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ABSTRACT

Spain is the world leader in olive oil production. The aim of this article is
to analyze the type of non-financial information (CSR) that companies in the
sector disseminate on their websites and the factors that explain a greater
online dissemination. The fSQCA methodology is applied. The results indicate
that companies focus on communicating the knowledge generated on aspects
related to food safety and that the dissemination of CSR is affected by factors
such as having a commercial orientation towards the online market, having
channels of interactivity with stakeholders and offering organic/ecological
products.
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communication, ICT.
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RESUMEN

Espana es lider mundial en la produccion de aceites de oliva. El objetivo
de este articulo es analizar el tipo de informacion no financiera (RSC) que
difunden en sus sitios webs las empresas del sector y los factores que explican
una mayor difusion online. Se aplica la metodologia fsQCA. Los resultados
indican que las empresas se centran en comunicar el conocimiento generado
aspectos vinculados con la seguridad alimentaria y que la difusion de la RSC
se ve afectada por factores como tener una orientacion comercial hacia el
mercado online, disponer de canales de interactividad con stakeholders y una
oferta de productos ecologicos.

Palabras clave: Sostenibilidad, Responsabilidad social corporativa, Aceite
de oliva, Comunicacion online, TIC.

JEL Classification/ Clasificacion JEL: F14, L81, M14, M15, P13, QO0T1,
Q107, O56.



1. INTRODUCTION

In recent decades we have witnessed a change in societal attitudes or
values (Halman et al., 2022), which has been in line with economic growth and
increases in per-capita income (Franzen & Meyer, 2010). Society is increasingly
critical of unethical business practices and their environmental and social
impacts. According to the latest Eurobarometer (2023), concern for the
environment and climate change is one of the top five concerns for europeans
(31 %), along with public health (34 %), hence more and more people are willing
to change their habits to limit this impact (Ipsos, 2022). These same concerns
were highlighted in 1987 with the so-called Brundtland Report (United Nations,
1987) which indicated that a new era of economic growth was possible:
“growth that is both forceful and socially and environmentally sustainable”. This
report led in 2000 to the Millennium Development Goals and from 2015 to the
Sustainable Development Goals (hereinafter SDGs) advocated by the United
Nations (hereinafter UN) (2015).

The requirements and challenges of the 21st century suggest the need
for a change in business conception, towards an ethical, socially responsible
and sustainable business and management model. Being socially responsible
means adapting to change, which is the fundamental ingredient for survival
and development in the market (Barroso & Santos, 2014). In this sense,
some studies have found evidence between stakeholder pressure and the
adoption of green organizational practices by companies (Betts et al., 2018).
Consequently, these pressures will have a direct impact on the income
statement and competitiveness (Kim et al., 2018), but only if, on the one hand,
they know how to manage the knowledge generated by these relationships and
turn it into indicators, and on the other hand, they are able to disseminate or
communicate these indicators and the actions generated to respond to these
pressures (Guadamillas & Donante, 2008). Among this knowledge, we can cite
the actions taken by companies to contribute to sustainable development,
such as the implementation of practices to contribute to the SDGs, Corporate
Social Responsibility (hereinafter CSR) and/or Sustainability practices.
Currently, there is a growing stakeholder interest in CSR information (Albitar et
al., 2020). Several studies highlight CSR in order to generate customer loyalty
(Sang, 2022), improve the perceived image of the company (Cui et al., 2018)
and positively influence reputation (Islam et al., 2021). It is key to disclose
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information on CSR, sustainability or non-financial information (different names
have been used to refer to similar content).

The situation outlined here is not alien to the agri-food industry and
therefore, to the olive oil production sector, which is the subject of this study.
As we will detail in the theoretical framework, Spain currently leads the world
production of olive oils. Despite the drought affecting Spain, on average in
the last 5 seasons, it has been the main olive oil producing country with
approximately 42% of the world production and 65% of the European
Union (hereinafter EU) production, according to data from the International
Olive Council (hereinafter IOC) (2022). These data reveal a situation of world
leadership.

On the other hand, cooperatives play a predominant role in the Spanish
olive oil sector. According to the Ministry of Agriculture, Fisheries and Food
(hereinafter MAFF) (2022), cooperatives account for 65% of the olive oil
production in Spain. Therefore, to speak of Spanish olive groves is to speak
of cooperative societies (Mozas, 2019). The contribution of Social Economy
(hereinafter SE) organizations to the SDGs, of which cooperatives are the
leading exponents, has not gone unnoticed by the UN, the International Labor
Organization, the EU and other governmental and representative organizations
(Inter-Agency Task Force on Social and Solidarity Economy, 2015; EU, 2021;
International Labor Organization, 2022; UN, 2023).

Despite this leadership, for decades the main problem of virgin olive
oil producers has been their disengagement from the end consumer as a
stakeholder group. The literature points to the importance of undertaking
a change of orientation towards the end market, with digitalization being
identified as a key factor both at a commercial level (Jorge et al., 2019;
Bernal et al., 2019) as well as for the provision of CSR evidence/indicators
to stakeholders, in order to improve their competitiveness (Tetrault & Lvina,
2019).

This study, applied to the olive sector, focuses on the online dissemination of
non-financial or CSR information as a means of communicating to stakeholders
the generation of knowledge in favour of sustainable development. Specifically,
the objective is to analyze, on the one hand, what CSR knowledge is
communicated on their websites in the form of certifications and, on the other
hand, which variables or factors explain a higher level of online dissemination
of this knowledge. Specifically, we analyze the extent to which the type
of company (cooperative or non-cooperative) or greater interactivity with
stakeholders, measured by the existence of blogs, a forum, a complete online
purchasing process and a presence on social networks or other platforms,
contribute to the dissemination of CSR. The fuzzy-set qualitative comparative
analysis (fsQCA) methodology is applied to achieve this objective.

