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Abstract Sustainability has emerged as a critical global business concept, prompting or-
ganisations to prioritise long-term value creation that addresses their operations’ envi-
ronmental, social, and economic impacts. This chapter examines the sustainability com-
munication strategies of major oil and gas companies in four countries (the United States,
Austria, Poland, and Russia), focusing on the balance between globalisation and local-
isation. Given the inherent conflict between the operations of these companies and sus-
tainability priorities, effective communication is essential to maintain their licence to op-
erate and avoid allegations of greenwashing. Our analysis of the sustainability sections
on corporate websites examines how companies address the thematic dimensions of the
Triple Bottom Line (economic, social, environmental) and how they linguistically present
these dimensions to convey their sustainability commitments. Corporate websites as dig-
ital platforms reveal how similarities in sustainability communication often stem from
shared economic pressures and institutionalised standards, while still allowing for lo-
cal adaptations. The findings indicate a convergence in sustainability conceptualisation,
with all companies framing their efforts as beneficial for shareholder value. However,
notable differences emerge in local adaptations, revealing an East-West divide: Russian
companies, and to some degree also the analysed Polish company, emphasise corporate
philanthropy and patriotic elements, while U.S. companies prioritise diversity and in-
clusion. The analysed Austrian company takes a mid-position and highlights the role
of technology in its concept of sustainability. The chapter situates these findings within
a broader theoretical context and discusses the observed strategies through the lens of
glocalisation. Moreover, it reflects on the vole of digital interculturality in sustainability
communication. It highlights how economic and institutional globalisation fosters com-
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munication strategies that transcend national borders. While corporate websites illus-
trate a shared digital communication culture across countries, this does not imply com-
plete homogenisation. Instead, they underscore the interplay between global formats and
localised content, offering new insights into postdigital sustainability communication.

Keywords Cross-country Comparison; (Post)digital Sustainability Communication;
Strategic Communication; Content Analysis; Glocalisation

1. Introduction

Sustainability has become one of the leading global business concepts of our
times. It represents the efforts of commercial organisations to create long-
term value by considering how their operations affect the environmental,
social, and economic spheres. Global and intergovernmental organisations,
such as the United Nations, have formulated sustainable development goals
(SDGs)," which contribute to the institutionalisation of sustainability as a
priority for organisations and institutions and point to the global political and
societal relevance of sustainability in tackling the major challenges of our time.
Many commercial organisations orient themselves to these, showing how their
business operations and strategies integrate and address sustainability. Thus,
sustainability pertains to the management’s priorities and their commu-
nication, i.e., publicly reporting on how the integration of sustainability is
addressed in a company’s business and management practices.

This chapter examines the (post)digital sustainability communication
strategies of major oil and gas companies in four countries, focusing specif-
ically on the sustainability-related content presented on their corporate
websites. Sustainability is often used interchangeably with the term ‘cor-
porate social responsibility’ (CSR) (Montiel, 2008) as both refer to strategic
targets encompassed in the Triple Bottom Line: people (social goals), planet
(environmental goals), and profits (shareholder-oriented goals) (Elkington,
1997). Sustainability communication is particularly challenging for contro-
versial industries like oil and gas, whose operations inherently conflict with
sustainability priorities, especially in the environmental dimension (Du &
Vieira, 2012). Beyond the environmental impacts of their operations, which

1 Retrieved July 01, 2024, from https://sdgs.un.org/goals
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range from local pollution to significant contributions to global warming, en-
ergy issues also involve (geo-)political implications concerning energy supply
security. Moreover, policies advocated for by transnational and intergovern-
mental bodies (e.g., Intergovernmental Panel for Climate Change, EU), such
as the Kyoto Protocol and the Paris Agreement, raise public awareness, influ-
ence policymakers’ priorities, and shape the societal and political landscape.
These effects make it difficult or nearly impossible to pursue a communicative
strategy based on the denial of global warming as facilitated by the use of fossil
fuels (e.g., Halttunen et al., 2022; Schlichting, 2013).

In their communications, oil and gas companies have to navigate the ten-
sion between global climate goals and their need to generate shareholder value
and perform financially in a societal and political climate that recognises the
harmful impact of their operations. Investing in sustainability communication
is essential to maintaining their ‘licence to operate’ (Hurst et al., 2020). This
concept refers to the approval and acceptance from stakeholders, such as the
local community, government, and customers, necessary for conducting busi-
ness activities. Without this social approval, a company may face opposition,
protests, or even legal challenges that could impede or halt its operations. Thus,
sustainability communication should be viewed as a response to societal pres-
sure and a form of accountability to all stakeholders potentially affected by a
company’s activities.

When comparing how oil and gas companies address sustainability in
their communication, we identify drivers that facilitate the emergence of
global practices and thus contribute to standardisation and homogenisation.
At the same time, we also find factors that promote the localisation of prac-
tices. The globalisation of sustainability communication is enhanced by global
reporting standards such as the ones published by the Global Reporting Initia-
tive, which also addresses sustainability reporting in addition to mandatory
reporting; by frameworks like the United Nations’ SDGs, which provide a set
of sustainability goals for organisations to reference when setting their prior-
ities; and by transnational or intergovernmental policies such as the Directive
2014/95/EU and now the Green Deal, which outline binding political priorities
for economically significant regions.

In addition to global aspects, however, local factors drive companies to
adapt their practices and communication to meet the expectations of local
audiences and stakeholders. These factors include contextual elements such as
differing value orientations associated with culture, understood here specifi-
cally as national culture (see Miska et al., 2018). Additionally, more structural
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factors define the national context in which a company operates, such as the
legal system and regulations, the political framework, and the characteristics
of the local business environment, including whether energy companies are
privately or state-owned (Matten & Moon, 2008). As a result, the conceptuali-
sation of CSR—including stakeholders’ expectations and whether it is pursued
strategically or altruistically—varies across countries (Planken, 2013).

This chapter explores how major oil and gas companies from the United
States, Austria, Poland, and the Russian Federation conceptualise sustainabil-
ity on their corporate websites to see how globalising and localising factors
shape the conceptualisation of sustainability and the way it is communicated
on digital media. Our analysis focuses on the sustainability sections of these
companies’ corporate websites in the country’s official national language.
These sections are widely accessible and designed to engage a broad range
of national and, in the case of the U.S. companies’ websites which are in
English, also international stakeholders (e.g., customers, shareholders, em-
ployees, politicians and administrators, and business partners). This makes
corporate websites an ideal platform for demonstrating corporate social re-
sponsibility and for renewing and maintaining their license to operate. At
the same time, the analysis of corporate websites is particularly interesting
as websites are part of a company’s owned media and as a digital platform
of Web 1.0, a communicative tool for “transmissive” and “one-directional”
“communication of sustainability” (Weder, 2023, p. 589; emphasis added), i.e.,
strategically designed communication promoting a particular understanding
of sustainability. Our study thus adds to the body of research interested in
the divergence and convergence of corporate communication of sustainability
(e.g., Lin, 2021; Tang et al., 2015; Vollero et al., 2022). Understanding diver-
gences offers valuable insights into how local cultural, political, and social
contexts shape the concept and communication of sustainability. In doing so,
the digital communication of sustainability reflects the unique priorities and
challenges of specific regions. Conversely, examining convergences sheds light
on how globalisation and shared digital platforms foster universal principles
and practices in sustainability communication.

