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Abstract

Amid an increasing awareness of the importance of environmental
responsibility in the corporate world, environmental Corporate Social Responsibility
(CSR) has been identified as a useful tool in business for improving relationships
between organizations and their stakeholders. This trend also includes the shipping
industry, which has set the environment as a priority on its regulatory agenda. This
means that what shipping organizations are communicating to the public in terms of
their environmental CSR can affect the public’s attitudes towards these organizations,
but how could this environmental CSR communication affect employees’ attitudes
towards the shipping organizations? While the environment is a major factor affecting
the shipping sector’s external image to the public, limited attention has been paid to
the impact of environmental CSR communication on employees across shipping, a
B2B industry where employees are key stakeholders. To fill this gap, this study used
an online survey to examine the impact of environmental CSR communication on
three key employees’ attitudes: organizational identification, organizational
commitment, and organizational trust in shipping companies in Greece. Four
dimensions of CSR communication were assessed in this study. These were
informativeness (whether the company is detailed enough about its CSR
communication), transparency (whether the company shares both CSR successes and
failures), consistency (whether the company changes its sayings on environmental
CSR from time to time), and message tone (whether the company is factual or
promotional when sharing its CSR facts).

The findings showed that what companies communicate in terms of their
environmental CSR towards the public does positively affect employees’ attitudes.
More specifically, consistency and message tone were found to affect all three types
of employee attitudes. In all cases, employees’ shaped perceptions about the
company’s environmental CSR practices mediated the impact of CSR communication
on employees’ identification, commitment, and trust. As a result, this study validates
the growing relevance of environmental CSR in shipping and highlights the need for
shipping companies to shed focus on their environmental CSR communication as a

beneficial tool for improving attitudes, not only of external stakeholders but also



internal stakeholders. The results also reveal the importance for shipping
organizations to maintain a consistent approach and a less promotional tone when
planning their environmental CSR communication. Overall, this study provides
important insights into the significance of CSR communication for Greek shipping.
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1. Introduction

The environment is an increasingly important topic for the global shipping
sector, driven by a growing awareness of the adverse effects of climate change across
the world and a subsequent increase in stringent environmental regulations (Mansouri
et al., 2015). These regulations are put into force by the International Maritime
Organization (hereinafter: IMO), the United Nation’s official body for the global
shipping industry, as well as by regional schemes such as the European Union, which
has been showing an agenda of ambitious environmental measures (Baker, 2012). The
efforts of the shipping industry to minimize the environmental impact of its operations
begin with the landmark International Convention for the Prevention of Pollution
from Ships (MARPOL) in 1973. More recently, the IMO-adopted strategy on
greenhouse gas emissions of 2018 (Joung et al., 2020) and the more recent decision of
the European Commission to include shipping in the EU Emissions Trading Scheme
(hereinafter: EU ETS) (Wu et al., 2022) highlight the environmental topic as more
relevant than ever for shipping (Mansouri et al., 2015).

This increased awareness of the importance of environmental responsibility
has transformed the shipping business in Greece through subsequent growing pressure
from stakeholders (Fafaliou et al., 2006; Pang et al., 2021). In this landscape,
environmental Corporate Social Responsibility (hereinafter: CSR) has an important
role to play. Environmental CSR describes the actions of an organization that goes
beyond regulatory compliance to reduce the environmental impacts of its operations
(Carroll, 1991). For example, in the era of ethical consumerism, consumers are more
positively inclined toward companies showcasing environmental responsibility (Sen
& Bhattacharya, 2001; Khojastehpour & Johns, 2014), which makes environmental
CSR a vital tool for building long-term relationships with stakeholders (Shin & Thai,
2015).

In this respect, CSR, including environmental, social and economic aspects as
its three main pillars, is necessary for a company to boost legitimacy and ensure long-
term survival (Chandler, 2020). Research into environmental CSR, in particular,
shows a positive correlation between organizational reputation and profit
(Khojastehpour & Johns, 2014; Khan et al., 2021). In the shipping industry,

environmental CSR can increase shipping customers’ satisfaction (Shin & Thai, 2015;



Parviainen et al., 2018) and improve shipping companies’ reputation (Pang et al.,
2021).

Accordingly, research suggests that stakeholders’ lack of awareness about the
organization’s CSR impedes CSR reputational benefits (Pomering & Dolnicar 2009),
while meeting consumers’ aspirations on how CSR is communicated adds
significantly to the positive impacts of CSR on organizations (Kim, 2019). This
showcases the importance of, not only engaging in CSR practices, but also effectively
communicating these CSR practices (Buragohain & Dutta, 2021). And while the
positive outcomes of CSR and CSR communication lead shipping organizations to
growingly involve in CSR (Yuen et al. 2017), there seems to be little progress in CSR
engagement of shipping companies in Greece (Fafaliou & Aroni, 2016), an important
component of EU shipping which maintains a historic connection to maritime and is
the world’s largest shipowning nation (UGS, 2020).

However, it is often forgotten that CSR is a multidimensional concept that
impacts several different stakeholders, including consumers, employees, investors,
media, NGOs, and the government, among others (Carroll, 1991). Indeed, CSR
literature has identified employees as an equally important stakeholder group (Carroll,
1999) and key company advocates (Dawkins, 2004; Du et al., 2010; Gross et al.,
2021). As key stakeholders, employees are important drivers for CSR engagement
(Ditlev-Simonsen & Wenstgp, 2013) and have been found as the main stakeholders
urging organizations for environmental responsibility (Henriques & Sadorsky, 1999;
Preuss et al., 2009). Despite this, there are not many studies examining how CSR
communication affects this stakeholder group (Hameed et al., 2016), as CSR
communication itself has mostly been studied from consumers’ (Kim & Ferguson,
2014; Krisch & Krauter, 2017; Kim, 2019), rather than employees’ perception. For
instance, research finds it unlikely for CSR efforts to create a better image to
consumers for an industry that is already identified with negative environmental
outcomes (Vierebl & Koch, 2022). However, the extent to which this would also
apply to employees remains understudied.

The importance of employees as main stakeholders makes the benefits of CSR
communication in Business to Business (hereinafter: B2B) industries, such as
shipping, an equally critical area of study (Wang et al., 2021). This occurs as the B2B
nature of shipping makes it less interactive with the general public (Wang et al.,

2021), creating a limited sense of supervision by consumers, which constitute an
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important stakeholder group in Business to Consumers (B2C) industries (Wolf &
Seuring, 2010). And while this B2B nature limits the industry’s CSR communication
to the public, the latter is seen as critical for maintaining the sector’s attractiveness to
potential employees (Wang et al., 2021).

In addition, a theoretical division between external and internal CSR is
considered critical. External CSR communication describes the CSR communication
efforts directed toward external stakeholders, such as customers, while internal CSR
refers to the respective efforts directed toward employees (Hameed et al., 2016). This
distinction is important from an employee perspective, as internal CSR seems as
“self-focused” while external CSR as “others-focused”, with the former affecting
employees’ internal respect and the latter impacting their perceived external prestige
(Hameed et al., 2016). Although the first is important, there has been lately a greater
focus on how the enhancement of this corporate prestige in the eyes of the external
world can boost employees’ attitudes, including identification with the company
(Hameed et al., 2016; Gond et al., 2019). This makes this research relevant for the
shipping sector, which claims a controversial reputation with respect to CSR (Wang et
al., 2021).

Along with many studies in different sectors confirming the advantages of
engaging in CSR to employee retention (Du et al., 2010), employee engagement
(Rupp et al., 2018), and employee performance (Sun & Yu, 2015), there has also been
some research showing the positive impact of CSR on employees’ organizational
trust, commitment and job satisfaction in the shipping industry (Ko et al., 2021).
However, this is not extensive, as CSR communication in shipping remains limited
both internally and externally (Wang et al., 2021). Meanwhile, most of the studies
showcasing the advantages of CSR to employees’ attitudes in the shipping industry
are not exploring the impact of CSR communication on these attitudes. This academic
gap in CSR communication literature, along with the growing importance of
environmental CSR and the limited research on CSR impact on employees as key
stakeholders in Greek shipping, leave an open field for research on how external
environmental CSR communication can affect shipping employees’ attitudes. For
instance, among key attitudes, organizational trust, commitment, and identification
have been identified as vital factors for organizational efficiency and success (Bastug
et al., 2016; Bhattacharya et al., 2009). As a result, the Research Question for the

present study is formulated as follows: How does external environmental CSR
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communication affect employees’ organizational identification, commitment, and trust
in shipping companies in Greece?

Therefore, this study contributes to literature in several ways. First, although a
great part of previous research has proven the benefits of CSR to shipping
organizations (Lu et al., 2009; Coady et al., 2013; Shin & Thai, 2015; Ahn et al.,
2021), there are very few studies focusing on the particular impact to shipping
employees (Yuen et al., 2018; Ko et al., 2021). Second, while there has been some
research focusing on the link of CSR with employees’ attitudes in shipping (Lu et al.,
2007), the critical link of CSR communication aspect remains largely understudied
(Parviainen et al., 2018; Wang et al., 2021). Third, although CSR literature has found
CSR as a positive enabler of employees’ commitment (Du et al., 2010), trust (Ko et
al., 2021), and identification (Bhattacharya et al., 2009), there has been other research
showing that the pillar of environmental CSR specifically (in opposition to the
economic and social CSR) does not affect these three employees’ attitudes (Farooq et
al., 2014). This opens an interesting field of research for the shipping industry, which
has prioritized the environment in its agenda over the last years (Mansouri et al.,
2015). As a result, this study is expected to provide literature with significant insights
into the importance of environmental CSR communication to employees in shipping.
Also, considering that no empirical investigation has so far tested the association
between the two concepts in shipping companies in Greece, this study is expected to
have a significant theoretical contribution to CSR communication specifically in
Greek shipping.

Previous CSR studies have also offered limited empirical evidence of CSR
communication’s impact on employees’ attitudes. From a practical perspective, this
study is expected to inform about the ways that environmental CSR should be
communicated to employees in the shipping sector, to increase their awareness of
CSR importance. More specifically, this research seeks to stress the necessity for
shipping companies to integrate employee expectations with respect to CSR
communication, considering that credible CSR communication partly depends on
employees’ engagement in CSR policies (Morsing et al., 2008). Examining CSR
communication factors and employees’ attitudes, in terms of trust, commitment, and
identification, could help the shipping industry to perceive the role of environmental
CSR communication and provide practical implications for firms in the sector in

Greece.



Following the introduction of this study topic and the research question, the
second chapter provides the theoretical framework on CSR communication and
employees’ attitudes, including findings of previous studies, and highlights the
importance of considering environmental CSR communication in the shipping
context. The theory is structured into sub-chapters found relevant to this research and
ends up in six hypotheses. Then, the third chapter presents the methodology used for
this study, including the research design, the operationalization of theoretical
concepts, the scales used for measurement, as well as the sampling method. Following
this, the fourth chapter cites the results of the data analysis. These are further
discussed and analyzed in the fifth chapter, along with resulting business implications
for the future of shipping organizations. Finally, the conclusion presents a short

overview of the current research, study limitations, and directions for future research.



2. Theoretical framework

2.1. The conceptualization of CSR

2.1.1. CSR background

The theoretical complexity of CSR is of particular academic interest, with
scholars being unable to agree on one universal definition that would reflect the
dynamic relationships of a corporation’s various stakeholders (Morsing & Schultz,
2006), and the multifaceted nature of CSR which includes environmental, social, and
economic pillars (Chandler, 2020). Being among the first researchers to focus on
organizations’ social responsibility, Bowen (1953) defines CSR as “the obligations of
businessmen to pursue those policies, to make those decisions, or to follow those lines
of action which are desirable in terms of the objectives and values of our society” (p.
6). Extending this definition, Carroll (1991) divided this responsibility into economic,
legal, ethical, and philanthropic. Economic means that companies cannot serve any
societal purpose if they cease to exist and that their principal role is to provide
products and services that people need. Legal describes companies’ obligation to
operate in a fair and ethical manner that corresponds to regulatory framework. Ethical
extends companies’ obligations beyond simple compliance with the law. Lastly,
philanthropic has a more voluntary nature than the other CSR components and refers
to the public’s demand for companies’ tangible contributions to society (Carroll,
1991).

Besides the different academic definitions focusing on separate aspects of
CSR which make the concept unclear (Sarkar & Searcy, 2016), the term becomes
more complex if the CSR responsibility debate is added to the discussion. For
example, Chandler (2020) argues that stakeholders are equally responsible for the
firms” CSR actions, shifting the research interest from CSR to “Corporate Stakeholder
Responsibility” (p. 153). This argument implies that stakeholders are equally
responsible for shaping corporate actions through their purchasing decisions, despite
an observed gap between good intentions and actions (Chandler, 2020). However, the
reciprocal element of CSR does not take into account the inability of stakeholders, in
some cases, to actually measure organizations’ responsible behavior, and existing

research does not seem to provide a clear answer to this end.
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The different -and sometimes conflicting- expectations of an organization’s
stakeholders add to CSR complexity (Chandler, 2020), which is described accurately
by Morsing & Schultz (2006) when characterizing CSR as “a moving target” (p. 336).
Stakeholder theory divides stakeholders into primary -including those who hold a
formal relationship with the organization, such as consumers, employees, and the
government- and secondary -including those without a formal relationship with the
organization, such as media and NGOs (Clarkson, 1995). Meeting the needs of key
stakeholders, such as customers and employees, is critical for a company to increase
its economic performance (Sen & Cowley, 2013). Another common categorization, in
this respect, is internal and external CSR (Skudiene & Auruskeviciene, 2012). The
former refers to companies’ CSR practices towards external stakeholders, i.e.,
customers, partners, suppliers, etc., and the latter towards internal stakeholders, i.e.,
employees.

It becomes understood that CSR remains, firstly, an increasingly relevant topic
for businesses to survive in a highly interconnected and globalized world (Chandler,
2020) and, secondly, a complex concept, dynamically shaped through a growing
awareness of sustainability (Nguyen et al., 2020). When the trend of consumers’
active participation on social media is also taken into account (Lyon & Montgomery,
2015), it is expected that this complexity extends also to the communication of CSR
towards the various stakeholders.

2.1.2. Environmental CSR

As a main pillar of CSR, environmental CSR refers to a firm’s environmental
responsibility, meaning its actions intended to minimize both the environmental
consequences of its operations and practices “that might adversely affect the
enjoyment of the country’s resources by future generations” (Mazurkiewicz, 2004, p.
2). According to Mohr & Webb (2005), environmental responsibility is one of the two
basic components -along with the responsibility for charity- making up the concept of
CSR, which is translated into a company’s actions to reduce its environmental
footprint, to use recyclable products and non-polluting materials, and participating in
energy- or water-saving programs. Research by Kassinis & Vafeas (2006) showed
that stakeholders find environmental CSR as the most critical component of an

organization’s CSR actions.
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Environmental CSR brings significant profit and reputational benefits to a
company (Khojastehpour & Johns, 2014), at a time when the rise of the Internet has
created a trend of criticism towards firms based on their environmental stewardship
(Mazurkiewicz, 2004). Meanwhile, an increased interest in the adverse effects of
climate change (Steffen et al., 2015) leads to organizations growingly being held
responsible for environmental issues (Porter & Kramer, 2011). In this landscape, a
pressing challenge for organizations today is the need to correspond to increasing
stakeholder demands for environmental friendliness (Helmig et al., 2016). Similarly,
organizations that seem irresponsible towards the environment will be “punished” by
stakeholders (Chandler, 2020). Based on this, it could be argued that the concept of
environmental CSR has emerged to mitigate the negative repercussions of corporate
operations on the environment (Skovgaard, 2018).

