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ABSTRACT 
 
The main purpose of this study was to illustrate how highly rated hotels operating in Russia 
and Croatia are positioning their CSR practices on their web sites with the special emphasis 
on their CSR measures, related toCOVID-19 crisis. The conclusion is based on the analysis of 
the web-sites of 62 hotels attributed to of upscale to luxury class international hotel brands 
[17], located in major destinations in Russia: Moscow, St, Petersburg, Sochi, Zagreb and 
Dubrovnik as well as in-depth analysis of the information, regarding 8 representative hotels of 
the class investigated in the mentioned cities. The results show that CSR is actively developed 
in all hotel chains investigated, but there is an information problem with the placement of this 
information at specific websites of Russian and Croatian representative hotels, which do not 
apply to the measures related to COVID-19 prevention, which is positioned clearly and in detail 
by the hotels represented. 
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1. Introduction 
 
The global hospitality industry is going through hard times - hotel occupancy plummeted due 
to COVID-19 compared to the demand before the pandemic. Nevertheless, all experts in the 
field of corporate social responsibility (CSR) emphasize the importance of adjusting current 
business processes to the needs of the target market. The guarantees of protection and 
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cleanliness, food safety, quick responses and resolution of issues related to the health of guests 
become the priority. Those inputs cause transformation to CSR focus of the hotel business. 
We believe that it is very important for a hotel to have an open policy of informing consumers 
while the problem exists. On-line resources - websites and social networks are the main sources 
of information during social isolation. 
 
2. Literature review  
 
The concept of CSR, known since the early 1970s, defines it as a collection of policies and 
practices relating to the stakeholders, values, compliance with legal requirements, respect for 
the community and the environment, as well as commitment to the corporate world to contribute 
to sustainable development [5]. It is widely accepted, that the success of the business relates to 
the loyalty of stakeholders’ social disclosure of company, practices lies in the basement of 
trustful and fruity relationship between the companies and their and stakeholders [3], [6]. There 
is a wide array of empirical research examining   the relationship between CSR, corporate 
reputation, brand awareness and customer loyalty in different business sectors [15]. 
 
According to Woldeamanuel at al. (2021) in their research paper “Corporate Social 
Responsibility in Time of COVID-19: What should Researchers Focus on During and After the 
Pandemic” the concept and application of CSR was intensively discussed in academic and 
professional publications before pandemic. The major focus of CSR was related to financial 
performance, corporate governance and business reputation while today, during and after 
pandemic same issues are not of major concern [16].  
 
CSR is the continuing commitment by business to act ethically and contribute to economic 
development of the local community or society at large, along with an increase in the living 
standards of workers and their entire family [13]. (Kotler & Lee, 2005). It can be defined  as a 
business commitment contributing to sustainability development while collaborating with 
different stakeholders such as employees, representatives, families, local communities and the 
general public with the aim to improve the life quality and benefit both; business and the 
development of nations Main components of the CSR traditionally associated in theoretical and 
professional  publications namely: compliance with the legal requirements, ethical values, 
environmental concerns  and respect for the people  [14] and companies do not change, but 
should have the  strong emphasis on safety of the guests and employees in face of Covid-19 
dangers.  
 
According to numerous publications, four dimensions of CSR, including economic, legal, moral 
and voluntary responsibilities influence the reputation of the company, both internal and 
external clients, as long as the other stakeholders [4]. To boost its reputation, the hospitality 
industry is required to conduct its activities in an ethical manner [10]. As Karani (2011) stated 
in addition to enhancing the reputation, CSR activities can also affect patterns of work and a 
sense of ownership to the employees of the hotel where they work, so they become more 
productive. Sense of belonging, ownership, and building the company’s reputation, is not 
separated from the perception of the workers themselves. Thus, perception that arises is 
influenced by demographic factors. [12]. Hoffman (2011) assumed that the company requires 
recognition and social acceptance for the long-term viability (business) with emphasis on the 
emotional aspects of reputation building [7]. 
According to Fombrun (1996), the theory initiates the reputation of corporate identity as the 
first point that is reflected through the company’s name and other views, for example, from 
annual reports, brochures, product packaging, office interiors, employee uniforms, advertising, 
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media, written materials, and audio-visual. He defined corporate reputation as a perceptual 
representation company’s past action and future prospects that describe the firm’s overall 
appeal to all of its key constituents when comparing with other leading rivals. According to him, 
there are four sides of a reputable company that need to be addressed: credibility (credibility in 
the eyes of investors), trustworthiness (trustworthy in the eyes of employees), reliability 
(reliable in the eyes of consumers), and responsibility (responsibility in the eyes of community). 
The research conducted by Gunawan and Paja Putra (2014) amongst 13 five stars’ hotels in 
Jakarta in year 2012 shows that CSR has a significant relationship with the corporate reputation 
and employee engagement.  [9]. Inoue and Lee (2011) discuss that here is a positive correlation 
between the CSR and corporate financial performance in tourism related industries. [8].  
 