From a broader perspective, our study also contributes to research on the
global-local dilemma in public relations (Alaimo, 2016; Sriramesh & Vercic,
2019) and the ways it manifests in the (post)digital global society. By exploring
how corporate websites balance global standardisation with local adaptation,
we provide insights into how organisations navigate the tensions between
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addressing global sustainability norms and responding to local stakeholder
expectations in an interconnected (post)digital world.

To systematically examine the concept of sustainability as presented on
each company’s website, we analysed the primary thematic dimensions of the
Triple Bottom Line (economic, social, environmental) (RQ 1) and explored how
these are argumentatively linked and linguistically conveyed (RQ 2). This anal-
ysis highlights both country-specific practices and sector-specific commonal-
ities in sustainability communication. It reveals how the analysed companies
balance global and local practices in the communication of sustainability.

Our paperis structured as follows: Section 2 characterises the database, de-
scribes our sampling strategy, and addresses the role of corporate websites as
adigital channel for strategic communication. Section 3 presents our method-
ological approach. Section 4 outlines and discusses our findings by considering
important concepts from strategic communication and patterns in the com-
munication of sustainability. Section 5 situates the findings within a broader
theoretical context and discusses the observed strategy through the lens of ‘glo-
calisatior. Finally, the conclusion highlights the practical and theoretical im-
plications of ‘(glo)localised’ strategic communication in an era of increasing
digital interculturality.

2. Data

The countries selected for this study represent a diverse range of national
contexts, including former socialist countries (Poland, Russia), Western coun-
tries (Austria, United States), and both EU and non-EU members. The chosen
companies are the largest oil and gas firms in Russia (Gazprom, Rosneft, Lukoil),
the United States (ExxonMobil, Chevron, ConocoPhillips), Austria (OMV), and
Poland (PKN Orlen), based on their rankings in the ‘Forbes Global 2000’ list of
the world’s leading public companies for the sample year (Forbes, 2020).>

The analysis is based on the sustainability sections of each company’s web-
site. Corporate websites are a primary platform for strategic communication
in the digital sphere next to corporate social media channels (Khler & Zerfafs,
2019, pp. 353—354). Corporate websites, as typical platforms of Web 1.0, follow a
one-to-many communication logic, providing companies with full control over

2 Forbes 2020-The World’s Largest Public Companies 2020: Global 2000 (Retrieved June
17, 2020, from https://www.forbes.com/lists/global2z000/).
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the messages presented to stakeholders. In contrast to Web 2.0 applications,
where prosumers actively shape content and influence emerging discourses,
corporate websites allow companies to manage their messaging without the
unpredictability of external voices such as influencers or journalists (Kohler
& ZerfaR, 2019). Social media complicates information control, as a growing
number of stakeholder voices can alter or critique corporate narratives. As a re-
sult, corporate websites have become a vital tool within communication man-
agement for strategically presenting sustainability initiatives to diverse audi-
ences (Weder et al., 2019).

Figure 1: Sample of one section on sustainability from ConocoPhillips.

T ————— p—Y YT Y)

GonocoPhiIIips AboutUs  Operations  Sustainability ~ Careers  Investors Q

# vowe | sustamasuy | TeGRATING susTAmABITY

Integrating Sustainability

For this analysis, we gathered data by producing screenshots of all sections
on each corporate website dedicated to sustainability. This approach captures
the user experience of someone navigating the site to find sustainability-re-
lated content. Our data collection method aligns with the concept of websites
as ‘pull media, which rely on users actively seeking information (Buchele &
Alkan, 2012). Through this process, we compiled a dataset of 174 sections (i.e.,
screenshots, see Fig. 1) that provide detailed coverage of the companies’ sus-
tainability activities. The dataset was created by starting with the sections on
the corporate websites where the topic of sustainability is initially introduced
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and then following links to additional sections that explore related topics in
greater depth.

Table 1 provides an overview of the scope of sustainability communication
for each company.

Table 1: Number of sections per company and country.

Country Company Number of sections on
sustainability
Russia Gazprom 12
Rosneft 20
Lukoil 25
Total 57
us ExxonMobil 20
Chevron 12
ConocoPhillips 48
Total 80
Austria oMV 1
Poland PKN Orlen 26

It is important to note that the sustainability sections were collected in the
official language of each company’s home country. We assume that these pre-
sentations are, at least to some degree, tailored to the needs of a diverse set of
local stakeholders. However, it should also be noted that this assumed locali-
sation does not apply equally to the U.S. companies, whose English-language
websites are accessible to an international audience, allowing a global public to
engage with their content. While translation apps, now commonly integrated
into browsers, can facilitate the translation of website content into other lan-
guages, this does not necessarily align with the default behaviour or prefer-
ences of typical users, who are more likely to engage with content presented in
their native language. This suggests that localised communication still holds
strategic importance, even in an increasingly digital and interconnected world.

201


https://doi.org/10.14361/9783839476291-009
https://www.inlibra.com/de/agb
https://creativecommons.org/licenses/by-sa/4.0/

202

Part II: Understanding postdigital practices in a changing world

3. Method

To analyse the concept of sustainability, we conducted a qualitative content
analysis (Mayring, 2015, 2019), using ATLAS.ti for annotation. The analysis in-
cluded several stages of coding and combined top-down or deductive and open
coding.

During the first stage, we identified the thematic strands and issues dis-
cussed within each strand. These codes are based on the established division
of CSR practices, i.e., the Triple Bottom Line distinguishing social, environ-
mental, and economic targets. This means we identified content focusing on
‘social’, ‘environmental’, and ‘economic’ issues assigning the according label,
and adding the code label ‘other’ where legal and governance issues were pre-
sented as part of the company’s CSR activities.

This first round of coding allowed for identifying which issues feature
prominently and whether sustainability is mainly framed as a matter of social
or environmental engagement, thus pointing to a conceptualisation in terms
of stakeholder orientation, or whether economic aspects are key and sustain-
ability, accordingly, appears as an orientation towards shareholder value (see
van Marrewijk, 2003).

If two or more areas are mentioned in a segment, we assigned multiple
code labels. Accordingly, these code overlaps point to ways CSR activities are
argumentatively linked.

During the second coding stage, we identified the stakeholders addressed
in the sustainability sections. Here, we adopted an open coding strategy and
ended up with codes for the most relevant stakeholders, i.e., the ‘community’,
‘customers’, ‘employees’, ‘shareholders/investors’, ‘suppliers & contractors’,
and the code ‘other’ for heterogeneous stakeholders occasionally mentioned
by some of the companies (e.g., states, children, women, local administrative
units/authorities).