2.2. CSR communication

2.2.1. Benefits of CSR communication

CSR communication can be defined as some form of corporate
communication containing a company’s CSR practices (Morsing, 2006). Due to the
multifaceted nature of CSR, CSR communication is addressed to various audiences,
ranging from regulators to consumers and employees (Dawkins, 2004). Sen et al.
(2006) suggest that both internal and external stakeholders identify stronger with an
organization once they become aware of its CSR practices, which stresses the need for
effective CSR communication. Theory showcased CSR benefits for organizations, but
meeting consumers’ aspirations on how CSR is communicated adds significantly to
the positive impacts of CSR alone (Kim, 2019). This is confirmed in research
showing that stakeholders demand to be aware of corporate responsibility (Viererbl &
Koch, 2022) and that stakeholders’ lack of awareness about the organization’s CSR
impedes CSR reputational benefits (Pomering & Dolnicar, 2009).

Vierebl & Koch (2022) suggest that credible communication of CSR is vital,
especially in challenged industries. However, it is unlikely for CSR efforts to create a
better image for an industry that is already identified with negative societal or
environmental outcomes, like the tobacco industry (Vierebl & Koch, 2022). At the

same time, current literature suggests that exaggerating in CSR communication can
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have a backlash effect (Morsing et al., 2008; Du et al., 2010; Vierebl & Koch, 2022),

the forms of which are discussed in the following sub-chapter.

2.2.2. Challenges in CSR communication

Vierebl & Koch (2022) have identified a gap between CSR activities and the
communication of these CSR activities. For example, consumers may become
suspicious that the organization has something to hide when emphasizing a lot on
communicating its CSR (Brown & Dacin 1997, p. 81) and the more companies
present their ethical concerns, the more probable they are to attract criticism from
stakeholders (Morsing & Schultz, 2006). Meanwhile, organizations can also be
criticized for communicating social responsibility efforts without these being real
(Wagner et al., 2009). This is what Vallentin (2003) means when arguing that
organizations highly engaged in CSR are also the most criticized. This thought is
extended by Kim & Ferguson (2016), who argue that improper CSR communication
can result from an organization’s fear of being considered self-advertising.

In the field of environmental CSR communication specifically, extensive
communication of a company’s environmental efforts can be seen as greenwashing, a
key area of discussion when it comes to environmental CSR reporting (Vollero et al.,
2016). First seen in the 1980s, the term generally describes the condition of
“misleading” the public concerning the environmental actions of an organization
(Chandler, 2020), but, similarly to CSR, scholars do not seem to agree on what the
term exactly includes. Some of them imply that misleading content is deliberate
(Chandler, 2020; de Vries et al., 2013), while others argue that the presentation of
environmental achievements is subject to interpretation, not only by the company but
also by the message receivers (Oswald, 2011; Bowen, 2014). This is also what
Coombs & Holladay (2013) mean when discussing “objective information” as a key
CSR communication “myth” (p. 218). However, TerraChoice (2009) showed that
95% of communicated-as-green products in Canada and the US fell under at least one
of the “sins of greenwashing”, while even organizations excelling in CSR practices
are using some form of greenwashing (Aggarwal & Kadyan, 2014). All the above
mean that high CSR communication will only be positive for the organization if its
CSR efforts are high accordingly (Vierebl & Koch, 2022).

13



2.2.3. CSR communication factors

Addressing this CSR communication conflict, Kim & Ferguson (2016)
identified six factors explaining consumers’ expectations on CSR communication:
CSR informativeness, consistency, transparency, message tone, personal relevance,
and third-party endorsement. As this study focuses on employees rather than
consumers, only the first four factors were considered relevant. Third-party
endorsement is included in “informativeness”, for describing the extent of company
information about third-party CSR endorsement (Kim, 2019). Personal relevance was
removed for describing how CSR communication relates to consumers’ “personal life
experiences” (Kim & Ferguson, 2016, p. 5) and cannot be measured by employees’
perceptions. Given the backlashes of CSR communication and the fact that the
environment is high on the shipping agenda, it is suggested that communicating

environmental CSR requires particular attention.

2.2.3.1. Informativeness. Informativeness is the key communication factor,
describing the exact CSR efforts that the organization is engaged in (Kim & Ferguson,
2016). The critical element of informativeness is that it should entail detailed
information, such as the company’s motives and achievements in CSR so far (Kim &
Ferguson, 2016), at a time when excessive information can be faced with people’s
skepticism, as shown above. However, CSR informativeness is generally considered
as having a positive impact on corporate reputation (Kim, 2019), mostly due to
people’s limited knowledge of organizations’ CSR matters (Du et al., 2010).

2.2.3.2. Transparency. Transparency describes a company’s honesty about
both positive and negative facts (Kim & Ferguson, 2014) “in a manner that is
accurate, timely, balanced, and unequivocal, for...enhancing the reasoning ability of
publics and holding organizations accountable for their actions, policies, and
practices” (Rawlins, 2008, p. 75). Transparency is a key consideration for CSR
reporting, as it is proven to enhance brand perception (Buragohain & Dutta, 2021) and
trust (Rawlins, 2008), while addressing people’s skepticism (Coombs & Holladay,
2011). For example, Kim & Lee (2009) argue that consumers are more acceptive of
companies’ CSR initiatives when their CSR messages disclose the exact amount of
money the organization donated. However, the benefits of transparency in CSR
reporting extend also to positive relations among employees, as well as enhancement

of organizational trust and commitment (Rawlins, 2008).
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2.2.3.3. Consistency. Consistency describes coherence between CSR
communication and CSR practices and is achieved when the company does not
change information regarding these CSR practices (Puncheva-Michelotti et al., 2018).
Consistency can refer to the frequency of CSR communication or “how steadily the
company communicates about its CSR goals” (Kim & Ferguson, 2016, p. 554) and is
critical for enhancing stakeholders’ trust (Du et al. 2010). Meanwhile, Puncheva-
Michelotti et al., (2018) suggested that a lack of CSR consistency in job
advertisements often indicates a lack of a holistic CSR strategy.

2.2.3.4. Message tone. Message tone in CSR communication describes
“whether CSR communication is self-promotional or factual in tone” (Kim, 2019). As
indicated in section 2.2.2., CSR communication can lead to backlash if considered
inauthentic or promotional (Kim & Ferguson, 2016). The message tone is the
communication factor linked to public skepticism and has been identified as
significantly more impactful than transparency and consistency in the efficiency of
CSR communication (Kim & Ferguson, 2014). Indeed, a study of Chinese consumers
showed that factual tone is their number one expectation in companies’ CSR

communication (Kim & Ji, 2017).

2.3. Environmental CSR and the shipping sector

2.3.1. Shipping in relation to green challenges

Shipping is a global industry, accounting for about 80% of world’s trade
(UNCTAD, 2019). Commonly perceived as a polluting industry, shipping is
considered to add significantly to climate change, accounting for 2.89% of global
emissions (IMO, 2019) and 13% of total EU greenhouse gas emissions (European
Commission, 2021). In this landscape, environmental sustainability of shipping has
received extensive research since 2005 (Mansouri et al., 2015) urging pressures across
the sector to control its footprint (Fafaliou et al., 2006; Pang et al., 2021).

The MARPOL Convention by the IMO (1973), the official United Nations’
agency responsible for the maritime sector, has been a landmark step to this end, but a
slow shipping regulatory response makes the environment a key area of concern
(Parviainen et al., 2018). To put this into context, the IMO was accused of
greenwashing, when it announced its emission reduction measures in June 2021
(T&E, 2021). The IMO’s multi-discussed 2020 sulphur cap (Lindstad et al., 2017),
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the initial strategy on greenhouse gas emissions (Chircop, 2019), and the Ballast
Water Management Convention (David et al., 2014) are only a few examples
revealing the industry’s attention towards its environmental impacts. Further
concerning impacts include marine pollution from invasive species, debris, and

sewage, among others (Andersson et al. 2016).

2.3.2. Communicating CSR in the shipping sector

In this pressured landscape, CSR has an important role to play because it
brings higher regulatory standards to environmental responsibility (Parviainen et al.,
2018). For instance, controversial industries, i.e., those with particular environmental
or social impacts, such as the oil and gas sector, have been at the forefront of CSR
initiatives, in order to compensate for the damage caused by their operations
(Parviainen et al., 2018). In this context, various actors in the shipping sector seem to
have shed a growing focus on enhancing safety and reducing their environmental
footprint (Acciaro, 2012). Meanwhile, shipping organizations have increased
involvement in CSR (Yuen et al., 2017), and especially environmental CSR, to
address stakeholders’ expectations (Theotokas & Kaza, 2007). Indeed, in terms of
CSR, shipping seems to be emphasizing more on environmental over social concerns
(Lun et al., 2014). Due to the overregulated nature of shipping as an industry,
environmental responsibility in the sector usually concerns legislative compliance and
the efforts to win a competitive advantage through the construction of an
environmentally friendly image (Acciaro 2012).

Although scholars seem divided as to whether CSR in the shipping sector
leads to higher financial performance, with some finding a correlation (Lu et al. 2009;
Yuen et al. 2017) and some not (Pang et al., 2021), literature seems to agree that CSR
positively affects shipping customers’ satisfaction (Shin & Thai, 2015; Parviainen et
al., 2018). In addition, environmentally friendly practices bring reputational benefits
for a shipping company among stakeholders (Pang et al., 2021).

However, research shows that the globalized and B2B nature of shipping,
which results in fragmentized environmental regulation, makes the industry lag
behind other sectors in terms of CSR (Lister et al., 2015). This can be explained by
the fact that, although consumers in the B2C (business-to-consumer) tend to
emphasize more and more on CSR issues, stakeholders in the B2B (business-to-
business) sectors continue focusing primarily on price (Wolf & Seuring, 2010). This
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is partly driven by a lack of consumers’ pressure and sense of supervision (Wolf &
Seuring, 2010). Meanwhile, CSR is typically meant to cover regulatory gaps, but the
existence of a global regulatory approach in the globalized sector does not make CSR
an imminent need for shipping companies (Skovgaard, 2018).

Except for lagging in CSR, shipping is a traditional industry typically
problematic in communicating its goals and efforts to the public (Skovgaard, 2018).
Apart from catastrophic maritime incidents that attract media attention, and
considering the industry’s B2B nature, the public generally knows few things about
the sector and specifically the industry’s sustainability communications remain
limited both internally and externally (Wang et al., 2021). This is important if it is
considered that environmental damage is a particular contributing factor to
maintaining the industry’s problematic reputation (Fafaliou et al., 2006).

Available literature showcased a problematic nature of shipping in terms of
communicating its CSR, while environmental CSR is a critical area of attention for
the industry. This is interesting considering that, despite its B2B nature, successful
communication of CSR to the public is seen as critical for maintaining the sector’s

attractiveness to potential employees (Wang et al., 2021).

2.3.3. Greek shipping and CSR communication

As far as the Greek CSR landscape is concerned, transparency of corporate
activities and transactions, complete information, labeling and traceability of
products, ensuring quality and safety, respect for consumer rights, and responsible
management of the supply chain are only some of the key areas of interest regarding
CSR business efforts, while the environment is one of the four pillars of attention
along with society, employees and the market (CSR Hellas, 2022).

Greece is holding a historic connection to shipping industry, claiming the title
of the world’s largest shipowning nation (UGS, 2020) and seeing a growing industry
potential (UNCTAD, 2019; Xinhua & Baltic Exchange, 2021). The country also
accommaodates the Port of Piraeus -Europe’s fourth-largest container port and the
world’s top eighth shipping center (Xinhua & Baltic Exchange, 2021). With a total of
589 shipping companies in Greece (Petropoulos, 2019), the sector accounts for over
3% of total employment in the country (UGS, 2020).

Despite this and despite the organizational benefits of environmental CSR
shown above, CSR in Greek shipping industry has not received extensive attention.
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Research by Fafaliou et al. (2006) on small Greek short-sea shipping companies
showed that only a few of them were involved in CSR initiatives, which was partly
attributed to a lack of respect towards CSR benefits to organizational performance.
However, in line with a trend of growing attention on CSR as indicated above, later
research (Fafaliou & Aroni, 2016) found some level of CSR awareness and action

among Greek shipping firms, but this is still at a basic, locally oriented level.

2.4. CSR and employees’ attitudes

CSR literature has identified employees as a key stakeholder group of an
organization (Carroll, 1999) and main company advocates (Dawkins, 2004; Du et al.,
2010; Gross et al., 2021). Dawkins (2004) revealed that approximately one-third of
employees recommended their organization to someone else motivated by the
organization’s responsible behavior. With most literature focusing on CSR and
external stakeholders (Du et al., 2010; Krisch & Krauter, 2017; Tang & Gekara,
2020), there has been recently an increasing interest in the link of CSR to employees
(Schaefer et al., 2019). There has also been growing research on the connection of
CSR to organizational performance, which is often seen as “the business case for
CSR” (Brammer et al., 2015, p. 339).

Adoption of CSR practices by a company can create not only stronger bonds
with its employees, but also more positive attitudes (Yoon et al., 2014), attracting
their support even in controversial sectors (De Roeck & Delobbe, 2012). Among
others, studies confirm positive effects of CSR on employee retention (Du et al.,
2010), employee engagement (Rupp et al., 2018), employee performance (Sun & Yu,
2015), job satisfaction (Ko et al., 2021;), organizational trust (Ko et al., 2021),
organizational commitment (Ko et al., 2021) and organizational identification
(Riketta, 2005). Meanwhile, internal CSR is likely to show employees that the firm
cares about them (Bhattacharya et al., 2008). Therefore, this study argues that
shipping organizations should confront employees as equally vital to external
stakeholders, such as consumers, when it comes to communicating their CSR
practices.

Literature has specifically proven the organizational benefits arising from
employees’ organizational trust (Baumruk, 2004; Lamsa & Pucetaite, 2006; Jiang &
Probst, 2015; Islam et al., 2018), commitment (Porter et al., 1974; Meyer & Allen,
1997; Abilash & Siju, 2021; Islam et al., 2018) and identification (Bhattacharya et al.
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2009; van Dick et al. 2004; Islam et al., 2018), all the three of which constitute the
focus of this study. For example, both trust and commitment have been identified with
employees engaging efficiently with work assignments (Baumruk, 2004).

Research has generally found CSR strongly affecting employees’
identification, trust, and commitment, as it boosts their “motivation, knowledge
sharing...and extra-role behavior” (Farooq et al., 2014, p. 577). This, in turn, leads to
higher organizational performance (Branco & Rodrigues, 2006). Ko et al. (2019)
identified a positive relationship between economic CSR and employees’ trust, while
Na et al. (2011) found economic responsibility affecting trust and commitment more
than ethical CSR, in B2B companies. On the other hand, latest research by Ko et al.
(2021) on freight forwarders, a sector related to shipping, showed that ethical CSR did
not influence organizational trust and commitment of employees. In addition, Farooq
et al. (2014) confirmed the positive impact of CSR on employees’ identification, trust,
and commitment, but could not find an association of environmental CSR with these

concepts, leaving an open field for research.