The paper is structured as follows: after this introduction, the contextual
framework detailing the propositions of the study is presented, followed by the
technical characteristics of the research in the methodology section, an analysis
of the results, and finally the conclusions and bibliographical references.
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2. THEORETICAL FRAMEWORK
2.1. IMPORTANCE OF THE INTERNATIONALIZATION OF THE OLIVE SECTOR

The Spanish leadership in the olive sector is unquestionable. According to
the National Statistics Institute of Spain (2022) there are a total of 420,485
olive grove farms with an average area of 5.86 hectares, which in total
accumulate the largest olive grove in the world with 2,464,420 hectares.
This fact is reflected in production. According to the I0C (2023) Spain, on
average in the last 5 seasons, has been the main olive oil producing country
with approximately 42 % of the world production and 65% of the production
of the EU, despite the drought that has been affecting Spain in recent years.
Andalusia, a region located in the south of Spain and the subject of our study,
is the first olive oil producing Community, with 80.11 9% of the national total for
the 2020/21 campaign (MAFF, 2023), and 37% of the world total. According
to MAFF (2023), cooperatives represent half of the total number of companies
dedicated to olive oil production in Spain and the rate of cooperativization
(production in cooperatives) is 65%. For the case of the Andalusian Community,
and the same source (MAFF, 2023), cooperatives represent 49% of the
companies but 67% of the production, due mainly to the merger processes
that are being carried out and that generate structures of greater business
size. Therefore, to speak of the Spanish olive grove is to speak of cooperative
societies (Mozas, 2019).

Spain is also the main exporter of olive oils. Over the years, according to the
database of the General Directorate of Customs (Datacomex), it can be seen
that these have been increasing and have doubled in less than two decades.
[taly is the main destination country for our exports, accounting for practically
half of them. The first five countries (Italy, Portugal, France, Germany and the
Netherlands) account for 92% of exports to Europe. Mozas (2022) identifies
the quality preferences of each country according to the types of oil they
purchase. In the case of Europe, 85% of oil consumers prefer virgin oils and
15% olive oils. However, countries such as Italy buy almost 85% virgin and
France 97%. However, America and Asia are two increasingly important areas
of export interest where quality is appreciated (Mozas, 2022). The cooperative
movement is becoming increasingly powerful in exports, either through second-
tier cooperatives such as Jaéncoop SCA, Oleoestepa SCA, or Agrosevilla SCA,
or through trading companies whose capital is controlled by cooperatives such
as Mercaoleo SL, which is the subsidiary of Dcoop SCA (Mozas, 2022).

On the other hand, the olive grove is not only income and employment,
but in the framework of the multifunctionality of agricultural activity. The
olive grove is considered as an agrosystem that provides public goods and
healthy and quality products to the population, which contributes, if properly
cultivated, to the fight against erosion, to the fixation of significant amounts of
carbon dioxide (CO,) that help mitigate climate change, to the maintenance
of biodiversity and to the fixation of population in rural areas. Mozas (2019)
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emphasizes the great contribution of the olive sector in general and the olive
cooperative sector in particular to the achievement of the SDGs, so they are
undoubtedly sustainable enterprises.

2.2. CORPORATE SOCIAL RESPONSIBILITY AND KNOWLEDGE MANAGEMENT

Under the Stakeholder Theory, CSR finds a natural fit and can itself become
a source of competitive advantage (Fombrun & Shanley, 1990). This theory
argues that there are more stakeholders involved in the company than just
shareholders, where the objective of the company and, in particular, of the
management, is to serve the interest of all its stakeholders, without whom it
would cease to exist (Freeman, 1984). This same theory serves as a basis for
explaining the close relationship between knowledge management and CSR
(Guadamillas & Donante, 2008).

Knowledge management, defined as a process for creating, acquiring and
capturing, sharing and using knowledge to improve organizational performance
(Scarbrough et al., 1999), is connected to the need to obtain information from
stakeholders and transform it into knowledge. However, as Guadamillas &
Donante (2008) indicate, it is equally necessary to ensure the dissemination
of new knowledge to stakeholders through the generation of a stronger
reputation as an innovative and responsible company. In this sense, Barroso
& Santos (2014) indicate that it will be necessary to identify stakeholders
and establish dialogue with them in order, on the one hand, to obtain the
necessary information that will be converted into knowledge, and on the other
to transfer this knowledge, both internally and externally, through the results
of the activity, including CSR actions.

CSR is an instrument that allows the company to interact with its
stakeholders, to whom it provides the knowledge and technologies it develops
(Werther & Chandler, 2006). The dissemination of CSR knowledge implies
information transparency and results in trust and reputation as a responsible
company (Nieto & Fernandez, 2004), and the very dissemination of knowledge
created in ethical terms strengthens the company’s competitive position (Groff
&Jones, 2003). Consequently, a key factor in the success of socially responsible
companies will be their appropriate communication with stakeholders
(Nadanyiova et al. 2020), and in this relationship the choice of media is key.
As Hostut & Deren van het Hof (2015) point out, the medium used influences
the perception of CSR, as well as enabling more rational decision-making by
stakeholders (Wanous, 1992).

Several studies on corporate communication show how large companies
communicate their CSR using standards, CSR reports and responsible
branding campaigns (Frandsen et al., 2013; Morsing & Spence, 2019). For
Christensen et al. (2017) and Esposito et al. (2021), external certifications
or standards are one of the tools that organizations can use to communicate
their CSR practices and have the advantage of offering maximum assurance
by being certified by third parties. These certifications and standards improve
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the company’s internationalization capacity by enabling it to compete in
global markets. However, as indicated by Cea-Moure (2019), sustainability
reports and corporate websites are the most common mechanisms for CSR
communication by companies. Consequently, ICTs and websites are a key
means to facilitate the dissemination of knowledge generated in CSR (Chaudhri
& Wang, 2007; Nicolo et al., 2021) and to establish a relationship of dialogue
with stakeholders (Cobelli & Wilkinson, 2020).

2.3 COMMUNICATION OF CSR OR NON-FINANCIAL INFORMATION IN COOPERATIVES

The CSR literature has highlighted the growing interest among both
academics and practitioners in the disclosure of CSR information and
specifically CSR reports or Sustainability reports (hereafter SR) (Singhania
& Gurmani, 2023; Bartoszewicz & Szczepankiewicz, 2022). According to
KPMG (2022) the number of SRs has been growing every year and the rate
of SR filings, among the N100 (the 100 largest companies in each of the 58
countries analyzed) reached 79% in 2022, a percentage that is expected to
increase as new regulation on SRs is introduced. Europe ranks second at the
regional level, with 82% of its top 100 companies (N100) reporting SRs, with
Spain (93% N100) and Italy (90% N100) among the top ten countries with
the highest percentage of companies reporting SRs according to GRI standards
(KPMG, 2022).

