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Abstract 
During the years, different authors underline the role of CSR communication as an instrument of transparency 
towards the stakeholders of each company. In the scenario emerge the importance of stakeholder engagement for 
estabilish between company and stakeholders “proactive and ongoing dialogue”, trough Internet and it’s tools as 
a facilitator of corporate communicative action. With the aim of communicating with the stakeholders, 
companies can implement different methods of engagement. Operating in different sectors many time it is an 
additional variable that influences the practice of CSR communication, will it be the same for the stakeholder 
engagement methods adopted? This contribution analyses, through a content analysis, all the stakeholder 
engagement tools used by the 316 companies listed in DJSI on their institutional websites. The DJSI companies 
are strongly motivated to commit in economic, social and environmental terms and belonging to 24 different 
sectors thus allowing to carry out inter-sectoral analyzes. There are two main results: prevailing use of one-way 
communication tools regardless of the sector of the company and a widespread choice to use social media as the 
main two-way communication tool. If the sector of belonging, in other study has turned out to be an influential 
variable, the same cannot be said in relation to stakeholder engagement tools. This study has three main 
limitations: data change speed, language and method. In the future, understanding the expectations and needs of 
stakeholders related to CSR communication could be intersting to analyse. 
Keywords: stakeholder engagement, CSR communication, internet, digital tools 
1. Introduction 
Corporate Social Responsibility (CSR) has undergone a huge evolution over time: both doctrine and practice 
have, in fact, proposed a plethora of definitions, tools, and techniques that have followed one another over the 
years. Almost every modern organization is in one way or another involved in CSR activities (De Jong & Der 
Meer, 2017). As recognized by Schoeneborn, Morsing, and Crane (2020) through CSR communication CSR 
practices can become “talked into being” (p. 7). Several authors and organizatioans (as Corporate Sustainability 
Assessment of SAM) stress the role of CSR communication based on two key words: transparency and dialogue 
with stakeholders (Kim, 2014; Kim & Ferguson, 2018; Lim & Greenwood, 2017; Yekini et al., 2019; Seele & 
Lock, 2014).  
In this scenario emerges the importance of companies to establish a “proactive and continuous dialogue” 
(Morsing & Schultz, 2006) with its stakeholders. Stakeholder questions to companies range from ways of 
resolving the criticalities encountered by the company up to knowledge of performance in all its dimensions 
(economic, social and environmental) (Thomson & Bebbington, 2005). The practice of stakeholder engagement 
is in fact becoming a real strategy of companies that try to anticipate all the probable demands and needs of 
stakeholders (Pucheta-Martínez & Gallego-Álvarez, 2020).  
The communication of performance in its three-dimensional ignition (economic, social and environmental) to all 
stakeholders, is one of the key points of CSR. Clearly, therefore, the importance of communication and dialogue 
with stakeholders, each company will seek to use all available technologies to achieve this objective (ISO-OECD, 
2017).  
With the aim of communicating with the stakeholders, companies can implement different methods of 
engagement including: surveys, brochures, forums / workshops, social channels and others (Adams & Frost, 
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2006; Li & Li, 2014; Owen et al., 2001; Swift, 2001; Thomson & Bebbington, 2005; Unerman & Bennett, 2004). 
But it is clear from literature and practice that trough Internet is easily, quickly and cheaply allows companies to 
communicate with their stakeholders (Adams & Frost, 2006; Correa-Garcia et al., 2018; Guillamón-Saorín & 
Martínez-López, 2013; Lodhia & Stone, 2017; Nelson, 2019). Some autors underlined the internet potential to 
establish a two-way communication and foster a dialogue with stakeholders on CSR topics (Esrock, & Leichty, 
1998; Unerman, & Bennett, 2004). But few studies focues on the use of CSR communication channles in 
different industry sector. This paper addresses the main question as whether CSR information disclosure on 
corporate websites is different inter-sector? 
Operating in different sectors many time it is an additional variable that influences the practice of CSR 
communication. The precedent studies highlighted a significant variability in the type and level of social and 
environmental information, as well as economic, by companies operating in the different industry (Brammer & 
Pavelin, 2006; Bozzolan, O’Regan &Ricceri, 2006) but few authors focused on the difference of CSR 
communication tool inter-sector. Only some scholars have showed that the companies belonging to the services 
sector appear less interested in responding to expectations of what may be relevant for stakeholders and disclose 
less accurate information; while companies that produce and trade energy resources tend to greater transparency 
and compliance with sustainability reporting standards, given the pressure to which they are subjected by 
institutions, activists, customers, in demonstrating their socially responsible behavior towards the protection of 
resources natural (Torelli, Balluchi & Furlotti, 2019).  
In this field, the paper aims to empirically investigate the use of stakeholder engagement method in particular the 
Internet- based tool by the listed companies of the DJS index. The research questions are “Which method of 
engagement DJSI companies use? Is the choice of method different between sectors?”. 
This contribution analyses, through a content analysis, all the stakeholder engagement tools used by the 316 
companies listed in DJSI on their institutional websites. The objective of this study is to exposes this centrality 