This coding process enabled an analysis of how sustainability is conceptu-
alised within each national sample and allowed us to identify cross-country
similarities and differences. Close reading of segments assigned to the same
code labels provided deeper insights into the thematic issues and practices
emphasised by each company, as well as the primary stakeholder groups
targeted. Overlapping codes pointed to segments where CSR engagement is
framed with argumentative motivations. Beyond thematic and argumentative
patterns, which relate to content, examining the dominant patterns uncovered
recurring textual and linguistic features specific to CSR promotion.
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4. Findings

In the following subsections, we present and discuss our findings in the light of
important concepts from strategic and sustainability communication to show
in which ways the analysed companies adopt similar practices and thus follow
global trends and to what degree they tailor their communication of sustain-
ability to the local context so that it better resonates with a targeted audience.

41 Thematic strands in the companies’ CSR communication

The first research question posed in this study sought to determine what topics
and practices feature prominently in the CSR sections of the selected energy
companies. Overall, social CSR emerged as a dominant theme across almost
all the examined companies’ websites. Notably, the analysed companies in the
United States, the Russian Federation, and Poland devote considerably more
attention in their sustainability communication to social initiatives compared
to environmental and economic issues. In contrast, OMV, the Austrian oil and
gas company, devotes more attention to environmental matters, with social is-
sues ranking second.

Nevertheless, as most of the analysed sections are dedicated to reporting
social practices, the companies primarily focus on their responsibility towards
society, thus conceptualising CSR as a form of social engagement. Specif-
ically, all companies highlight education, workplace safety, and healthcare
initiatives. For example, health-related efforts include disease prevention and
health improvement incentive programmes for employees, initiatives combat-
ing various infectious diseases in local communities, funding the construction
of healthcare facilities, and medical equipment donations. Education-related
initiatives encompass, for instance, support for STEM programmes, partner-
ships with universities, and the construction of schools in the communities
where these companies operate. Employee safety, training programmes,
and professional development opportunities also play an important role in
companies’ CSR activities.

While there are overarching themes in the CSR activities of these compa-
nies, regional cultural differences also influence the specific activities they un-
dertake. Corporate charity is one of the major localised social CSR initiatives
disclosed by Russian and Polish companies. These practices often include the
protection of national heritage, support for folk crafts, local religious institu-
tions, theatres, and museums. Corporate sponsorships are also prominent, en-
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compassing support for local athletes and national teams. In addition, CSR
initiatives are tailored to address the needs of local communities, especially
where major production plants are located, such as Plock in Poland and Nizhny
Novgorod in Russia. These CSR practices are also often oriented towards em-
ployees as primary stakeholders, including initiatives related to housing and
infrastructure. This orientation connects to practices established during com-
munist times; for example, during the Soviet period, state-owned enterprises
provided social services and supported infrastructure in their local communi-
ties (Henry et al., 2016; Settles et al., 2009). These expectations have persisted
even after privatisation and continue to influence the relationships between
state and business companies today (Henry et al., 2016, p. 1341). Moreover, both
in the analysed Polish and Russian sustainability communication, there is a
strong orientation to the national market, even when companies have opera-
tional locations abroad, and a notable patriotic framing of their CSR activities:

SiBnagcb nuaepom HedTerasoBon npombiwneHHocTn Poccuiickon Pepepa-
UMM U OAHON W3 KpYMHEWLIMX KOMAAHWUA MUPOBOrO TOMAUBHO-3HEpreTU-
yeckoro komnnekca, «PocHedTb» CTpeMUTCA AOCTMYUDL HE TO/IbKO BbICOKUX
NpOU3BOACTBEHHbIX U PUHAHCOBLIX MOKasarTenei, HO U BHECTU BKAaj
B pasBUTUE U MPOLBETAHUE CTPaHbl, B yAy4lleHNEe KauecTBa U YC/I0BUIA
)KM3HU ee rpaXKAaH.

(Rosneft, YcToituneoe passutue)

As the leader of the oil and gas industry of the Russian Federation and one of the
largest companies of the world’s fuel and energy network, Rosneft aims not only to
achieve high production and financial indicators but also to contribute to the de-
velopment and prosperity of the country, to improve the quality and living con-
ditions of its citizens.

(Rosneft, Sustainable development, emphasis added)

Sport w naszej strategii sponsoringowej odgrywa wazng role. Z jednej
strony, jako najwieksza polska firma, czujemy sie¢ odpowiedzialni za
wspieranie dyscyplin i reprezentacji narodowych, ktore pozytywnie odd-
ziatujg na miliony Polakéw, z drugiej mamy Swiadomos¢ jak potrzebne jest
promowanie sportu amatorskiego oraz zdrowego i aktywnego stylu zycia.
(Orlen, Sponsoring sportowy)

Sport plays an important role in our sponsorship strategy. On the one hand, as the
largest Polish company, we feel responsible for supporting disciplines and na-
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tional teams that benefit millions of Poles, on the other hand, we are aware of the
need to promote amateur sports and a healthy and active lifestyle.
(Orlen, Sports sponsorship, emphasis added)

Thus, the CSR initiatives of the analysed Russian and Polish energy companies
demonstrate their focus on societal welfare and illustrate how their historical
and cultural contexts influence the specific ways in which they implement CSR.

In contrast to their Russian and Polish counterparts, the companies from
the United States and Austria in our sample emphasise diversity and inclusion
within their social CSR practices. They address various dimensions of diver-
sity, including gender, sexual orientation, race, and ethnicity, and target mul-
tiple stakeholders with specific initiatives. These initiatives include the formu-
lation of companies’ diversity and inclusion action plans, diversity training for
employees to foster an understanding of how inclusion and diversity are inte-
grated into corporate culture, the establishment of diversity councils, and the
enforcement of non-discriminatory policies. Additionally, these companies of-
ten highlight efforts to promote diversity within their supply chains by includ-
ing, for example, minority-owned businesses, women-owned businesses, and
LGBTQ+-owned businesses. Furthermore, they express a commitment to en-
suring the representation of women, minorities, and people with international
experience in their workforce, particularly in leadership roles.

The analysed U.S. and Austrian companies also demonstrate a greater
focus on human rights within their social CSR activities. Their communi-
cation of sustainability mentions respecting the human rights of employees
and community members in their areas of operation. This includes non-
discrimination, freedom of association, the right to collective bargaining,
and the avoidance of forced or child labour. Additionally, they tend to disclose
the adoption of corporate human rights policies to manage potential human
rights violations as well as organise human rights awareness training for their
employees. One possible explanation for this is that, in both the United States
and Austria, there is a strong cultural emphasis on individual rights, equality,
and social justice (e.g., Schwartz, 2006; see also Inglehart & Welzel, 2005).
Current public discourses in these countries heavily focus on diversity, social
inclusion and equality, LGBTQ+ rights, and non-discrimination, prompting
companies to align with these values.? It is important to note that this focus

3 Non-profit organisations and political institutions, such as the EU Commission's
LGBTIQ Equality Strategy 2020-2025 and the U.S. Office of Personnel Management's
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on diversity, inclusion, and human rights is not present in the CSR disclosures
of the analysed Russian and Polish companies. This absence aligns with the
socio-political context in these countries. For example, in 2013, Russia enacted
a law banning ‘propaganda of non-traditional sexual relationships’ among
minors, which effectively curtails the public promotion of LGBTQ+ rights
(Ugolino, 2013). Similarly, in Poland, several municipalities have declared
themselves as ‘LGBT-free zones’, symbolically reflecting broader societal and
political resistance to LGBTQ+ rights (Korolczuk, 2020). Consequently, the
analysed companies in these countries localise their CSR strategies to align
with conservative cultural attitudes and societal values, avoiding topics that
conflict with the prevailing political agenda.

