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ABSTRACT
The research presents a comparative evaluation of mod-

ern CSR business-practices of  companies: Nestlé and Roshen.
In this study, we will compare the CSR of the two companies 
in the confectionery sector of the economy from the point of 
view of its practical implementation, that is, CSR is a myth or 
reality. As the objects of the research, a well-known transna-
tional corporation Nestlé and a Ukrainian corporation Roshen 
were chosen. These companies have been chosen by the au-
thor due to multiple similarities (sector, business model, size, 
etc.) but for the key difference in origin, i.e. Nestle being an 
international corporation and Roshen being a regional leader 
in a CIS country. We compare modern business practices of 
CSRs of these companies for the evaluations diagnostic pa-
rameters: economic, ecological, social, ethical, information 
and managers.

Keywords: corporate social responsibility (CSR), CSR 
business practices, CSR evaluation, diagnostic parameters of 
the company’s CSR evaluation

anotacia
kvlevaSi warmodgenilia korporatiuli so-

cialuri pasuxismgeblobis SedarebiTi Sefaseba 
biznes praqtikaSi arsebuli kompaniebis Nestlé 
da Roshen - is magaliTze. kvlevaSi Sedarebulia 
ekonomikis sakonditro dargis ori kompaniis  
korporatiuli socialuri pasuxismgeblobis 
(ksp-s) Sedareba maTi praqtikuli realizaci-
is kuTxiT, anu ksp - miTia Tu realoba. kvlevis 
obieqtebad SerCeuli iqna cnobili transna-
cionaluri korporacia „nestle“ da ukrainuli 
korporacia „roSen“. avtoris mier aRniSnuli 
kompaniebi SerCeuli iqna mniSvnelovani msgavse-
bebis gamo (seqtori, biznes-modeli, zoma da a.S.). 
da aseve gansxvavebis gamo warmoSobaSi - „nestle“ 
warmoadgens saerTaSoriso korporacias, xolo 
„roSeni“ sng-s qveynebSi regionuli lideria. Se-

darebulia aRniSnuli kompaniebis Tanamedrove 
saqmiani praqtika korporatiuli socialuri 
pasuxismgeblobis kuTxiT diagnostikuri para-
metrebis SefasebisaTvis:  ekonomikuri, ekolo-
giuri, socialuri, eTikuri, sainformacio da 
sammarTvelo. 

sakvanZo sityvebi: korporatiuli socia-
luri pasuxismgebloban(ksp), ksp-s biznes praq-
tika, ksp-s Sefaseba, kompaniis ksp-s Sefasebis 
diagnostikuri parametrebi.

INTRODUCTION
The definition of corporate social responsibility con-

cept (CSR) remains one of the important tasks for many 
academic (i.e. research institutes of Columbia University) 
and business (i.e. ICCA, Egypt CSR forum, etc.) socie-
ties around the world and is closely followed by the CSR 
measurement.

A number of fundamental CSR researchers e.g. Caroll 
(1991, 1999) [2,3], Grayson & Hodges (2014) [9], Husted 
& Allen (2007) [11], Porter & Kramer (2006) [21] creat-
ed a broad conceptual framework to solve this problem. 
In the business environment there are opponents of this 
concept (i.e. Friedman, 1970) [6]. He is not arguing that 
businesses should never engage in activities that increase 
the social welfare; in fact, he argues that free-market cap-
italism itself increases social welfare.

The world’s first complete reference on CSR was 
compiled by the Institute for Corporate Cultural Affairs 
(the ICCA) according to Visser, Matten, Pohl & Tolhurst 
(2007) [30].  The entries have been written by leading ex-
perts, global thinkers and CSR practitioners.

The CSR concept according to Kibert, Thiele, Peter-
son & Monroe (2011) means that companies, in addition 
to complying with the laws, voluntarily assume addition-
al obligations to society in the sphere of ecology, social 
justice and equality to ensure a dignified life on Earth for 
future generations.
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In order for CSR to be accepted by a conscientious 
business person, it must be framed in such a way that it 
would cover the full range of business responsibilities. 
Therefore, after examining multiple points of view (in-
cluding Caroll (1991,1999), Grayson & Hodges (2014) 
and others) on the CSR concept a common CSR may con-
stitute six types of social responsibilities: economic, envi-
ronmental, social, ethical, information and management.

Today, CSR tools are used by business companies to 
form their image, competitive advantages, and to increase 
their investment attractiveness. As never before, investors 
praise the reports of companies and the form of their sub-
mission.

The desire of investors to receive data in a transpar-
ent and understandable way expressed daily in interviews, 
investor relation presentations, and business news (i.e. 
Nestle investor relation presentations), together with the 
growth of social consciousness, served as an impetus to 
the beginning of the transformation of business reporting 
forms. Now it is not enough for the investors to see only 
financial indicators, they need to know how the company’s 
activities affect the environment and the climate, whether 
it respects human rights, whether there are no loopholes 
for corrupt schemes, etc. Information is a necessity, but 
it appears to be extremely difficult to accurately estimate 
it. The response to the demands of stakeholders was the 
emergence of reports on sustainable development, those 
are, the non-financial reports (Global Reporting Initiative, 
2017) [8].