Directive 2014/95/EU of the European Parliament and of the Council
regarding the disclosure of non-financial information and information on
diversity by certain large companies and certain groups (EU, 2014), transposed
inSpain by Law 11/2018 on Non-Financial Information and Diversity, introduced
for the first time the obligation to report Non-Financial Information Statements
(hereafter NFIS) or SR. In the fiscal year 2022 this obligation was extended to
a greater number of companies due to the update of the scope of application
included in the Law. Now, the EU has admitted new changes with regard to
SR with the Corporate Sustainability Reporting Directive (hereafter CSRD)
(EU, 2022). Thus SRs are no longer an option but rather an obligation for
many companies and are equated to company financial reporting. In addition,
sustainability reporting also affects companies within the scope of the value
chain, thus including information on organizations that are not directly bound
by the CSRD. In this regard, KPMG (2022) indicates that large global companies
tend to lead in sustainability reporting and provide a useful trend indicator for
adoption by other companies. Some cooperative laws passed in Spain, such
as Law 11/2019 on Cooperatives in Euskadi and more recently, Law 2/2023 of
the Community of Madrid or Law 4/2022 of the Canary Islands, have already
started to regulate on SR reporting for cooperative societies. Similarly, the
Spanish Association of Accounting and Business Administration (AECA) has
published two technical notes related to the current situation of the NFIS in
Social Economy companies and their obligations regarding its presentation
(Polo, et al., 2021 Castilla-Polo et al., 2022).
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Singhania & Gurmani (2023) conducted a bibliometric analysis (1992-
2022) which shows that research on SR is mostly focused on developing
countries, with a european predominance, on large companies and with the
main research topics being the determinants for dissemination, content and
quality of the reports. However, research focused on SE enterprises and in
particular on cooperative societies is very scarce. Studies on SE have focused
on analyzing the content of SRs in credit cooperatives (Belhourai et al., 2005;
Bollas-Araya & Segui-Mas, 2014), in agri-food cooperatives (Castilla-Polo et
al., 2015; Pérez-Sanz et al., 2019) and in consumer cooperatives (Sequi-Mas
etal., 2016). Other research has dealt with the level of implementation of CSR
practices in agri-food cooperatives (Pérez et al., 2009; Mozas et al., 201 3-
2014; Fernandez-Perlines et al., 2020; Richter & Hanf, 2021; Monzon et al.,
2021; Lafont-Torio et al., 2023), in worker cooperatives (Arcas & Briones,
2009) and in consumer cooperatives (Sajardo-Moreno & Chaves-Sajardo,
2017), not focusing on their diffusion as such.

All this research on SEs highlights the low implementation of SR
development by cooperatives and, consequently, their deficit in CSR knowledge
dissemination. More recent studies corroborate the fact that despite the
existence of a greater demand for non-financial information by stakeholders,
SE companies are still lagging behind. Sannino et al. (2019) analyzed 42 Italian
banks (cooperative and non-cooperative) to see if there were differences in the
degree of SR disclosure and concluded that cooperative banks had a lower
level of disclosure than other banks. Campillo-Alhama & Igual-Anton (2021)
conducted a study on 28 electric cooperatives that market electricity in Spain
and indicate that 6% of cooperatives communicate their CSR through various
channels and 16% of those disseminate their results or contributions to the
SDGs to their stakeholders through SR, social balance, websites, social networks
and multimedia platforms. Polo & Garcia (2021) conducted a study of 37 of
the most relevant cooperatives in the SE and concluded that only 7 had NFls,
being parent companies of business groups and not finding any cooperative in
the agri-food sector. Castilla-Polo et al. (2022) analyze the NFI reports taking
the census of the 100 most relevant cooperatives in Spain, concluding that
the publication of non-financial information has not reached the degree of
maturity shown in large companies both nationally and internationally and
52% of the cases have specific access on their website. Furthermore, as
regards the standards used, the initiatives most widely followed in Spain by
private companies, GRI reports (5%) or UNGC reports (3%), are only marginally
followed.

In short, to the extent that stakeholders are pressing to be informed about
CSR and it is becoming a key element for the competitiveness of companies,
the SE cannot miss out on the use of ICTs to maintain communication
with them and disseminate the knowledge generated on CSR. It is critical
that cooperative enterprises make progress in the preparation of SR and
communicate their responsible performance online. Some studies have begun
to explore the dissemination of CSR through digital media (Carvalho et al.,
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2018; Fait et al., 2019; Esposito et al., 2021; Florensa-Guiu et al., 2023),
although not for cooperative societies. For all the reasons argued so far, this
research aims to contribute to the literature on online disclosure in CSR or
online communication of non-financial information, focusing on an under-
studied organizational model such as cooperative societies.

2.4. STUDY PROPOSITIONS

Online interactivity with stakeholders

A company’s website has been configured as the space where many of
the communication processes between the company and its stakeholders take
place and, on many occasions, it will be the first reference when it comes to
creating an image of the company (Chen & Macredie, 2005). Although the
characteristics that websites must possess in order to be positively valued
may vary, there is consensus that high levels of information, interactivity
and services are positively related to user satisfaction (Heinze & Hu, 2006).
Compared to static websites, today’s websites must combine informational,
relational and transactional functions associated with online commerce to
ensure a strong online position (Merofio & Arcas, 2006) and improve their
commercial position (Caiazza & Bigliardi, 2020). In sectors such as agri-food,
it has become an attractive sales channel (Vega et al., 2014), enabling a new
way of communicating at low cost (Lin et al., 2020) and improving trust and
interaction with the consumer (Camanzi & Giua, 2020).

Social networks, on the other hand, stand out as close and trusted
communication channels that allow sharing information about the differential
attributes of products in the way they are produced, as well as about the
experiences of their consumption, adding value and differentiating them in
increasingly competitive markets. Indeed, the intrinsic characteristics of
certain ‘experiential’ agricultural products make them particularly suitable
for marketing through online social networks (Stricker et al., 2007). Canavari
et al. (2002) indicate that the purchase and consumption of products such
as oil or wine are based on an intense exchange of information referring not
only to tangible aspects of the product but also to others such as symbols,
tradition, culture, tourism, production methods or gastronomy, which can
significantly improve the consumer’s perception of value. Similarly, authors
such as Hung et al. (2011) have argued that due to the more personal nature
of information exchange and its indirect mode of communication, based
on word of mouth, social networks are more credible tools than others for
providing “green information”. In this sense, for some consumers olive oil is part
of their ‘green consumption’ shopping basket, seen as less polluting and more
environmentally friendly (Calomarde, 2000).

