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Abstract
The purpose of this paper is to provide some results on how firms in Romania made
communication on Corporate Social Responsibility (CSR) and sustainable development
(SD). The paper identifies the real pulse of Romanian business on the premise of
communication responsible. Our approach shows how communication is performed inside
and outside the company, the issues of CSR in the world customers, suppliers, business
partners and customers. The findings demonstrate where are communication problems
which components are satisfied through communication and where there should be
improvements.
.
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accountability, key element for an initiative for
sustainable
development
[36],[37].
Because
„communicating CSR is an elusive phenomenon that
is not well understood by researchers and
practitioners.” (Ziec 2009, p. 142), we consider that it
have to found a framework of CSR communication,
to understood CSR behaviors (Birth et al., 2008).
“Corporate communication is anchored in the
overall strategy and vision of the organization”
(Nielsen, 2009, p.84), so, the practice of corporate
communication starts with a strategic level by
analyzing and answering same organizational
questions. Thus, communication can mainly be used
for: information exchange, identifying a consensus
around some specific issues; supporting the
accomplishment of the projects objectives, helping to
identify and define the objectives. Conscious and
active participation, in any moment of the project’s
cycle, of each interested part can be facilitated by a
simple fair promotion of the development efforts.
“Corporate social responsibility and the related
communication are inseparable. The two fields are
strongly interconnected.” (Ligeti, 2009) This is why
we cannot afford to ignore CSR activities of
Romanian enterprises in this study.

1. Introduction
At international level these days often take intense
public debates on responsible behavior of companies
that conduct should respect with bases sustainable
development (SD). Often, sustainable development is
assimilated or changed corporate social responsibility
(CSR) activities of a certain company. In fact,
sustainable development policy includes, or should
include a company's CSR activities. At least, CSR
actions should follow and comply with sustainable
development policy. The social responsibilities of the
enterprises are not a trendy effect, but it rests on solid
bases, both historically and conceptually. At the
moment, in the world [3],[4],[15],[16],[31],[34],[25]
seemingly no firm can escape from social
responsibility, even in Romania [13],[19],[22], [33].
The concept of CSR is vague and ambiguous [5],
[10] and produce a great variety for organizational
communication. Indeed, more channels have been
used to communicate CSR annual report [6], nonfinancial reports [21], [9] or on their website [11],
[18]. SD and CSR communication depends on several
factors such as location [7], size [14], [34], [17] and
the departmental origin of the communicative
behavior, as Hockerts (2007) and Chamorro (2006).
Therefore is required a reflection on to the hypothesis
of communication that provides evidence about the
choices made by organizations [1],[20] for CSR. CSR
communication are limited to large organizations
[17], [7] and basic activities that are communicated,
are the charity actions and the code of ethics.
Communication is essential for participation and

2. The setting of community selection
The sampling used in this case is based on
reasoning, as there were selected only the nationally
recognized companies being the most accountable to
their own employees.[23] The community from
which the information were gathered and on which
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the generalization of results was done, consists of 34
companies operating in Romania, companies listed in
the category “Top 100 Best Companies to Work For”,
supplement of ‘Capital Magazine’, no. 4, December
2007, companies on which I realized also the testing
within the doctoral research and from which I
received the permission to respond to the present
questionnaire.

5. The establishment of sampling method
The method used to select interviewees was
sampling AD-HOC, as the number of companies is
relatively small, and the group members appear in the
Capital Magazine supplement from December 2008,
“Top 100 Best Companies to Work For”. Sampling
wanted to include all companies included in the top.
Electronic letters were sent to the contacts,
especially
to
public
relation
departments,
accompanied by the link to the questionnaire. The
completion time of a questionnaire is about 10-20
minutes and they were completed electronically.

3. The setting of the objectives
The objective of the questionnaire is to determine
the communication system of implementing
Corporate Social Responsibility, the knowledge and
understanding of these methods by experienced and
nationally recognized firms. Even if the societies
were chosen on the decisive human resource
management criterion, the main hypothesis of this
research was the fact that these firms are responsible
not only to their own employees. For this reason we
wanted to examine them in terms of how they
communicate with the main stakeholders the durable
development projects and CSR. The CSR actions
must be understood, communicated, the stakeholders
must know the way of action, and their needs must be
anticipated so that to have sustainability.
The objectives of the survey at national level
were:
the analysis of the involvement degree of
management
in
communicating
CSR
implementation;
identifying the existence of a communication
policy and CSR strategies;
determining the way of communication to and
from employees in CSR activities;
Communicating the existence of ethical
responsibility towards customers and suppliers.
finding the level considering the society’s
perception vis-à-vis the company;
Identifying the extent in which the actions to
protect the environment are communicated.

6. The analysis of the results of the market
study on a representative sample of companies in
Romania about CSR and SD communication
This paragraph shows graphic results in terms of
quantity research. Thus, Figure 1 emphasizes how
managers communicate in a responsible way their
vision. The results are positive, the study concluded
that the vision is communicated quite well.
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Fig. 1: Managers communicate the organization's vision in
a responsible approach?

4. Establishing the number of interviewed
The questionnaire was intended to be applied on a
representative number of over 50 companies. The
cover letter was sent with the questionnaire. I got the
answer from a number of 34 companies. Many of
these companies did not mention their names, but
they all identified the activity areas. [2]
Fig. 2: Managers communicate about new social challenges
they face?

