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Abstract: Communication of socially responsible activities by companies is a fundamental 

condition allowing companies to share the benefits of their social responsibility. The need for 

effective communication of socially responsible activities which are performed exhibits itself 

in a particularly significant manner in the case of companies in controversial industries, such 

as companies in the chemical industry. The aim of the article is to analyze and evaluate the 

scope and structure of CSR activities communicated by chemical companies operating in 

Norway. Primary data was obtained on the basis of content analysis of the websites of the 

TOP 100 chemical companies operating in Norway. This was processed using tools for 

descriptive statistics. The study which was performed shows that the scope of communication 

by the monitored chemical companies operating in Norway is low (43% of the monitored 

activities are communicated). Activities in the field of environmental responsibility are 

communicated to the greatest extent, followed by activities in the field of economic 

responsibility. Comparison of the scope in which individual socially responsible activities are 

communicated is evident from the findings presented, including international comparison. 
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1. Introduction 

Communication of socially responsible activities which companies perform is crucial from 

the point of view of sharing the benefits of socially responsible behavior which is applied 

(Tetrevova et al., 2020). It is not enough merely to perform interesting, socially beneficially 

activities. A company must also know how to communicate effectively regarding these 

activities (Kim & Ferguson, 2018; Tetrevova, 2017). If a business is able to inform its 

stakeholders about the CSR (corporate social responsibility) activities which it performs in an 

appropriate manner, it can also share the benefits of its social responsibility. In this context, Lim 

and Greenwood (2017) distinguish three key dimensions of CSR communication. This concerns 

the business dimension focused on provision of information to customers, the employee 

dimension focused on provision of information to employees and the community dimension 

focused on provision of information to the community. The above-mentioned dimensions 
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include the key stakeholders in the business in the context of the stakeholder theory (Nikolova 

& Arsić, 2017; Ranängen, 2016). 

The primary focus of attention within the framework of CSR communication must be 

communication in relation to end customers and corporate customers. This is to say that a lot 

of customers nowadays judge whether a producer acts in a socially responsible manner when 

they are shopping (Kim, 2019; Tetrevova, 2017). As is evident, for example from the study 

performed by IPSOS (IPSOS, 2020), 49% of Czechs think that it is important whether a company 

acts in a socially responsible manner when deciding about making a purchase. 70% of 

customers are willing to pay extra for a product which is environmentally friendly or if a certain 

amount of money from its sale will be used to fund a socially beneficial project. The results of 

this study also show that socially responsible activity is a reason for more than half of the 

respondents to purchase or recommend a particular brand. Social responsibility is in general 

important, in particular for the purchasing decisions of generations Z and Y. The importance 

of this decreases with age (IPSOS, 2020). However, it is not only the customers who judge the 

social responsibility of companies. Employees also do so (Lim & Greenwood, 2017) and should 

therefore be adequately provided with information about CSR activities which are performed. 

This is to say that, according to the IPSOS study, it is important for 78% of employees whether 

the employer acts in a socially responsible manner, in particular employees with a university 

education (IPSOS, 2019). A sufficient amount of high-quality and relevant information about 

CSR activities performed must also be provided to the community, in particular in the place 

where the respective company operates, including provision of information to the political 

representation there. This is to say that CSR communication can help a company to gain the 

required moral legitimacy (Seele & Lock, 2015). Thanks to effective CSR communication, a 

company can also share benefits such as an increase in customer satisfaction and organizational 

attractiveness (Latif et al., 2020; Zhang et al., 2020), increase in employee satisfaction and 

loyalty (Barakat et al., 2016; Schoeneborn et al., 2020), strengthening of its corporate reputation 

(Jelinkova & Vancova, 2020; Zhang et al., 2020) or increase in the value of the company (Chung 

et al., 2018; Hu et al., 2018). 

Despite the fact that several studies have proven the positive benefits of CSR 

communication mentioned above, not enough studies are available which are devoted to the 

practical aspects of CSR communication (Kim & Ferguson, 2018). According to Seele and Lock 

(2015), CSR communication by companies is incomparable and inconsistent, this being the 

reason why it is frequently the subject of skepticism and criticism by stakeholders. In this 

context, Andreu et al. (2015) state that “understanding how to effectively communicate socially 

responsible initiatives is an important challenge for both researchers and managers, who invest 

considerable resources in CSR initiatives”. 