Consequently, the more interactivity and services a website has the
more information it must also have, so that it is positively valued by its users
and can constitute a source of competitive advantage for companies in the
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development of their commercial activity. Consequently, our first propositions
will be the following:

Proposition 1. Companies with an online market orientation (complete
online purchasing process) have a higher online dissemination of the knowledge
generated on CSR.

Proposition 2. Companies with online interactivity with stakeholders,
through blogs, forums, social networks or with a presence on other platforms
such as Google Reviews, have a greater online dissemination of the knowledge
generated on CSR.

Organic Products

Marketing research shows that CSR has a positive influence on consumers
(Lee et al, 2019; Kim, 2019) and that consumers prefer products from
companies that invest in environmental protection actions and maintain good
behavior towards society (Miles & Covin, 2000; Nadanyiova et al. 2020).
In addition, consumers attribute higher quality to the products of socially
responsible companies and this improves their perceived image (Cui et al.,
2018). Growing social concern for healthy eating and greater awareness of
environmental issues have led to organic farming having an increasing presence
in consumers’ shopping baskets. Studies such as Cetelem (2022) show that
consumers prefer products made with sustainable ingredients, with one in
two Spanish consumers taking sustainability into account when purchasing
products or contracting services. Specifically, in Spain in the period 2015-
2020, the growth in spending on organic products was 67.42% (MAFF, 2020).

Finally, in the face of the misinformation and confusion faced by organic
consumers in their choice of purchase, the website can represent a fundamental
elementin the communication strategy of companies in the sector. As Baourakis
et al. (2002) point out, the Internet provides the best information channel for
organic products, given the large amount of information related to product
characteristics that consumers of organic products need when making their
purchasing choice. In this context, the internet is one of the main sources used
to search for food information (Kuttschreuter et al., 2014). Social networks
provide consumers with information and confidence to compensate for the
lack of knowledge associated with organic food (Evelyn et al., 2015). In fact,
there are studies that suggest a higher penetration and intensity of use of both
social networks and websites by organic production companies compared to
non-organic production companies (Bernal et al., 2019). Based on the above,
our third proposition is as follows:

Proposition 3. Companies with organic production have a higher online
dissemination of the knowledge generated on CSR.

Cooperative societies

As far as cooperative societies are concerned, contributing to territorial
and sustainable development is not something new for them (Mozas & Bernal,
2009). Cooperative societies already intrinsically carry principles and values
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directly related to CSR and the SDGs in their DNA (Martinez & Monteagudo,
2014; Querejeta & Gomez, 2022). The International Cooperative Alliance
(2017) confirms that since the first cooperative was founded in England,
co-operativism has done nothing but preserve the SDGs. Cooperativism has
therefore been the forerunner of the SDGs, even before the SDGs existed. In
this sense, recent studies highlight the essential role of SE and specifically
cooperatives in generating positive socio-economic change (Krugman, 2023;
Vaquero et al., 2023) and contributing to the SDGs (Andreiu et al., 2023;
Filippi et al, 2023). Mazzucato (2023) states that there is no better model
than the cooperative model.

The Inter-Agency Task Force on Social and Solidarity Economy (2015), a
body set up by the UN, argued back in 2015 that cooperatives and other SE
organizations play a key role in achieving the 2030 Agenda and the SDGs. The
International Labor Organization (2022) points out that these organizations
promote the achievement of decent work, an inclusive and sustainable
economy, sustainable development and improved living standards for all. For
its part, the EU (2021) approved an action plan for the defense of social and
cooperative economy organizations for the benefits they generate for the well-
being of the population and for sustainable development, and a UN resolution
(2023) encourages Member States to promote and implement national, local
and regional strategies, policies and programmes to support and strengthen
the social and solidarity economy as a possible model for sustainable economic
and social development.

If cooperative societies are fully linked to the SDGs and, therefore, to CSR,
the dissemination and communication of their actions is a mandatory action
towards their stakeholders. This is also advocated in other reports, such as
that produced by SDG Compass (2019), which emphasises that information
and communication with stakeholders is essential to ensuring that their
work is recognized and their reputation is valued in the eyes of stakeholders.
Consequently, our fourth proposition will be:

Proposition 4. Cooperative enterprises provide greater online dissemination
of the knowledge generated on CSR.

3. POPULATION AND METHODOLOGY
3.1. PopuLATION

The population under study are the olive oil producing companies in the
province of Jaén (Spain). The organizations analyzed in this study total 205
companies (126 cooperatives and 79 non-cooperatives). The register of olive
oil producing organizations was obtained from the Food Information and Control
Agency, an autonomous body attached to the Ministry of Agriculture, Fisheries
and Food (MAFF) of the Spanish Government. Companies for which no financial
information was available were discarded, so 150 out of 205 companies were
analyzed (91 cooperative and 49 non-cooperative companies), which gives a
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representativeness rate of 75%. Each of the websites, social networks and a
number of comments made by stakeholders on Google Reviews were reviewed.
Data was collected between November and December 2022

3.2. MEeTHOD

The Qualitative Comparative Analysis (QCA) technique, in its fuzzy sets
(fsQCA) variant, has been used to identify the explanatory variables of the level
of online dissemination of knowledge generated in the field of CSR. In contrast
to classical regression approaches, which seek to determine the direct effect of
factors on the dependent variable, the QCA technique allows the study of causal
patterns in the form of necessity and sufficiency relationships between a set of
antecedents or determinants and a specific outcome (Schneider & Wagemann,
2010). As strengths, this technique assumes that the relationship between the
variables of interest is not symmetric (asymmetry) and that several solutions
can lead to the same outcome (equifinality), and yields different causality
results (causal complexity) (Elliot, 2013). The use of this technique will yield
one or more antecedent combinations for obtaining a particular outcome, such
as: X1*~X2*X3, sufficient for an outcome (Y). Being: * the union and ~ the
absence or negation, in this case the opposite value of X2 (1- X2).

In this research, the level of online dissemination of the knowledge
generated on CSR was used as the outcome variable. Similarly, six variables
were included as condition variables, as detailed in Table 1. These variables
were: the existence of a complete online purchasing process; having a Blog/
Forum on their website to communicate with their customers; being present
on Social Networks to interact with their stakeholders; generating a number of
reviews on Google; the legal form (cooperative or non-cooperative) and, finally,
the presence or not of an ecological offer on the company’s website.