2.4.1. Organizational identification

Employees’ organizational identification is defined as their “perception of
oneness with or belongingness to the organization” (Ashforth & Mael, 1989, p. 34).
The concept is closely related to social identity theory, which has described how
individuals classify themselves as parts of social groups of reference (Tajfel &
Turner, 1986), varying from national to political groups. This membership plays a
significant role in the efforts of individuals to construct and maintain a positive social
identity (Ashforth & Mael, 1989). In this context, it is expected that people who form
part of a specific work environment should evaluate themselves in a certain way as a
result of this participation. Indeed, employees’ organizational identification is a
specific part of social identity theory, defined as self-perception of identifying with
the organization (Knippenberg & Sleebos, 2006). Tyler (1999) confirms that the
social image of the organization affects how employees assess their self-worth.
Hence, social identity theory suggests that people are more satisfied when they relate
themselves to a company with a positive reputation, as this boosts their self-concept
(Tajfel & Turner, 1985). Often resulting from positive communications (Yue et al.,

2020), organizational identification improves job satisfaction (van Dick et al. 2004),
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organizational commitment (Marique & Stinglhamber, 2011), and intention to remain
in the job (Jones, 2010), among others.

Social identity theory has confirmed that CSR specifically enhances
organizational identification of employees (Brammer et al., 2015; Farooq et al., 2014),
when those perceive that the company also offers higher quality services (Brammer et
al., 2014). A specific feature of how CSR and CSR communication increase
employees’ identification, based on social identity theory, lies in the field of the
company’s reputation (Farooq et al., 2014) or the so-called “external prestige”, which
describes employees’ assessment of their organization's social status (Hameed et al.,
2016). For instance, environmental investments are likely to enhance the
organization’s external image, which leads to employees’ positive evaluation of the
organization and, consequently, feelings of pride and higher self-evaluation for
belonging to such an organization (Van Dick, 2001; Farooq et al., 2014), At the same
time, a company’s environmental management practices themselves lead to
employees’ higher identification (Jaich, 2021).

In the same context, social identity theory also sees a company’s social
performance as a significant enabler in attracting and retaining employees who are
probable to identify with positive corporate values (Peterson, 2004). Although
research by Farooq et al. (2014) found no association between environmental CSR
and employees’ organizational identification, research suggests that environmental
CSR can prove beneficial for identification in contradictory sectors (De Roeck &
Delobbe, 2012). For instance, in oil and gas, environmental CSR can boost
employees’ identification, while the integration of CSR communication in HR further
enhances the organizational benefits of CSR in terms of employees (De Roeck &
Delobbe, 2012).

Kim et al. (2019) found that informativeness, transparency, consistency, and
factual tone in CSR communication toward consumers lead to a more positive
perception of the company’s reputation. Considering the link of an organization’s
positive reputation to employees’ identification as established by social identity
theory, as well as the critical presence of environmental issues in the shipping
industry as highlighted earlier in this section, and the evidence of positive CSR impact
on shipping customers (Shin & Thai, 2015; Tang & Gekara, 2020; Pang et al., 2021),
this study suggests a strong link between CSR communication and employees’

organizational identification. Kim (2019) found that the positive effects of CSR
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transparency are positively related to identification. Based on this, it is hypothesized
that:

H1a: In the shipping sector, informativeness of CSR communication positively affects
employees’ organizational identification.

H1b: In the shipping sector, transparency of CSR communication positively affects
employees’ organizational identification.

H1c: In the shipping sector, consistency of CSR communication positively affects
employees’ organizational identification.

H1d: In the shipping sector, message tone of CSR communication positively affects

employees’ organizational identification.

2.4.2. Organizational commitment

Organizational commitment is a major attitude in human capital research
(Nastiezaie et al., 2015), describing a sense of “attachment to the organization,
characterized by an intention to remain in it, an identification with the values and
goals of the organization; and a willingness to exert extra effort on its behalf” (Porter
et al., 1974, p. 604). Organizational commitment reflects the employees’ belief in the
organization’s values and principles, as well as the feeling of loyalty and moral
obligation towards the organization (Weng et al., 2010). The concept is considered to
positively affect the quality of relations between employees and the company (Ko et
al., 2021), as well as organizational performance (Rashid et al., 2003) and job
satisfaction (Abilash & Siju, 2021). Committed employees stay in the company
despite any adverse conditions that may affect it (Meyer & Allen, 1997), accept its
values, and are motivated to put strong effort on its behalf (Porter et al., 1974).

Previous research (Brammer et al. 2007; Farooq et al., 2014) has also relied on
social identity theory to explain the direct link between CSR and organizational
commitment. More specifically, an organization showing environmental
responsibility impacts employee organizational commitment, in light of a growing
interest and awareness of environmental issues (Nguyen et al., 2020). Based on social
identity theory, a great deal of research has proven a positive association between
CSR and employees' commitment (Brammer et al., 2007; Rego et al., 2010; Farooq et
al., 2014). Organizational commitment of employees is enhanced, not only by internal
but also by external CSR, as employees feel better when working for an organization
which acknowledges the needs of its customers (Turker, 2008). This showcases the
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importance of employees’ perception of the company’s CSR to organizational
commitment.

Extending the positive effects of the company’s positive external image on
employees’ self-esteem based on social identity theory as described above, it could be
argued that this positive external image also enhances employees’ commitment to this
company (Farooq et al., 2014). Literature also suggests that commitment inside the
organization is enhanced by transparency and consistency in CSR reporting (Rawlins,
2008; Kim & Ferguson, 2016), which is considered critical for shipping, an industry
with problematic history in open communication (Skovgaard, 2018). Based on these,
it is hypothesized that:

H2a: In the shipping sector, informativeness of CSR communication positively
affects employees’ organizational commitment.

H2b: In the shipping sector, transparency of CSR communication positively
affects employees’ organizational commitment.

H2c: In the shipping sector, consistency of CSR communication positively
affects employees’ organizational commitment.

H2d: In the shipping sector, message tone of CSR communication positively

affects employees’ organizational commitment.

2.4.3. Organizational trust

Pucetaite (2006) points out three common features making up trust:
dependence between at least two parties, belief of one party that the other will act
with good intentions, and belief that this expectation will not be fulfilled under
pressure. As such, organizational trust can be seen as an attitude from the trustor (in
this study, employees) to the trusted party (the organization) and is defined as
“expectations, assumptions, or beliefs about the likelihood that another’s future
actions will be beneficial, favorable, or at least not detrimental to one’s interest”
(Robinson, 1996, p. 575). Rousseau et al. (1998) indicated risk and interdependence
as pre-conditions for trust to exist. In their definition, risk describes the trustor’s
concerns about potential loss and interdependence describes a condition where the
interests of one party are linked to the other’s (Rousseau et al., 1998). On this, Vakola
& Bouradas (2011) add that organizational trust reflects how employees feel and

behave when the company is facing risky situations.
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Organizational trust has been identified with the feeling of confidence by
employees in the organization (Jena et al., 2018), as well as higher job performance,
and engagement (Chughtai & Buckley, 2008), adaptability to business hazards (Ko et
al., 2021) and lower operating costs (Connell et al. 2003). Employees’ trust in the
organization is not something fixed, but management approaches can cultivate it
(Connell et al. 2003; Pucetaite, 2006). From this perspective, it could be considered
that CSR can affect trust. Indeed, research has found CSR practices directly
improving employees’ organizational trust (Soni & Mehta, 2020; Kumari et al.,
2021). Studying the impact of CSR on employees’ commitment, Farooq et al. (2014)
used the social exchange theory, which adds the reciprocal element of two parties
exchanging benevolent actions. For example, while social identity theory is linked to
employees’ identification with a highly reputable company, social exchange theory
suggests that CSR practices show to employees that the organization cares for its
stakeholders. This in turn makes the employees “feel obliged to reciprocate...their
company with positive attitudes and behaviors” (Farooq et al., 2014), thus enhancing
their trust.

Literature has made evident that transparency in CSR reporting is strongly
associated with trust (Rawlins, 2008), in a way that it reduces scepticism and urges
people to even advocate for the firms they perceive as communicating CSR
transparently (Kim & Lee, 2018). Additionally, evidence (Coombs & Holladay, 2011;
Du et al., 2010) shows that inconsistency in CSR communication leads to people’s
distrust. When considering these factors along with the proven positive effects of CSR
in cultivating employees’ trust (Soni & Mehta, 2020; Kumari et al., 2021), this study
hypothesizes that:

H3a: In the shipping sector, informativeness of CSR communication
positively affects employees’ organizational trust.

H3b: In the shipping sector, transparency of CSR communication positively
affects employees’ organizational trust.

H3c: In the shipping sector, consistency of CSR communication positively
affects employees’ organizational trust.

H3d: In the shipping sector, message tone of CSR communication positively

affects employees’ organizational trust.
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2.4.4. Employees’ perceptions of the company’s CSR

In this study, employees’ perceptions of the company’s CSR are defined as the
employees’ awareness and understanding of their employing organization’s CSR
practices towards external stakeholders, either acquired directly or indirectly from the
organization to the employees. Research shows that how employees perceive their
company’s CSR practices directly impacts their organizational identification (Hameed
et al., 2016; Gond et al., 2017) and organizational commitment (Abbas, 2020).

More specifically, studies showed that a company’s external CSR can
significantly increase its employees’ organizational commitment (Brammer et al.,
2007) and identification (Carmeli et al., 2007; Kim et al., 2010). Meanwhile,
employees’ perceptions of their company’s social presence boost trust by extending
the image of this company from “a place to work” to a place that shares common
values with them (Rodrigo & Arenas, 2008). CSR actions also result in a better
external organizational image which boosts employee satisfaction (Barakat et al.,
2016). Research on the positive outcomes of employees’ positive perceived CSR
includes both the employer’s attractiveness to job applicants and the general
satisfaction of current employees (Farooq et al., 2014).

The public’s awareness of the company’s CSR practices is a major factor in
the efficiency of reputational benefits associated with CSR described above
(Bhattacharya & Sen, 2004). Hence, enhancing this awareness is also an important
factor in ensuring the CSR-linked reputational benefits (Kim, 2019). Pomering &
Dolnicar (2008) found that the positive effect of CSR communication to consumers is
mediated by their “self-company congruence”. Kim (2019) revealed that consumers’
CSR knowledge positively mediates the effect of CSR communication on a
company’s reputation to the public. A similar study on employees showed that the
positive effect of CSR communication on an organization’s reputation was mediated
by employees’ perception of the organization’s hypocrisy (Jiang et al., 2022).
Considering all the above together, it is hypothesized that:

H4: The impact of a) CSR informativeness, b) CSR transparency, ¢) CSR consistency
and d) CSR message tone on employees’ organizational identification will be

mediated by their perceptions of the company’s environmental CSR.
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H5: The impact of a) CSR informativeness, b) CSR transparency, ¢) CSR consistency
and d) CSR message tone on employees’ organizational commitment will be mediated

by their perceptions of the company’s environmental CSR.

H6: The impact of a) CSR informativeness, b) CSR transparency, ¢) CSR consistency
and d) CSR message tone on employees’ organizational trust will be mediated by

their perceptions of the company’s environmental CSR.
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2.5. Conceptual Model

Overall, this chapter used previous theoretical knowledge to end up with six

hypotheses. Figure 1 illustrates the conceptual model of the present study, which

provides a visual overview of all hypotheses:
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3. Research design and methods

This chapter explains the methodology selected for the aforementioned
conceptual model. As such, the chapter analyzes the reasons for selection of the
research design and presents the sampling method and data collection, as well as the

operationalization of the theoretical concepts contained in this study.

3.1. Research design

A quantitative method was adopted in the current research, as numerical data
are a useful tool for measuring humans’ behavior in social sciences (Russel Bernard,
2013). The advantage of quantitative research, compared to qualitative, relates to its
capacity to study large groups of people and generalize the findings to even bigger
groups (Swanson & Holton, 2005). Considering that the Greek shipping sector
regards a large group of people, with 589 shipping companies currently in operation
in the country (Petropoulos, 2019), a quantitative method seemed more appropriate
than a qualitative one. More specifically, qualitative could enable a deeper
understanding of the specific respondents’ attitudes but would make it harder to
generalize the findings for the whole Greek sector (Swanson & Holton, 2005).
Contrary to the qualitative, the quantitative method follows a deductive approach,
meaning that the researcher formulates hypotheses based on theory and then tests if
they are true or not (Matthews & Ross, 2010). This enables, not only generalization of
findings, but also prediction of some outcomes (Zhou & Sloan, 2009).

As the RQ at hand examined shipping employees’ perceptions and attitudes, a
survey was selected as the most appropriate research method for examining attitudes
and behaviors (Matthews & Ross, 2010). Questionnaires are beneficial for the
researcher as they enable the concentration of factual data from a wide range of
people and the gathering of this data in a standardized way, enabling him/her to
directly put it into a computer for analysis of results quickly and easily (Matthews &
Ross, 2010). Another advantage of the survey relates to ethical considerations, as
questionnaires can be anonymous securing respondents’ privacy (Matthews & Ross,
2010). As such, an online survey questionnaire was created using Qualtrics (see
Appendix A).

The benefits of an online survey, instead of a conventional one, are low costs,

high convenience, and quick response rates (Gunter et al., 2002), as well as
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confidentiality and anonymity (Matthews & Ross, 2010; Rice et al., 2017).
Considering that an estimated 78,1% of Greek population are Internet users as of 2020
(World Bank, 2022), the researcher of the present study was able to reach a large
number of participants. A major disadvantage of the online survey is that the
researcher cannot control whether the respondent will answer the questions, which
creates issues for sample representativeness (Punch, 2014), as well as for validity and
generalizability of findings (Singh & Sagar, 2021). However, the online form was still
chosen as the most suitable due to the majority of its advantages. It was also
considered a safer means of data collection amid the COVID-19 pandemic (Singh &
Sagar, 2021). Also, as this study used a “self-completion” questionnaire (Matthews &
Ross, 2010), specific attention was given to the clarity and simplicity of instructions
as the first contact with potential respondents.

3.2. Sampling

3.2.1. Proposed sample and sampling strategy

As the goal of the present study was to examine the impact of CSR
communication on employees, employees working in shipping companies in Greece
constituted the survey population. This included both office employees and seafarers
employed by Greek-based companies. The survey was in online form, so participants
were recruited online, using emails and social media platforms. Considering the wide
nature of shipping operations, the survey was distributed to a wide range of shipping
companies, including shipowning and operating companies, charterers, brokers,
marine leisure firms, maritime security firms, marine consultants, marine insurance
firms, and classification societies.

This research opted for non-probability sampling, a method enabling the
researcher to select samples based on accessibility (Etikian, 2015). This was chosen
for two reasons. First, although probability sampling is considered the best for
ensuring generalizability of findings thanks to random selection, non-probability
sampling can still ensure validity and has always been an important part of academic
research thanks to its low-cost and convenience benefits (Sarstedt et al., 2018).
Second, the nature of the topic, which focused on the specific and limited population
of shipping employees in Greece, could not allow a random sampling (Etikian, 2015).
Hence, a non-probability method was selected, including a combination of

convenience and snowballing sampling methods.
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As a key category of non-probability sampling, convenience sampling
prioritizes the convenience of the researcher to reach respondents, reducing the
chances of equal inclusion for the whole population, thus creating representativeness
and generalizability issues (Sarstedt et al., 2018). However, convenience sampling
has been used in a great majority of studies (Sarstedt et al., 2018) and it was opted, so
that as many as possible shipping employees could be recruited in an efficient way.

