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Basic principles of corporate social responsibility management...

Abstract. Corporate social responsibility is an integral element of the modern business model, especially for large
companies. Effective management of this process ensures a positive result for both society and the business itself.
Therefore, the study aims to substantiate the theoretical foundations of the management process in the context of
corporate social responsibility, considering the military conditions in which Ukrainian business operates. To achieve
this goal, a systematic approach and methods of analysis, comparison, deduction, comparison, and decomposition were
used. The study analyses current approaches to understanding the corporate social responsibility of business. The main
vectors in which the corporate social responsibility of enterprises is implemented are allocated. An author’s interpretation
of the concept of corporate social responsibility management was formed. The basic principles of implementation of
the communication policy for both the internal audience (company employees) and external stakeholders (partners,
customers, society, the state) are formed and argued. The features and main directions of implementation of corporate
social responsibility initiatives of Ukrainian businesses in the context of war are studied and highlighted. It is established
that the priority of corporate social responsibility of companies in Ukraine is to ensure business continuity (allowing to
pay salaries and taxes), ensure the safety of personnel (arrangement of bomb shelters, relocation of employees and their
families), support for defence capability (various assistance to the Armed Forces of Ukraine) and assistance to territorial
communities. The results of the study can be used by the business environment to form a management mechanism for

implementing corporate social responsibility initiatives, as well as by the academic community that studies this issue

Keywords: social values; entrepreneurship; society; organisational management; humanitarian aid; philanthropy

Introduction

By building a positive image through the implementation
of projects that demonstrate corporate social responsibility,
companies can build their reputation as socially conscious
business entities, which allows them to maintain and in-
crease their competitiveness while creating a positive im-
pact on the environment and society, which is especially
important in the context of an economy operating in crisis
and war conditions. Businesses can influence social aspects
by creating jobs, providing effective remuneration systems,
and developing partnerships with the public, through the
implementation of various humanitarian and educational
programmes. Businesses need to understand their role in
society and take active steps to improve their social impact.
This creates a relationship between enterprises, society,
and the state as a whole, contributing to economic and so-
cial development (Marco-Lajara et al., 2020; Velte, 2022).
Therefore, ensuring the functioning of an effective mech-
anism aimed at managing these processes is an extreme-
ly important and urgent task for business, especially for
Ukrainian enterprises that are currently operating in the
wartime conditions paradigm.

D. Bukreieva & K. Denysenko (2022) studied the is-
sue of social responsibility of entrepreneurship as a factor
that contributes to the development of business activity
identifying the key forms of social responsibility within
the corporate component and determining its impact on
the performance of enterprises. A comparative analysis of
the tools for supporting social responsibility used in our
country and the European Union states was conducted,
which created specific ways to enhance business activity by
creating a favourable image of the company. H.P. Zhaldak
& M.O. Chuprina (2021) studied the issues of corporate
social responsibility (CSR) of business entities from the
standpoint of managing reputational risks for business. The
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authors determined that to obtain positive financial and
economic results from the implementation of CSR-related
activities in the long term, it is advisable to implement them
in parallel with the development of the organisation’s stra-
tegic management framework. Thus, this study attempts
to combine the social responsibility of companies with the
formation of the company’s image and reputational risks of
organisations.

The social responsibility of business entities and the
peculiarities of their formation and implementation at
different historical stages of Ukraine’s development were
highlighted by O. Vladymyr & N. Bazhanova (2022). The
author S. Gahramanova (2023) analysed the content of the
social responsibility of business and the role it plays in the
development of the national economy, contributing to the
solution of social problems at different stages of the for-
mation of moral and ethical approaches to doing business
in different countries of the world and Ukraine in particu-
lar. However, the process of managing such a phenome-
non as corporate social responsibility is not considered by
the authors of this study. The problem of optimisation of
CSR management of business structures was considered
by M. Nadeyko (2021). The author concludes that in the
course of management, it is necessary to assess not only
the costs of social investments, but also to determine the
effectiveness of implemented projects, and the result of the
impact of social responsibility management on the organ-
isation should be determined by the average effectiveness
of the implementation of a set of measures in various areas
of CSR. It is also proved that the effect of social respon-
sibility management will largely depend on the extent to
which the company’s management is inclined to take risks.
I. Stoyko et al. (2022) substantiated the need to disseminate
CSR approaches among the business community, and their
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activation directly during the wartime period. They also
partially emphasise the expediency for businesses to main-
tain a balance between ensuring financial and econom-
ic efficiency and implementing social and environmental
projects, which is a fundamentally important element of
ensuring the sustainable development of an organisation.