For the calculation of the outcome variable, the level of online dissemination
of knowledge generated on CSR (e-CSR), we have followed the following
premises. On the one hand, as already indicated in the theoretical framework,
external certifications or standards are one of the tools that organizations can
use to communicate their CSR (Esposito et al., 2021) and have the advantage
of offering maximum guarantee as they are certified by third parties. On the
other hand, there is currently no single CSR certification that accredits CSR, so
the various certifications that exist in the different areas or dimensions of CSR
are an informative reference of the knowledge generated by organizations in
this area. Consequently, the “e-CSR” variable has been calculated according to
the number of certifications in the agri-food sector that are communicated on
their website from a social, economic and environmental perspective. By way
of summary, the main certifications considered are shown in Table 2.

1 The choice of this period coincides with the maximum activity of the sector analyzed, the harvesting
period and the beginning of the marketing of the oils from the year’s harvest. This is reflected in the
high online activity during this period according to the Google Trends application.
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TABLE 1. VARIABLES CONSIDERED FOR THE FSQCA TECHNIQUE

Outcome variable Description
Online dissemination of knowledge generated in the field Continuous
e-CSR ;
of CSR variable
Condition variables Description
Complete Online Purchasing It has an online purchasing process on its website, with Categorical
Process (COPP) secure transaction and interaction with the server. variable
. Dichotomous
Blog/Forum (BF) Having a Blog or Forum variable
Social Networks (SN) Number of social networks in which it is present S:éi%?:cal
Google Reviews (GR) Number of comments on Google Reviews Cohtmuous
variable
Cooperative (COOP) Legal form of cooperative society Dxc‘hotomous
variable
. . . . . Dichotomous
Organic (ORG) Including organic products in their offer variable

Source: Own elaboration.

TABLE 2. CSR CERTIFICATIONS

Dimensions Certifications
DSO1 Food Quality and Safety

ISO 9001 /Denomination of Origin / BRC / IFS /1SO 22000 / GLOBAL GAP /ISO
Social 22005 Traceability / “Certified Quality” Label

(SD) DS02 Labor and safety at work

I1SO 45001 /OHSAS 18001 / SA 8000 / Efr Model (Family Responsible) /SEDEX -
SMETA Supply chain responsibility

DMOT Environmental quality of the activity

ISO 14001 / Zero Waste / FSC - PEFC /I1SO 50001 Energy Efficiency Management /
Environmental Integrated Production Andalusia / ISO 14064 Carbon footprint of organizations

(ED) DMO2 Environmental quality of the product
GlobalEPD- Environmental Product Declaration / Product Carbon Footprint / Water
Footprint / CAAE Organic Farming / Organic Farming Certificate - EU

DEGO1 Economic transparency
Financial reporting of the activity

Economic and Governance -
(EGD) DEGO2 Responsible management

Codes of Conduct or Ethics / Rural Quality / SR10 / EFOM MODEL Sustainability
Report / SGE 21 /1SO 26000

Source: Own elaboration.

The categorical condition variables were calculated as follows. The variables
Blog/Forum (BF), Cooperative (COOP) and Organic (ORGC) take the value O
or 1 depending on its absence or presence. The variable “Complete online
purchasing process (COPP)” was calculated on the basis of three indicators:
Availability of an online shop for purchasing; Secure online transaction (in the
possible purchasing processes, digital signature, encryption, secure payment
by card or PayPal); Interaction with the server (existence of a private registration
area).
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For the variable Social Networks (SN), the number of RRSS used at
company level has been considered, such as Facebook, Twitter (now “X") and
Instagram. The social networks analyzed in this study are considered mass-use
networks (Cea-Moure, 2019) and are among the most widely used by Spanish
consumers?. These social networks are the ideal medium for communicating
products such as olive oil or wine, which, due to their ability to evoke sensations
and transmit experiences, can be considered “experiential products” (Schmitt,
1999) and allow information to be shared about their differential attributes.

Finally, for the variable Google Reviews (GR) the number of ratings received
was used. Customer reviews on Google are a key element in the online sales
process. They are very important in marking the online visibility strategy of
a business, not only because they collect important information about their
services and user experience, but also due to their influence on the decision-
making of potential customers. Customers rate their experience with the
company by marking between one and five stars. On the other hand, it is worth
remembering that the Internet is currently one of the main sources used to
search for food information (Jacob et al., 2010; Kuttschreuter et al., 2014;
Redmond and Criffith, 2006; Tian and Robinson, 2008). Among the different
existing search engines Google is the main Web search engine in the world,
so that 8 out of 10 users use it to search for information on the Internet. For
the above reasons, we thought it would be useful to collect the reviews that
consumers leave on Google.

Following the recommendations established in the literature, the variables
were calibrated so that their measures in fuzzy sets present values ranging
between O and 1. Subsequently, a necessity analysis of the e-CSR variable
on the different causal variables was carried out to verify that none of the
variables alone was explanatory of the outcome. In none of the cases was
consistency equal to or higher than the recommended threshold of 0.9, nor
was any coverage too low, below 0.5 (Ragin, 2008).

4. RESULTS AND DISCUSSION

4.1 DESCRIPTIVE STATISTICS

Table 3 presents basic statistics for the variables used in this research.
Next, Figures 1 and 2 show the main certifications reported by the companies
analyzed on their websites. This information will be used to calculate the value
of our outcome variable, the level of dissemination of knowledge generated on
CSR (e-CSR).

2 See: https://es.statista.com/estadisticas/500680/habitos-de-compra-online-de-los-internautas-en-
redes-sociales-en-espana-por-tipos/
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TABLE 3. DESCRIPTIVE STATISTICS OF THE ORGANIZATIONS ANALYZED

Variables Information

e-CSR 54% of organizations report at least one CSR certification
Complete Online

Purchasing Process 72% of organizations have a complete procurement process.
(COPP)

Blog/Forum (BF) 25% of the organizations have a blog/forum on their website.

Social Networks (SN) | 82% of organizations are present on at least one social media site

Google Resenas (GR) | 97% of the organizations have at least one commentary

Cooperative (COOP) 61% of organizations are cooperatives

Organic (ORG) 20% of organizations sell organic products

Statistics e-CSR COPP BF SN GR COOP ORG
N Valid 150 150 150 150 150 150 150
Average 1.34 2.30 0.25 1.01 31.96 0.61 0.20
Median 1.00 3.00 0.00 1.00 19.50 1.00 0.00
Deviation 1.70 1.20 0.44 1.11 4425 0.49 0.40
Minimum 0 0 0 0 0 0 0
Maximum 8 3 1 3 347 1 1
Frequency 81 108 38 82 147 91 30

Source: Own elaboration.