In addition, this research used the snowball method, a sampling technique
where survey respondents themselves promote the survey to other potential
respondents, such as their relatives and friends -or, in this case, their colleagues-, who
then promote the survey to their personal network of friends and family and so on
(Zhou & Sloan, 2011). A key disadvantage of this sampling method is that it may
provide biased results, as the initial respondents could “form the entire sample and
exclude access to some members of the population of interest” (Etikian, 2015, p. 6-7)
Another disadvantage is that it makes hard for the researcher to evaluate the eligibility
of participants (Biernacki & Waldorf, 1981).

However, snowballing is still one of the most popular forms of non-probability
sampling, specially tailored to sociological research (Coleman, 1958), because it
enables the researcher to gather responses from hard-to-reach populations (Etikian,
2015). Considering that recruitment of numerous shipping employees as survey
participants requires a significant amount of networking time and resources, the
snowballing method was also used for providing the convenience of reaching a higher

number of relevant participants in a short period of time (Coleman, 1958).

3.2.2. Data collection

The online survey questionnaire for this research was conducted using
Qualtrics. Before starting actual data collection, a pre-test of five participants from the
shipping sector was conducted to ensure that the questions are clear and well-
structured, thus making sure of the quality and functionality of the research
instrument. As such, these participants were asked to provide their feedback for
relevant adjustments to be made. Overall, the feedback was positive, with one
respondent commenting specifically that the survey design was not eye friendly. This
was therefore adjusted to be more attractive to the participants. In addition, valuable

feedback was gained concerning the comprehension of items, with minor
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modifications made to enhance clarity. All the pre-test participants also commented
that they felt like answering the same questions differently.

The actual data collection took place between 11 April and 12 May 2022.
First, the researcher posted the survey on LinkedIn, which is the world’s biggest
professional networking website measuring 800 million members (LinkedIn, 2022)
and gathering a great part of shipping professionals. The privacy settings of the post
were “public”, so that everyone in the LinkedIn community could see it. To make sure
that the targeted population would be attracted, the post highlighted that the survey
was addressed to anyone currently employed in a shipping company in Greece, either
as a seafarer or as an office employee. The posting took place one time at the early
stages of the survey dissemination and another time two weeks later.

Then, the researcher conducted thorough Internet-based research on shipping
companies currently under operation in Greece. Visiting every website of a Greek-
based shipping organization, the researcher created a list of companies and their
communication details. As a result, the survey was sent to the professional e-mails of
159 shipping companies, where the potential participants received the survey link
accompanied by a short text asking for their participation and thanking them in
advance (Appendix B). There were no personal data concerns, as company email
addresses do not fall under GDPR protection (EU Commission, 2016). The 75 of
these emails were sent during afternoon hours, between 16.00-18.00 local time —
which is shortly before the end of the working day— and the 84 were sent in the
morning hours of the next day, between 8.00-10.30 local time -which is generally the
start of the working day in shipping companies in Greece. However, 19 of these
emails were undeliverable.

In addition, the researcher published the survey link in a well-known
Facebook group called “University of Piraeus Maritime Studies Alumni Association”.
The group is gathering 1,150 members, mainly young professionals of the maritime
sector in Piraeus, who were kindly asked to complete it and thanked in advance.
Similarly, the survey was posted in an open Facebook group called "Novrtucoi kot
Novtihia” (“Seafarers and Shipping”) -measuring about 2,400 members- and another
open Facebook group called “TNEY”, which is gathering 1,600 members, mainly
young professionals of the maritime sector in the Greek island of Chios.

Finally, the researcher sent the survey link and text via social media messages

to her personal network of shipping professionals, who were requested to promote it
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to their own companies and networks based on the snowballing method (Coleman,
1958). She also regularly sent kind reminders, because in many cases, potential

respondents opened the survey but would not complete it.

3.2.3. Data cleaning and final sample

The dataset was exported from Qualtrics as an SPSS data file. Before the
analysis started, the data had to be “cleaned”, which means any incomplete responses
to be removed from the dataset, to enhance internal validity. More specifically, during
these 32 days, a total of 262 respondents participated in the survey. Of these
participants, only 205 were recorded by Qualtrics as “recorded answers” and 57 were
recorded as “responses in progress”. As such, the initial SPSS dataset exported
included 205 answers. The SPSS file with the 205 recorded responses was thoroughly
examined for potential issues to be identified. For example, it was found that only 187
out of the 205 recorded responses were complete.

Of the 187 respondents who finished the survey, two were deleted for having
completed the survey in a duration of 72 and 53 seconds respectively, which is
considered not enough for a proper elaboration on the questions. An indicative
example is that, in both cases, the same response (the neutral one) was selected for
every single item in the questionnaire. Finally, another response was excluded for
having a wrong answer in the “How many years have you been in the sector”, where
the response was “No”. This left a final sample of 184 respondents, which were
included in the analysis.

Of the 184 respondents that were included in the data analysis, 47.8% were
female (N=88), 49.5% male (N=91), 1.6% non-binary/third gender (N=3) and 1.1%
preferred not to say (N=2). Further, the respondents were between 23 and 60 years
old, with a mean age of 34.49 years old (SD=9.076) and a median of 30.00. As far as
the educational level of respondents is concerned, it can be noticed that they were
highly educated, with an 82.6% having achieved a Bachelor’s (40.2%, N=74) or a
Master’s/PhD degree (42.4%, N=78). More specifically, only 3.3% (N=6) had
achieved a high school diploma as their highest level of education and only 4.3%
(N=8) had achieved Institute of Vocational Training (“Ivotitobto Emayyelpotikng
Katdptiong”) or IEK, which is a program of non-formal, post-secondary education
and training inferior to university studies. Lastly, 9.8% of the sample claimed to have
studied in Merchant Navy (N=18). It is noted that one participant who selected
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“other” for his education level and typed “University degree” was included in the
“Bachelor’s degree” default responses during the data cleaning.

In addition to this demographic information, the survey asked the participants
which type of shipping sector they worked in. Most respondents (31.5%, N=58) were
employed in a ship-owning / ship-operating company, while 19.6% (N=36) were
working in Marine Insurance, 12.5% (N= 23) for a Shipping Charterer, 4.9% (N=9)
for a Classification Society, and 8.7% (N=16) were seafarers. Lastly, 23.9% (N=44)
were working in other sub-sectors, such as Marine Consultancy (N=7), Ship Broking
(N=4), and others.

Regarding the number of years that they have been working in the company,
the majority of respondents (44%, N=81) said between 1.5-5 years, the 23.9% (N=44)
between 5.5-10 years, the 15.2% (N=28) for 1 year or less, the 9.8% (N=18) for 10.5-
20 years and the 7.1% (N=13) for over 20 years. Accordingly, most respondents
(40.8%, N=75) have been in the shipping sector for 1.5-5 years, the 25.5% (N=47) for
5.5-10 years, the 17.4% (N=32) for 10.5-20 years, the 10.3% (N=19) for over 20 years
and the 6% (N=11) for 1 year or less.

Table 2.1: Summary of demographic information of respondents (continuous variables)

Variables MEAN SD N

Age 34.49 9.07 184
Years in the company 6.65 6.58 184
Years in the sector 9.03 7.76 184

3.3. Operationalization and measurements

For this study, previously tested and well-known measurements were used and
adjusted to the topic of environmental CSR communication and employees’ attitudes.
Although this study focused on shipping employees in Greece, the questionnaire was
in English, considering that this is the official language of shipping (Koriche, 2015)
and that shipping employees work in a globalized, multicultural environment
(UNCTAD, 2019). The survey started with a consensus form (see Appendix Al),
which ensured anonymity and confidentiality of responses, provided instructions
about completion of the questionnaire and included the researcher’s name and contact

email address for people who could have questions (Matthews & Ross, 2010). At its
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end, the form asked the participants to select the “Agree to proceed” option, to ensure
that they had read the instructions and consented to provide their responses.

Furthermore, Matthews & Ross (2010) argue that the survey research must ask
potential respondents about things they know. Considering the familiarity of the
shipping industry with the CSR concept, the targeted population was seen as
appropriate for answering the questionnaire. However, in order to ensure that all the
respondents were familiar with what they had to answer, the survey included also a
very short text, following the consensus form, which explained what the
environmental CSR of a company is about (Appendix A2).

Overall, the questionnaire included a total of 45 questions, 6 of which were
concerned demographics and background information. The other 39 items were
adjusted from previous studies, based on a 5-point Likert scale (1=strongly disagree,
5=strongly agree) and measured three different sub-sections: Employees’ perception
of the company’s environmental CSR, environmental CSR communication, and
employees’ attitudes. With the Likert scale, respondents were enabled to express how
strongly they feel about the items, distinguishing themselves from other respondents
in the survey (Matthews & Ross, 2010).

3.3.1. Organizational trust

The Dependent Variable (DV) “organizational trust” was measured using a 5-
item scale from Ko et al., (2021), including items like “My company is generally
responsible”. (Appendix A2). The items are based on work by Lee & Xu (2014), Ko
& Cho (2019) and Cook & Wall (1980). As in the original research, this variable was
also measured using a 5-point Likert scale (1=strongly disagree, 5=strongly agree). In
the original research, this scale had a reliability coefficient of Cronbach’s a=.88 (Ko
et al. 2021). In this study, the Cronbach a=.90, indicating high reliability (Shrestha,
2021).

3.3.2. Organizational commitment

The DV “organizational commitment” was measured using also a 5-item scale
from Ko et al. (2021), based on work from Lee & Xu (2014); Moon (2018); Lee
(2012); Cook & Wall (1980) and including items such as “I am proud to be a member
of the organization” (Appendix A2). As in the original research, this variable was also

measured using a 5-point Likert scale (1=strongly disagree, 5=strongly agree). In the
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original research, this scale had a Cronbach’s a=.90 (Ko et al. 2021). In this study, the
Cronbach a=.86 still indicated very good reliability (Shrestha, 2021).

3.3.3. Organizational identification

The DV “organizational identification” was measured using a 6-item scale
from Edwards & Peccei (2007), including items such as “My employment in the
company is a big part of who I am”. As in the original research, this variable was also
measured using a 5-point Likert scale (1=strongly disagree, 5=strongly agree). In the
two original studies in professional samples, this scale had a Cronbach’s a=.87 and
Cronbach’s a=.92 respectively (Edwards & Peccei, 2007). In this study, the Cronbach
a=.91, indicating high reliability.

3.3.4. Environmental CSR communication

The Independent Variable (IV) “environmental CSR communication” was
measured using four different scales from Kim (2019), based on four CSR
communication factors presented below. The scales used for the communication
factors are based on previous thorough research by Kim & Ferguson (2014, 2016), but
have also been used by several other researchers as prerequisites for successful CSR
communication (Morsing & Schultz, 2006; Du et al., 2010; Coombs & Holladay,
2011).

CSR informativeness measures what CSR efforts the organization is exactly
engaged in (Kim & Ferguson, 2016) and includes six items like “I believe the
company has been actively providing me with potential results of its current CSR
activities” (Appendix A3). As in the original research, this variable was measured
using a 5-point Likert scale (1=strongly disagree, 5=strongly agree). In the original
study by Kim (2019), this scale had a Cronbach’s a=.93. In this study, the Cronbach
a=.89 still showed very good reliability (Shrestha, 2021).

Transparency measures the company’s honesty on CSR reporting and includes
three items, such as “I believe the company has informed the public if its CSR
initiative fails” (Appendix A2). As in the original research (Kim, 2019), this variable
was measured using a 5-point Likert scale (1=strongly disagree, 5=strongly agree).
This scale had originally a high reliability with Cronbach’s a=.94, but in this study,
the Cronbach =.91, which is indicating a high reliability (Shrestha, 2021).
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In addition, consistency describes the company not changing details regarding
its CSR practices (Puncheva-Michelotti et al., 2018) and includes items, such as “I
believe consistency in CSR communication of the company is important to me”
(Appendix A3). As in the original research (Kim, 2019), this variable was measured
using a 5-point Likert scale (1=strongly disagree, 5=strongly agree). This scale had
originally a high reliability with Cronbach’s a=.96. The reliability in this study was
still good with Cronbach a=.84 (Shrestha, 2021).

Finally, the message tone refers to whether the company’s tone is perceived as
being based on facts or is self-promotional when communicating its CSR practices
(Kim, 2019). The scale on message tone included items, such as “I feel that the
company’s CSR messages have been based on facts” (Appendix A3) and is measured
using a 5-point Likert scale (1=strongly disagree, 5=strongly agree). This scale had
originally a good reliability with Cronbach’s a=.86. In the present study, two items
had to be reversed for reliability to be achieved. For example, the item “The
company’s CSR messages have been too promotional” became “The company’s CSR
messages have been not too promotional” and the item “The company’s CSR
messages have been too self-congratulatory” became “The company’s CSR messages
have been not too self-congratulatory”. As such, the reliability in this study was found
acceptable with Cronbach a=.79 (Shrestha, 2021).

Considering that the scales originally examined the expectations of consumers
towards a company’s CSR communication, but the present study was addressed to
employees, there were slight modifications in the scales. For example, when
measuring the CSR consistency factor, the questions were slightly modified from
“What the company is communicating about its CSR activities should be consistent”
to “What the company is communicating about its CSR activities to the public should
be consistent”. This clarified for the respondents that the items concerned their own
perceptions about their company’s CSR communication practices towards the external
world. In addition, all items in this section were modified to include the
environmental factor, i.e., where the original item read “CSR communication”, it

became “environmental CSR communication” (see Appendix A2).

3.3.5. Mediator: Employees’ perceptions
“Employees’ perception of company’s environmental CSR” was added as a

mediator variable (M) in the study. A mediator causes mediation in the relationship
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between the DV and the IV (Baron & Kenny, 1986). This means that the study aimed
to measure how the shipping companies’ environmental CSR communication (IV)
affects employees’ organizational trust, commitment, and identification (DV), through
the mediated effect of the employees’ perceptions of the companies’ environmental
CSR actions (M). In a mediational model, the 1V first affects the mediator, and then
the mediator affects the DV, meaning the mediator acts as a possible explanation for
the relationship between 1V and DV (Namazi & Namazi, 2016).

The mediator was measured using a 6-item scale created by Ko et al. (2021),
which examines the ethical responsibility of CSR and was also used in a study on
employees of logistics sector. Example items in the scale included “My company has
a general code of ethics and guidelines” (Appendix A3). In this section, the items
were also slightly reformed to measure the environmental factor, i.e. “My company
has a general code of ethics and guidelines regarding environmental issues”. This
variable was also measured using a 5-point Likert scale (1=strongly disagree,
5=strongly agree). In the original research, this scale had a reliability coefficient of
Cronbach’s a=.81 (Ko et al. 2021). In this study, the Cronbach a=.87 shows very
good reliability (Shrestha, 2021).

3.3.6. Demographics

The last section was comprised of demographics, including questions on the
respondent’s gender, age, highest educational level achieved, type of shipping
company, years of working in the sector and years of working in the company
(Appendix A2).