METHODOLOGY
The results of the analysis and generalization of in-

ternational experience in the assessment of corporate so-
cial responsibility of companies (i.e. Global Reporting 
Initiative,2017,Robeco SAM’s Corporate Sustainabili-
ty Assessment Methodology, 2014,MSCI ESG Impact 
Monitor, 2014) have allowed to substantiate and develop 
the diagnostic parameters on the basis of which the au-
thor’s assessment of CSR of companies will be conducted 
[4,5,7,8,10,12].Its key goal is to assess the level of respon-
sibility of companies based on diagnostic parameters in 
terms of six groups of evaluation criteria: economic, en-
vironmental, social, ethical, informational and managerial 
[Table1].

Although there are several scales of CSR assessment 
developed by international organizations, none of those in-
corporate all six groups of factors. Author’s Development 
on the basis of GRI (2017), MSCI ESG Impact Mon-
itor (2014) and Robeco SAM’s (2014) methodologies 
[4,7,8,12,].

The maximum final score of the course (К) that the 
respondent company can receive is 100 points with the 
distribution of the groups of criteria: economic - 20, envi-
ronmental - 20, social - 20, ethical - 10, information - 20, 
managerial - 10 points (in Table 2).

The distribution of scores within the group of evalu-
ation criteria is carried out in accordance with their im-
portance from the point of view of the author. It should 
be noted that depending on the assessment, the respond-
ent company can be classified as “A”, “B”, “C”, “D”, 
“E” depending on the rating, and depending on the score 
obtained for each group of criteria, with low, medium / 
satisfactory, high or very high level of economic efficien-
cy, environmental / social responsibility, corporate ethics, 
information openness, corporate governance (in Table 2).

In this study, we will compare the CSR of the two com-
panies in the confectionery sector of the economy from the 
point of view of its practical implementation, that is, CSR 
is a myth or reality [13-20, 23-29]. As the objects of the 
research, a well-known transnational corporation Nestlé 
and a Ukrainian corporation Roshen were chosen. These 
companies have been chosen by the author due to multiple 
similarities (sector, business model, size, etc.) but for the 
key difference in origin, i.e. The assessed two companies 
are Nestle and Roshen, which operate in the confection-
ery industry and both of them do business internationally. 
Nestle is an international company which has a branch 
in Ukraine, while Roshen is a Ukrainian company which 
works both in Ukraine and internationally, but mostly in 
the CIS region. We intend to compare their corporate so-
cial responsibility efforts and investigate whether it’s a 
myth or reality. 

The respondent companies’ choice has been made to 
Nestle and Roshen to emphasize the potential differences 
in approached to CSR practices in developed and devel-
oping countries. Thus, both companies are chosen to be 
mostly similar but for their geographical origins. These 
origins may have a substantial impact on CSR practices.  
For the study, the time period chosen for the assessment 
was chosen as 2016-2017. The decision regarding the lat-
ter of the above mentioned years is based on two main ar-
guments. On the one hand, there is a need to use the most 
up-to-date data in the research process to argue the current 
state of CSR practices within the companies, but on the 
other hand there is a lack of data available that limits the 
latest date to 2017. 
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DATA
The data set is based on information provided by the 

official websites of Nestle and Roshen, as well as data 
from their non-financial reports available publicly.

The respondent companies’ choice has been made to 
Nestle and Roshen to emphasize the potential differences 
in approached to CSR practices in developed and devel-
oping countries. Thus, both companies are chosen to be 
mostly similar but for their geographical origins. These 

origins may have a substantial impact on CSR practices.
For the study, the time period chosen for the assess-

ment was chosen as 2016-2017. The decision regarding 
the latter of the above mentioned years is based on two 
main arguments. On the one hand, there is a need to use 
the most up-to-date data in the research process to argue 
the current state of CSR practices within the companies, 
but on the other hand there is a lack of data availabile that 
limits the latest date to 2017. 



175

menejmenti da marketingi - MANAGEMENT AND MARKETING  

inovaciuri ekonomika da marTva/ INNOVATIVE ECONOMICS AND MANAGEMENT  #3, 2018

EMPIRICAL RESULTS
The author’s technique of integrated assessment of 

corporate social responsibility of companies and the scale 
are presented in Table 1. As a result of the assessment of 
companies’ CSRs for the specified parameters of the sys-
tem of economic, environmental, social, ethical, informa-
tion and management criteria, based on the analysis of fi-
nancial and non-financial reporting of respondent compa-
nies posted on official sites, the final estimate of CSR (K) 
is calculated as the sum of assessments of the company’s 
activity for each of the specified groups of criteria [6-18].