Our purpose is thus to fill in the gap in investigation of this issue, specifically, the issue of 

evaluation of the level of CSR web communication by companies in controversial industries. 

The reason for this focus on the issue of CSR web communication is the fact that, together with 

social networks, corporate websites are the preferred channels of CSR communication, as is for 

example illustrated by Cortado et al. (2016), Da Giau et al. (2016) or Tetřevová et al. (2020). The 

reason for the focus on the issue of companies in controversial industries is then the fact that 
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CSR communication plays a much greater role as regards the need for them to defend the 

legitimacy of their operations than is the case with companies in non-controversial industries 

(Kilian & Hennigs, 2014; Song et al., 2020). 

The aim of the article is to analyze and evaluate the scope and structure of CSR activities 

communicated by chemical companies operating in Norway. The submitted study presents 

findings gained on the basis of content analysis of the websites of the TOP 100 chemical 

companies operating in Norway, this using the CE3SPA method (Method of communication 

of economic, environmental, ethical, social and philanthropic activities). 

The further text of the article explains the applied methodology – the research procedure 

and data sample are characterized; the methodological framework is presented and the 

method of data analysis is explained. The findings of the study are subsequently presented, 

this being from the point of view of the scope and structure of CSR activities communicated by 

the monitored chemical companies operating in Norway. The last section of the text offers 

discussion of the findings of the study and comparison in an international context. 

From the point of view of theory, the presented study contributes towards enhancement 

of knowledge regarding the issue of evaluation of the level of CSR communication by 

companies in controversial industries. From the point of view of the company managers, but 

also the policy makers, it provides a guide to improving the level of CSR communication, on 

the one hand, by identifying preferred and neglected activities from the point of view of CSR 

communication and, on the other hand, by creating a basis for benchmarking. 

2. Methodology 

Elaboration of the presented study is based on systematic literary research (Kraus et al., 

2020; Speldekamp et al., 2019), the subject of which was articles published on the topic of CSR 

communication in journals registered in the databases of the Web of Science and Scopus. In 

relation to this, backward snowballing was then applied (Wohlin, 2014). The full texts of the 

relevant publications were searched using the Google Scholar tool. 

Collection of primary data then built on the literary research. Primary data was gained 

using content analysis. The reason for this is that the expedience of its use has been proven 

by several studies devoted to the issue of CSR communication, see more e.g. in McDaniel et 

al. (2016), Palazzo et al. (2020), or Tetrevova et al. (2019). Latent content analysis was chosen. 

This is a type of content analysis which is based not only on searching for the defined 

keywords and their synonyms, but also searching for the defined subject on the basis of the 

meaning of the text (Dooley, 2016; Gaur & Kumar, 2018). From a technical point of view, 

recording of data was performed using the binary codes 1 (the monitored activity is 

communicated) and 0 (the monitored activity is not communicated) (Huffman, 2006). 

Collection of data was performed from December 2019 until May 2020 and subsequently 

supplemented to include additional data in August and September 2020. 

The subject of content analysis was the websites of the TOP 100 chemical manufacturing 

companies based in Norway which are published in English. According to NACE Rev. 2 

classification (European Commission, 2008), this concerned the websites of division 20 

(Manufacture of chemicals and chemical products) companies. They were identified using 
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the Nordic Market Data AB database (Nordic Market Data AB, 2019). In view of the fact that 

nine of the given companies do not have functional websites and twenty-one of the 

companies do not have an English version of their website, the websites of 70 chemical 

manufacturing companies based in Norway were subsequently analyzed. 