3.4. Data analysis
The data collected were analyzed using the software SPSS Statistics version
28, to decide whether each one of the hypotheses is accepted or rejected, and

eventually, the overarching RQ to be answered.

3.4.1. Validity and Reliability

Validity in survey research means the questionnaire is measuring what it is
supposed to measure (Matthews & Ross, 2010). The pre-tests were proven useful for
testing if the respondents comprehended what exactly they were asked about, while

the selection of previously used and scientifically proven scales improved the validity
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of results (Etchegaray & Fischer, 2010). In addition, the use of pre-existing scales,
which sometimes asked for the same information in a different way, helped ensure
convergent validity (Matthews & Ross, 2010). A good example of this are the
following two items: “I believe that the company | work in has provided the public
information about its environmental CSR failures, not just successes” and “I believe
that the company | work in has informed the public both good and bad information
about its environmental CSR activities”.

Reliability in survey research comes when the items selected are measuring
what they are supposed to measure in a consistent way (Sarstedt et al., 2017).
Cronbach alpha is one of the most regular internal consistency estimates for
measuring reliability of language test results (Brown, 2002). It is based on the logic
that numerous items are measuring the same underlying construct (Shrestha, 2021). It
generally ranges between 0 and 1, but if it is 0.7 or higher, the reliability is satisfied,
while a high level of alpha shows that the items are highly correlated (Shrestha,
2021). In the present study, a reliability test was conducted for each of the eight scales
measuring the eight different variables. As mentioned above, in all cases, Cronbach’s

alpha was over 0.7, so the reliability of each scale was verified.

3.4.2. Analysis

After the reliability tests, a total of eight new variables were constructed. Four
IVs and three DVs were included in this study. There was also one Mediator variable
(M). As all of the IVs were continuous and the relationship between variables was
linear, an Ordinary Least Squares regression (OLS) was considered the best to
examine the association between the variables and, thus, to discover whether the
hypotheses of the research were valid or not (Pallant, 2007). OLS is a typical
statistical practice for estimating coefficients of linear regression equations which
reflect the association of one or more 1Vs and a DV (XLSTAT, 2022).

More specifically, this study examined the five hypotheses using multiple
linear regression analysis. This type of regression analysis is based on correlations but
also enables a more complex examination of the relationship between several IVs and
one DV (Pallant, 2007). For instance, the linear multiple regression examined the four
predictors (CSR Informativeness, CSR Transparency, CSR Consistency and CSR
Message Tone) on the DV Organizational Identification, and then the same four
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predictors on the DV Organizational Commitment, and lastly, the same four
predictors on the DV Organizational Trust.

For a multiple linear regression analysis to be performed, several assumptions
have to be tested (Kneer, 2022). The first precondition for conducting a regression
analysis is the existence of at least 15 respondents per IV (Kneer, 2022). This is
satisfied in the present study, as the sample size includes 184 participants. A second
prerequisite is to check the normality assumption, an important test in order to
unbiasedly estimate standard errors, confidence intervals and P-values (Schmidt &
Finan, 2018). As such, a normality check had to be conducted to test if the residuals
of the regression follow a normal distribution (Kneer, 2022). The normal P-P plot
diagram showed that the data were normally distributed (Appendix C1). Another
prerequisite that must be checked is linearity - meaning that the IVs have a straight-
line relationship with the DV. However, when the data are normally distributed, there
is no need to check on linearity (Poole & O'Farrell, 1971).

In addition, the data had to be checked for homoscedasticity, describing
whether the regression residuals were equally distributed. The homoscedasticity
assumption can significantly affect the validity of linear regression results (Yang et
al., 2019). The statistical tests showed that these residuals were equally distributed
above and below zero on the X-axis, and to the left and right of zero on the Y-axis
(Appendix C2).

Lastly, a check was performed for the absence of multicollinearity -explaining
the high intercorrelations among the 1Vs themselves (Poole & O'Farrell, 1971).
Having multicollinear 1Vs results in individual regression coefficients for each
variable to be non-identifiable (Poole & O'Farrell, 1971). In this study, the lack of
multicollinearity was checked using VIF values. As each value in the Coefficients
table was below 10, the absence of high correlations among the 1Vs was confirmed
(Appendix C3). Therefore, the OLS regression analysis could be performed.

Then, to test the potential mediation effect of the employees’ CSR perception
on the model, the statistical package PROCESS Macro version 4.1 was used in the
SPSS (Hayes, 2022). The 95% confidence interval was generated with 5000 bootstrap

samples.

38



4. Results

The previous chapter validated the reliability of measurements, so, in this
chapter, the relationship between the DVs and the IVs will be analyzed and the six
hypotheses will be tested. In addition, the results of a mediation analysis on the effect
of the Vs on the DVs will be presented.

4.1. Descriptive analysis

When asked to what extent they think that their company is engaged in
environmental CSR, most respondents (33.7%) were neutral, while a considerable
part (30.4%) answered “Much” and 16.8% said “Very Much”. Meanwhile, an
estimated 19% answered “Little” and “Very Little”. The average score of
environmental CSR engagement according to the respondents in this study is M=3.40
(SD=1.07) on a 5-point Likert scale.

The average score of organizational identification of the respondents in this
study is M=3.51 (SD=0.73) on a 5-point Likert scale. Being higher than the scale’s
middle of 3.0, the score indicates a more-than-moderate level of the respondents’
identification with the shipping companies they work in. Meanwhile, the average
score of organizational commitment of the respondents in this study is M=3.63
(SD=0.70) on a 5-point Likert scale, reflecting a good level of the employees’
commitment to their companies. Finally, the average score of organizational trust is
M=3.60 (SD=0.74) on a 5-point Likert scale, which shows again a good level of the
employees’ trust in their companies.

The average score of CSR informativeness in this study is M=3.39 (SD=0.70)
on a 5-point Likert scale. This means that the respondents of this study perceive the
company they work in as scoring more than average in the communication of their
environmental CSR activities toward the public. Moving to the CSR transparency, the
average score of this IV is M=3.09 (SD=0.85) on a 5-point Likert scale, which lies
slightly above the scale’s middle of 3.0. This score shows that the employees
surveyed consider their companies being moderately transparent in their
environmental CSR communication. For the CSR consistency factor, the average in
this study is M=3.65 (SD=0.73) on a 5-point Likert scale, which scores higher than
average and the highest when compared with all the 8 variables. This means that the

respondents find consistency as the most important factor in organizations’
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environmental CSR communication. Lastly, the average score of CSR message tone
in this study is M=3.36 (SD=0.63) on a 5-point Likert scale, also slightly above the
middle. This may reflect shipping employees’ perception that organizations score the
average on presenting completely factual information in their environmental CSR
communication.

Finally, the average score of respondents’ environmental CSR perception in
this study is M=3.55 (SD=0.70). Scoring above 3, which is the middle of the scale,
shows the employees have a relatively good perception of their companies’
engagement with environmental CSR. It becomes evident that all the responses on the

questionnaire scored higher than the middle value of 3.

Table 4.1: Overview of Variables

Variables MEAN SD Cronbach a
CSR informativeness 3.39 0.70 .89
CSR transparency 3.09 0.85 91
CSR consistency 3.65 0.73 .96
CSR message tone 3.36 0.63 .79
Organizational identification 3.51 0.73 91
Organizational commitment 3.63 0.70 .86
Organizational trust 3.60 0.74 .90
CSR perception 3.55 0.70 .87
N=184

4.2. Correlations

Research uses the bivariate correlation, or Pearson correlation, to check both
the extent and the direction of the linear relationship amongst numerous variables
(Pallant, 2007). More specifically, Pearson correlation coefficients (r) can only take
values between +1 and -1, indicting a positive and negative relationship among the
variables, respectively. A positive relationship means that when the one variable
increases, the other variable increases as well, while negative means that when the
one variable increases, the other variable decreases. In addition, the number of the
value reflects the level of relationship between the variables. For instance, if the value

is 0, this shows no relationship among the variables. According to Cohen (1988), if
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the r value is between r =.10 to r =.29, the strength of the relationship is considered
small, if it is between r =.30 to r =.49, it is medium, and if r =.50 to r =1.0, it is
strong. The following table includes all the correlations found for the 1Vs and DVs
and the Mediator.

Table 4.2: Correlation analysis between CSR informativeness, CSR transparency, CSR consistency, CSR
message tone, Organizational Identification, Organizational Commitment, Organizational Trust and CSR
perception

Variables CSR CSR CSR CSR CSR Organiza Organiza Orga
informati  transpare  consisten message  perceptio tional tional nizati
veness ncy cy tone n Identifica Commit  onal

CSR 1,00

informativeness

CSR ,653*** 1,00

transparency

CSR A83***  356*** 100

consistency

CSR message A39%F*F  DAQF** A462*** 1,00
tone

CSR perception  ,701***  466*** AA7FF*x - 425% % 100

Organizational ,360%** ,336*** ,384*** ,341%** ,529*** 1,00
Identification

Organizational ,406%** ,322%** AT3*** A36%** ,545*** ,805*** 1,00
Commitment

Organizational ,555*** ,390*** A41x** ALT*** ,612%** ,700*** ,153*** 1,00
Trust

Significance levels: ~p< .10 *p<.05 **p<.01 ***p<.001 (2-tailed)

Based on the results of the correlation analysis, there is a strong correlation
among all the three DVs (organizational identification, commitment, and trust) with a
significance of p<.001. As the correlations are positive, the level of organizational
commitment corresponds to the level of organizational trust and the level of
organizational identification. As expected, there is also a high correlation between the
company’s CSR informativeness and employees’ perception of their company’s
environmental CSR, which means that the level to which the companies inform about
their environmental CSR activities corresponds to the employees’ perception of these

activities.
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4.3. Hypotheses testing

4.3.1. Hypothesis 1

The first hypothesis suggested that, in the Greek shipping sector, a)
informativeness of CSR communication, b) transparency of CSR communication, c)
consistency of CSR communication, and d) message tone of CSR communication
positively affect employees’ organizational identification. So, for the DV
Organizational Identification, a multiple linear regression analysis was performed,
with CSR informativeness, CSR transparency, CSR consistency, and CSR message
tone as predictors. This model explains 22% of the variance. This means that the four
CSR communication factors determine the variance of organizational identification to
a considerable, but not large, extent.

The model was found to be significant, F (4,189) = 12.83, p< .001, R?=.22.
Out of the four predictors, transparency (5=.174, SE=.075, p=.048), consistency (5=
.209, SE=.079, p=.009), and message tone of CSR communication (f=.172, SE=.090,
p=.028) were found to be significant predictors for employees’ organizational
identification, while informativeness of CSR communication was found to be non-
significant (#=.07, SE=.101, p=.470). This means that the transparency, consistency
and factual tone in CSR communication of a shipping company toward the public
positively affects their employees’ identification with the company. So, Hla is

rejected, while H1b, H1c and H1d are confirmed.

4.3.2. Hypothesis 2

The second hypothesis suggested that, in the Greek shipping sector, a)
informativeness of CSR communication, b) transparency of CSR communication, c)
consistency of CSR communication, and d) message tone of CSR communication
positively affect employees’ organizational commitment. So, for the DV
“Organizational Commitment”, a multiple linear regression analysis was performed,
with “CSR informativeness”, “CSR transparency”, “CSR consistency” and “CSR
message tone” as predictors. This model explains 30% of the variance. This means
that the four CSR communication factors determine the variance of organizational
commitment to a larger extent than the variance of organizational identification.

The model was found to be significant, F (4,179) = 19.99, p< .001, R?=.30.
Out of the four predictors, only consistency ($=.277, SE=.072, p< .001), and message
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tone of CSR communication (5= .239, SE=.082, p=.001) were found to be significant
predictors of employees’ organizational commitment, while there was no significance
between informativeness of CSR communication ($=.103, SE=.092, p=.260) and
transparency (5=.099, SE=.068, p=.233) with employees’ commitment. This means
that the consistency and factual tone in CSR communication of a shipping company to
the external world positively affects their employees’ commitment to the company.

So, H2a and H2b are rejected, while H2c and H2d are confirmed.

4.3.3. Hypothesis 3

The third hypothesis suggested that, in the Greek shipping sector, a)
informativeness of CSR communication, b) transparency of CSR communication, c)
consistency of CSR communication, and d) message tone of CSR communication
positively affect employees’ organizational trust. So, for the DV “Organizational
Trust”, a multiple linear regression analysis was conducted, with “CSR
informativeness”, “CSR transparency”, “CSR consistency” and “CSR message tone”
as predictors. This model explains 36% of the variance. This means that the four CSR
communication factors determine the variance of organizational trust to a larger
extent than the variance of both organizational identification and commitment.

The model was again found to be significant, F (4,179) = 25.94, p< .001,
R2=.36. Out of the four predictors, informativeness (6=.368, SE=.093 p< .001),
consistency (5=.170, SE=.073, p=.019) and message tone of CSR communication (f=
.165, SE=.082, p=.020) were found to be significant predictors for employees’
organizational trust, while transparency (5=.049, SE=.069, p=.533) was found as a
non-significant factor for employees’ trust. This means that informativeness,
consistency and message tone in CSR communication of a shipping company to the
external world positively affects their employees’ trust in the company. So, H3a, H3c

and H3d are accepted, while H3b is rejected.

Table 4.3: Results of hypothesis testing

Number  Hypothesis Rejected/Confirmed

Hla In the shipping sector, informativeness of CSR Rejected
communication positively affects employees’ organizational

identification.
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H1b In the shipping sector, transparency of CSR communication Confirmed

positively affects employees’ organizational identification.

Hlc In the shipping sector, consistency of CSR communication Confirmed

positively affects employees’ organizational identification.

H1ld In the shipping sector, message tone of CSR communication Confirmed

positively affects employees’ organizational identification.

H2a In the shipping sector, informativeness of CSR Rejected
communication positively affects employees’ organizational

commitment.

H2b In the shipping sector, transparency of CSR communication Rejected

positively affects employees’ organizational commitment.

H2c In the shipping sector, consistency of CSR communication Confirmed

positively affects employees’ organizational commitment.

H2d In the shipping sector, message tone of CSR communication Confirmed

positively affects employees’ organizational commitment.

H3a In the shipping sector, informativeness of CSR Confirmed
communication positively affects employees’ organizational

trust.

H3b In the shipping sector, transparency of CSR communication Rejected

positively affects employees’ organizational trust.

H3c In the shipping sector, consistency of CSR communication Confirmed

positively affects employees’ organizational trust.

H3d In the shipping sector, message tone of CSR communication Confirmed

positively affects employees’ organizational trust.

4.4. Testing of Mediation Effect

Then, it was tested whether the employees’ pre-existing perception about the
company’s environmental CSR activities (CSR perception) could function as a
mediator that forms an intermediate link between the four 1Vs (CSR informativeness,
CSR transparency, CSR consistency, and CSR message tone) and the three DVs
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(organizational identification, commitment, and trust). To test the potential mediation
effect of the employees’ CSR perception on the model, the statistical package
PROCESS macro version 4.1 was used in the SPSS (Hayes, 2022). Mediation
includes four steps: The significance between the IV and the DV, the significance
between the IV and the Mediator, the significance between the mediator and the DV
in the presence of the IV and, finally, the insignificance of the initial IV and the DV in
the presence of the Mediator (Elite Research LLC, 2004-2013). The 95% confidence
interval was generated with 5000 bootstrap samples. Also, Sobel’s tests (1982) were

used to validate the significance of mediation effects.

