	19.4
	17.7
	39
	50%
	45%
	48%
	1.702
	.193





Table 3. Structure of CSR activities communicated.
	Communicated activities
	Country
	Exact sig.

	
	Czech Rep.
	Ukraine
	

	Economic responsibility (EC)

	Good governance practices
	67%
	61%
	.462

	Care for the quality and safety of products
	76%
	60%
	.023

	Product innovation
	62%
	46%
	.017

	Strengthening relations with customers
	96%
	92%
	.373

	Strengthening relations with owners and investors
	74%
	67%
	.352

	Strengthening relations with suppliers and purchasers
	76%
	58%
	.010

	Development of relations with public institutions
	40%
	61%
	.005

	Membership in professional associations
	41%
	71%
	<.0005

	Partnership with educational institutions
	69%
	40%
	<.0005

	Development of relations with the public
	85%
	69%
	.011

	Environmental responsibility (EN)

	Ensuring compliance with environmental legislation
	61%
	63%
	.884

	Saving energy and other resources
	67%
	60%
	.378

	Minimisation of waste and support for recycling
	59%
	69%
	.185

	Investment into clean technologies
	32%
	23%
	.205

	Support for preservation of resources and biodiversity
	49%
	34%
	.044

	Prevention and remedy of negative impacts of activities on the environment and community
	73%
	66%
	.357

	Encouraging initiatives promoting a responsible approach to the environment
	52%
	30%
	.002

	Ethical responsibility (ET)

	Installation of a code of ethics
	61%
	60%
	1.000

	Education and training of employees to act ethically
	26%
	20%
	.401

	Ethical reporting
	6%
	23%
	.001

	Ethical audit
	12%
	1%
	.003

	Creation of an ethics committee
	8%
	1%
	.035

	Whistleblowing hotline
	35%
	16%
	.003

	Social responsibility (SC)

	Ensuring occupational health and safety
	67%
	78%
	.113

	High-quality working environment
	55%
	61%
	.474

	Care for education and development of employees
	90%
	74%
	.005

	Application of measures eliminating any form of discrimination at work
	31%
	35%
	.652

	Ensuring freedom of association in trade unions and the right to collective bargaining
	22%
	34%
	.083

	Implementation of a high-quality process of recruiting employees and terminating employment
	21%
	37%
	.019

	Involvement of employees in the decision-making process
	32%
	50%
	.014

	Employee care (e.g. employee benefits)
	86%
	67%
	.002

	Ensuring work-life balance
	37%
	23%
	.044

	Action to combat mobbing and harassment
	16%
	20%
	.581

	Ensuring a healthy corporate culture
	40%
	47%
	.392

	Philanthropic responsibility (PH)

	Corporate giving
	80%
	74%
	.401

	Support for donation activities among employees
	18%
	12%
	.322

	Corporate volunteering
	40%
	25%
	.034

	Support for individual employee volunteering
	20%
	15%
	.457

	Collaboration with non-profit organisations
	62%
	27%
	<.0005
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Figure 1. Scope of CSR activities communicated from the point of view of individual countries.
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