by throwing light to the extent to which the DJSI companies is using the communicative capabilities of the 
Internet to develop innovative stakeholder engagement initiatives. The paper is structured as follow: the CSR 
background, the method, and finally, the results are discussed, underlining the limitation of the study. 
2. Background 
Corporate social responsibility (CSR) has become a frequent topic of discussion and research. The United Nation 
underlined the relevance of CSR communication by organizations and declared that the “communication can 
take a variety of forms with affected stakeholders, and formal public reports” (United Nation, 2011, p. 24). In 
this scenario emerge the importance to engage the stakeholders in dialogue trought the use a variety of method of 
engagement, like: internet, bulleting and letters, surveys, focus groups, media and many others (AA1000 
Standard, 2015). 
Stakeholders are “any group or individual who can effect, or is affected by, the achievement of a corporation’s 
purpose” (Freeman, 1984, p. vi). Social accounting information allow users (stakeholders) to assess whether the 
entity is socially, financially and environmentally responsible (Gray & Guthrie, 2007, p. 23). Stakeholder 
engagement is an important part of good business practice and may prove helpful in managing risks successfully 
and enhancing stakeholder benefits (Pucheta-Martínez et al. 2020, p. 2). 
Over time, different classifications of the method of engagement stakeholders emerge from the literature. 
Morsing and Schultz (2006) argue that depending on the way in which stakeholders are involved, the dialogue is 
diversified into: information strategy for stakeholders; stakeholder response strategy; and stakeholder 
engagement strategy. Inspired by Habermas' theory of ethical discourse (1990), Seele and Lock (2014) classify 
the communication tools of CSR in: instrumental (corporate) or deliberative and published or unpublished. 
Recently the AA1000 Stakeholder Engagement Standard (2015) states that there are two levels of engagement: 
those that allow one-way communication and those that favor two-way engagement (Kim, 2014; Morsing & 
Schultz, 2006; Seele & Lock, 2014). With regard to this last category, the OECD has recognized the potential of 
two-way communication tools to allow for "effective involvement of interested parties" (OECD, 2017, p. 29). 
The medium that today allows companies to disseminate the greatest amount of information at low cost (Jose 
and Lee, 2007; Ha and James, 1998; Wanderley et al., 2008) is: Internet. This tool is increasingly used also 
specifically for information relating to the CSR theme as it allows for dialogue with interested parties (Esrock, & 
Leichty, 1998; Unerman, & Bennett, 2004). Companies have noted that thanks to the Internet they have the 
possibility to: redefine stakeholder expectations and not just collect information (Bonsón & Ratkai, 2013), 
interact with stakeholders and differentiate and personalize messages, based on their information needs (Adams, 
& Frost, 2006; Wheeler, & Elkington, 2001). But few and not recently studies have shown that there are several 
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variables (such as size, sector and country) that can impact CSR activities on the website (Frostenson et al., 2011; 
Tagesson et al., 2009; Tetrevova et al., 2019; Wanderley et al., 2008). It is important to investigate whether there 
are differences between industry sector regarding stakeholder engagement through corporate websites.  
There are other studied that shown a significant variability in the type and level of social and environmental 
information, as well as economic, by companies operating in the different industry (Brammer & Pavelin, 2006; 
Bozzolan, O’Regan &Ricceri, 2006). For example, companies with a high environmental impact tend more to 
publish non-financial information (Brammer & Pavelin, 2008; Gamerschlag et al., 2011; Young & Marais, 2012) 
and also companies that carry out high-risk environmental activities (for example: energy, transport, 
infrastructure, chemicals, construction, mining and industrial) are more inclined to disclosure its environmental 
performances (Deegan & Gordon, 1996; Haddock-Fraser & Tourelle, 2010; Hassan & Ibrahim, 2012; Patten, 
2002). Some scholars have highlighted that the companies belonging to the services sector appear less interested 
in responding to expectations of what may be relevant for stakeholders and disclose less accurate information; 
while companies that produce and trade energy resources tend to greater transparency and compliance with 
sustainability reporting standards, given the pressure to which they are subjected by institutions, activists, 
customers, in demonstrating their socially responsible behavior towards the protection of resources natural 
(Torelli, Balluchi & Furlotti, 2019). In this study the focus is on the different approach to CSR communication 
tools by companies from different sectors.  
3. Method 
The purpose of this study is to analyse the use of internet-based CSR information communication tools by DJSI 
listed companies. It was chosen to take as sample analysis the DJSI companies because: provides for the 
presence of companies not only strongly motivated to commit in economic, social and environmental terms 
(Hawn et al., 2018) but also belonging to 24 different sectors (figure 1) thus allowing to carry out inter-sectoral 
analyzes. 
The decision to focus on Internet tools is due to the potential stated by previous studies of this medium as a 
means of direct communication to ensure transparency (among others, Frost et al., 2005; Patten, 2002; Patten & 
Crampton, 2004; Williams & Pei, 1999).  
Of the 317 listed companies of DJSI (full list available on SAM), 46% are European, 26% Asian, 22% American, 
5% Australian and the remaining 1% African. Several sectors are included in the sample: Capital goods (10.4 %), 
banking (8.5 %), materials (7.6 %), real estate (6.5%), software and services (5.4%). 
 