4.4.1. Hypothesis 4a

Step 1 of the mediation model showed that the regression of CSR
informativeness (1) on organizational identification (DV), ignoring the mediator,
was significant (b=.3759, t (182) =5.21, SE=.0721, p=.000). Step 2 showed that the
regression of CSR informativeness (IVV) on CSR perception (M) was also significant
(b=.7060, t (182) = 13.26, SE=.0532, p=.000). This means that the two first conditions
are met. Step 3 of the mediation process showed that the mediator (CSR perception),
controlling for CSR informativeness, was significant, (b=.5624, t (181) = 6.14,
SE=.0916, p=.000). Step 4 of the analyses revealed that, controlling for the mediator
(CSR perception), CSR informativeness was no longer a significant predictor of
organizational identification (5 = -.0212, t (181) = -.2294, SE=.0922, p=.818), so
mediation is confirmed. A Sobel test was also conducted and found full mediation in
the model (z=7.09, p=.000). So, it was found that employees’ perception about the
company’s environmental CSR practices fully mediated the relationship between

informativeness in CSR communication and employees’ organizational identification.

4.4.2. Hypothesis 4b

Step 1 of the mediation model showed that the regression of CSR transparency
(V) on organizational identification (DV), ignoring the mediator, was significant
(b=.2876, t (182) = 4.80, SE=.0598, p=.000). Step 2 showed that the regression of
CSR transparency (IV) on CSR perception (M) was also significant (b=.3852, t (182)
=7.09, SE=.0543, p=.000). This means that the two first conditions are met. Step 3 of
the mediation process showed that the mediator (CSR perception), controlling for
CSR transparency, was significant, (b=.4926, t (181) = 6.72, SE=.0733, p=.000). Step
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4 revealed that, controlling for the mediator (CSR perception), CSR transparency was
no longer a significant predictor of organizational identification (b=-.0979, t (181) =
1.61, SE=.0606, p=.1082), so mediation is confirmed. A Sobel test was also
conducted and found full mediation in the model (z=5.41, p=.000). So, it was found
that employees’ perception about the company’s environmental CSR practices fully
mediated the relationship between transparency in CSR communication and

employees’ organizational identification.

4.4.3. Hypothesis 4c

Step 1 of the mediation model showed that the regression of CSR consistency
(V) on organizational identification (DV), ignoring the mediator, was significant
(b=.3833, 1 (182) = 5.61, SE=.0682, p=.000). Step 2 showed that the regression of
CSR consistency (IV) on CSR perception (M) was also significant (b=.4307, t (182) =
6.74, SE=.0638, p=.000). This means that the two first conditions are met. Step 3 of
the mediation process showed that the mediator (CSR perception), controlling for
CSR consistency, was significant, (b=.4620, t (181) = 6.44, SE=.0716, p=.000). Step
4 revealed that, controlling for the mediator (CSR perception), CSR consistency was
still a significant predictor of organizational identification (b=.1843, t (181) = 2.67,
SE=.0690, p=.008), but in a smaller magnitude, so a partial mediation is confirmed. A
Sobel test was also conducted and found partial mediation in the model (z=5.25,
p=.000). So, it was found that employees’ perception about the company’s
environmental CSR practices partially mediated the relationship between consistency

in CSR communication and employees’ organizational identification.

4.4.4. Hypothesis 4d

Step 1 of the mediation model showed that the regression of CSR message
tone (IV) on organizational identification (DV), ignoring the mediator, was significant
(b=.3942, t (182) = 4.89, SE=.0805, p=.000). Step 2 showed that the regression of
CSR message tone (IV) on CSR perception (M) was also significant (b=.4738, t (182)
=6.32, SE=.0749, p=.000). This means that the two first conditions are met. Step 3 of
the mediation process showed that the mediator (CSR perception), controlling for
CSR message tone, was significant, (b=.4851, t (181) = 6.80, SE=.0713, p=.000).
Step 4 revealed that, controlling for the mediator (CSR perception), CSR message
tone was still a significant predictor of organizational identification (b=.1643, t (181)
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=2.06, SE=.0796, p=.040), but in a smaller magnitude, so a partial mediation is
confirmed. A Sobel test was also conducted and found partial mediation in the model
(z =5.05, p=.000). So, it was found that employees’ perception about the company’s
environmental CSR practices partially mediated the relationship between the CSR

communication tone and employees’ organizational identification.

4.4.5. Hypothesis 5a

Step 1 of the mediation model showed that the regression of CSR
informativeness (IV) on organizational commitment (DV), ignoring the mediator, was
significant (b=.4086, t (182) = 6.00, SE=.0681, p=.000). Step 2 showed that the
regression of CSR informativeness (IVV) on CSR perception (M) was also significant
(b=.7060, t (182) = 13.26, SE=.0532, p=.000). This means that the two first conditions
are met. Step 3 of the mediation process showed that the mediator (CSR perception),
controlling for CSR informativeness, was significant, (b=.5109, t (181) = 5.86,
SE=.0872, p=.000). Step 4 revealed that, controlling for the mediator (CSR
perception), CSR informativeness was no longer a significant predictor of
organizational commitment (b=.0480, t (181) = 54.64, SE=.0878, p=.585), so
mediation is confirmed. A Sobel test was also conducted and found full mediation in
the model (z = 7.31, p =.000). So, it was found that employees’ perception about the
company’s environmental CSR practices fully mediated the relationship between

informativeness in CSR communication and employees’ organizational commitment.

4.4.6. Hypothesis 5b

Step 1 of the mediation model showed that the regression of CSR transparency
(V) on organizational commitment (DV), ignoring the mediator, was significant
(b=.2661, t (182) = 4.59, SE=.0580, p=.000). Step 2 showed that the regression of
CSR transparency (IV) on CSR perception (M) was also significant (b=.3852, t (182)
=7.09, SE=.0543, p=.000). This means that the two first conditions are met. Step 3 of
the mediation process showed that the mediator (CSR perception), controlling for
CSR transparency, was significant, (b=.5037, t (181) = 7.19, SE=.0700, p=.000). Step
4 revealed that, controlling for the mediator (CSR perception), CSR transparency was
no longer a significant predictor of organizational commitment (b=.0721, t (181
=1.24, SE=.0579, p=.214), so mediation is confirmed. A Sobel test was also

conducted and found full mediation in the model (z = 5.51, p = .000). So, it was found
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that employees’ perception about the company’s environmental CSR practices fully
mediated the relationship between transparency in CSR communication and

employees’ organizational commitment.

4.4.7. Hypothesis 5¢

Step 1 of the mediation model showed that the regression of CSR consistency
(V) on organizational commitment (DV), ignoring the mediator, was significant
(b=.4542, t (182) = 7.23, SE=.0628, p=.000). Step 2 showed that the regression of
CSR consistency (V) on CSR perception (M) was also significant (b=.4307, t (182) =
6.74, SE=.0638, p=.000). This means that the two first conditions are met. Step 3 of
the mediation process showed that the mediator (CSR perception), controlling for
CSR consistency, was significant, (b=.4166, t (181)=6.28, SE=.0662, p=.000). Step 4
revealed that, controlling for the mediator (CSR perception), CSR consistency was
still a significant predictor of organizational commitment (b= .2748, t (181)=4.30,
SE=.0638, p=.000), but in a smaller magnitude, so a partial mediation is confirmed. A
Sobel test was also conducted and found partial mediation in the model (z=5.34,
p=.000). So, it was found that employees’ perception about the company’s
environmental CSR practices partially mediated the relationship between consistency

in CSR communication and employees’ organizational commitment.

4.4.8. Hypothesis 5d

Step 1 of the mediation model showed that the regression of CSR message
tone (IV) on organizational commitment (DV), ignoring the mediator, was significant
(b=.4855, t (182) = 6.53, SE=.0743, p=.000). Step 2 showed that the regression of
CSR message tone (IV) on CSR perception (M) was also significant (b=.4738, t (182)
=6.32, SE=.0749, p=.000). This means that the two first conditions are met. Step 3 of
the mediation process showed that the mediator (CSR perception), controlling for
CSR message tone, was significant, (b=.4386, t (181) = 6.62, SE=.0662, p=.000).
Step 4 revealed that, controlling for the mediator (CSR perception), CSR message
tone was still a significant predictor of organizational commitment (b=.2777, t (181)
=3.76, SE=.0738, p=.000), but in a smaller magnitude, which indicates a partial
mediation. A Sobel test was also conducted and found significance in the partial

mediation of the model (z=5.13, p=.000). So, it was found that employees’ perception
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about the company’s environmental CSR practices partially mediated the relationship

between the CSR communication tone and employees’ organizational commitment.

4.4.9. Hypothesis 6a

Step 1 of the mediation model showed that the regression of CSR
informativeness (1) on organizational trust (DV), ignoring the mediator, was
significant (b=.5884, t (182) = 8.99, SE=.0654, p=.000). Step 2 showed that the
regression of CSR informativeness (IV) on CSR perception (M) was also significant
(b=.7060, t (182) =13.26, SE=.0532, p=.000). This means that the two first conditions
are met. Step 3 of the mediation process showed that the mediator (CSR perception),
controlling for CSR informativeness, was significant, (b=.4631, t (181) =5.47,
SE=.0846, p=.000). Step 4 revealed that, controlling for the mediator (CSR
perception), CSR informativeness was still a significant predictor of organizational
trust (b=.2614, t (181) =3.06, SE=.0878, p=.002), but in a smaller magnitude. This
shows a partial mediation. A Sobel test was also conducted and found significance of
the partial mediation in the model (z=8.2, p=.000). So, it was found that employees’
perception about the company’s environmental CSR practices partly mediated the
relationship between informativeness in CSR communication and employees’

organizational trust.

4.4.10. Hypothesis 6b

Step 1 of the mediation model showed that the regression of CSR transparency
(IV) on organizational trust (DV), ignoring the mediator, was significant (b=.3397, t
(182) = 5.71, SE=.0595, p=.000). Step 2 showed that the regression of CSR
transparency (1) on CSR perception (M) was also significant (b=.3852, t (182) =
7.09, SE=.0543, p=.000). This means that the two first conditions are met. Step 3 of
the mediation process showed that the mediator (CSR perception), controlling for
CSR transparency, was significant, (b=.5795, t (181)=8.38, SE=.0691, p=.000). Step
4 revealed that, controlling for the mediator (CSR perception), CSR transparency was
still a significant predictor of organizational trust (b=.1165, t (181) =2.03, SE=.0572,
p=.043), but in a smaller magnitude, so a partial mediation is confirmed. A Sobel test
was also conducted and found mediation significance (z= 5.87, p=.000). So, it was

found that employees’ perception about the company’s environmental CSR practices
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partly mediated the relationship between transparency in CSR communication and

employees’ organizational trust, and H6b is confirmed.

4.4.11. Hypothesis 6¢

Step 1 of the mediation model showed that the regression of CSR consistency
(V) on organizational trust (DV), ignoring the mediator, was significant (b=.4476, t
(182) =6.63, SE=.0675, p=.000). Step 2 showed that the regression of CSR
consistency (IV) on CSR perception (M) was also significant (b=.4307, t (182) =6.74,
SE=.0638, p=.000). This means that the two first conditions are met. Step 3 of the
mediation process showed that the mediator (CSR perception), controlling for CSR
consistency, was significant, (b=.5465, t (181) = 8.12, SE=.0672, p=.000). Step 4
revealed that, controlling for the mediator (CSR perception), CSR consistency was
still a significant predictor of organizational trust (b= .2122, t (181) =3.27, SE=.0647,
p=.001), but in a smaller magnitude, so a partial mediation is confirmed. A Sobel test
was also conducted and found partial mediation in the model (z=5.66, p=.000). So, it
was found that employees’ perception about the company’s environmental CSR
practices partially mediated the relationship between consistency in CSR

communication and employees’ organizational trust. So. H6c is confirmed.

4.4.12. Hypothesis 6d

Step 1 of the mediation model showed that the regression of CSR message
tone (1V) on organizational trust (DV), ignoring the mediator, was significant
(b=.4896, t (182) =6.18, SE=.0792, p=.000). Step 2 showed that the regression of
CSR message tone (IV) on CSR perception (M) was also significant (b=.4738, t (182)
=6.32, SE=.0749, p=.000). This means that the two first conditions are met. Step 3 of
the mediation process showed that the mediator (CSR perception), controlling for
CSR message tone, was significant, (b=.5597, t (181) = 8.38, SE=.0667, p=.000).
Step 4 showed that, controlling for the mediator (CSR perception), CSR message tone
was still a significant predictor of organizational trust (b= .2244, t (181) = 3.01,
SE=.0744, p=.002), but in a smaller magnitude, which indicates a partial mediation. A
Sobel test was also conducted and found significance in the partial mediation of the
model (z=5.41, p=.000). So, it was found that employees’ perception about the

company’s environmental CSR practices partially mediated the relationship between
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the CSR communication tone and employees’ organizational trust. So, H6d is

confirmed.
Table 4.7: Summary of Results
Before Mediator Included After Mediator Included

Variables Model 1 (DV; Model 2 (DV: Model 3 (DV: Model 1 (DV; Model 2 (DV: Model 3 (DV:

Organization  Organization Organizational Organization Organizational Organizational

al al Trust) al Commitment)  Trust)
CSR informativeness 0,70~ ,103~ ,368*** -,0203~ ,0477~ ,2465*
CSR transparency ,174* ,099~ ,049~ ,1142~ ,0873~ ,1337*
CSR consistency ,209** L2 TTx** ,170* ,1849~ ,2859%** ,2092*
CSR message tone ,172* ,239%* ,165* ,1422* ,2493*** ,1909*
R2 223 ,309 ,367
F 12,831 19,999 25,948
N 184 184 184

Notes: Reported effects are standardized (Beta) coefficients.
Significance levels: ~p<.10 *p< .05 **p<.01 ***p<.001.

4.5. Control variables

After testing the relationship between the predictors and the mediator with the
DVs, another multiple linear regression was performed to test whether any of the
demographic variables could affect the model. More specifically, the focus was put on
the effects of age, years working in the company, and years of working in the sector,
on the employees’ organizational identification, commitment, and trust. For instance,
previous research has shown that age can have a significant impact on organizational
identification (Cohen, 1993; Riketta, 2005) and commitment (Mayer et al., 2002;
Suryani, 2018) of employees. Research by Mayer et al., (2002) also showed that the
length of employment in the company affects commitment.

When the three control variables were added as predictors along with “CSR
informativeness”, “CSR transparency”, “CSR consistency” and “CSR message tone”
to organizational identification, the model was found to be significant F (7,176) =
8.172, p< .001, R?=.24. This shows that the age, the number of years that the
employees have been working in the company, and the years that they have been
working in the sector affect the impact of CSR communication on their organizational
identification. However, only CSR consistency (f#=.225, p=.005) was found to be a

significant predictor. This means that CSR consistency affects employees’
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identification with the company, either when measured with the control variables or
not. On the contrary, CSR transparency (#=.150, p=.090) and CSR message tone
(p=.149, p=.058) affect identification when measured alone, but not when the three
control variables are taken into account. Lastly, CSR informativeness was found as an
insignificant predictor for identification in both cases (5=.100, p=.306). Table 4.4

shows the results of the two models for H1.