From a methodological point of view, the subject of the content analysis was determined 

using the CE3SPA method (Method of communication of economic, environmental, ethical, 

social and philanthropic activities) (Tetrevova, 2018; Tetrevova et al., 2020). In its basic form, 

the CE3SPA method is based on evaluation of 40 socially responsible activities (10 economic 

responsibility activities, 7 environmental responsibility activities, 7 ethical responsibility 

activities, 11 social responsibility activities and 5 philanthropic responsibility activities). The 

reason for its use was the fact that this is a user-friendly method as compared, for example, 

to the GRI (Global Reporting Initiative) framework (GRI, 2020), which provides specific 

practical instructions for application and which is intended primarily for companies in 

socially sensitive industries (Tetrevova & Patak, 2019). In addition to this, the expedience of 

its use has already been proven both for companies in the chemical industry (Tetrevova, 2018; 

Tetrevova et al., 2020), and also for sugar factories (Tetrevova, 2019), gambling operators 

(Tetrevova & Patak, 2019) or the TOP 100 companies (Tetrevova et al., 2019), not only in the 

Czech Republic, but also abroad (Ukraine, Slovakia or Germany). 

Statistical processing of primary data was performed using MS Excel. Methods of 

descriptive statistics were applied. The scope in which CSR activities are communicated in 

individual areas of CSR and as a whole in all areas was measured with the aid of the average 

number of activities communicated. Differences in the scope of communication between 

individual areas of CSR were analyzed with the aid of the relative average number of 

activities. The scope in which individual CSR activities are communicated was analyzed with 

the aid of multiple response analysis (the frequency of companies in which the activity was 

identified). 

3. Results 

The study performed shows that chemical companies operating in Norway 

communicate an average of 17 of the 40 assessed socially responsible activities on their 

corporate websites, i.e. 43%. They communicate environmental responsibility activities in the 

greatest scope (58%), followed by economic responsibility activities (56%). On the contrary, 

they communicate philanthropic responsibility activities (22%) and ethical responsibility 

activities (26%) in the least scope. More details about the scope of socially responsible 

activities communicate by Norwegian chemical companies on their websites can be found in 

Table 1. 

The overall scope in which CSR activities are communicated and also the overall scope 

in which activities are communicated in the individual areas of social responsibility, i.e. in 

the economic, environmental, ethical, social and philanthropical fields, is determined by the 

scope in which the individually assessed activities are communicated, i.e. the structure of 

communication. 
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Table 1. Scope of CSR activities communicated 

Area 

Number of 

possible 

activities in the 

given area 

Average 

number of 

activities 

Relative 

average 

number of 

activities 

Median 

number of 

activities 

Minimum 

number of 

activities 

Maximum 

number of 

activities 

Economic responsibility 10 5.6 56% 5 0 10 

Environmental 

responsibility 
7 4.1 58% 4 0 7 

Ethical responsibility 7 1.8 26% 1 0 6 

Social responsibility 11 4.5 41% 3 0 10 

Philanthropic 

responsibility 
5 1.1 22% 0 0 5 

Total 40 17 43% 16 0 35 

 

Table 2. Scope of communication of individual economically responsible activities 

Code Communicated activities Percent of 

cases (%) 

EC1 Good governance practices 46 

EC2 Care for the quality and safety of products 81 

EC3 Product innovation 66 

EC4 Strengthening relations with customers 89 

EC5 Strengthening relations with owners and investors 51 

EC6 Strengthening relations with suppliers and purchasers 57 

EC7 Development of relations with public institutions 33 

EC8 Membership in professional associations 51 

EC9 Partnership with educational institutions 39 

EC10 Development of relations with the public 51 

 

Table 3. Scope of communication of individual environmentally responsible activities 

Code Communicated activities Percent of 

cases (%) 

EN1 Ensuring compliance with environmental legislation 67 

EN2 Saving energy and other resources 60 

EN3 Minimization of waste and support for recycling 63 

EN4 Investment into clean technologies 57 

EN5 Support for preservation of resources and biodiversity 29 

EN6 Prevention and remedy of negative impacts of activities on the environment and 

community 

71 

EN7 Encouraging initiatives promoting a responsible approach to the environment 59 

 

The study performed shows that seven of the ten assessed activities are communicated 

by more than half of the companies in the field of economic responsibility (Table 2). Here, 

strengthening relations with customers and care for the quality and safety of products are 

communicated by more than three quarters of chemical companies operating in Norway on 

their websites. On the contrary, activity in the field of economic responsibility in the form of 

development of relations with public institutions is communicated by only a third of the 

monitored companies. 