Another important topic in the sustainability communication of the anal-
ysed sample is environmental performance. Environmental concerns consis-
tently rank second in terms of prominence. However, the notable exception is
the sustainability section of the Austrian company OMV, where environmental
considerations take precedence. As Keinert-Kisin (2015, p. 138) suggests, en-
vironmental preservation has become increasingly significant in Austria, in-
fluenced by current local and global discourses on sustainability. This evolving
societal awareness likely leads to heightened stakeholder scrutiny of OMV’s en-
vironmental practices and communication strategies. To maintain legitimacy
and social licence to operate, OMV may prioritise environmental issues in its
CSR disclosures, reflecting the importance placed on this aspect by the pub-
lic. Nevertheless, all the analysed companies address a similar range of en-
vironmental concerns, including water and waste management, biodiversity
preservation, oil spill prevention, and flaring reduction. This focus on opera-
tional impacts suggests a reactive approach to environmental responsibility,
with companies concentrating on mitigating the negative environmental con-
sequences of their activities (see Du & Vieira, 2012).

However, there are also some culture-specific differences in the companies’
disclosures of their environmental activities. U.S. companies and the Austrian

DEl initiatives, no longer supported by the Trump administration and formerly also
presented online (LGBTIQ Equality Strategy: https://commission.europa.eu/strategy
-and-policy/policies/justice-and-fundamental-rights/combatting-discrimination/les
bian-gay-bi-trans-and-intersex-equality/lgbtig-equality-strategy-2020-2025_en; DEI
initiatives: https://www.opm.gov/policy-data-oversight/diversity-equity-inclusion-an
d-accessibility/), actively promote this agenda, which may have broader implications
for other stakeholders, including commercial organisations.
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company explicitly and frequently mention climate change in their CSR com-
munication. This is often done within the framework of policy implications, fi-
nancial repercussions, and references to proactive engagement in political di-
alogues and debates. Occasionally the companies also mention some concrete
measures that they take to reduce emissions such as ExxonMobil as shown in
the following excerpt:

ExxonMobil works to meet the world’s growing demand for energy while
reducing environmental impacts and the risks of climate change. To miti-
gate greenhouse gas emissions from our operations, ExxonMobil focuses
on increasing energy efficiency and reducing flaring, venting and other
emissions. We deploy proven technologies, such as cogeneration and car-
bon capture and storage, and we conduct and support research to develop
breakthrough, lower-emission technologies.

(ExxonMobil, Managing Climate Change Risks, emphasis added)

It is also important to note that in the analysed Russian CSR communication,
climate change issues are also mentioned, however, the companies remain
deliberately unspecific about this topic as illustrated in this statement from
Lukoil:

JNIYKOWM/1 npusHaeT BaXKHOCTb MEPONPUATHIA MO NPeOTBPALLEHNIO [110-
6anbHOro M3MeHeHUs KAuMmarta, noajepxusaer yyactme Poccum B mo-
6abHbIX YCUNUSAX MO COKPALLEHWIO BbIGPOCOB MapHUKOBBIX rasos. [...]
KoMnaHusa npMHMMaeT akTUBHOE yyacTue B 06Cy)KAeHUM U peanusauum
MeponpuATUi B YaCTU BOMPOCOB peryiupoBaHUs BbIGPOCOB MapHUKO-
BbIX ra3soB, 3anlaHupoBaHHbIX PacnopsixeHuem [paButenbctBa PO ot
02.04.2014 N°504-p, a TakXe ynpaBieHYeckne pelieHns no pasBuTmio Kop-
MOpaTUBHOM CUCTEMbI yueTa 1 yNpaBaeHns BbiBpocamm NapHUKOBbIX ra30B.
(Lukoil, PerynnposaHue BbIGpOCOB NapHUKOBbIX ra3oB)

LUKOIL recognises the importance of measures to prevent global climate
change and supports Russia’s participation in global efforts to reduce green-
house gas emissions. [...] The company takes an active part in the discussion
and implementation of activities related to the regulation of greenhouse gas
emissions planned by Order of the Government of the Russian Federation dated
April 2, 2014 No. 504-r, as well as management decisions on the development of a
corporate system for accounting and managing greenhouse gas emissions.

(Lukoil, Regulation of greenhouse gas emmissions, emphasis added)
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The emphasis on climate change and environmental protection appears to
be linked to a divergence in values increasingly separating Western countries
from non-Western ones as shown by Jackson & Medvedev (2024) and Haerpfer
et al. (2022a). Particularly relevant in this context are the global differences
in self-expression values that “give high priority to environmental protection,
tolerance of diversity and rising demands for participation in decision-mak-
ing in economic and political life” (Inglehart, 2018, p. 37). According to the
Inglehart-Welzel World Cultural Map (World Values Survey, 2023), the United
States and Austria place a strong emphasis on self-expression values, whereas
Russia and Poland show a weaker alignment with these values. Specifically,
regarding environmental protection, the majority of Americans and Austrians
surveyed for the study believe that “protecting the environment should be
given priority, even if it causes slower economic growth and some loss of jobs”
(Haerpfer et al., 2022b). In contrast, only 39.2% of Poles and 40.2% of Russians
support this view (see also Cichocki et al., 2024). Furthermore, Javeline et al.
(2024, p. 12) conclude, based on their research, that climate change appears
to be a less pressing issue for Russian society, with little urgency placed on it
by the public or the government. Their findings suggest that Russia’s heavy
dependence on fossil fuels and its perception of international climate policy as
a Western-imposed agenda (Tynkkynen, 2019, p. 54) contribute significantly
to this viewpoint. Similarly, studies by Marcinkiewicz and Tosun (2015) in-
dicate that Poland exhibits a lower level of public concern regarding climate
change. For example, the Eurobarometer survey on climate change (European
Commission, 2019) reveals that only 45% of Poles regard it as one of the world’s
most serious problems, compared to the EU average of 60% and 62% of Aus-
trians. Consequently, there seems to be less scrutiny from stakeholders and
lower societal expectations regarding these issues, making climate change
and environmental protection of lower importance in Russia and Poland’s oil
and gas sectors and, thus, also for the analysed companies in their web-based
sustainability communication.