Despite the existing scientific developments in the field
of corporate social responsibility of business entities, the
issues of managing this aspect of activity are only partially
covered and require more detailed study, especially in the
context of the war economy. Therefore, the purpose of the
study is to substantiate the principles and mechanisms for
implementing the process of managing corporate social re-
sponsibility companies, considering the impact of war on
the peculiarities of business functioning in Ukraine.

Materials and Methods

The information basis for the study was formed upon the
scientific works of scientists from Ukraine, the United States
of America, the United Kingdom, France, Germany, and
Spain, who deal with the issues of corporate social respon-
sibility of business and issues related to the management of
this process. The analysis of the works of the scientific com-
munity was carried out to identify modern approaches and
concepts to the interpretation of the concept of corporate
social responsibility of business, to identify the main prin-
ciples of implementation of the management process of this
activity, and to distinguish its parameters and components.
Critical reflection on the results of the analysis was used to
form the authors’ interpretation of the concept of corporate
social responsibility management.

Deduction as a method of scientific knowledge, the
principle of which involves the transition from the gener-
al to the specific in combination with abstraction, which
was used to separate the most common and important
features and characteristics from a certain set of signs and
characteristics, was used to form key functional systems of
corporate social responsibility management. The systemic
approach, which involves a comprehensive study of large
and complex processes and phenomena to examine them
as a whole from the standpoint of harmonised, coordinat-
ed functioning, was applied to the study of the process of
corporate social responsibility management of business
entities. At the same time, decomposition, which provides
for the division of an object (mechanism, system) into sub-
systems or lower-level elements that are studied separately,
but with due regard for the coherence of tasks and goals of
each of these subsystems-components with the overall goal
of functioning of the process or mechanism as a whole, the
four main functional components of corporate social re-
sponsibility management were analysed.

A comprehensive analysis of the “planning” subsystem
was used to identify aspects that must be considered when
planning corporate social responsibility initiatives. A com-
parison of approaches to ensuring and functioning of the
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subsystem “organisation” was used to justify the need to in-
tegrate corporate social responsibility management into the
company’s main business processes. The analysis of control
as a management process in the context of corporate social
responsibility was used to identify specific mechanisms,
methods and tools that enable companies to guarantee the
effective implementation of their social and environmen-
tal initiatives following the developed strategies and plans.
The method of concretisation, which involves the transi-
tion from the abstract to the concrete to highlight the func-
tional links of the phenomenon or process under study, was
used to substantiate the importance of the communication
component of the corporate social responsibility manage-
ment system in the context of ensuring the formation of a
positive company image with its subsequent possible trans-
formation into concrete economic benefits for the enter-
prise. The generalising approach was used to formulate the
key principles of organising a communication system with
both the internal audience and external stakeholders.

An assessment of the results of a sociological survey
on the extent to which young people are aware of corpo-
rate social responsibility issues, how they consider this
aspect when choosing a job, and what manifestations busi-
ness CSR should have been carried out to substantiate the
importance of managing this component of the business
model of modern companies (How young people..., 2021).
An assessment of the results of a survey of businesses in
Ukraine on how they manifested their corporate social
responsibility during the war made it possible to identify
five main vectors of CSR implementation (Sustainability
of Ukrainian..., 2023). Using comparison and statistical
research methods, in particular structural analysis, which
was used to calculate the share of an element in the total,
the percentage of Ukrainian companies’ participation in
the implementation of their corporate social responsibility
in the context of five key areas that turned out to be the
most important in the context of the war in Ukraine was
calculated.

Results

Corporate social responsibility, as noted by L. Moir (2001),
is a business model that is capable of self-regulation and
enables businesses to be socially responsible to them-
selves, stakeholders, society, and the state. D. Matten &
J. Moon (2004) define corporate social responsibility as a
concept that defines the interaction of an enterprise with
society and nature, which goes beyond its main function
of making a profit and note that it involves the company’s
active participation in solving social, environmental, and
economic problems. A managerial approach to business
activity, according to which a company should show in-
terest and willingness to support society and the environ-
ment, as well as to be concerned about the impact of its
products on people and nature while focusing on making
a profit, was formed by A. Lindgreen & V. Swaen (2010)
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concerning corporate social responsibility of companies.
In general, corporate social responsibility management,
similarly to other management processes, is carried out in
the paradigm of functional management systems, such as
planning, organisation, motivation, and control (Hohnen
& Potts, 2007).