In the field of environmental responsibility (Table 3), in which the greatest scope of CSR 

communication was proven, six of the seven assessed activities are communicated by more 
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Table 4. Scope of communication of individual ethically responsible activities 

Code Communicated activities Percent of 

cases (%)  

ET1 Installation of a code of ethics 59 

ET2 Education and training of employees to act ethically 19 

ET3 Ethical reporting 21 

ET4 Ethical audit 20 

ET5 Creation of an ombudsman's office 9 

ET6 Creation of an ethics committee 11 

ET7 Whistleblowing hotline 39 

 

Table 5. Scope of communication of individual socially responsible activities 

Code Communicated activities Percent of 

cases (%)  

SC1 Ensuring occupational health and safety 61 

SC2 High-quality working environment 46 

SC3 Care for education and development of employees 51 

SC4 Application of measures eliminating any form of discrimination at work 46 

SC5 Ensuring freedom of association in trade unions and the right to collective bargaining 17 

SC6 Implementation of a high-quality process of recruiting employees and terminating 

employment 

36 

SC7 Involvement of employees in the decision-making process 41 

SC8 Employee care 47 

SC9 Ensuring work-life balance 24 

SC10 Action to combat mobbing and harassment 39 

SC11 Ensuring a healthy corporate culture 41 

 

than half of the monitored chemical companies operating in Norway. Prevention and remedy 

of negative impacts of activities on the environment and community is communicated in the 

greatest scope (71%). On the contrary, the activity in this area, which is communicated the 

least, which is not communicated by even a third of the monitored companies, is support for 

preservation of resources and biodiversity (29%). 

From the point of view of the monitored chemical companies operating in Norway, 

a relatively neglected area of CSR communication is the field of ethical responsibility. Only 

one ethically responsible activity of the seven activities assessed in this field is communicated 

by more than half of the companies, this being installation of a code of ethics. Ethical 

responsibility activity in the form of creation of an ombudsman's office then ranks among the 

least communicated activities, not only from the point of view of ethical responsibility 

activities, but also from the point of view of all CSR activities communicated by chemical 

companies operating in Norway. See Table 4 for more details. 

From the point of view of CSR web communication by chemical companies operating in 

Norway, the field of social responsibility does not rank among those areas with a high level 

of communication or those with a low level of communication (Table 5). The level of 

communication in this field corresponds to the overall level of CSR communication by the 

monitored chemical companies. In this field, the monitored chemical companies 

communicate ensuring occupational health and safety (61%) and care for education and 

development of employees (51%) in the greatest scope. On the contrary, they communicate 
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ensuring freedom of association in trade unions and the right to collective bargaining (17%) 

in the least scope. 

As regards the field of philanthropic responsibility (Table 6), the survey we performed 

showed that this was one of the fields of CSR in which the monitored chemical companies 

operating in Norway communicate the least. The given finding is determined by the fact that 

less than half of the companies communicate each of the assessed activities in this area. 

Corporate giving is communicated by the largest number of chemical companies monitored 

(47%). On the contrary, support for donation activities among employees is communicated 

by the least of them (9%). Together with activity in the form of creation of an ombudsman's 

office, this activity ranks among the least communicated CSR activities performed by the 

monitored chemical companies. 

Table 6. Scope of communication of individual philanthropically responsible activities 

Code Communicated activities Percent of 

cases (%)  

PH1 Corporate giving 47 

PH2 Support for donation activities among employees 9 

PH3 Corporate volunteering 13 

PH4 Support for individual employee volunteering 14 

PH5 Collaboration with non-profit organizations 24 

4. Discussion 

The study performed shows that chemical companies operating in Norway 

communicate an average of 43% of the monitored activities on their corporate websites. In 

view of the fact that the TOP 100 companies operating in Norway communicate 89% of CSR 

activities (KPMG, 2020) and in view of the fact that a higher level of CSR communication can 

be expected among companies in the chemical industry (Kilian & Hennigs, 2014; Song et al., 