 
Figure 1. DJSI listed companies by industry groups 
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In order to answer the search question, a content analysis (Krippendorff, 2018) was carried out on the company 
websites of the 316 listed companies of DJSI (one company does not have access to the institutional website). 
This method has been used by other authors in the past to analyse and compare the websites of a sample of 
companies by examining their CSR activities (Basil & Erlandson, 2008) and style of presentation sites to 
communicate CSR (Chaudhri & Wang’s, 2007; ADI & Grigore, 2015). Content analysis mainly helps to organise 
information in such a way as to simplify data analysis and interpretation of results (Singh, 2020). Content 
analysis, used as a research technique to make reproducible and valid deductions from data into their context” 
(Krippendorff, 2018). The application of this method requires a rigorous analysis that follows strict rules on 
which data to collect and how to encode and measure it (Milne & Adler, 1999). For all companies, the relevant 
dimension of CSR (Siano et al., 2016) was sought on the company websites, by assigning “Yes” or “No”. The 
“search” tool of each website is used with keywords representing the different relevant dimensions that are: CSR 
section, CSR report, General contact (mail/form), FAQ about CSR, CSR specfic e-mail/form, questionnaire, 
forum/blog, report on meetings and consultations, stakeholder engagement dedicated section and news section. 
The analysis is started from the home page of the company’s website. Secondly, sections on stakeholder 
engagement and corporate social responsibility are analysed (if available). All the website have been carefully 
analysed following the same rules and annotating the data deriving from the analysis on an encoding sheet on 
Excel so that you can then verify and reprocess the collected data. 
4. Results 
To answer research questions this study investigates one-way and two-way published communication tools by 
DJSI companies through Internet. According to the AA Stakehodlder engagement Standard (2015) classification, 
I explored the organizations which are using internet-based tools as method of stakeholder engagement on CRS 
issues. For some companies the web page does not work, or no English language is used, so in this cases “not 
accessible” is indicated.  
4.1 One-Way Communication Tools  
The Figure 2 shows the use of the one-way communication tools by DJSI listed companies. These tools provide 
for the company’s communication to its stakeholders without any feedback from them. In this category of tools, 
this study includes: CSR section; News Section, CSR report, reports on meetings and/or consultations, 
accessibility issues and frequently asked questions (FAQs).  
 