FiGURe 1. NUMBER OF CERTIFICATIONS BY CSR DIMENSIONS

DMD2 Environmental
quality of the product ,

D501 Food Quality and Safety, 122 ! i Ly

Source: Own elaboration.

The first result of the study is that companies do not communicate non-
financial information in the form of reports or SRs, and very few companies
communicate their CSR knowledge generation through certifications. Only
54% of organizations disseminate information on CSR certifications. However,
this does not mean that they do not have them but instead that they do
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FIGURE 2. NUMBER OF MAIN CERTIFICATIONS REPORTED

Rural Quality 4
Code conduct or ethics 1
Product environmental quality award
Organic Agriculture (EU)
CAAE Organic Agriculture
Integrated Production Andalusia
ISO 14001
Certified Quality Label 18
Quality awards
ISO 22000 8
IFS 10
BRC 7
Denomination of Origin , , , , 29
1SO 9001 10

0 5 10 15 20 25 30 35 40 45

40

Source: Own elaboration.

not disseminate them through online media, giving rise to the phenomenon
of silent social responsibility (Jenkins, 2004). Similar data are obtained by
Sajado-Moreno & Chaves-Sajardo (2017) for Valencian SE companies, where
42% disseminate certifications to the consumer. Florensa-Guiu et al. (2023)
indicate that 33.2% of Catalan cooperatives disseminate these data linked
to SDGs or incorporate the logos and seals corresponding to the different
recognitions or accreditations.

On the other hand, with respect to the type of information reported the
companies disseminate data related to the Social Dimension of CSR, specifically
with their Food Quality and Safety practices, followed by the Environmental
Dimension, in the area of the Environmental Quality of the product. The most
followed certifications are those related to the Designation of Origin, Certified
Quality Seal of the Junta de Andalucia and Organic Production Certifications,
both national and european. These results are consistent with the results
obtained by Santos et al. (2020) for agri-food companies which state that
within the environmental dimension the most widespread indicator is related
to management systems, and in the social dimension with product quality
indicators. In a similar vein, Arcese (2017) studying wine companies highlights
that food quality and safety together with environmental issues of the products
are the CSR indicators where people pay more attention.

4.2 ResuLts of THE FSQCA ANALYSIS

The results of the fsOCA analysis are presented in Table 4, which shows
the intermediate solution of the established model. The various combinations
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of variables considered, which explain a higher level of online dissemination of
knowledge generated on CSR (e-CSR), are presented. Specifically, four solutions
were identified and are presented in order of highest to lowest gross coverage.

Table 4 includes the set-theoretic consistency values for each configuration,
as well as the overall model solution. As can be seen, the overall solution is
above the recommended threshold of 0.80 (Pappas et al., 2021). The overall
model resulting from this analysis reflects a total coverage of 0.5886. Thus,
in 58.86% of the olive companies analyzed their level of e-CSR diffusion is
explained by this set of combinations or causal configurations, with an overall
consistency of 0.82.

The first of the configurations, with a raw coverage of 0.182645, establishes
that the combination of a complete purchasing process (COPP) and online
interactivity with stakeholders, existence of a blog/forum (BF), visibility on
Social Networks (SN) and Google reviews (GR), explains 18.26% of the cases
of a higher level of e-CSR diffusion. The corresponding consistency shows that
87.69% of the cases present such a result of interest.

The second configuration establishes that the combination of a non-
cooperative company (~COOP), with a complete purchasing process (COPP)
including organic products (ORQ) in its offer, together with the presence in
Social Networks (SN), explains 16.26% of the cases that achieve a higher level
of e-CSR diffusion. In this case, its consistency shows that 91.44% of the cases
present this result of interest.

Finally, it is also worth mentioning the third causal configuration, which
covers 15.35% of the cases and encompasses organizations with a complete
purchasing process (COPP) including ecological products (ORQ) in their offer
and with online interactivity with stakeholders through Social Networks (SN)
and Google reviews (GR).

TABLE 4. RESULTS OF THE FSQCA ANALYSIS

CONFIGURATION 1 2 3 4
Complete Online Purchasing Process (COPP) . . . .
Blog/Forum (BF) . .

Social Networks (SN) . . . .

Google Reviews (GR) . .

Cooperative (COOP) [0} [0}
Organic (ORG) . .

Raw coverage 0.182645 0.162645 0.153554 0.112562
Unique coverage 0.051405 0.048429 0.020991 0.019834
Consistency 0.876984 0.914498 0.969729 0.829476
Model coverage 0.588594

Model consistency 0.826986

(*) denotes the presence of a condition; (@) indicate the absence of a condition

Source: Own elaboration.
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In computation, all the variables considered are present in the model
with a positive relationship with the level of e-CSR diffusion, except for the
variable “Cooperatives”. We are not surprised that this variable has a negative
relationship, insofar as there are studies that indicate that companies with the
cooperative legal form have deficiencies or deficits in digitization (Cristobal et
al., 2017; Jorge et al., 2019; Araujo-Batlle et al., 2020) as well as in digital
communication (Bernal et al, 2019; Marin & Gomez, 2021: Herranz & Garcia,
2021). There is evidence that this situation, although widespread in the co-
operative sector, is more accentuated among first-tier co-operatives than
among later-tier co-operatives (Munoz & Tirado, 2013). Despite the existing
link between co-operative principles and CSR, the lack of a strategy and an
integrated management system on CSR in this type of enterprise are identified
as explanatory factors for the low visibility of their commitment to the social
responsibility of their activities (Pérez & Gallardo, 2005). In view of these
results, we can accept all the propositions put forward in this research, except
for proposition 4, on the cooperative legal form.

5. CONCLUSION

Society is increasingly critical of unethical business practices and their
environmental and social impacts. Stakeholder pressure is influencing business
practices and the dissemination of CSR knowledge. This research has highlighted
the importance of ICTs for the dissemination of organizational knowledge.
Transparency and knowledge sharing are key areas of CSR knowledge
management. Effective communication of socially responsible information is
crucial for corporate reputation and competitiveness. Sustainability reports,
external certifications and standards are tools used to communicate the
knowledge generated in CSR and ICTs and, in particular, the Internet plays
an important role in facilitating the dissemination and accessibility of this
knowledge online.