While environmental issues may not be a top priority in public discourse
or government policy in Russia and Poland, as discussed earlier, the analysis
of the sustainability communication of the selected Russian and Polish energy
companies reveals a distinct approach to environmental awareness and edu-
cation. These companies employ various educational tools, such as lectures,
lessons, and dedicated environmental journals. These resources aim to foster
environmental awareness and promote responsible practices among employ-
ees and community members. In addition, these companies actively engage
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in organising environmental activities such as tree planting campaigns and
‘subbotniki’ (i.e., unpaid community service events typically held on weekends)
that are rooted in the Soviet tradition and emphasise collective effort and re-
sponsibility.

The analysis further reveals that other significant issues addressed by all
the selected energy companies pertain to legal matters, governance-related ac-
tivities, and business ethics. However, notable differences emerge in the com-
panies’ framing and presentation of their commitment to these areas. In the
cases of the analysed Russian, Austrian, and Polish companies, there is a clear
and explicit focus on the issue of corruption. These companies outline concrete
anti-corruption measures and guidelines for employees, executives, and con-
tractors. Such measures often include awareness-raising programmes and the
establishment of whistle-blower mechanisms to report unethical behaviour.
The emphasis on anti-corruption measures seems to reflect stronger stake-
holder attention to ethical business conduct within those countries. In con-
trast, the examined U.S. companies tend to label unethical practices as corrup-
tion primarily when such incidents occur outside the United States. Within the
domestic context, the term ‘corruption’ is generally avoided in favour of terms
like ‘transparency’. Consequently, the focus shifts to establishing governance
structures, formulating lobbying policies, and engaging in public policy dis-
course. This includes, for example, activities related to climate change, trade
agreements, and free market competition. This focus suggests prioritising in-
fluencing or supporting policy frameworks that are conducive to their business
interests.

Finally, it is important to note that text segments exclusively focusing on
economic issues are infrequent in the data. The only instances where economic
performance is explicitly addressed appear in the Russian data, where com-
panies discuss their development and implementation of advanced technolo-
gies to achieve technological superiority. This finding suggests a conceptual-
isation of sustainability that transcends a purely shareholder-value oriented
approach. However, as the argumentative analysis in the subsequent section
will demonstrate, the shareholder-value orientation remains a significant con-
cern. Although not overtly presented, it is intricately intertwined with social
and environmental issues, framed as instrumental to economic success.
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4.2 Argumentative patterns in the analysed CSR disclosures

The second stage of the data analysis concentrated on examining text segments
characterised by co-occurring codes. These code-co-occurrences reveal argu-
mentative patterns that elucidate the rationale behind the linkage of two CSR
issues. Most frequently, environmental and economic issues are connected,
with the combination of social and economic issues ranking second across all
companies examined. Notably, the analysed U.S. and Austrian companies dis-
play a particularly strong tendency to connect environmental and economic
issues within their CSR communication. More specifically, the following argu-
mentative pattern is discernible: Climate change is addressed primarily due
to its financial implications for the company. This entails that environmental
actions are evaluated in terms of cost-effectiveness, and shareholders and in-
vestors are explicitly addressed as key stakeholders in the context of environ-
mental action, as in this example from Chevron:

At Chevron, we believe that managing climate change risks is an important
element of our strategic focus to return value to stockholders. [..] Chevron
shares the concerns of governments and the public about climate change
and believes that encouraging practical, cost-effective actions to address
climate change risks while promoting economic growth is the right thing
to do.

(Chevron, Climate change, emphasis added)

Furthermore, as can be seen in the example taken from ConocoPhillips provided
below, there is a pronounced orientation towards peers and competitive pres-
sures:

We recognize that our GHG [i.e., Greenhouse Gas Protocol*] intensity will
be compared against peers, so we track this as a competitive risk at the
corporate level. Investors, the financial sector and other stakeholders com-
pare companies based on climate-related performance, and GHG intensity
is a key indicator. For this reason, our GHG intensity target aligns with the
long-term time horizon to ensure we manage the risk appropriately. It also
demonstrates our goal to be a leader in managing climate-related risk.
(ConocoPhillips, Short, Medium and Long Term Risks, emphasis added)

4 GHG refers to a corporate accounting and reporting standard, see https://ghgprotocol
.org/corporate-standard (retrieved October 11, 2024).
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In this context, environmental engagement is predominantly framed as a
strategic endeavour aimed at enhancing shareholder value and ensuring busi-
ness success. This framing underscores that environmental sustainability is
pursued not merely as an ethical imperative but as a critical component of
financial performance and competitive advantage.

All the companies examined in this study also displayed a similar argumen-
tative pattern when linking social and economic issues within their CSR com-
munication. This pattern centred around the concept of employee investment,
highlighting how investing in the well-being and development of employees is
directly connected to the company’s overall success, as illustrated using exam-
ples from Chevron and Rosnefi:

At Chevron, we rely on the power of human energy to help us find newer,
smarter, ever cleaner ways to power the world. At the same time, we invest
in people to strengthen organizational capacity and develop a talented
global workforce that gets results the right way.

(Chevron, People, emphasis added)

MpodeccnoHanbHbIN, BbICOKOKBAIUPULMPOBAHHBIA MepCcoOHaNn, MOTU-
BMUPOBaHHbI Ha 3¢ PEeKTUBHYIO paboTy — OAUH U3 LLEEeHHEALUX aKTUBOB
«PocHedTH» M 3anor ee Gyayuwero paseutua. PocHedTb npepoctanset
CBOMM COTpYAHUKAM paBHble BO3MOXHOCTU ANS MOCTOSSHHOTO COBepLUEeH-
CTBOBAHUS UX CMOCOBHOCTEN 1 HABbIKOB.

(Rosneft, MepcoHan)

Professional, highly qualified staff motivated to work effectively is one of
Rosneft’s most valuable assets and a prerequisite for its future development.
Rosneft provides its employees with equal opportunities to continuously improve
their abilities and skills.

(Rosneft, Personnel, emphasis added)

Building on the previous discussion of similarities, it is also important to
recognise that cultural differences play a significant role in how companies
from different regions integrate social and economic issues in their sustain-
ability communication. The analysed U.S. companies emphasise their local
communities, highlighting that their community engagement aims to benefit
both the community and the company’s economic success. This approach
includes local hiring, safeguarding assets, such as through cybersecurity mea-
sures, and protecting their workforce, highlighting their commitment to a
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safe and secure work environment. Furthermore, there is a focus on adopting
an employee perspective that prioritises individual career development and
fosters long-term employment. In contrast, the selected Russian and Polish
companies concentrate on staff training and educational programmes, as well
as on providing social benefits like housing mortgages and parental leaves.
The rationale behind this strategy is to maximise the returns on investment in
their workforce and attract the most qualified candidates.

The analysis reveals that social and environmental initiatives in all com-
panies studied are primarily driven by their perceived economic benefits.
This consistent focus on economic gain that subordinates social and environ-
mental goals to economic success aligns with the economic rationality model
of the Triple Bottom Line, as proposed by Wexler (2009). According to this
model, companies approach CSR activities primarily from the perspective of
economic advantage (see Figure 2).