 

Figure 2. One - way published communication tools used by DJSI listed companies 
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consulations with stakeholders (18%) and FAQ about CSR (8%).  
After making a macro analysis of the one-way communication tool, a focused analysis is carried out for each 
industry sector of its membership. 
Of all the sample, 96% of companies have a section of the website dedicated to CSR but with different names 
(“sustainability”, or “our responsability”). All sectors of the DJSI sample welcome this choice with high 
percentages to devote a section to CSR acknowledging its importance. The lowest percentage is found in the 
Insurance sector while recording a presence of 81% of companies with dedicated CSR.  
 

 
Figure 3. Sectors of companies that have the CSR section 
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Table 1. Sectors of companies publish CSR report 
Industry Group Company with CSR report % of Total 

Automobiles & Components 10 100% 

Banks 27 100% 

Capital Goods 33 100% 

Commercial & Professional Services 6 86% 

Consumer Durables & Apparel 10 100% 

Consumer Services 5 83% 

Diversified Financials 15 100% 

Energy 16 100% 

Food & Staples Retailing 6 100% 

Food, Beverage & Tobacco 13 100% 

Health Care Equipment & Services 12 100% 

Household & Personal Products 6 100% 

Insurance 12 75% 

Materials 23 96% 

Media 6 100% 

Pharmaceuticals, Biotechnology & Life Sciences 10 91% 

Real Estate 20 100% 

Retailing 10 100% 

Semiconductors & Semiconductor Equipment 6 100% 

Software & Services 15 88% 

Technology Hardware & Equipment 10 91% 

Telecommunication Services 8 89% 

Transportation 9 82% 

Utilities 12 80% 

Total 300 95% 

 
Similar considerations are found for the presence of sections dedicated to News (94.64 % of total companies). In 
this case, the sector with the lowest percentage (50%) of this instrument’s presence is the Media sector. 
Paradoxically, perhaps due to the use of other types of tools to communicate new ones to its stakeholders. Then 
follows the Pharmaceuticals, Biotechnology & Life Sciences sector with 73%. But always acknowledging high 
adherence values. 



ijbm.ccsenet.org International Journal of Business and Management Vol. 16, No. 2; 2021 

102 
 

 
Figure 5. Sectors of companies that have News section 

 
Significantly lower percentages are recorded in relation to the presence of a section dedicated to stakeholder 
engagement equal to 32 % of all the companies in the sample. The two sectors where the companies that choose 
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Figure 6. Sectors of companies that have SE section 
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issues. 
Again, the sector which deviates the most from the general figure is Insurance, with 44% adherence to it, 
followed by Retailing (40%). Finally, even less use is made of the FAQs for CSR, which in general was adopted 
by only 7% of the companies in the sample. FAQs are answers to questions which it is taking to have been 
fortified by an interested party. In this case, no sector records data other than general data. 
 

 
Figure 7. Sectors of companies that have accessibility section 

 