In line with the theoretical approach, the aim of this study was to analyze
the type of CSR knowledge disseminated by olive oil companies in the province
of Jaén and the factors or variables that explain a greater or lesser level of
dissemination. Specifically, the propositions that we defended in this study were
that the dissemination of this CSR knowledge, measured through the number
of certifications that they communicate on their website, was conditioned by
factors such as: the existence of a complete online purchasing process; having
a Blog/Forum on their website to communicate with their customers; being
present on Social Networks and other platforms such as Google Reviews to
interact with their stakeholders; the legal form of the organization, considering
whether or not it is a cooperative society; and, finally, the presence or not of
an organic offer on the company’s website.

The first relevant result of this study is that olive companies do not disclose
their SRs and follow SR indicators very selectively. Online communication is
mainly focused on certifications linked to the product and not so much to
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the activity (Arcese et al., 2017). The most widespread certifications are the
ones related to the Denomination of Origin, Certified Quality Seal of the Junta
de Andalucia and the Organic Production Certifications, both national and
EU. Only 54% of the population under study report any CSR certification, a
percentage that is within that obtained by other studies (Santos et al., 2021;
Esposito et al., 2021). Consequently, it can be stated that there is little culture
of dissemination of knowledge in SR or online communication of non-financial
information in olive companies and even less of elaboration of non-financial
reports or SR (Mozas et al., 2014; Bollas-Araya & Segui-Mas, 2014; Castilla-
Polo et al., 2015, Santos et al., 2021). Olive companies do not follow the
communicative patterns highlighted for large capitalist companies in terms of
SR communication (Castilla et al., 2022).

The results obtained in this research show, using the Fuzzy Set Qualitative
Comparative Analysis (fsQCA) methodological technique, that in general
terms the dissemination of knowledge on CSR is favored by the existence of
a complete online purchasing process with the presence of organic products
and by interactivity with stakeholders through Blogs, Forums, Social Networks
or Google reviews. However, it is not favored by the legal form of the company
as a cooperative society, insofar as this social type does not communicate
its CSR knowledge generation well, despite being a benchmark of a socially
responsible company.

This paper is not without limitations. The main one is that it has been
carried out in one sector and in one country, so our future lines of research
involve replicating this work in other sectors and in other countries to check
that the results are homogeneous and consistent.

On the other hand, we believe that the results are a warning to the co-
operative sector. If co-operatives are socially responsible entities aligned
with sustainability and consumers value these factors in their purchases, co-
operative societies should communicate their activities and non-financial
indicators to their stakeholders so that their products will be more highly
valued.

REFERENCES

Albitar, K., Hussainey, K., Kolade, N. & Gerged, A.M. (2020). ESG Disclosure and
Firm Performance Before and After IR. International Journal of Accounting
and Information Management, 28(3), 429-444.

Andrieu, J., Bernal-Jurado, E., Mozas-Moral, A. & Fernandez-Uclés, D.
(2023). Sustainable Development Goals in the beekeeping sector and its
cooperative network. CIRIEC-Espana, Revista de Economia Publica, Social y
Cooperativa, 109, 185-212. https://doi.org/10.7203/CIRIEC-E.109.27026.

Araujo-Batlle, A., Serrano-Robles, E., & Jordan-Vallverda, V. (2020). The web
presence of cooperatives in Catalonia. CIRIEC-Espana, Revista de Economia
Pablica, Social y Cooperativa, 99, 37-56. https://doi.org/10.7203/
CIRIEC-E.99.16902.

REevista bE Economia MunpiaL 67, 2024, 243-271

261



262

[N\
®

Raquel Puentes-Poyatos - Adoracion Mozas-Moral - Enrique Bernal Jurado

Arcas, N. & Briones, AJ. (2009). Responsabilidad Social Empresarial de la
Economia Social. Valoracion de la misma en las empresas de la Region de
Murcia. CIRIEC-Esparia, Revista de Economia Publica, Social y Cooperativa,
65, 143-161.

Arcese, G., Lucchetti, M.C. & Massa, I. (2017). Modeling social life cycle
assessment framework for the lItalian wine sector. Journal of Cleaner
Production, 1027-1036, doi: 10.1016/j.jclepro.2016.06.137.

Baourakis, G., Kourgiantakis, M., & Migdalas, A. (2002). The Impact
of E-Commerce on Agro-Food Marketing: The Case of Agricultural
Cooperatives, Firms and Consumers in Crete. British Food Journal, 104,
580-590. https://doi.org/10.1108/00070700210425976

Barroso, F G., & Santos, R. A. (2014). Responsabilidad Social Empresarial
y Gestion del Conocimiento. Conceptos y Aplicaciones para el Desarrollo
Sostenible. México —Yucatan, Universidad del Mayab S.C.

Bartoszewicz, A., & Szczepankiewicz, E. 1. (2022). Evolution of Energy
Companies’ Non-Financial Disclosures: A Model of Non-Financial Reports
in the Energy Sector. Energies,15(20), 7667. https://doi.org/10.3390/
en15207667

Belhourai, A., Buendia, ., Lapointe, M-J. & Tremblay, B. (2005). La
Responsabilidad Social de las Empresas: ¢Un Nuevo Valor en las
Cooperativas?. CIRIEC-Espana, Revista de Economia Publica, Social y
Cooperativa, 53, 191-208.

Bernal-Jurado, E., Fernandez-Uclés, D., Mozas-Moral, A., & Medina-Viruel, M.
(2019). Agri-Food Companies in the Social Media: A Comparison of Organic
and Non-Organic Firms. Economic Research-Ekonomska Istrazivanja, 32(1),
321-334.

Betts, T., Wiengarten F, & Tadisina, S. (2018). Exploring the Impact of
Stakeholder Pressure on Environmental Management Strategies at the
Plant Level: What Does Industry Have to Do with It?. Journal of Cleaner
Production, 92, 282-294. https://doi.org/10.1016/].jclepro.2015.01.002.

Bollas-Araya, H. M., & Segui-Mas, E. (2014). La Divulgacion y Verificacion de
Memorias de RSC en las Cooperativas de Crédito Espafiolas: Un Analisis
Exploratorio. CIRIEC-Esparia, Revista de Economia Publica, Social y
Cooperativa, 81, 163-190.

Calazza, R., & Bigliardi, B. (2020). Web Marketing in Agri-Food Industry:
Challenges and Opportunities. Trends in Food Science & Technology. 54(1),
208-212.

Calomarde, J. V. (2000). Marketing ecologico. Madrid, Ed. Piramide & Esic
Editorial.