Table 4.8: Overview of Results for DV “Organizational identification”

Variables p SD
CSR informativeness 0,100~ ,703
CSR transparency ,150~ ,856
CSR consistency ,225%* ,736
CSR message tone ,149~ ,635
Age ,235* 9.07
Years in the company ,013~ 6.58
Years in the sector -, 157~ 7.76
R2 ,245

F 8,172

N 184

Significance levels: ~p< .10 *p<.05 **p<.01 ***p<.001.

When the three control variables were added as predictors along with CSR
informativeness, CSR transparency, CSR consistency, and CSR message tone to
organizational commitment, the model was again found to be significant F (7,176)
12.411, p< .001, R?=.33, which shows that the age, the number of years that the
employees have been working in the company and the years that they have been
working in the sector affect the impact of CSR communication on their commitment
to the company. However, only CSR consistency (5=.283, p<.001) and CSR message
tone ($=.222, p=.003) were found to be significant predictors. This model showed the
same results as the first one, when the control variables were not taken into account.
This validates the impact of consistency and tone of CSR communication on
employees’ commitment. The table below summarizes the findings for the DV

Organizational Commitment.
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Table 4.9: Overview of Results for DV “Organizational commitment”

Variables p SD
CSR informativeness ,122~ ,703
CSR transparency ,078~ ,856
CSR consistency ,283%** ,736
CSR message tone ,222%* ,635
Age ,214* 9.07
Years in the company -,079~ 6.58
Years in the sector -,047~ 7.76
R2 ,330

F 12,411

N 184

Significance levels: ~p< .10 *p< .05 **p<.01 ***p<.001.

Finally, when the same model was repeated for organizational trust, it was
again found to be significant F (7,176) =15.652, p< .001, R?=.38. This shows that the
age, the number of years that the employees have been working in the company, and
the years that they have been working in the sector affect the impact of CSR
communication on their trust in the company. Like the previous models, CSR
consistency (5=.174, p=.017) and CSR message tone (5=.151, p=.034) were found to
be significant predictors, but also CSR informativeness was found significant ($=.385,
p<.001). This model showed the same results as the first one, when the control
variables were not considered. This validates the impact of the three communication

factors on employees’ trust.

Table 4.10: Overview of Results for DV “Organizational trust”

Variables p SD
CSR informativeness ,385%** ,703
CSR transparency ,034~ ,856
CSR consistency ,174* ,736
CSR message tone ,151* ,635
Age ,200* 9.07
Years in the company -,090~ 6.58
Years in the sector -,082~ 7.76
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R2 ,384
F 15,652
N 184

Significance levels: ~p< .10 *p< .05 **p<.01 ***p<.001.
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5. Discussion

In this chapter, the outcomes of the data analysis will be interpreted along with
the theoretical concepts that were presented in Chapter 2. In addition, this section will
demonstrate the contributions of this study to the environmental CSR communication

of shipping companies and the associated managerial implications.

5.1. Theoretical implications

Overall, the findings suggest that the shipping companies’ consistent and
factual environmental CSR communication towards the external world positively
affects their employees’ identification, commitment, and trust towards this company.
This is consistent with previous research confirming the importance of sustainability
communications, even in a B2B sector such as shipping, for shaping the industry's
attractiveness to “potential employees and indirect customers” (Wang et al., 2021).
This is an important finding, considering that CSR in shipping is in a premature stage
(Skovgaard, 2018) and is mostly led by big international container ship firms who
comply with stringent environmental regulations but lack a deeper understanding of
customers’ needs (Shin & Thai, 2015). At the same time, Greek shipping has proven
particularly slow in integrating CSR in its operations (Fafaliou & Aroni, 2016).
Nevertheless, this study showed that almost half (47.2%) of the shipping companies in
the sample are engaging in environmental CSR communication. This validates the
increasing relevance of environmental CSR in shipping in accordance with previous
research (Lu et al., 2009).

More specifically, this study found that transparent, consistent, and factual
environmental CSR communication positively affects employees’ identification. This
is in line with both social identity theory and previous research showing that
employees better evaluate their self-worth when they identify with a positively
acclaimed company (Tyler, 1999). Even though this finding contradicts research by
Farooq et al. (2014) which found no link between environmental CSR and employees’
identification, it can still be seen as a valid result because it relates to an industry
particularly linked to environmental impact (Pang et al., 2021). In addition, Greece is
part of the EU, where the heavy regulation generally signifies a growing importance
of preserving the environment (Lister et al., 2015). Hence, it could be argued that,

amid this growing awareness, the organizations that move beyond just regulatory
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compliance on environmental issues can achieve distinction. Another possible
explanation can be related to the cultural factor, as people in developed countries -
such as Greece- tend to be more interested in environmental concerns compared to
people in countries with a higher poverty line (Farooq et al., 2014).

An interesting finding is particularly the insignificance of CSR
informativeness for employees’ identification. On the one hand, Kim (2019) says
CSR informativeness is a basic-level CSR communication advantage for companies
that does not necessarily require strong relationships with the receivers in order to be
beneficial. On the other hand, identification with a company’s values is a fundamental
employee attitude defining a great part of oneself and extending from simple
corporate co-existence to a deeper, personal level (Hameed et al., 2016). In this
respect, identification is more fundamental than the other two attitudes examined. For
instance, neither being committed nor trusting a company could be considered equal
to being identified with a company. From this aspect, it seems reasonable that
informativeness was found as a non-significant predictor for identification.

Accordingly, it is not surprising that CSR transparency was found to affect
identification, because transparency is deeply linked to honesty (Kim et al., 2020).
However, the study showed no significance of transparency with neither trust nor
commitment. The fact that CSR transparency was found not to affect trust, in contrast
with previous findings (Rawlins, 2008; Du et al., 2010; Kim et al., 2019) nor
commitment in contrast with previous research (Rawlins, 2008; Kim & Ferguson,
2016) could be explained by two reasons. The first relates to the fact that this study
focused on employees rather than consumers. Consumers’ trust is fundamentally
dependent on transparency (Rawlins, 2008), but being an entity of the corporation,
employees may emphasize more on internal than external transparency to build trust.
The second could relate to the nature of the B2B industry, which does not find a great
effect from ethical CSR. For instance, previous research by Na et al. (2011) and Ko et
al. (2021) found that environmental and ethical responsibility in CSR affected neither
organizational trust nor organizational commitment of employees, in contrast with
economic responsibility.

Commitment was the attitude that was found to be affected only by two
communication factors, i.e., consistency and factual tone. It becomes evident that,
despite being highly correlated, the three different employee attitudes can be pretty

distinctive. Commitment is a more basic attitude, as committed employees are not
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necessarily employees who trust their company, even more identifying with it. This is
also reflected in the study findings, where respondents scored higher in commitment
and lower in identification. However, the results identified external CSR
communication as a predictor of organizational commitment, which agrees with
previous studies (Meyer et al., 2002; Brammer et al., 2007). This is an interesting
result because external CSR can provide an indirect benefit to companies regarding
employees, highlighting the relevance of social identity theory (Brammer et al.,
2007). It should also be noted that age was a significant predictor of the impact of
CSR communication on employees’ commitment. The positive coefficient shows a
positive relationship between higher age and higher commitment, a finding which is
supported by previous studies (Meyer et al., 2002; Brammer et al., 2007).

This study also drew attention to the importance of consistency in
environmental CSR communication, confirming that when companies share CSR
information in a steady manner -meaning they do not change their sayings from time
to time- they tend to inspire trust to their employees. This is also found in other
studies, which have identified consistency in CSR communication as vital for building
stakeholders’ trust (Du et al. 2010, Coombs & Holladay 2011; Kim, 2019).
Consistency was significant also for both identification and commitment, validating
its importance as a main CSR communication aspect, in line with Kim (2019) and
Puncheva-Michelotti et al., (2018), who found that lack of consistency in CSR
communication in job advertisements reflects a lack of a holistic CSR strategy.

The message tone of CSR communication, describing whether the company
was self-promotional or not with respect to its environmental CSR, was found as a
significant predictor for all three employees’ attitudes, meaning that it affects their
identification, trust, and mostly their commitment to the company. This is confirmed
by previous research which shows that, in the consumers’ world, a promotional tone
in companies’ CSR communication decreases people’s trust and diminishes corporate
reputation (Kim, 2019), while attracting criticism (Brown & Dacin, 1997; Vallentin,
2003). In addition, similar to previous research (Kim & Ferguson, 2014), message
tone was identified as a more important factor than transparency and consistency in
the benefits of CSR communication.

The employees’ perception of the company’s CSR practices was identified as
a key predictor for all the three employee attitudes, both as a sole predictor and as a

mediator along with CSR communication. More specifically, the study showed that
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when employees have a high perception of the company’s CSR practices, this leads to
higher identification, trust, and commitment to the company. This agrees with
previous research showing that environmental management practices improve
employees’ identification (Jaich, 2021).

But most importantly, the study showed that, when employees have a high
perception of the company’s CSR practices and when the company shares more
details with the public, when it shares both successes and failures consistently and
when it is not promotional in its environmental CSR, employees show higher
identification, commitment, and trust. This is in accordance with social identity theory
which finds CSR beneficial for employees’ identification but when the actions of the
company are high quality accordingly (Brammer et al., 2014; Vierebl & Koch, 2022).
This means that, on the one hand, external environmental CSR communication can
benefit a shipping company in terms of employees’ attitudes, but, on the other hand, it
is unsure what happens to these attitudes if the external CSR communication is

efficient, but the actions of the organization are internally perceived as greenwashing.

5.2. Managerial Implications

Based on the results of this study, several practical recommendations can be
made. The overall findings suggest, first, that shipping companies in Greece show a
relatively high engagement in environmental CSR communication and, second, that
the extent to which shipping companies implement their environmental CSR
communication toward the public can affect employees’ attitudes towards the
organization. So, as a starting point, this study highlights the increasing relevance of
environmental CSR communication in the Greek shipping sector, which must be
noticed by companies that wish to maintain a competitive advantage by moving
beyond compliance with stringent environmental regulations (Acciaro 2012).
However, as a more important takeaway, shipping companies in Greece need to notice
perceived environmental CSR as a key factor to improve their employees’ attitudes, in
line with previous research (Shin & Thai, 2015). This means that it does not matter
only to engage in environmental CSR, but also to focus on how and what they
communicate to the world with respect to CSR.

As the theory made evident, shipping is lagging compared to other sectors in
terms of communicating its value and its business status quo to the world (Wang et

al., 2021), which applies also to Greek shipping (Fafaliou et al., 2006). In this respect,
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this study can be useful for communications practitioners of shipping companies,
tasked with the challenge of communicating CSR in an industry commonly perceived
as controversial (Wang et al., 2021). For instance, they may wish to notice that
providing details is not as important as being consistent and transparent in CSR
communication for inspiring employee identification, the most fundamental attitudes
for employees’ engagement (Kumar & Pansari, 2015). In general, shipping companies
should take into account that building a non-promotional CSR communication plan
based on consistency is vital for enhancing their employees’ attitudes.

In this way, this study showcases the deployment of environmental CSR
communication as a useful tool for making employees a power in a company’s
positive external image. This finding is important if Chandler’s (2020) “Corporate
Stakeholder Responsibility” theory is taken into account, which sees stakeholders as
active -rather than passive- enablers of companies’ environmental actions. This means
that an efficient (meaning detailed, consistent, transparent, and factual) environmental
CSR communication could act both as a booster of employees’ attitudes towards the
company and an enabler of a positive external image through employee advocacy.
Therefore, a tangible recommendation derived from this research is for shipping
companies in Greece to invest in hiring sustainability communications specialists to
undertake an efficient CSR communication planning, for building a legitimate
corporate image.

Considering that employees have been long-ago identified as the main
competitive advantage of an organization (Lawler, 1996), while CSR communication
is increasingly finding its place in online job advertising (Puncheva-Michelotti et al.,
2018), the current findings may also be relevant for HR teams, who wish to attract
new talent in shipping. For instance, this study confirms previous findings showing
that the inclusion of CSR information in job ads could boost job seekers’ interest in
these ads (Puncheva-Michelotti et al., 2018) and specifically highlighted the necessity
of a bigger focus on consistency and factual information when planning the
environmental CSR communication of shipping companies. Hence, HR managers
should consider including environmental CSR facts in their recruitment ads, as
shipping owns a particularly fragile image in environmental issues (Pang et al., 2021).
Finally, this study highlighted the significant mediating effect of the employees’
perceptions of the company’s environmental CSR practices. This probably stresses

the necessity of an internal CSR communication planning, equally to an external one.
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6. Conclusion

This section will provide a summarized overview of the study at hand, while

also presenting limitations and associated recommendations for future research.

6.1. Summary of research

This study aimed to understand if and to what extent the identification,
commitment, and trust of shipping employees toward their company may be affected
by this company’s environmental CSR communication towards the wider public. This
CSR communication was studied through four factors a) informativeness (to what
extent the company provides detailed information in its CSR communication), b)
transparency (to what extent it shares both CSR failures and successes), c)
consistency (to what extent it is consistent in what it shares, and d) factual tone (to
what extent it is providing facts or it is promotional when communicating its CSR).
For this purpose, a sample of 184 employees working in the Greek shipping sector
was selected, including seafarers and employees of shipowning and operation
companies, classification societies, marine insurance, marine consultancy companies,
and others. A multiple regression analysis, a correlation analysis, and mediation were
performed using SPSS 28.0.

Overall, the results showed that environmental CSR communication does
positively affect shipping employees’ identification, commitment, and trust.
Consistency and factual tone in CSR communication were found to improve all three
attitudes. CSR transparency was found to affect only employees’ identification, while
CSR informativeness had a positive impact on employees’ commitment and trust. The
mediation analysis also showed that employees’ shaped perceptions about the
company’s environmental CSR practices mediate the impact of CSR communication
on employees’ identification, commitment, and trust. As a result, this study
contributed to the existing literature on CSR communication, which is an
understudied field in the Greek shipping sector. To the researcher’s knowledge, there
is no other research in recent years to have studied how environmental CSR

communication can affect employees’ attitudes in shipping companies in Greece.

6.2. Limitations
As with most studies, this one also has some limitations that should be noted.

The first limitation can be related to the type of methodology selected for this
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research. As mentioned above, a quantitative method has several advantages, and the
survey, in particular, is a valuable method for testing big samples and generalizing
findings, but when interpreting the data, surveys put some boundaries to the
researcher as they do not allow to go in-depth to the results. Only a qualitative
method, in the form of interviews, could enable a deeper understanding of the specific
respondents’ attitudes. For instance, an interview could unveil the reasons why some
forms of CSR communication affect their commitment to the company, while some
others do not. Also, the selection of snowballing method could be considered as
bringing biased results, as it includes participants with certain relevant characteristics.

A second limitation of this study can be traced to the sample size, which has
received data from a total of 184 respondents. Considering that over 500 shipping
companies are currently operating in Greece, it could be argued that this is a not very
representative sample of shipping employees. Indeed, the nature of the research topic,
which, firstly, targeted such a narrow and specific population and, secondly, surveyed
busy professionals -instead of a wider population, such as everyday consumers for
example-, made the data collection process particularly challenging. As a result, the
researcher had to extend the duration of survey dissemination to collect as many
responses as possible.