 
Figure 8. Sectors of companies published report on meetings and consultations 
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Figure 9. Sectors of companies published FAQ about CSR in website 
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are the most used tools to engage stakeholders (83%). Only 35 companies implemented forums and blogs. It was 
found that feedback questionnaires are used by only 1,5% of the DJSI listed companies. The last focus in on 
social media used by 261 companies and it is a good results.  
The analysis is then carried out at sectoral level. The analysis underlines that 122 of the websites have adopted 
e-mail, while 113 have used web modules capable of delivering a message directly to the web page and 28 have 
chosen both (the rest chooses only physical address and/or phone number). 
However regard the e-mails all sectors have liena percentages with the sample (38%) except higher peaks 
reached by the Car sector, Real summer, Retailing with 60% and the Semiconductors & Semiconductor 
Equipment sector with 67 %. The lowest peaks are recorded for Utilities (12%) and Commercial & Professional 
Services (13%). For the form, the sector which deviates positively from the overall figure is the Consumer 
durables & Apparel sector with 60 %, while the Diversified Financials sector (13%) is negatively affected. They 
claim to use both e-mails and 8% of the sampled companies mainly in the Household & Personal Products sector, 
as 50% of all companies in that sector have both tools. 
 

 
Figure 11. Sectors of companies published General contract in website: e-mail 

 

 

Figure 12. Sectors of companies published General contract in website: form 
 

122

6 10 9 1 3 2 8 9 3 4 3 1 6 6 3 5 12 6 4 5 7 2 5 2
0%
10%
20%
30%
40%
50%
60%
70%

0
20
40
60
80

100
120
140

m
ai

l
Au

to
m

ob
ile

s &
…

Ba
nk

s
Ca

pi
ta

l G
oo

ds
Co

m
m

er
cia

l &
…

Co
ns

um
er

 D
ur

ab
le

s…
Co

ns
um

er
 S

er
vi

ce
s

Di
ve

rs
ifi

ed
 F

in
an

cia
ls

En
er

gy
Fo

od
 &

 S
ta

pl
es

…
Fo

od
, B

ev
er

ag
e 

&
…

He
al

th
 C

ar
e…

Ho
us

eh
ol

d 
&

…
In

su
ra

nc
e

M
at

er
ia

ls
M

ed
ia

Ph
ar

m
ac

eu
tic

al
s,…

Re
al

 E
st

at
e

Re
ta

ili
ng

Se
m

ico
nd

uc
to

rs
 &

…
So

ftw
ar

e 
&

 S
er

vi
ce

s
Te

ch
no

lo
gy

…
Te

le
co

m
m

un
ica

tio
n…

Tr
an

sp
or

ta
tio

n
Ut

ili
tie

s
N. of company with general contact %

113

3 7
18

4 6 3 2 4 1 6 6 1 3 12 5 7 2 1 6 4 4 3 5
0.00%
10.00%
20.00%
30.00%
40.00%
50.00%
60.00%
70.00%

0
20
40
60
80

100
120

fo
rm

Au
to

m
ob

ile
s &

…
Ba

nk
s

Ca
pi

ta
l G

oo
ds

Co
m

m
er

cia
l &

…
Co

ns
um

er
…

Co
ns

um
er

 S
er

vi
ce

s
Di

ve
rs

ifi
ed

…
En

er
gy

Fo
od

 &
 S

ta
pl

es
…

Fo
od

, B
ev

er
ag

e 
&

…
He

al
th

 C
ar

e…
Ho

us
eh

ol
d 

&
…

In
su

ra
nc

e
M

at
er

ia
ls

Ph
ar

m
ac

eu
tic

al
s,…

Re
al

 E
st

at
e

Re
ta

ili
ng

Se
m

ico
nd

uc
to

rs
…

So
ftw

ar
e 

&
…

Te
ch

no
lo

gy
…

Te
le

co
m

m
un

ica
ti…

Tr
an

sp
or

ta
tio

n
Ut

ili
tie

s

N. of company with general contact %



ijbm.ccsenet.org International Journal of Business and Management Vol. 16, No. 2; 2021 

106 
 

 

Figure 13. Sectors of companies published General contract in website: mail/form 
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overall sample by 60%. Telecommunication Services and Real Estate sector only have CSR e-mails and forms 
for 10% of the sample. 
 