Figure 2: The “economic rationality” model of the triple bottom line
according to Wexler (2009, p. 69)

Profits

People Planet
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This focus on economic advantage, observed across all the companies con-
sidered, is further evident in statements combining all three Triple Bottom
Line elements. These often take the form of general statements introducing
the companies’ CSR sections. Typically, they address the company’s commit-
ment to integrating all three aspects of CSR in an unspecific manner, allowing
them to appeal to a broad range of stakeholders while retaining flexibility to
adjust their strategies as needed. This communicative strategy is commonly
found in the analysed CSR sections of the selected Austrian, Polish, and Rus-
sian companies, and less frequently in U.S. companies. The selected examples
from Chevron, Orlen, and OMV illustrate the generic and non-specific nature of
these statements:

It is a cornerstone of our corporate values of high performance, integrity,
trust, partnership, and protecting people and the environment.
(Chevron, Diversity and Inclusion Policy)

W prowadzonych dziataniach dbamy o swoich pracownikéw, konsumentéw,
partneréw biznesowych, lokalne spotecznosci oraz srodowisko naturalne.
Troszczymy sie o to, by nasz sukces budowany codzienng pracg powstawat w
sposéb etyczny i odpowiedzialny wobec naszych interesariuszy i otoczenia,
na ktére wptywamy prowadzgc swojg dziatalnosé.

(Orlen, Odpowiedzialny biznes)

In our activities, we care for our employees, consumers, business partners, local com-
munities and the environment. We make sure that our success, built on everyday
work, is achieved in an ethical and responsible manner towards our stakeholders
and the environment we impact through our activities.

(Orlen, Responsible business)

Wir tragen zu einer nachhaltigen Gestaltung der Energiezukunft bei. Wir
fithren unsere Geschéfte verantwortungsvoll, schonen die Umwelt und sind
Arbeitgeberin erster Wahl.

(OMV)

We contribute to a sustainable design of the energy future. We conduct our business
responsibly, protect the environment and are an employer of choice.
(OMV)
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The communicative strategy illustrated in these examples is known as ‘strate-
gic ambiguity’, a form of textual vagueness which leaves much space for
interpretations by not being overly specific. The concept of strategic ambi-
guity, introduced to communication studies by Eisenberg (1984), refers to
“instances where individuals use ambiguity purposefully to accomplish their
goals” (p. 230). This communicative strategy allows companies to address a
diverse range of stakeholders and, by leaving room for interpretation, the
message can resonate with different stakeholders’ perspectives, even those
that might be potentially conflicting (Scandelius & Cohen, 2016). Wexler (2009)
further underscores the advantages of strategic ambiguity in mission state-
ments and similar strategic communication texts and argues that strategic
ambiguity “is like a form of writing on sand. It suggests that the issues at hand
are open for discussion and may be revised. It invites dialogue and enhances
the use of discretion” (p. 65). This flexibility enables companies to adapt to
changing circumstances while avoiding strict accountability (Eisenberg, 1984,
1998; Scandelius & Cohen, 2016). In the analysed data, strategic ambiguity is
often employed when companies combine CSR priorities or issues that are
difficult to reconcile and that conflict with the nature of their operations.

Shifting focus from strategic ambiguity and the economic rationality
model of the Triple Bottom Line, the analysis also uncovers culture-specific
patterns regarding how the areas of CSR engagement are combined. These
patterns, however, are on a more granular level. One of these patterns high-
lights the company’s responsibility and commitment to providing affordable
energy. This occurs in the disclosures of the selected U.S. and Austrian firms
that frame this task as a duty or obligation, indicating that their environmen-
tal activities are often subordinated to socio-economic considerations. This
subordination is justified as being for the benefit of their customers, who are
the primary stakeholder group targeted in this context, as illustrated in the
following examples taken from Chevron, ConocoPhillips and OMV:

Affordable energy is a catalyst for economic growth and prosperity. Our
company’s values drive us to provide that energy responsibly while protect-
ing the environment and working with our partners to strengthen commu-
nities.

(Chevron, Corporate responsibility Overview, emphasis added)
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We recognise how important it is to deliver reliable and affordable energy
to the world and know that we also have to do so in a sustainable way.
(ConocoPhillips, Sustainability Overview, emphasis added)

Der ansteigende Energiebedarf und der zunehmende Klimawandel stellen
die Energiewirtschaft vor grofe Herausforderungen. Es gilt die Ausgewo-
genheit von KlimaschutzmafRnahmen, leistbarer Energie und Versor-
gungssicherheit zu finden.

(OMV, Nachhaltigkeitsstrategie)

The increasing energy demand and increasing climate change pose major challenges
for the energy industry. It is important to find the balance between climate pro-
tection measures, affordable energy and security of supply.

(OMV, Sustainability strategy, emphasis added)

Another pattern of similarity observed at a more granular level concerns the
analysed Austrian and Russian companies. They frame their effort to reconcile
the sometimes-conflicting issues of social, environmental, and economic con-
siderations within their business operations as striving for balance. The con-
cept of strategic ambiguity offers an alternative account of this framing, which
isillustrated using the example of Lukoil, and also included in the example from
OMV reproduced above:

B cBoenn gesrenbHoctn KomnaHus pyKOBOACTBYETCS MPUHLMMAMU YCTOW-
YMBOrO pasBUTUS W CTapaeTcs AOCTUYb PaBHOBECUS MeXAy COLUanbHO-
3KOHOMMUYECKUM U NPUPOAHO-IKOOTUUECKUM PasBUTHEM.

(Lukoil, YcToitumeoe pazsutue)

In its activities, the company is guided by the principles of sustainable develop-
ment and tries to achieve a balance between socio-economic and environmental
development.

(Lukoil, Sustainable development, emphasis added)

All the analysed companies also claim that they aim to achieve leadership in
their CSR activities. However, they tend to stay strategically vague (i.e., use
strategic ambiguity) and do not necessarily define or commit themselves to
specific measures. This approach allows the companies to project an image of
proactive engagement in CSR while retaining flexibility and avoiding binding
commitments to particular strategies or outcomes. The examples from Exxon-
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Mobil and Rosneft show how the selected wording strategically limits the com-
mitment:

Access to reliable and affordable energy is essential to economic growth
and improved standards of living. We strive to demonstrate leadership in
environmental management. ExxonMobil recognises the environmental
risks associated with our industry and evaluates potential and actual risks
at each stage of a project to mitigate environmental impacts. ExxonMobil
complies with applicable environmental laws and regulations, and applies
reasonable standards where they do not exist.

(ExxonMobil, Environmental Management, emphasis added)

CTpeMschb K JOCTUXKEHUIO InAepcTBa B cpepe 3konornueckoit 6esonacHo-
CTU cpeAn HedTerasoBbiX KOMNaHUi, PocHedTb He OCTaHABAVBaeTCs Ha A0-
CTUTHYTbIX pe3ynbTaTax, NPoAO/MKAET Pa3BUTUE KOPNOPATUBHbIX MPOrpamm,
HanpaBAeHHbIX HA CHUXKEHWE HEraTUBHOIO BO3AENCTBUS HA OKPYXAIOLLYHO
cpeldy, OpraHu3yeT U yyacTByeT B A06POBOMbHbIX 3KONOTMUECKUX aKLUAX,
NOAYEPKUBAIOLLUX €€ NPSIMYI0 3aMHTEPECOBAHHOCTb U HECTaHAAPTHbIE NOA-
XOAbl K YNYULIEHUIO IKONOTMUYECKON 06CTAHOBKM B PErMOHaX AesTesbHOCTH
1 B MUpE B LLEJIOM.