The process of corporate social responsibility man-
agement involves the implementation of measures aimed
primarily at planning this component of business activities.
This involves analysing the company’s internal resources,
competencies, and capabilities, as well as social and envi-
ronmental challenges that affect the business and vice ver-
sa. At this stage, specific, preferably measurable goals are
set to be achieved in the area of social responsibility, and
accordingly, priority areas are identified where the compa-
ny can have the greatest impact. The next step is to develop
a social responsibility strategy that reflects the company’s
mission, values, and long-term goals in the form of specit-
ic initiatives and projects to implement the strategy. At the
same time, it is crucial to ensure that various stakehold-
ers (employees, customers, non-governmental organisa-
tions, investors, government authorities) are involved in
the planning process, as this allows for the opinions and
ideas of other parties to be incorporated into the social re-
sponsibility planning priorities. Identification of specific
structural units and responsible persons for the implemen-
tation of social initiatives is an integral part of planning, as
it involves the use of resources for project implementation,
including financial, human, material, and technological re-
sources. And, of course, at the planning stage, mechanisms
for measuring the impact of social initiatives are developed
and a monitoring and reporting system is formed to track
progress in achieving corporate social responsibility goals.

The organisational component of the corporate social
responsibility management process involves a clear division
into two elements. These are corporate responsibility itself,
which requires the formation of internal structures and di-
visions of the organisation to implement CSR strategies, di-
vision of responsibilities, ensuring internal understanding
and support of social initiatives among employees, organi-
sation of special training and seminars, and social respon-
sibility, i.e. the creation of forms of interaction with public
organisations, volunteers and other stakeholders that will
use the results of social, environmental or other business
initiatives. The implementation of initiatives and projects
that demonstrate the company’s corporate social responsi-
bility requires their organic integration with the main busi-
ness processes of the enterprise, and it is also necessary to
ensure that CSR concepts are embedded in the organisa-
tional structure and are part of the corporate culture of the
company’s employees.

Control, as a management process in the context of
corporate social responsibility, should include a system of
mechanisms, methods and tools that help the company en-
sure the effective implementation of its social and environ-
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mental obligations following the developed strategies and
plans. Implementation of the CSR control system requires
the calculation of key performance indicators that help
to measure the impact of CSR initiatives and monitor the
achievement of the set goals. In other words, it is necessary
to regularly evaluate the impact of CSR projects, consider-
ing environmental, social, and economic aspects, based on
which segments can be identified to improve and optimise
the chosen strategies and approaches (Ahmad et al., 2023).
The internal control and monitoring system can be distin-
guished, which aims to monitor the compliance of inter-
nal processes and results with the goals of the company’s
CSR initiatives, as well as external audit, i.e. engagement of
external experts for objective assessment of CSR activities.
The external component of control is implemented through
regular publication of reports, which should reflect the re-
sults and shortcomings, and clear and open communication
with stakeholders on the results and prospects of develop-
ment of projects related to corporate social responsibility.
The motivational component of corporate social responsi-
bility is determined by various factors that may be unique
to each company, but in general, they may include creating
a positive image among consumers, the public, authorities,
and mostly local governments, as businesses usually imple-
ment projects with a social and environmental component
directly where their main production facilities are located,
except for large companies that operate at the national level.

A brand or a company that is actively engaged in CSR
projects can position itself as more value-oriented and
modern, which affects the behaviour of consumers who
increasingly choose the goods and services of companies
that demonstrate their social responsibility (Carroll, 2021).
Furthermore, investors are increasingly considering social
and environmental aspects when choosing investment tar-
gets, so CSR initiatives can be considered an indicator of a
company’s sustainability and long-term success. Thus, this
may be one of the motives for implementing CSR projects.
Moreover, socially responsible companies may be more
attractive to qualified personnel, as potential and current
employees may be more satisfied with their work if they
feel that their values are aligned with the company’s goals
in this area and that their work also contributes to the de-
velopment of society and the environment. This is espe-
cially true for the younger generation, which, according
to a study conducted in Ukraine in 2021 with the support
of UNICEF, knows what corporate social responsibility is
(How young people..., 2021). In addition, a certain pro-
portion of them identify business social responsibility as a
key aspect when choosing a potential place of employment.
In addition, almost half of the youth surveyed would like
to join corporate volunteering, which is a sign of a high de-
gree of awareness among young people of the importance
of corporate social responsibility and thus should encour-
age businesses to conduct socially responsible business ac-
tivities (Figs. 1, 2).
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Figure 1. Awareness and importance of corporate social responsibility for young people when choosing a job in Ukraine
Source: compiled by the authors based on How young people respond to corporate social responsibility — Results of a

national survey (2021)
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Figure 2. How a business should engage in CSR
Source: compiled by the authors based on How young people respond to corporate social responsibility — Results of a

national survey (2021)