Table 1: Business areas of measured companies

Business areas
Consulting
Industrial
Manufacture
Banking
Commercial
Service
IT
Total

Nr. companies
2
10
4
3
6
5
4
34

The figure above shows a discouraging fact
about the communication about the new social
challenges, which demonstrates their relatively minor
preoccupation about social issues. At the same time,
Figure 3 demonstrates that communication is efficient
in terms of the relationship with employees. Studies
show a positive distribution (50%) related to the
future decisions, regarding them concern to the
employees directly involved.

14

Figure 4 shows positive percents (47%) regarding
implementation of a communication strategy for CSR
projects and 29% demonstrates that many of the
companies have not thought about developing such a
strategy.
At the same time, in the Figure 5 we show the
distribution related to how companies communicate
with stakeholders about their CSR report. It is not
sufficient to create such a report, if it isn’t distributed
and disseminate to stakeholders. Equalization of
favorable and unfavorable responses demonstrates the
instability at this point that is needed to improve the
methods and ways of communication to stakeholders.

Fig. 6: Employees are encouraged to communicate their
responsible ideas?

The next block of questions (Figures 6 -11) is
related to how the company communicates about
CSR and SD with their employees. It is expected to
get positive results, because firms in the sample are
targeting to the relationship with employees (the
group members in the Capital Magazine Appear
supplement from December 2008 "Top 100 Best
Companies to Work For). Thus, the employees are
encouraged to communicate their ideas about CSR in
a big enough proportion (Figure 6), but there are
cases where improvements should be made.
Responses very favorable to communication
between employees and employers can be found in
Figure 7, where a rate of over 60% of companies
recognizes that they communicate efficient within the
company. As expected, feedback communication
systems related to health and safe working practices
are efficient, there is a fairly large percentage, as
showing in Figure 9, and similarly we have positive
results in terms of respect for the communication
about the employees’ needs and expectations (figure
11). Instead, flexible work is a delicate issue, the
distribution of answers being almost equal and
difficult to evaluate (Figure 10).

Fig. 3: Managers communicate properly the decisions for
the future to their subordinates?

Fig. 4: The organization has implemented a communication
strategy for the CSR projects?
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Fig. 7: Is there an efficient communication system for
employees?
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Fig. 5: Organization informed stakeholder about the CSR
report?
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Fig. 8: Employees are consulted on important issues?
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Environmental and societal needs issue, however,
is very delicate. Discussions with potential partners
avoid this topic are not enough, as showing in Figure
12. The positive trend is inversely proportional to the
necessity and importance of the subject.
Consumers actually are encouraged to consume
increasingly [2],[12],[28],[32], but they aren’t
uninformed and they are not checked in concerns
about the impact that the product have on them.(Fig.
14). Information appearing on the product is clear and
accurate, it exist right labeling of products (Figure
15), and also the promotion is honest (Figure 16).
Systems for monitoring, understanding, anticipating
customers' wishes regarding their social, economic
and ecological products exist at a adequate number of
firms (Figure 14), but they are not properly assessed
and do not account for them only an extent very
small. Product non-conformities raised by consumers,
and their complaints and observations are considered
a fairly large percentage, as shown in Figure 17.
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Fig. 12: Organization has discussions about environmental
and societal needs with potential partners
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Fig. 9: There are appropriate systems to ensure feedback on
health and safe working practices?
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Fig. 10: It is possible a discussion about flexible working?
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Fig. 13: Customer perception is taken into account about
the social, economic and ecologic impact on them?
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Fig. 14: There are systems for monitoring, understanding,
anticipating customers' wishes regarding their social,
economic and ecological products?

Fig. 11: The organization's activities are based on respect
for the communication about the employees needs and
expectations?
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Fig. 15: It provides clear and accurate information, right
labeling of products?
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Fig. 18: Have you tried to inform on how reduce your
environmental impacts?
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Fig. 16: Honesty and ethics are respected in promotion?
Fig. 19: It informs about using durable the products?
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Fig. 17: Customer complaints are monitored and recorded?

Fig. 20: Did you communicate sufficient about recycling?

The recycling, how they reduce the environmental
impacts or using durable the products (Figure 20,
Figure 19, Figure 18) are not the most important
topics in the communication strategy on CSR and SD
issues in enterprises sample. This demonstrates that
they aren’t makes analysis to those elements, so there
is no communication to share. The negative
distribution of responses to these questions can even
emphasizes how companies try to intentionally
shorten the product life, encouraging consumerism,
not informing correct about the effective use of
products, just for a faster replacement of the product,
and recycling and environmental impact are hot
topics in communication, perhaps perhaps as little as
they make it.

7. Conclusion
Several studies attempted to investigate the
perception of managers towards CSR [35], [24]. This
study reports how CSR and SD actions are
implemented and communicated by the Romanian
companies. Better than that, this paper examines
perceptions of the business environment to CSR
actions and their attitudes regarding communication
on CSR. CSR communication is still a topic that
needs further research, as this article demonstrates
that even the act of communication of CSR is low.
All departments of a company should have
responsibilities and roles in the creation of know-how
on sustainable development. However, the
departments that deal with communication,
marketing, public relation, advertising , must choose
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a closer approach to CSR, and must ensure that each
project is communicated in accordance with the
values and ethics of the company. [37],[29],[26].
Thus, any department that deals with the SD and CSR
projects’ communication must:
Inspire a communication on sustainable and
responsible actions embedded itself in project
selection and monitoring feedback.
Demonstrate through communication that all
three basic pillars are respected: the economy,
the social surrounding and the environment;
Establish a platform for dialogue,
consultation and exchange of good practice in
SD and CSR domains [30],[27].
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