In addition, the contemporary approach to CSR concerns the promotion of CSR in different 
media such as official websites of the hotels and social media. Hotel stakeholders are nowadays 
demanding not only for sustainable products and/or services, but also require the 
corporations/the brands to offer greater transparency and to reveal their accountability with 
regards to the way they carry out business [11].  According to the research conducted in 
Bulgaria by Anastassova (2015) the major indicator of CSR reporting on the website of the 
hotels is related to consumer concern (33.8% in 2014 and 38.4% in 2015 amongst other 
indicators such as ecological problems, local communities, etc.) [1]. When analyzed in a 
perspective of current trends and website reporting of CSR in the time of COVID – 19 pandemic, 
there is a relationship between pandemic, health and safety concerns of consumers. Therefore, 
it is very important to anticipate the representation of CSR indicators online using websites as 
a media during the pandemic, especially in international branded hotels in Russia and Croatia. 
 
3. Research methods 
 
In this study, authors consider the general positioning of 4 to 5 star hotels, representing 
international chains, which operate in Russia, according to the selected CSR parameters and 
the availability of information on the measures taken due to COVID-19: the method of content-
analysis was applied to identify how information is presented at local websites hotels situated 
in Russia and Croatia and international websites of hotel chains. The research consisted of two 
stages. In the first stage, the websites of 62 highly rated hotel situated in Russia were analyzed 
with regards to CSR representations where the COVID-19 measures were included as one of 
the important parameters of analysis. Authors believe that the anti COVID-19 measures are 
important dimensions of the CSR and should be translated to all the stakeholders through the 
website of the hotel in the clear and well structured way.  
The second stage of the research was the comparison of the selected representative hotels in 
Russia and Croatia with regards to CSR representation on the hotel websites. In this study, 
authors analyzed the information provided by official online sources (websites) of Moscow, St. 
Petersburg, Sochi, Zagreb and Dubrovnik hotels. The study was conducted from April to 
September 2020, during the full and partial lockdown. 
 
According to this assignment we needed to assess the availability and accessibility of 
information on corporate social responsibility (CSR) posted by Russian hotels in publicly 
available sources. 
The main assessment criteria included: 
 a clear positioning at the local website of the Hotel itself; 
 a clear positioning at the international website of the Hotel; 
  information on safety and measures applied due to COVID-19 at the local websites of the 

Hotels. 
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4. Research results and discussion 
 
As the collected data have shown, comprehensive CSR documents, clear and structured 
information and the entire main CSR policy of hotels are presented and emphasized at the 
official international websites of hotel chains. 
 
The local (specific) websites of hotels are different; they mostly contain commercial 
information and the presentation part. Only two out of eight local hotels had information about 
the CSR, including environmental protection issues, regulatory documents relating to internal 
employees. 

 
Figure 1: Comparison by criteria of information presence on the hotel’s web-sites, % 

 

Source: Authors 
 
One of the characteristics of certain Moscow, St. Petersburg and Sochi hotels which represent 
international chains of top rated hotels is expressly stated measures taken in connection with 
COVID-19, but less emphasized CSR statements. Russian hotel websites focus mainly on sales 
characteristics and hotel reservations. The advantages of CSR are stated natively (in the news 
feed, a blog, in the information which has to be accessed at the websites). 
 