Despite the genuine desire to realise moral qualities
through the provision of certain assistance, for the owners
and management of enterprises, the main task and result of
management activities is to make a profit,and the implemen-
tation of projects that demonstrate corporate and social re-
sponsibility is a tool that shapes the company’s image, which
can be transformed into specific economic benefits (Chak-
roun et al., 2022). Therefore, in this context, the communi-
cation system of the management process plays a key role.

From a strategic perspective, the greatest effect can
be achieved through projects whose ideas and values are
harmonised with the objectives and values of business and
society. Therefore, an important aspect of achieving goals
that meet the values and expectations of specific catego-
ries of stakeholders through communication activities is
to improve the company’s reputation profile, which will
help improve the reputational status of the business and
help create positive value from cooperation and interaction
with it. The communication system should be carefully
planned and organised. The process of sharing information
on CSR projects should be commensurate in scale with the
amount of investment in social and environmental support.
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Accordingly, the more CSR-related something is, the more
frequently and intensively it should be communicated. Of
course, it is necessary to consider the peculiarities of how
business is perceived by various layers and audiences, which
carries the corresponding possible reputational risks, so as
not to turn the information message about socially impor-
tant actions into a reputational crisis. The tools at the stage
of communication planning are a step-by-step algorithm
of actions and an information message that should clearly
and understandably outline the stages of implementation
and the main messages. The emphasis should be on what
has already been done. The balance of messages should be
80% to 20%, with the largest share of information about
the steps already taken and the smallest share about what is
planned to be done.

Internal stakeholders, in particular employees who are
actively involved in such projects, are essential for dissem-
inating information about the company’s CSR. This helps
increase their motivation based on shared values with the
company. Another focus is on reaching out to external au-
diences. The information exchange strategy should define
to whom and how often it is advisable to communicate the

.
W
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project results that form a positive background for CSR.
As a rule, a considerable number of projects require es-
tablishing interaction and forming a permanent dialogue
with state authorities, local authorities, and charitable
organisations, so participation in conferences, round tables
and other formats for solving social problems is important
(Matala, 2022). A successful information campaign also re-
quires the involvement of traditional media and involves
funding media appearances or finding alternative formats of
interaction with the media. The use of interviews and public
speeches as an opportunity to promote CSR initiatives and
incorporate them into the company’s communication is a
veryimportant aspect. Depending on the scale of the project
and the amount of support, it is advisable to create a separate
information block on the organisation’s website dedicated
to social projects and assistance provided by the business.

As a result of the war, in 2022-2023, certain peculiari-
ties of managing the areas of activity that determine the cor-
porate social responsibility of companies operating in the
Ukrainian market were formed. In 2023, CSR Ukraine (an
expert association in Ukraine that covers more than forty
large enterprises, together with which it has been working
for more than 15 years to promote the principles of sustain-
able entrepreneurship and ensure the social responsibility
of companies), together with the information and analyt-
ical portal The Page, surveyed national business (30 large
companies in various fields), according to which 5 main
components can be identified in the context of the factors
of corporate social responsibility formation, which are most
relevant in modern, wartime conditions these components
include business continuity, which is the basis that deter-
mines the ability of companies to implement social pro-
jects and pay taxes (Sustainability of Ukrainian..., 2023).
This component involves the development and approval of
a strategic plan to ensure business continuity, its modifi-
cation and adaptation to the realities of a full-scale inva-
sion, taking into account the specifics of employees” work,
modifying business processes and resource use, as well as
paying taxes, including through advance payments, i.e. in
advance. According to the survey, the vast majority of com-
panies had developed and adapted business plans (Fig. 3).