Table 2. Sectors of companies with specific e-mail/form 
Industry Group N. of company with Specific E-mail/form % of Total
Automobiles & Components 3 30,00% 
Banks 7 25,93% 
Capital Goods 14 42,42% 
Commercial & Professional Services 3 42,86% 
Consumer Durables & Apparel 5 50,00% 
Consumer Services 1 16,67% 
Diversified Financials 5 33,33% 
Energy 8 50,00% 
Food & Staples Retailing 1 16,67% 
Food, Beverage & Tobacco 4 30,77% 
Health Care Equipment & Services 3 25,00% 
Household & Personal Products 2 33,33% 
Insurance 9 56,25% 
Materials 14 58,33% 
Media 3 50,00% 
Pharmaceuticals, Biotechnology & Life Sciences 2 18,18% 
Real Estate 2 10,00% 
Retailing 6 60,00% 
Semiconductors & Semiconductor Equipment 3 50,00% 
Software & Services 3 17,65% 
Technology Hardware & Equipment 4 36,36% 
Telecommunication Services 1 11,11% 
Transportation 3 27,27% 
Utilities 2 13,33% 
Total 108 34,07% 
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As regards the presence of specific questionnaires on companies’ websites, it is clear that this is not a tool used 
and a maximum of 12% of the total companies in the insurance sector make use of them. The results for the 
forum and blog tool are slightly higher and in the past they were widely used, while analysis of the sample shows 
the presence of 11% of companies where the Software and Servicies sector stands out, as 70% of companies in 
the sector still use it with a clear distinction from others. 
 
Table 3. Sectors of companies with questionnaire in website 
Industry Group N. of company with questionnaire in website % of Total 
Banks 1 3,70% 
Consumer Durables & Apparel 1 10,00% 
Insurance 2 12,50% 
Technology Hardware & Equipment 1 9,09% 
Total 5 1,58% 
 
Table 4. Sectors of companies with Forum/Blog in website 
 Industry Group  N. of company with Forum/Blog in website % of Total
Automobiles & Components 1 10,00% 
Banks 4 14,81% 
Capital Goods 1 3,03% 
Commercial & Professional Services 1 14,29% 
Diversified Financials 1 6,67% 
Health Care Equipment & Services 1 8,33% 
Materials 1 4,17% 
Media 1 16,67% 
Pharmaceuticals, Biotechnology & Life Sciences 2 18,18% 
Real Estate 4 20,00% 
Retailing 1 10,00% 
Software & Services 12 70,59% 
Technology Hardware & Equipment 3 27,27% 
Telecommunication Services 1 11,11% 
Utilities 1 6,67% 
Total 35 11,04% 
 
Finally the last focus in on the use of social media. The analysis of the 316 websites of the DJSI companies 
shows that 80% of the sample presents link to one social channel. The 71% of them have, at least, Twitter (72%), 
Linkedin (70%) and Facebook (67%). This is more or less shared by all sectors. The chart shows that the lowest 
peaks of the line were reached in the Semiconductors & Semiconductor Equipment sector with 33% and 
Telecommunications Services with 44%. The other sectors all have a strong proposal to use social media. 
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Figure 14. Sectors of companies that used social media 

 