2020), we regard the scope of CSR activities communicated by chemical companies operating 

in Norway as being relatively low. The given scope is comparable with the scope of CSR 

activities communicated by chemical companies operating in the Czech Republic (40%) 

(Tetrevova et al., 2020), one of the post-communist countries, in which a lower level of CSR 

communication has been exhibited over the long term (Hąbek, 2017; Hąbek & Wolniak, 2015; 

Tetrevova, 2019). The truth is that the scope of CSR communication by chemical companies 

operating, for example, in Ukraine or Slovakia is significantly lower – 36% and 29% 

respectively (Tetrevova et al., 2020). 

As regards the scope in which CSR activities are communicated in the individual areas 

of CSR communication, environmental responsibility activities (58%) and economic 

responsibility activities (56%) are communicated in the greatest scope. These two fields of 

responsibility dominate CSR communication as a whole. In general, in the context of the 

stakeholder theory (Nikolova & Arsić, 2017; Ranängen, 2016), the field of economic 

responsibility is the preferred area, both from the point of view of controversial and also non-

controversial companies. We can, for example, document this fact using the example of the 

TOP 100 companies operating in the Czech Republic or Ukraine (Tetrevova et al., 2019). The 

field of environmental responsibility comes to the forefront, specifically in the case of 
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controversial companies, the activities of which are associated with environmental risks 

(Petera et al., 2019). We can document this fact, not only using the example of chemical 

companies operating in Norway, but also that of chemical companies operating in the Czech 

Republic (Tetrevova, 2018; Tetrevova et al., 2020) or sugar factories operating in Germany 

and Ukraine (Tetrevova, 2019). The area in which activities are on the contrary communicated 

in the least scope is the field of philanthropic responsibility. In general, however, it is usually 

the field of ethical responsibility which is communicated the least (Tetrevova et al., 2019, 

2020). 

From the point of view of the structure of communicated CSR activities in the individual 

fields of CSR, the activity communicated most in the field of economic responsibility by the 

monitored chemical companies operating in Norway is strengthening relations with 

customers. The given finding seems logical in the context of the stakeholder theory and the 

concept of customers as key stakeholders. This activity is one of the most communicated 

activities, not only in the case of Norwegian chemical companies, but also among chemical 

companies (Tetrevova et al., 2020) and the TOP 100 companies (Tetrevova et al., 2019) 

operating in the Czech Republic and Ukraine. In the field of environmental responsibility, 

prevention and remedy of negative impacts of activities on the environment and community 

is the activity which is communicated the most. This activity also ranks among the TOP 

environmentally responsible activities communicated in the case of chemical companies 

operating in the Czech Republic, Slovakia and Ukraine (Tetrevova et al., 2020) or the TOP 100 

companies operating in the Czech Republic (Tetrevova et al., 2019). In the field of ethical 

responsibility, the TOP activity is installation of a code of ethics. This activity is also the TOP 

ethical activity communicated by chemical companies operating in the Czech Republic, 

Slovakia and Ukraine (Tetrevova et al., 2020), the TOP 100 companies operating in the Czech 

Republic and Ukraine (Tetrevova et al., 2019) or sugar factories operating in Germany and 

Slovakia (Tetrevova, 2019). As regards the field of social responsibility, the monitored 

chemical companies operating in Norway communicate ensuring occupational health and 

safety in the greatest scope. This is also the case with chemical companies operating in 

Slovakia and Ukraine (Tetrevova et al., 2020) and the TOP 100 companies operating in 

Ukraine (Tetrevova et al., 2019). In the field of philanthropic responsibility, the monitored 

chemical companies operating in Norway communicate corporate giving in the greatest 

scope. This activity also ranks among the TOP philanthropic activities in the case of chemical 

companies operating in the Czech Republic, Slovakia and Ukraine (Tetrevova et al., 2020), 

the TOP 100 companies operating in the Czech Republic and Ukraine (Tetrevova et al., 2019) 

or gambling operators in the Czech Republic (Tetrevova & Patak, 2019). 
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