Figure 3. Share of companies that had
a business continuity plan in place in 2023
Source: compiled by the authors based on Sustainability of
Ukrainian business during the war: What the “CSR Index
2023” showed (2023)
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It is worth noting that among the most common points
of the strategy for ensuring stable business operations
related to business processes is the formation of a struc-
tured, step-by-step procedure for employees to perform a
specific task or solve a specific problem, a priority algo-
rithm for restoring these business processes, ensuring the
security of production and administrative buildings of en-
terprises, and data protection and storage, their transfer to
cloud services or foreign servers, removal of the most val-
uable equipment to safer regions, ensuring uninterrupted
access to the Internet (including the purchase of equipment
for Starlink) and creation of an autonomous power supply
system (Lopez et al., 2022; Teymurova et al., 2023). As for
the advance payment of tax payments, almost half of the
companies engaged in such actions (Fig. 4).

Figure 4. Share of companies that paid taxes
in advance in 2023
Source: compiled by the authors based on Sustainability of
Ukrainian business during the war: What the “CSR Index
2023” showed (2023)

The second, but no less important, component of man-
agement in the current environment is ensuring the safety
of company employees. In this respect, the vast majority
of companies (over 83%) have ensured the relocation of
employees and their families to safer areas of the coun-
try, mainly in the Western part of Ukraine, or abroad. The
companies organised transportation and accommodation,
and provided some financial support to such employees,
including advance salary payments, money for household
arrangements, and rental payments. Another area in this
component is the installation of shelters in offices and
production facilities, which was done by more than 66%
of enterprises. The next component is unity and cooper-
ation. An illustrative example in this regard is the Power
Banking project, which was initiated by the National Bank
of Ukraine to synergise the capabilities of banking insti-
tutions and the country’s financial system to ensure that
households and businesses have constant access to financial
services, even in the face of power outages. In addition, the
IT sector can be mentioned, which provided free internet
services to bomb shelters, educational institutions, and lo-
cal “resilience centres”

Another component of modern corporate social re-
sponsibility management in Ukraine is business support
for defence capability. It is worth noting that almost all
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large enterprises (93%) help the Armed Forces of Ukraine.
Only two large business companies (with foreign capital)
are unable to assist the military due to their corporate re-
strictions. National businesses provide significant financial,
material, and humanitarian aid to the military. According
to the survey, more than 50% of companies cooperate with
many volunteer organisations to help the military. In ad-
dition, the majority of companies (83%) assisted commu-
nities where their structural units are located and operate
within such communities. This was mainly in the form of
financial payments, equipment for hospitals and educa-
tional institutions, and supply of goods and free services. In
addition, many companies (26 out of 30) provided support
to internally displaced persons (IDPs), such as food, med-
icine, personal hygiene products, housing for IDPs, and
training courses.

Discussion

Study results suggest that enterprises need to form the
concept of not just social, but corporate social responsi-
bility, as the implementation of social projects or projects
of other directions, such as environmental, is possible
only if the core business is successful, which is also con-
firmed in the study by P. Hohnen & J. Potts (2007), which
formulated a clear algorithm for implementing and man-
aging CSR business.

Survey results show that companies that adhere to the
concept of corporate social responsibility in their opera-
tions mostly implement projects in several basic vectors.
Four main types of activity demonstrate corporate social
responsibility. The first area is social and philanthropic
responsibility, which essentially involves providing free,
irrevocable assistance in various forms to those in difficul-
ty and need. Businesses can invest in certain projects that
contribute to the development of education, healthcare, or
other areas. In this way, businesses have the opportunity
to contribute to charity, make monetary donations or im-
plement volunteer initiatives, involving their staff to sup-
port various social or environmental activities. Crucially,
philanthropy should not only be symbolic but also meet
real needs and principles, so that it can have a real impact
on improving living conditions and the environment. The
next type of corporate social responsibility is social and
ethical responsibility. Companies that are guided by the
principles of ethical responsibility maintain a fair attitude
towards all stakeholders — managers, investors, employees,
and customers’ counterparties, and firms guarantee that
they do not manufacture products that were produced as a
result of child labour (Khilukha, 2023). Environmental re-
sponsibility is another area of focus. Taking care of the en-
vironment is one of the most common forms of corporate
social responsibility in business structures. In this way,
companies can significantly reduce the level of environ-
mental pollution, use natural resources sparingly, use re-
cycled materials, compensate for negative environmental
impacts caused by planting trees, or implement investment
projects to finance research on ecosystem conservation.
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Similar results were obtained in the study by A.B. Car-
roll (2021). However, it should be noted that companies
should consider their impact on the environment and
comply with environmental standards in their activities
by directly implementing the management process, which
should include functional management subsystems. The
final type, which is synergistic in nature, is economic re-
sponsibility, i.e. an approach according to which a business
combines all its financial and economic decisions with the
obligation to make a significant contribution to the devel-
opment of the social and environmental areas mentioned
above. Thus, following this business concept, the ultimate
goal is not only to maximise economic benefits but also to
ensure a positive impact of business activities and other in-
itiatives on the environment, society, and the state.