 
Figure 15. Type of social media 

 
5. Discussion 
Many authors studied the role of CSR communication based on two key words: transparency and dialogue with 
stakeholders (Kim, 2014; Kim & Ferguson, 2018; Seele & Lock, 2014). This paper investigates the use of the 
internet-based tools to foster CSR communication by DJSI listed companies. The research questions are: Which 
method of engagement DJSI companies use? Is the choice of method different between sectors? 
This question arises in the light of recent studies focused on Internet-based technologies seen as timely 
communication tools available to companies that may decide to use to satisfy the increasing demand of 
stakeholders for transparency on CSR information (Lodhia et al., 2017; Kim, 2019; Moratis & Brandt, 2017). 
As for the first question. The method of engagement is divided into two categories: One-way communication and 
two-way communication. The results reveal that it wins the first category (CSR section, News and CSR report) 
as a major diffusion (94 %) in the companies analysed. A strong result is also achieved by the use of social media 
(80%) as bidirectional communication. Result that confirms the claims of other authors (Lodhia et al., 2017; 
Dunn & Harness, 2018) on the strong use of social media capable of involving a broad stakeholder group on 
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business economic, social and environmental practices and policies. Social media allow companies not only to 
respond promptly to stakeholders’ demands, but also have the ability to “influence” the perception of 
stakeholders in corporate RSI practices (Adi et al., 2015). Tools such as e-mail/web form have also found a 
strong diffusion, but such tools rather than allowing an open and interactive speech allow the company to “say, 
not listen” (Grunig & Hunt, 1984). In fact, the lack of use of forums and blogs by companies confirm this trend 
towards unidirectional communication rather than bidirectional. Not to be overlooked are the results on 
accessibility: A considerable part of DJSI websites (79%) did not provide information on accessibility, 
apparently neglecting the opportunity for stakeholders with disabilities to interact with them. A reflection 
emerges in this regard: If the goal is to involve stakeholders by communicating the company’s social 
commitment, how can it be achieved if the communication tools adopted by the company do not allow everyone 
access to information? Investing in accessibility by companies is important, bearing in mind that the CSR 
Communication clearly driven by extrinsic motivations could have a negative impact on stakeholders’ 
judgements (Du et al., 2010). 
Regard the second research question. In contrast with the findings suggested by several studies according to 
which sector specific affects firms’ operation and behaviours (Wanderley et al., 2008) and have a significant 
variability in the type and level of social and environmental information (Brammer & Pavelin, 2006; Bozzolan, 
O’Regan &Ricceri, 2006), the industry sector is not relevant in the present study in fact the influence of 
companies’ sector to the choice of CSR communication tools seems to be marginally relevant.  
In the tool-specific analysis there are very few cases where the behaviour of a sector is markedly different from 
the sample in general. This is the case of the News Section where the average sector uses it at 50% compared to 
the 94% in general declared by the whole sample. The case of the section dedicated to stakeholder engagement 
in the field of Pharmaceuticals, Biotechnology & Life Sciences present in only 9% of the companies in that 
sector compared to 32% of the total that declares it. The Insurance sector instead chooses, unlike the companies 
of other sectors, to use very much (70%) forums and blogs as two-way communication tools. Lack of 
homogeneity between the sample sectors is detected for the use of e-mails and forms where each sector seems to 
make different choices. About the social media are prevalent used to communicate CSR by companies operating 
in services sector. The sectors with a higher percentage of social media adherence are the materials and capital 
goods sectors. This result is in line with what emerges from the literature on the strong propensity to use social 
media by companies most exposed to negative externalities. Through social media, they try to earn the 
confidence of stakeholders with high social expectations every day (Adelopo et al., 2012). We can therefore 
conclude that only in rare cases does the sector of belonging influence the choices of the communication tools 
used.  
6. Conclusion 
Corporate social responsibility (CSR) has become a frequent topic of discussion and research. Many autors and 
relevante entities underlined the importance of CSR communication by organizations. In this scenario emerge 
the importance to engage the stakeholders in dialogue trought the use a variety of method of engagement.  
Given the growing attention to CSR communication and stakeholder enagagement this study carried out a 
complete analysis of all types of internet-based tools, available on the company’s website. The contribution to 
the literature on CSR communication offered by this study concerned the still prevalent use of unidirectional 
tools by companies with a particular focus on sustainability and also the use of social media. The study also 
reveals practical implications for professionals and business managers: understanding the criricity related to the 
use of digital tools of CSR communication (like reputational factor) becomes increasingly important in order to 
be able to establish dialogue with stakeholders and inform them about the CSR activities of the companies 
(Pucheta-Martínez et al., 2020). This study has three main limitations: data change speed, language and 
keywords. The business use of the Web is constantly evolving, over time the results may be different. The study 
does not examine websites set up in languages other than English. Thirdly, the approach to content analysis 
could have a limit due to the attention given only to individual words rather than in some cases to the possible 
analysis of all the narrative content of the tool (Paisey & Paisey, 2006). For future research about the 
phenomenon of stakeholder enegagement, it might be useful to understand the perception of engagement 
methods from the stakeholder perspective so as to understand their perceptions of CSR communication activities.  
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