(Rosneft, OxpaHa okpyxatoleit cpesbl)

In an effort to achieve leadership in the field of environmental safety among
oil and gas companies, Rosneft does not rest on its achieved results, continues
to develop corporate programmes aimed at reducing the negative impact on the
environment, organises and participates in voluntary environmental actions, em-
phasising its direct interest and non-standard approaches to the improvement of
environmental situation in the regions of activity and in the world as a whole.
(Rosneft, Environmental protection, emphasis added)

It is important to point out that these broad and rather undetermined claims,
so far analysed in terms of strategic ambiguity, can also be viewed as a
greenwashing strategy (e.g., Greer & Bruno, 1996, TerraChoice’ Sins of green-
washing®). This, however, also depends on how greenwashing is understood.
Some authors define greenwashing as intentional deceit, for example, as
“the dissemination of false or deceptive information regarding an organi-
sation's environmental strategies, goals, motivations, and actions” (Nemes
et al. 2022, p.5). Similarly, Seele and Gatti (2017) argue that greenwashing

5 Retrieved June 23, 2024, from https://www.ul.com/insights/sins-greenwashing
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occurs when “an organisation intentionally communicates false or misleading
green claims” (p. 245), emphasising the importance of external accusation in
identifying greenwashing. On the other hand, strategic ambiguity can also
shield organisations from accusations of greenwashing by showing a broad
commitment to sustainability goals without being pinned down to specific
actions that may be more easily criticised.

In addition, all analysed companies tend to highlight the external valida-
tion they receive for their environmental CSR activities. Only in the analysed
U.S. companies’ communication of sustainability, external recognition is
also frequently mentioned with respect to their social CSR activities. This
discursive pattern of impression management via recognition by external
authorities helps companies enhance their credibility and enables them to
avoid self-praise as illustrated in the following examples from OMV, Lukoil and
ConocoPhillips:

Die OMV wurde im Jahr 2019 mit CDP ,Leadership A-“ ausgezeichnet und
zahlt somit unter alle Sektoren Gsterreichweit zu den Top fiinf Unterneh-
men, die einen CDP Leadership Score von A/A- erreicht haben. Damit gehort
die OMV zu den fithrenden Unternehmen in der globalen Ol- und Gasbran-
che und demonstriert seine hohe Transparenz in Bezug auf konkrete Ziele
und KlimaschutzmafRnahmen zur Reduktion von Treibhausgasemissionen
als auch externe Verifizierung.

(OMV, Klimaschutz)

OMV was awarded CDP “Leadership A-" in 2019 and is therefore one of the
top five companies in all sectors in Austria that have achieved a CDP Leadership
Score of A/A-. This makes OMV one of the leading companies in the global oil
and gas industry and demonstrates its high level of transparency with regard to
concrete goals and climate protection measures to reduce greenhouse gas emissions
as well as external verification.

(OMV, Climate protection, emphasis added)

Yxe 6-oi roa noapss KomnaHus yyacTByeT B pelTUHIE OTKPLITOCTM Hed-
TerasoBbix KomnaHun Poccumn B chepe akonornyeckom OTBETCTBEHHOCTU.
Mo uTtoram gesTtensHocTn 3a 2018 rog Mpynna «/TYKOW/1» yaepxuBaet
4-e MecTo cpeau 20-Tu HedTerasoBbix KoMnaHuii. KomnaHua otmeueHa
AUMIOMOM «3a JOCTMXKEHUA B o6nacTu npo3pauHocTu. CreneHb NoTeH-
LMANbHOTO BO34EWCTBMS HAa OKPYXAILWY Cpejy YYaCTHUKOB penTuHra
oueHMBalOT BcemupHbii doHa amkoin npupoasl (WWF) Poccumn n aHanm-
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Tuyeckasa rpynna KPEOH. dkonoruyeckas s¢pdektuBHOCTb komnanun TIK
OLLeHUBAETCA MO psajy rnokasaTesne, TakmMx, Kak KauyecTBO 3KO0MMYeCcKoro
MeEHEeIXXMEHTA, CTENEHb BO3AEMCTBUS Ha OKPYXXatoLLyto Cpefy U packpbiTue
MHbopmaLnu.

(Lukoil, 1o6poBO/bHbIE MHULUATUBI)

Forthe 6" yearin a row, the Company has participated in the rating of transparency
of Russian oil and gas companies in the field of environmental responsibility. Based
on the results of activities for 2018, the LUKOIL Group maintains 4" place
among 20 oil and gas companies. The company was awarded a diploma “For
achievements in the field of transparency. The degree of potential impact on
the environment of the rating participants is assessed by the World Wildlife Fund
(WWEF) Russia and the analytical group CREON. The environmental performance
of fuel and energy companies is assessed based on a number of indicators, such as
the quality of environmental management, the degree of environmental impact,
and information disclosure.

(Lukoil, Voluntary initiatives, emphasis added)

The Human Rights Campaign’s 2018 Corporate Equality Index recog-
nised us for our commitment to lesbian, gay, bisexual and transgender
equality in the workplace. In 2018, we also were named as a Best Employer
for Diversity by Forbes and listed as one of the Top 25 Companies for Di-
versity by the Texas Diversity Council. While we have been recognised for
our inclusion efforts, we know that it takes ongoing commitment to make
sustainable progress. So, we continue to provide training, build awareness
and reinforce accountability at all levels of the organization and focus on
behaviours and processes that build an environment where everyone has
the opportunity to succeed.

(ConocoPhillips, Diversity and Inclusion, emphasis added)

In summary, the analysis reveals that the social and environmental CSR ini-
tiatives of the examined companies are primarily driven by economic bene-
fits, aligning with the economic rationality model of the Triple Bottom Line.
The companies also communicate their CSR activities through broad, general
statements characterised by strategic ambiguity, which allows them to remain
flexible and adaptable, addressing diverse stakeholder perspectives without
necessarily committing to specific actions or targets.

It is worth reiterating at this point that although economic performance is
not explicitly addressed in the sustainability communication of most compa-
nies, a closer inspection of the argumentative patterns reveals that economic
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concerns remain an underlying theme. While not overtly emphasised, the
connection between economic performance and social and environmental
issues becomes evident and reinforces the idea that these dimensions are
often framed as instrumental to achieving long-term economic success. This
observation ties back to the earlier discussion in Section 4.2, where we noted
that, despite its absence in direct discourse, the shareholder-value orienta-
tion continues to subtly influence the overall sustainability communication
strategy.