Since business social responsibility management is a
systematic approach to the integration of social and envi-
ronmental aspects into the strategy and operations of an
enterprise, it is therefore implemented following the classi-
cal components of management, such as planning, organ-
isation, motivation, and control. The same conclusion is
reached by M. Nadeyko (2021) and K. Su et al. (2024), who
studied the optimisation of corporate social responsibility
management systems. The results of the study show that
corporate social responsibility planning requires analysis
of the internal and external environment, determination of
goals and priorities of social and environmental initiatives,
creation of a strategy for interaction with stakeholders, de-
termination of responsibilities and resources to be allocat-
ed to social projects, as well as the establishment of a sys-
tem for monitoring and evaluation of the results obtained.
Business social responsibility planning is a key stage for the
successful and efficient implementation of social initiatives.
Defining a clear strategy and goals allows the company to
effectively direct its efforts to address specific social issues.
Social responsibility planning should be integrated into the
strategic business management process to ensure the long-
term social impact and sustainability of such initiatives.
Organisation, as a management function, in the context
of corporate social responsibility, should be an important
component of ensuring systematic and targeted manage-
ment aimed at achieving a positive impact on society and
the environment, as it requires a systematic approach to the
effective distribution of responsibilities that will help the
company achieve the set results from the implementation
of projects of impact on social, environmental, or any other
non-business area (Gonzalez-Ramos et al., 2023).

The survey results show that motivation in corporate
social responsibility management can be very diverse and
determined by many factors. It is important to understand
that these factors may vary depending on a particular com-
pany and its strategic goals that motivate companies to
adopt and implement socially responsible initiatives. Such
factors include reputational opportunities, and competitive
advantages, including attracting a new and maintaining an
existing customer base, positioning as a value-based brand,
creating investment attractiveness, attracting new and
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retaining existing professional and highly qualified per-
sonnel who want to share social responsibility with the
company by contributing to the development and support
of society, nature, and other areas (Konstantynovskyi &
Zmicerevska, 2023).

Corporate social responsibility control should include
a range of actions and strategies to ensure effective imple-
mentation and compliance with the defined standards and
goals. This involves the use of a monitoring system, internal
and external audits, performance and impact assessments,
feedback and reporting systems, and the involvement of
employees at various levels in the monitoring process so
that they can express their ideas and observations. In ad-
dition, to continuously improve CSR strategies, this com-
ponent involves continuous improvement and adaptability,
i.e. responding to changes in the environment, new stand-
ards, and stakeholder requirements. Therefore, it is possible
to state that in modern conditions the general purpose of
control is not only to identify deviations and shortcomings
but also to continuously improve and ensure that the com-
pany’s activities meet the established CSR standards.

Based on the analysis of the interpretations of the con-
cept of corporate social responsibility and the above infor-
mation, it is possible to form an understanding of the con-
cept of corporate social responsibility management, which
should be understood as a multicomponent management
system (planning, organisation, motivation, control, com-
munication) in close integration with the main business
processes, which allows implementing initiatives aimed at
protecting and developing society or the environment while
achieving the main goal of doing business. Along with the
above-mentioned systemic components of corporate social
responsibility management, the communication compo-
nent, especially its focus on the external environment, plays
an extremely important role. W.T. Coombs & S.]. Holla-
day (2011), in their study on corporate social responsibility
management from the standpoint of the communication
approach, conclude that business, by implementing social
projects, not only demonstrates its altruism and concern for
social development but also aims to obtain real economic
benefits from such initiatives by building a positive reputa-
tion. The results of this study confirm this, and therefore, it
is possible to conclude that informing about social projects
of business is an important element of corporate social re-
sponsibility. Providing clear and understandable messages
about social initiatives, as well as regularly informing the
public and stakeholders about the implementation of these
initiatives, will help maintain a positive perception of the
company and its efforts in the sector.