The sections with the information / links to the main website of the chain (the international 
website) are either less obvious (located at the bottom of the pages), or require the user to have 
a specific goal and find the necessary information in the search menu. 
Here are the most illustrative examples of hotels included in our judgment sample. 
The detailed sample included 8 hotels with high average ratings according to several sources, 
such as Luxury Hotels Guide, Booking.com, TripAdvisor (at least 8.7 out of 10 (or at least 4.5 
out of 5) points of the overall rating for the past year). 
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Table 1: Selected Russia-based hotels CSR information representation on the Local and 
International Web-sites according to chosen parameters 

 

No Hotel 
Clear CSR 
Positioning at 
Hotel Website 

CSR presented 
at 
International 
Website 

COVID-19 Safety 
Measures 

1 Novotel Moscow City [18] No yes yes 

2 Hilton Moscow Leningradskay [23,24]  No yes yes 

3 Marriott Grand Hotel Moscow [27,28] No yes yes 
4 The Ritz-Carlton [30] No yes yes 
5 Holliday Inn Moscow Lesnaya [26] yes yes yes 

6 Hotel UKRAINA Moscow (Radisson 
Royal) [35] yes yes yes 

7 
Four Seasons 
LION PALACE ST. PETERSBURG 
[21,22] 

No yes yes 

8 Rixos Krasnaya Polyana Sochi [31, 32] No yes yes 
Source: Authors 

 
Novotel Moscow City is a popular modern business-class hotel, it has an online sales page with 
an emphasis on CSR, and there are no references or documents to the main website or CSR 
documents. But the website https://novotel.accor.com/ provides information on CSR in sections, 
such as environmental protection, quality and service programs, programs for personnel, 
mission and values. There is no publicly available documentation outside the website 
(published material). 
The hotel brands belonging to the Marriot Bonvoy chain, for instance, show a similar trend: the 
websites of The Ritz-Carlton and Marriott Grand Hotel Moscow provide exclusively 
commercial information and present the hotels, with an emphasis on and links to applicable 
measures and cancelled measures related to COVID-19. But the user will not be able to find 
anything about the activities related to the corporate social policy of the companies quickly and 
transparently at the website. It is very difficult to find a link to the international website with 
information - you either need to know which icon to click on or find your client path to the 
desired section in a long empirical way. 
 
A small number of Moscow hotels have partial and customer-friendly information on CSR at 
their websites. For example, at the end of its selling landing page Holiday Inn Moscow Lesnaya 
has information about the Green Engage program, which invites hotel guests to become 
participants in a multifaceted global initiative and contribute to environmental protection. This 
creates the image of a high CSR organization. 
 
Hotel Ukraine, attributed to the Radisson hotel chain, partially meets all the CSR parameters 
which are of interest to us. The website has information on COVID-19 in the news feed, and, 
in an old school style, there are official documents on social assessment of working conditions 
and legal information available for general review and downloading. But, like the other hotels, 
a comprehensive program of activities is given only at the Russian version of the general 
website of the Radisson chain. 
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In the table below we present our findings on CSR manifestation in the web–sites of 
representative high-level hotels in Croatia, attributed to international hotel chains. 
 

Table 2: Selected Croatia-based hotels CSR information representation on the Local and 
International Web-sites according to chosen parameters 

 

No Hotel 
Clear CSR 
Positioning at 
Hotel Website 

CSR presented 
at 
International 
Website 

COVID-19 Safety 
Measures  

1 Espalanade Zagreb Hotel [20] Information in 
awards section n/a yes 

2 Double Tree by Hilton Zagreb [25] n/a yes 
yes 

3 Sheraton Zagreb Hotel [34] No yes yes 

5 Best Western premier Hotel Astoria [19] Yes yes n/a 

6 
Westin Zagreb [36] 

No yes 
n/a 

7 
Rixos Premium Dubrovnik [33] 

No yes 
yes 

Source: Authors 
 
Due to the fact that a wide variety of CSR programs and policies are presented in international 
information sources of hotels, we will further consider certain parameters which have an impact 
on their image. 
 
The methodology of this analysis is based on the parameters that were selected based on 
the previous authors hotel CSR studies [2], and also considered from the viewpoint of the 
client’s path at the companies’ website – the accessibility and an easy search for information. 
The study considered the following parameters of included CSR information: 
 attitude to personnel; 
 interaction with clients / guests; 
 interaction with the environment; 
 waste management; 
 interaction with local communities; 
 charity; 
 volunteering. 
 
The figure below shows the scope of all available information about CSR according to the 
placement, i. e. sources where the aforementioned principles are present 
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Figure 2: Scope of Information presented by placement (sources), average score, % 
 

Source: Authors 
 

Thus, most of the information is available in open on-line sources which are corporate 
international websites of hotel chains, where separate pages / sections are devoted to CSR. A 
client interested in this information only needs to go to the CSR section and read the 
publications according to topic. 
 