The choice of indicators and the assessment of the 
boundaries of their values ​​are carried out in accordance 
with the actual content of Nestlé’s non-financial reports, 
which are compiled in accordance with the Guidelines of 
the Global Reporting Initiative [8].

The most used in the world - the Global Reporting In-
itiative (GRI), about 80% of the world’s public non-finan-
cial reports are compiled with their use. They include such 
important concepts as materiality-that is, the definition of 
which transactions to consider essential and mandatory 
for disclosure in the report, and also take into account the 
interests of not only shareholders, but also all interested 
parties. In the 20 years since the 90s, the company has 
earned the status of an expert in this field, which has raised 
the value of its recommendations to a high standard.

The overall scores of the respondent companies are 
shown in the Table 3 above. Nestle lacks 6 points it lost 
in ecological (environmental fines) and social (traumatism 
cases) to get to the maximum score of 100. The Ukrainian 
company Roshen was able to get some points in every cat-
egory (most of them being in economical one), but it clear-
ly lacks a complex approach towards the CSR practices.

Concluding the empirical findings of the respondent 
companies comparison we can confirm the key role of cor-
porate social responsibility of companies, the peculiarities 
of which differ for developed market and emerging market 
countries.

The comparative assessment of corporate social re-
sponsibility of Nestlé and Roshen allowed to clarify the 
range of variational differences and peculiarities of their 
implementation in the system of criteria: economic, envi-
ronmental, social, ethical, informational and managerial.

CONCLUSION
Concluding the empirical findings of the respondent 

companies comparison we can confirm the key role of cor-
porate social responsibility of companies, the peculiarities 
of which differ for developed market and emerging market 
countries.

To date, corporate social responsibility was defined as a 
strategic direction of company’s activities, aimed at achieving 

a financial result with the provision of economic, environmen-
tal, social, ethical, informational and managerial effects (Viss-
er, Matten, Pohl, and Tolhurst, 2007). The author’s tool for 
assessing corporate social responsibility is designed around 
the respondent companies’ responsibility indicators based on a 
set of diagnostic parameters: economic, environmental, social, 
ethical, informational and managerial, and fully reflects the 
CSR indicators provided by the Global Reporting Initiative.

The comparative assessment of corporate social responsi-
bility of Nestlé and Roshen allowed to clarify the range of var-
iational differences and peculiarities of their implementation in 
the system of criteria: economic, environmental, social, ethical, 
informational and managerial.

According to the results, Nestlé’s CSR has a high CSR rate 
of 94 points. In the context of all groups of evaluation crite-
ria, Nestlé has a very high level of economic, environmental, 
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social, ethical, informational responsibility and corporate gov-
ernance.

According to the CSR rating scale, the Ukrainian compa-
ny Roshen has a below low level of final CSR score, namely 
34 points. In addition, the group of economic evaluation is the 
only group in which Roshen has achieved a high score (15 
points out of 20). In the group of environmental criteria for 
assessing CSR Roshen has an average level (8 out of 20), and 
in the social, ethical information and management groups - the 
lowest level. This means that in reality, the high economic per-
formance of the company yields revenue mainly to its own-
ers and the company’s executives poorly consider their social 
responsibility. According to the Ukrainian company’s non-fi-
nancial reports, Roshen has demonstrated a lack of orientation 
towards developing a CSR strategy by simply not mentioning 
any clear steps towards its development. It is at the stage of 
passive compliance with national legislation and the imple-
mentation of some local charitable projects of a conjunctural 
nature, aimed at building its brand image. Therefore, we may 
argue for local companies to perceive the CSR initiatives as a 
marketing tool.

It might be the case that in emerging markets corporate 
social responsibility is on the stage of formation. The emer-
gence and further development of CSR is conditioned by the 

need for tools for sustainable development of society, and the 
aspiration for solving a number of economic, social and en-
vironmental problems. While the dynamic development of 
corporate social responsibility models in the developed 
countries of continental Europe (i.e. multiple initiatives: 
GRI, 2017, Robeco SAM’s, 2014, MSCI ESG, 2014, etc.), 
takes place under the implementation of sustainable devel-
opment initiatives aimed at providing a decent future for 
future generations.

Concluding the results of the study, it has been proven 
that CSR implementation in a Ukrainian based company 
Roshen are far less developed and, what is more impor-
tant, far less addressed in the non-financial reporting. On 
the other hand, an international corporation Nestle has al-
ready addressed most of the CSR factors. Therefore, fur-
ther research may use the results of this study to argue for 
lower level of CSR development in developing countries 
in comparison with the developed ones. Moreover, the ini-
tial analysis in this paper may contribute towards a broad-
er discussion on the gradual integration of CSR principles 
into business strategies of companies taking into account 
the best international experience in this field and existing 
European standards.
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