Despite the size of the company and the scale of as-
sistance, social responsibility requires professionally devel-
oped and organised communication with all stakeholders,
including partners, employees, clients (consumers), and
the public administration sector, as stated in the study by
S.D. Dmytriyev et al. (2021). However, as the results of the
study show, in the context of managing the communication
component, it is necessary not only to clearly define the
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target audiences but also to determine in what forms they
will be informed about CSR projects. Here it is possible to
state that it should be directed both to the internal audi-
ence, i.e. the one concentrated in the ecosystem of business
processes of the enterprise, and to the external audience -
mass media, partners, potential consumers, clients, state
authorities and other contractors (Gahramanova, 2019).
Thus, according to the results of the study, informing about
planned or ongoing corporate social responsibility projects,
and especially about their results, is an integral element of
the information exchange mechanism.

In the first months of the full-scale invasion, Ukrainian
companies were haphazardly involved in the process of as-
sisting society, the state, and the Armed Forces of Ukraine,
due to the significant uncertainty of further developments,
but in 2023, such activities became more planned, and for
several companies, this turned out to be one of the stra-
tegically important areas of business. In general, it is safe
to say that the conditions of war in Ukraine pose complex
ethical and social challenges to businesses. In these con-
ditions, business CSR management becomes even more
relevant and important, as companies have an impact on
the social sphere and can help in the context of the human-
itarian crisis. As the results of the study show, in Ukraine,
as a result of the war, the key area of CSR activities is direct
humanitarian assistance, when companies can implement
humanitarian programmes to help those affected by the
war, including the supply of essential goods, medical equip-
ment, and housing. Another important aspect for Ukrain-
ian businesses is social support and security for employees
both in the vicinity of the war zone and in other regions of
the country. Another vector of corporate social responsi-
bility in the current environment is direct support of the
Armed Forces of Ukraine, both through existing volunteer
organisations and public associations, and the implemen-
tation of initiatives. It is important to develop partnerships
with non-profit organisations, government agencies and
other civil society organisations to jointly solve problems
and provide effective assistance.

Thus, corporate social responsibility management is
a key element of a strategic approach to modern business
management. It is important to define clear goals, develop
effective plans and implement actions that will contribute
to their achievement. This is especially relevant in the cur-
rent war situation, as Ukrainian enterprises, including large
businesses, can play a significant role in supporting society,
addressing humanitarian issues and economic recovery in
the affected regions, both by creating jobs and investing in
social infrastructure.

Conclusions

Corporate social responsibility of business is manifested in
the implementation of initiatives, programmes, projects,
and activitiesaimed at two main areas, in particular the so-
cial sphere and the environment. It is implemented main-
ly through social and philanthropic, social, and ethical,
environmental and economic activities. However, for
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companies operating in the Ukrainian market, the focus,
and priorities in the area of corporate social responsibil-
ity have changed somewhat as a result of the war. The
need to ensure business continuity and the safety of em-
ployees, support for defence capabilities, unity and coop-
eration with volunteers and non-governmental organisa-
tions, and diverse support for local communities are now
top priorities.

It is advisable to understand corporate social responsi-
bility management as a process integrated into the general
management mechanism of the enterprise, which allows
implementing social or environmental measures in paral-
lel with achieving profitability as the main goal of business
activity. In general, corporate social responsibility manage-
ment should be an integral part of both strategic and oper-
ational management of an enterprise and should be carried
out in the context of the main functional systems such as
planning, organisation, motivation, and control. However,
since a business, implementing initiatives that characterise
its CSR, not only contributes to solving social or environ-
mental problems but also shapes its image, the communi-
cation subsystem should play a key role in the management
system. With the help of communication tools, corporate

effectiveness of communication management in terms of
corporate social responsibility is determined by the com-
pany’s ability to effectively inform both internal audienc-
es and external stakeholders (partners, society, customers,
and government authorities) about its goals, values, initia-
tives, and results.