Hotel mission is the second most popular CSR information section. Since there is a clear 
tendency to position hotel brands in this market segment, their mission is expressed in a whole 
set of narrative principles which are conveyed to customers in all possible ways (on-line, in 
advertising, off-line banners in the hotels / announcements etc.) 
The last place is taken by the official documentation. Most hotels mention available CSR 
documents, but it is extremely difficult to find these documents in the public domain (some 
hotels have documents posted in the web, but it is problematic for an ordinary user to view them 
without an intensive and long search). 
In terms of analyzing the level of awareness according to the selected CSR parameters at the 
level of all considered places / sources (mission, documents and website / social networks): 
 the most covered topics are “attitude to personnel” and “interaction with the environment”; 
 the least covered topics are “charity” and “volunteering”. 
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Figure 3: Web-sites information representation according selected CSR criteria 
 

 
Source: Authors 

 
The summary chart given below shows the correlation of the information presented according 
to CSR criteria within the parameters in question – based on those data we can assess the level 
of its accessibility for an ordinary user (potential guest). 
 

Figure 4: Distribution of the level of representation of hotel CSR practices, according to 
selected CSR criteria by placement, in % 

 

 
Source: Authors 
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4.1. COVID-19 safety measures 
 
As part of the safety measures against COVID-19 virus, almost all hotel chains not only 
reinforced the cleanliness and disinfection measures, but also introduced and developed new 
cleaning and disinfection programs in order to make the experience of guests more comfortable 
and safe. 
Having analyzed most of the programs, we identified the key components of the innovations: 
 improving cleaning programs in public places with frequent disinfection of all areas 

(elevators, handles, switches, etc.); 
 improving room service programs (which includes preventing anyone from entering the 

room after disinfection); 
 social distancing (where possible); 
 enhanced food standards, new buffet / service delivery protocols; 
 various other measures: ultraviolet lamps, providing disinfectant wipes, not using paper 

items (napkins, cups, etc.); 
 contactless check-in, check-out, payment; 
 improving the safety and well-being of the staff through the provision of personal protective 

equipment, training and implementation of reinforced protocols. 
 
All these and other measures demonstrate the principles of CSR to both external and internal 
stakeholders (cleanliness, disinfection, new service protocols / personnel training programs in 
new conditions, increased personal protection, bonuses and compensations for observing 
standards and adherence to the campaign). 
 
5. Conclusions 
 
When it comes to reaction to the COVID-19 crisis than the new dimensions should be added to 
the CSR components related to measures aimed both at the guests and employees.  Regarding 
the use of online sources as an effective tool of promoting the CSR activities and building the 
reputation of the hotels amongst stakeholders, it is important to create reliable content and 
information on the websites of the hotels, the very important part of which is CSR 
representation.  The research conducted by analyzing selected highly rated international hotels 
in Russia and Croatia has shown that the CSR is actively developed in all international hotel 
chains under research. Authors conclude that there is an information problem with the reporting 
of CSR activities’ results and initiatives at specific local websites of the representative hotels. 
The Russian based highly rated international hotels show similar results as those in Croatia 
regarding the most of the criteria except the positioning of COVID-19 measures on the local 
websites which may be caused by different state regulations in the countries or the policy of 
content creation and its positioning of different sections on the websites. There is no evidence 
and clear connection that hotels relate COVID-19 measures to CSR.  
 
There are issues with finding the information about CSR, since the information at the local 
websites of hotels is not easily accessible for the customer. The websites containing clear and 
user-friendly information about CSR actions inspire more confidence and interest of consumers 
in terms of image influence and reputation building through CSR activities. A vast majority of 
hotel chains show the representation of CSR information in the mission section and in publicly 
available on-line sources (websites) being part of the information content. CSR is very often 
positioned in the mission section of hotel chains, which speak about the key aspects of its 
development. At the same time, the information about CSR and the introduced activities, 
published in publicly available corporate documents, is extremely rare or complicated to find. 
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Although the COVID-19 information is available at all hotel levels, it could be used more 
persuasively to highlight the CSR orientation of the hotels. The global program for cleanliness 
and safety is promoted by international hotel websites but according to the authors’ opinion anti 
COVID-19 safety measures and other COVID-19 related activities could be more clearly 
positioned in the web-sites as the important manifestation of hotels CSR. Limitations of the 
research is seen in the number of the selected hotels under research. Further research should 
include detailed analysis of parameters of CSR represented at the websites as well as the 
empirical research of the hotel guests’ perception and satisfaction with CSR representation on 
the hotels’ websites. 
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