5. Discussion

The analysis highlights a transnational convergence in how the studied compa-
nies approach CSR. This is evident in their alignment with the economic ratio-
nality model, as well as their use of strategic ambiguity. At the same time, local
differences remain visible at a more granular level—for instance, a stronger
emphasis on corporate philanthropy in the Russian and Polish companies and
a focus on diversity and inclusion in the U.S. companies, and to a lesser degree
also in Austria, when it comes to social CSR. These patterns can be understood
through various concepts and theoretical frameworks that explore the interac-
tion between global and local trends.

The concept of ‘glocalisation’ is particularly relevant here. In business, glo-
calisation refers to adapting global strategies to resonate with local needs—a
balance between global standardisation and local customisation (Roudometof,
2016, pp. 106—113). This idea, often described as a kind of “micro-marketing”
(Robertson, 1995, p. 29), acknowledges that while global companies may face
common expectations across markets, they must still account for local differ-
ences, such as preferences, income levels, and cultural values within regional or
national markets (Roudometof, 2016, p. 111). In our case, however, sustainabil-
ity practices do not originate from the headquarters of a multinational corpo-
ration and then adapt locally. Instead, we observe the seemingly independent
adaptation of sustainability concepts by various energy companies across dif-
ferent countries, suggesting a more complex interaction between global and
local elements.

Another useful framework is ‘translocality’ (Roudometof & Carpentier,
2022, pp. 335—328), which emphasises the active role of local communities
in shaping ideas or practices that are shared globally. It also underscores the
importance of digital media 2.0 and 3.0 in facilitating global interconnect-
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edness. Unlike glocalisation, which typically describes a top-down approach,
translocality focuses on the contributions and adaptations made by local
actors themselves. While translocality provides valuable insights into how
global ideas are adapted to local contexts, it is less effective in explaining the
emergence of similar forms of sustainability communication across diverse
countries and regions. This limitation arises because CSR and sustainabil-
ity are not fields rooted in grassroots movements but are instead driven by
institutional and corporate initiatives.

A broader understanding of glocalised practices in CSR might come from
what Roudometof and Carpentier (2022) refer to as the “world society perspec-
tive” (p. 328). This approach suggests that global trends often adapt themselves
naturally to local contexts. In CSR, this perspective is linked to ‘organisational
isomorphism, where similar practices spread globally as companies adopt
standardised approaches to be competitive and relevant (Roszkowska-Menkes
& Aluchna, 2018; see also Tang et al., 2015). Several factors drive this global
convergence. Drori et al. (2014, p. 93) identify three key drivers in their model:
standards from leading institutions, imitation of successful peers, and current
management trends.

As a result, the shared CSR approaches observed among these companies
reflect abroader global trend, one thatincludes local adjustments but is largely
shaped by universal pressures to align with recognised best practices, regu-
lative standards and norms and the like. The observed convergent discursive
patterns and practices—such as reliance on external validation for impression
management, orientation toward international standards and benchmarking
criteria, and generic aspirations for leadership—support this interpretation.

Taking into account the nature of the medium, corporate websites being
Web 1.0 applications transmitting messages following the one-to-many pat-
tern, and contextual factors such as the language in which sustainability mes-
sages are presented and perceived, we can better understand the observed lo-
calisation in the communication of sustainability. Limited international acces-
sibility of content in languages such as Polish, Russian, or even German likely
favours a more localised approach to sustainability communication. In these
cases, the absence of strong public pressure or benchmarking by international
audiences—due to the content being presented in the national language—re-
duces the incentive for companies to adopt more globalised messaging.

Conversely, providing content in English transforms corporate sustain-
ability communication into a global message, reaching audiences beyond
national borders. This explains the adoption of strategies of ‘delocalisatior?,



https://doi.org/10.14361/9783839476291-009
https://www.inlibra.com/de/agb
https://creativecommons.org/licenses/by-sa/4.0/

N. Thielemann and Z. Savych: Sustainability communication

such as the generic references to ‘communities where we operate’ which re-
flect a form of de-contextualised internationalisation. It also highlights how
Western or Global North trends—such as the focus on diversity and inclusion
within social CSR observed with the analysed U.S. companies—are promoted
and integrated into corporate narratives. These trends spread intrinsically
through the influence of global standards and best practices.

At the same time, local socio-political and legal frameworks significantly
shape sustainability communication. In the case of Russian firms, for instance,
these frameworks necessitate tailored practices and communication strategies
that align with local regulations and political environments, diverging from
Western best practices.

Ultimately, the analysed companies demonstrate varied approaches to nav-
igating this complex field, each adopting their own version of ‘glocalised’ cor-
porate social responsibility (CSR). These strategies balance global influences
with local demands, reflecting both the pressures of internationalisation and
the imperatives of localised adaptation.

6. Conclusions

This study explored the interplay of divergent and convergent trends in the
communication of sustainability on corporate websites, using a sample of na-
tional companies operating in distinct markets shaped by specific socioeco-
nomic, cultural, and legal framework conditions. By doing so, the study sheds
light on (g)localised strategic communication in an era of increasing global in-
terconnectedness.

The findings reveal a convergence in the conceptualisation of sustainabil-
ity, with all analysed companies framing their efforts as aligned with priori-
tising shareholder value. However, significant differences also emerge, indi-
cating that sustainability communication is adapted to local contexts, which
points to an East-West divide. Notably, the Austrian company included in the
study sometimes leans towards the identified Eastern patterns and, at other
times, aligns more closely with Western trends. These differences underscore
the glocal nature of sustainability communication, where global trends inter-
act with local specificities. Theoretically, the findings align with frameworks
such as (g)localisation, which emphasise the balance between global standard-
isation and local adaptation.
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Practically, the role of language in digital communication emerges as crit-
ical. English-language content transforms corporate sustainability messaging
into a globally accessible discourse, subject to international benchmarking
and scrutiny. In contrast, content presented in national languages—such as
on the corporate websites of the Polish or Russian companies included in the
study—reflects a more localised approach, often catering to specific socio-
political and cultural contexts.

The dual forces of globalisation and localisation are further mediated by the
strategic use of digital platforms. The one-to-many communication pattern
of corporate websites (Web 1.0) allows companies to project curated sustain-
ability narratives to diverse audiences. However, the lack of interactivity lim-
its the potential for deeper engagement, including intercultural engagement.
This limitation is particularly relevant for U.S. companies, which provide con-
tent in English and are thus more exposed to global scrutiny and engagement.
The choice of a distinctly transmissive digital platform safeguards commercial
organisations from their top-down sustainability communication being chal-
lenged or altered.

In conclusion, the study highlights that sustainability communication in
the digital age is not merely a replication of global best practices, but a dynamic
process shaped by the intersection of global trends, local demands, and the
unique affordances of digital media. This interplay not only fosters the spread
of global trends but also reveals the persistence of localised strategies driven by
regulatory and cultural imperatives. The result is a spectrum of glocalised CSR
practices, illustrating how companies navigate the complex terrain of digital
interculturality to align their messaging with both global expectations and lo-
cal realities.
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