In general, the management of corporate social re-
sponsibility of business in times of war requires a strate-
gic approach and the need to consider corporate social
responsibility as an integral part of business management
to achieve its own goals, as well as to support society
and the future recovery of the country. Further research
should be directed at developing a conceptual framework
for managing the communication system in the imple-
mentation of CSR projects, depending on the areas they
are aimed at. In addition, a promising area of research
is the development of scientifically based models of the
relationship between the implementation of CSR projects
and their impact on the image of the enterprise in the
context of its transformation into additional economic
benefits for business.
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Anortauis. KoproparusHa coljiajibHa BiilIOBija/IbHICTD € HeBiJj €MHVM €/IeMEeHTOM CYy4acHOI 6i3Hec-Moperi, 0coOmuBo
IS BeIMKUX KOoMITaHiit. EdekTuBHe ynpap/iHHA VM IpolLiecoM 3a0e3edye 03U THBHUI pe3y/IbTaT AK IS CYCIIIbCTBA,
Tak i A camoro 6isHecy. ToMy MeTOI JOCTII>KeHHA € OOIPYHTYBaHHA TEOPeTHYHUX 3acal IIpolLiecy YIpaB/iHHA
B KOHTEKCTI KOpHOpaTMBHOI COILia/JIbHOI BiAIIOBiZaIbHOCTI 3 ypaXyBaHHAM BOEHHNX YMOB, B AKUX (YHKLIOHYeE
YKpaiHChKUI 6isHec. Ina HOCATHEHHS IIOCTaBJIEHOI MeTU BUKOPMCTAHO CHUCTEMHMII IiJXiJ Ta METOAM aHaJi3Yy,
MOPiBHAHHA, JefyKIii, IeKOMIIO3MILii, 3icTaB/lIe€HH:, JEKOMIIO3MLIii. Y JOCTipPKeHHi IpoaHani30BaHO Cy4acHi mifxopu
IO0 pO3yMiHHS KOPIOPATMBHOI colLlia/IbHOI BifilIOBifjaIbHOCTI 6i3Hecy. BupiineHO OCHOBHI BeKTOPH, B AKUX peasli3yeTbcs
KOpIIOpaTMBHA COLlia/IbHa BinoBifanbHicTh mignpuemcts. ChopMOBaHO aBTOPChbKe TPAKTYBAaHHA IOHATTA YIPaBIiHHA
KOPIIOPaTMBHOIO COLia/IbHOIO BifmoBiganpHicTIo. CHOPMOBAHO Ta apryMeHTOBAHO OCHOBHI NpMHIVIMN peajisanii
KOMYHiKalliiiHOI HO/IITUKM fK JyIA BHYTPilIHbOI ayauTopii (IpaliiBHMKM KOMITaHii), Tak i I 30BHILIHIX cTeNIKXONmepiB
(mapTHepu, KJI€HTH, CYCHIBCTBO, Aepxkasa). OCTKEHO Ta BUOKPEMJICHO OCOONIMBOCTI Ta OCHOBHI HAIpsAMU
pearizanil iHiniaTB KOpIOpPaTUBHOI coLlia/IbHOI BiiOBifa/IbHOCTI yKpalHChKOro 6isHecy B yMoBax BiltHu. [locmimkeHo
0cOOMMBOCTI Ta BMOKpeM/IEHO OCHOBHI HalpsAMM peayisauil iHiljiaTsB KoprnopaTuBHOI coljia/bHOI BifIIOBifa/bHOCTI
yKpalHcbKoro 6isHecy B yMOBax BilfHU. BcTaHOBIIEHO, 1[0 IIPiOpUTETOM KOPIOpPAaTHMBHOI collia/ibHOI BigmoBiganbHOCTI
KOMIaHill B YkpaiHi € 3a0esredeHHs 6e3lepepBHOCTI 6i3Hecy (10 03BOJIA€ BUIUIAYyBaTH 3apObiTHY IIaTy Ta HOLATKN),
3abe3nedeHHsA Oes3leKy IepcoHany (oOmamTyBaHHA OOMOOCXOBMIN, IepeceJieHHS IpalliBHMKIB Ta IXHIX ciMelt),
HmifTpuMKa 060pOHO3AaTHOCTI (pisHOMaHiTHa formomora 36pOMHUM CUIaM YKpaiHM) Ta HOIIOMOra TepUTOpialbHUM
rpomapam. PesyibraTy JOCTiI>KeHHA MOXKYThb Oy TM BUKOpYCTaHi 6i3Hec-cepenoBuineM A1 popMyBaHHA YIIPaBIiHCHKOTO
MeXaHi3My peaisalil iHilliaTuB KOPIIOPAaTUBHOI COLia/IbHOI BiIIIOBIZAIBHOCTI, @ TAKOXK aKaJ€Mi4HOIO CIIJIBHOTOI, KA
BIBYAE 1110 IPOOIEMATUKY

KnioyoBi cnoea: comnianbHi IIiHHOCTI; MiATPMEMHUIITBO; CYCIIIbCTBO; OPraHisaljiliHMII MeHEePKMEHT; I'yMaHiTapHa
ZoTroMora; 6/IarofinHicTh
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