Another important limitation of this study is that it examines the matter in a
single national context, that of the Greek shipping industry, which is triggering
concerns about the generalizability of conclusions. Although Greece holds a leading
position in the world’s shipping industry, there might be contextual factors that do not
apply to shipping employees of different states. However, the sample was balanced in
terms of gender and age of the participants. For the educational level, while most
respondents are well-educated, this is not considered biased, as working in the
shipping industry typically requires some form of university qualifications.

In addition, this research has only focused on the environmental aspect of
CSR, which however covers also financial and social responsibility. A relevant
limitation can be traced to the unknown level of familiarization across shipping
employees in Greece with CSR as a term. Examining CSR communication based on
employees’ perceptions, this study took for granted that employees are familiar with
what CSR exactly entails, although theory had made evident a low -yet growing-
integration of CSR in Greek shipping. Extending this thought, it should be noted that

the study at hand measured how environmental CSR communication may affect
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employees’ attitudes, but it should not be neglected that additional and unrelated
factors may affect these attitudes, such as the actual conditions of working, pay,
bonding, wellbeing initiatives, etc.

Finally, the high correlation levels among the DVs (organizational
identification, commitment, and trust) should also be taken into account as a potential
limitation in this research, because this correlation implies similar attitudes. All these
potential biases should be taken into consideration when interpreting the results of this

study.

6.3. Directions for future research

More employees’ attitudes, such as job satisfaction or employee engagement,
could be added to the scope of the research for a more holistic view of the CSR
communication impact on shipping employees. As the importance of environmental
CSR communication for shipping has been justified by both the current and previous
studies, an interesting way forward for future research could emphasize on the most
effective ways in which a B2B industry, such as shipping, could best communicate its
environmental CSR practices to the wide public.

Moreover, considering the findings that show the environmental CSR not
affecting significantly employees compared to the other pillars (Ko et al., 2021), it
would be interesting for future research to focus on how organizational commitment,
identification, and trust of shipping employees in Greece is affected by
communication of other CSR aspects, to shed light on which aspect is more impactful
on employees’ attitudes. This could provide an interesting way forward for the
planning of environmental CSR communication in shipping corporations.

Considering also the globalized nature of the shipping industry, more practical
and in-depth recommendations could be drawn if the research area was expanded to a
more international context, with a bigger and more representative sample. Only when
comparing results from a Greek sample with that of other shipping nations -maybe
adding also the cultural dimension for interpreting the results, as employees of
developing world may assign more importance to economic than to environmental
issues (Farooq et al., 2014)-, the full significance of this research would become clear.
Finally, as the current research examines attitudes, a qualitative approach in the form
of interviews could provide significant insights regarding the underlying motives and

expectations of shipping employees concerning CSR communication.
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Lastly, an interesting way forward for academic research could emphasize a
comparison between the effect of external environmental CSR communication and an
internal one. Taking also a similar, Greek-based sample, it would be very relevant for
local shipping corporations to identify which form of CSR communication (internal-
external) has a higher effect on employees’ attitudes and help them plan their CSR

communications accordingly.
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Appendices

-Appendix A — Questionnaire

Appendix Al — Consensus form

Dear participant,
Thank you very much for your participation in this research!

As part of my Master Thesis in Business and Media at Erasmus University Rotterdam,
Department of Media and Communication (ESHCC), | am conducting research on environmental
Corporate Social Responsibility (CSR) communication of shipping companies and employees’
attitudes.

The survey will take approximately 5 minutes to complete. Please read the instructions carefully.
There are neither right nor wrong answers.

Be aware that your participation is completely voluntary and you are free to discontinue your
participation at any time. The data retrieved will be treated anonymously and your personal
information will be kept strictly confidential. The data will be solely used for the purpose of this
research and will not be shared with other third parties. Your privacy will be protected to the
maximum extent. No personally identifiable information will be reported in any research
product.

If you have any questions regarding the survey, you can contact me at the following e-mail
address: 616433ss@student.eur.nl

Thank you for your participation,
Sandra Sarmpeazi

To proceed with the questionnaire, please click on the box below. With this, you indicate you
have read and understood this consent form.

o | understand and agree to proceed

Appendix A2 — Survey items

Environmental CSR refers to a firm’s environmental responsibility, meaning its actions intended
to minimize the environmental consequences of their operations that could adversely affect
future generations. Please take a moment to recall to what extent your company engages in and
communicates these practices to the public.

To what extent does your company engage in environmental CSR?
o Very little

o Little

o Neutral

o Much

o Very much

| believe that the company | work in...

1- 3 - Neither 5-
Completely 2- Agree nor Completely
Disagree Disagree  Disagree 4 — Agree Agree
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...has a general code of | o o o |
ethics and guidelines

regarding environmental

issues.

...does not engage in o | m] m] m]
exaggerated or false

advertising regarding

environmental issues.

...has transparent | o m] o i
management regarding
environmental issues.

...deals fairly with m| o m| m| m]
business partners

regarding environmental

issues.

...values ethical O o O O o
standards more than

economic performance

when it comes to

environmental issues.

| believe the company has been actively providing the public with...

1- 3 - Neither 5-
Completely 2- Agree nor Completely
Disagree Disagree  Disagree 4 — Agree Agree

...specific achievement i O i o O
or outcomes from its

previous environmental

CSR activities.

...potential results of its m] | m] m] m]
current environmental
CSR activities.

...its motives or O ] O O ]
intentions for doing

environmental CSR

activities.

...information about ] o O O m]
what the company

wants to achieve from

its environmental CSR

activities.

...information about who ] | u] m] o
is benefiting from the

company’s

environmental CSR

activities.

...information about i m m] m] o
whether third-party

organizations (NGOSs)

endorse the company’s

environmental CSR

activities.
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| believe that the company | work in has...

1- 3 - Neither 5-
Completely 2- Agree nor Completely
Disagree Disagree  Disagree 4 — Agree Agree

...provided the public | o m] o i

information about its

environmental CSR

failures, not just

successes.

...informed the public if m| o m| o m]

its environmental CSR

initiative fails.

...informed the public | o m] o i

both good and bad

information about its

environmental CSR

activities.

| believe that...

1- 3 - Neither 5-
Completely 2- Agree nor Completely
Disagree Disagree  Disagree 4 — Agree Agree

...what the company is i O i o O

communicating about its

environmental CSR

activities to the public

should be consistent.

...consistency in o O i o o

environmental CSR

communication of the

company to the public is

important to me.

...a lack of consistency o | u] m] o

of the company’s

environmental CSR

communication to the

public is problematic.

| believe that the company’s environmental CSR messages to the public...

1- 3 - Neither 5-
Completely 2- Agree nor Completely
Disagree Disagree  Disagree 4 — Agree Agree

...have been based on i O o o O

facts.

...have been focusing on m] | m] m] m]

factual information.

...have been low-key. ] i m] m] o
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...have been not too | o m| m] m]
promotional.
...have been not too o O o o O
self-congratulatory.
| feel that...
1- 3 - Neither 5-
Completely 2- Agree nor Completely
Disagree Disagree  Disagree 4 — Agree Agree
...my company tries to o O i i m
meet my expectations.
...my company tries to o m i mi mi
practice effective
management.
...my company tries to i O i o O
understand its
employees.
...my company is m| o m| m] m]
generally responsible
...I trust my company. o o o | o
| feel that...
1- 3 - Neither 5-
Completely 2- Agree nor Completely
Disagree Disagree  Disagree 4 — Agree Agree
... am proud to be a o O o o O
member of the
company.
...I have a considerable m] | m] m] m]
interest in the future of
the organization.
...l am trying to improve ] o m] m] o
my organization.
...I regard a problem m] | m] m] m]
that has arisen in the
organization as my
problem.
...leaving my ] o m] o i
organization now would
be a great loss to me.
| feel that...
1- 3 - Neither 5-
Completely 2- Agree nor Completely
Disagree Disagree  Disagree 4 — Agree Agree
...my employment in this ] i m] o o
company is a big part of
who | am.
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...| consider myself as a m| o
‘this company' person.

...what the company o |
stands for is important

to me.

...I share the goals and o |

values of the company.

...my membership of the o |
company is important to
me.

What is your gender?
o Male

o Female

o Non-binary

o Prefer not to say

How old are you?

What is the highest level of education you have achieved?
o High school diploma

o Institute of Vocational Training (IEK)

o Bachelor's degree

o Master's degree / PhD

o Merchant Navy

o Other (Please indicate)

In which type of shipping company do you work?
o Shipping owner-operator

o Shipping charterer

o Classification society

o Marine insurance

o | am a seafarer

o Other (Please indicate)
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For how many years have you been working in the company?

For how many years have you been working in the sector?

We thank you for your time spent taking this survey.
Your response has been recorded.

-Appendix A3 — Original scales
Perception of ethical responsibility

1. Our company has a general code of ethics and guidelines

2. Our company does not engage in exaggerated or false advertising

3. Our company has transparent management

4. Our company deals fairly with business partners

5. Our company values ethical standards more than economic performance.
CSR Informativeness

1 believe the company has been actively providing...

1. Specific achievement or outcomes from its previous CSR activities

2. Potential results of its current CSR activities

3. Its motives or intentions for doing CSR activities

4. Information about what the company wants to achieve from its CSR activities
5. Information about who is benefiting from the company’s CSR activities

6. Information about whether third-party organizations (non-profit or government)

endorse the company’s CSR activities
CSR Transparency
1 believe the company has...

1. Provided the public information about its CSR failures, not just successes
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2. Informed the public if its CSR initiative fails.

3. Informed the public of both good and bad information about its CSR activities.
CSR Consistency

1. What the company is communicating about its CSR activities should be consistent.
2. Consistency in CSR communication of the company is important to me.

3. A lack of consistency of the company’s CSR communication is problematic.
CSR message tone

1. The company’s CSR messages have been based on facts

2. The company’s CSR messages have been focusing on factual information

3. The company’s CSR messages have been low-key

4. The company’s CSR messages have been too promotional

5. The company’s CSR messages have been too self-congratulatory
Organizational identification

1. My employment in the NHS is a big part of who | am

2. | consider myself an NHS person

3. What the NHS stands for is important to me

4. | share the goals and values of the NHS

5. My membership of the NHS is important to me

6. | feel strong ties with the NHS

Organizational commitment

1. I am proud to be a member of the organization

2. | have a considerable interest in the future of the organization

3. I am trying to improve my organization

4. | regard a problem that has arisen in the organization as my problem
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5. Leaving my organization now would be a great loss to me
Organizational trust

1. Our company tries to meet my expectations

2. Our company tries to practice effective management

3. Our company tries to understand its employees

4. Our company is generally responsible

5. | trust our company.

-Appendix B — Email sent to shipping companies

Dear Sir or Madam,
Hope you are doing well!

My name is Sandra Sarmpezi and | am a Master's student of Media and Business at Erasmus University
Rotterdam. As part of my Thesis, | am currently conducting research on environmental CSR
communication and shipping employees in Greece.

By responding to the following survey, you can contribute your valuable help to an understudied field in
the Greek shipping sector. It only takes a few minutes to complete, and your responses
are anonymous.

https://erasmusuniversity.eu.qualtrics.com/jfe/form/SV_aeK1QDRLeEHPZtk?fbclid=IwWAR2R8R03SxCE
qypfCWJTRHL5 wDjJJmKaR8VuW4RFRcOrTfWgNfY-ywygS4

Please do not hesitate to contact me at this address for any questions you may have.

Thanking you in advance,
Sandra Sarmpezi
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https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Ferasmusuniversity.eu.qualtrics.com%2Fjfe%2Fform%2FSV_aeK1QDRLeEHPZtk%3Ffbclid%3DIwAR2R8Ro3SxCEqypfCWJTRHL5_wDjJJmKaR8VuW4RFRcQrTfWqNfY-ywygS4&data=05%7C01%7C616433ss%40student.eur.nl%7C4043030960a44e11a62908da31c3ad14%7C715902d6f63e4b8d929b4bb170bad492%7C0%7C0%7C637877013732603248%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=rCS9fTQxnjyzh6kmwfsYjd6CLAKJ89qi4opFjgFci6M%3D&reserved=0
https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Ferasmusuniversity.eu.qualtrics.com%2Fjfe%2Fform%2FSV_aeK1QDRLeEHPZtk%3Ffbclid%3DIwAR2R8Ro3SxCEqypfCWJTRHL5_wDjJJmKaR8VuW4RFRcQrTfWqNfY-ywygS4&data=05%7C01%7C616433ss%40student.eur.nl%7C4043030960a44e11a62908da31c3ad14%7C715902d6f63e4b8d929b4bb170bad492%7C0%7C0%7C637877013732603248%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=rCS9fTQxnjyzh6kmwfsYjd6CLAKJ89qi4opFjgFci6M%3D&reserved=0

-Appendix C — Assumptions testing
Appendix C1 — Normality assumption

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Organizational_ldentification
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Organizational_Trust
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Appendix C2 — Homoscedasticity assumption

Scatterplot

Dependent Variable: Organizational_ldentification
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Scatterplot

Dependent Variable: Organizational_Commitment
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Appendix C3 — Multicollinearity assumption
Coefficients”
Standardized
Unstandardized Coefficients Coefficients Caollinearity Statistics
Model B Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 1,376 30 4,435 <,001
CSR_informativeness 073 101 070 725 470 463 2,162
CSR_transparency 1449 075 74 1,988 048 EE6 1,766
CSR_consistency 209 o074 209 2,628 .o0g 685 1,461
CSR_messagetone 193 090 72 2,212 028 720 1,390

a. DependentVariable: Organizational_ldentification
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Coefficients”

Standardized

Unstandardized Coefficients Coefficients Collinearity Statistics
Maodel B Std. Errar Beta t Sig. Tolerance WIF
1 (Constant) 1163 282 4123 =001
CSR_informativeness 104 082 103 1,130 260 463 2,162
CSR_transparency 082 068 0499 1,196 233 EE6 1,766
CSR_consistency 267 vz 277 3,693 =001 Nit:13 1,461
CSR_messagetone 266 082 239 3,258 001 120 1,390
a. DependentVariable: Organizational_Commitment
Coefficients”
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Madel B Std. Errar Beta t Sig. Tolerance WIF
1 (Constant) 862 285 3,025 003
CSR_informativeness ,340 093 368 4,210 <,001 463 2162
CSR_transparency 043 069 0449 624 533 B66 1,766
CSR_consistency 173 073 70 2,368 0149 GBS 1,461
CSR_messagetone 193 082 165 2,347 020 720 1,3490

a. DependentVariable: Organizational_Trust

Appendix D - Abbreviations

B2B
B2C
CSR
DV
ETS
EU
GDPR
IMO
v

M
MARPOL

OLS

SD

SE

UGS
UNCTAD

Business-to-Business
Business-to-Consumers

Corporate Social Responsibility
Dependent Variable

Emissions Trading Scheme
European Union

General Data Protection Regulation
International Maritime Organization
Independent Variable

Mediator

International Convention for the Prevention of Pollution

from Ships

Ordinary Least Squares
Standard Deviation
Standard Error

Union of Greek Shipowners

United Nations Conference on Trade and Development
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