Camanzi, L., & Giua, C. (2020). SME Network Relationships and Competitive
Strategies in the Agri-Food Sector. European Business Review, 32(3), 405-
424,

Campillo-Alhama, C., & lgual-Anton, D. (2021). Corporate Social Responsibility
Strategies in Spanish Electric Cooperatives. Analysis of Stakeholder



ONLINE COMMUNICATION OF SUSTAINABILITY IN THE SOCIAL EcoNomMY: A COMPARATIVE STUDY

Engagement. Sustainability, 13(12), 6810. https://doi.org/10.3390/
sul13126810

Canavari, M., Regazzi, D., & Spadoni, R. (2002). Origin Labels on the World
Wide Web. Working paper. Bologna, Universit a di Bologna, Dipartimento
di Economia e Ingegneria Agrarie, Italy.

Carvalho, F, Santos, G. & Goncalves, J. (2018). The Disclosure of Information
on Sustainable Development on the Corporate Website of the Certified
Portuguese Organisations. International Journal for Quality Research, 12,
253-276. https://doi.org/10.18421/IJQR12.01-14.

Castilla-Polo, F, Gallardo-Vazquez, D., & Sanchez-Hernandez, M. |. (2015).
La Revelacion Social a Partir de la Guia GRI de la Economia Social: Una
Herramienta para Mejorar las Relaciones Socio-Cooperativa. CIRIEC-
Esparna, Revista de Economia Publica, Social y Cooperativa, 83, 143-168.

Castilla-Polo, F; Garcia-Martinez, G., Guerrero-Baena, M. D., Luque-Vilchez,
M., & Polo-Garrido, F. (2022). Practicas de Divulgacion de Informacion
No Financiera en las Cooperativas Espariolas de Mayor Dimension:
Recomendaciones. AECA Asociacion Espafiola de Contabilidad vy
Administracion de Empresas.

Cea-Moure, R. (2019). CSR Communication In Spanish Quoted Firms. European
Research on Management and Business Economics, 25(2), 93-98, https://
doi.org/10.1016/j.iedeen.2019.02.002.

Cetelem (2022). Sostenibilidad y Consumo 2022: El consumidor espariol
ante el reto de la sostenibilidad. Ed. Observatorio Cetelem. https:/
elobservatoriocetelem.es/app/uploads/sites/3/2022/10/sostenibilidad-
consumo-2022.pdf

Chaudhri, V., &Wang, J. (2007). Communicating Corporate Social Responsibility
on the Internet: A Case Study of the Top 100 Information Technology
Companies in India. Management Communication Quarterly, 21(2), 232-
247, https://doi.org/10.1177/0893318907308746.

Chen, S., & Macredie, R. (2005). The Assessment of Usability of Electronic
Shopping. A Heuristic Evaluation. International Journal of Information
Management, 25, 516-532.

Christensen, L.T., Morsing, M., & Thyssen, O. (2017). License to Critique: A
Communication Perspective on Sustainability Standards. Business Ethics
Quarterly, 27(2), 239-262.

Cobelli, N., & Wilkinson, G. (2020). Online Wine Purchasing: A Comparison
Between South Africa and Italy. The TOM Journal, 32(4), 837-847.

Cristobal, E., Montegut, Y., & Daries, N. (2017). Cooperativismo 2.0: Presencia
en Internet y Desarrollo del Comercio Electronico en las Cooperativas
Oleicolas de Catalufia. REVESCO, Revista de Estudios Cooperativos, 124,
47-T73.

Cui, J., Jo, H., & Na, H. (2018). Does Corporate Social Responsibility Affect
Information Asymmetry?. Journal of Business Ethics, 148, 549-572.
https://doi.org/10.1007/s10551-015-3003-8

263

REevista bE Economia MunpiaL 67, 2024, 243-271



264

“‘Jt)

©

Raquel Puentes-Poyatos - Adoracion Mozas-Moral - Enrique Bernal Jurado

Elliott, T. (201 3). Fuzzy Set Qualitative Comparative Analysis. Research Notes:
Statistics Group, 1-6.

Esposito, B., Sessa, M.R., Sica, D. & Malandrino, O. (2021). Exploring Corporate
Social Responsibility in the Italian Wine Sector Through Websites. The TOM
Journal, 33(7), 222-252. https://doi.org/10.1108/TOM-11-2020-0264

Eurobarometer (2023). EP Autumn 2022 Survey: Parlemeter. October
2022-November 2022. Retrieved from https://europa.eu/eurobarometer/
surveys/detail/2932

European Union (2014). Directive 2014/95/EU of the European Parliament
and of the Council of 22 October 2014 Amending Directive 2013/34/EU as
Regards Disclosure of Non-Financial and Diversity Information by Certain
Large Undertakings and Groups. Retrieved from http://data.europa.eu/eli/
dir/2014/95/0j

European Union (2021). Building an Economy that Works for People: An Action
Plan for the Social Economy. Luxembourg, European Union. Retrieved from
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_6568

European Union (2022). Directive 2022/2464 of the European Parliament
and of the Council of 14 December 2022 Amending Regulation (EU) No
537/2014, Directive 2004/109/EC, Directive 2006/43/EC and Directive
2013/34/EU, as Regards Corporate Sustainability Reporting. PE-CONS
35/22. Retrieved from http://data.europa.eu/eli/dir/2022/2464/0j

Evelyn C., Qiang, L., & Rohan, M. (2015). Social Media, Customer Relationship
Management, and Consumers’ Organic Food Purchase Behavior. In
Khanlari, A. Strategic Customer Relationship Management in the Age of
Social Media, (198-215). ICI Global.

Fait, M., Vrontis, D., Maizza, A. & Cavallo, F (2019). Sustainability Disclosure
Through Virtual Community: The Case of the Wine Sector. British Food
Journal, 122(8), 2513-2530. https://doi.org/10.1108/BFJ-07-2019-0481.

Fatmawati, |., & Fauzan, N. (2021). Building Customer Trust Through Corporate
Social Responsibility: The Effects of Corporate Reputation and Word Of
Mouth. Journal of Asian Finance, Economics and Business, 8(3), 793-805.

Filippi, M., Bidet, E., Richez-Battesti, N. (2023). Building a Better World:
The Contribution of Cooperatives and SSE Organizations to Decent Work
and Sustainable Development. Sustainability, 15(6), 5490. https://doi.
org/10.3390/su15065490

Florensa-Guiu, R. M., Colom-Gorgues, A., & Dominguez-Torres, G. (2023).
Estrategias de Comunicacion del Logro de los Obijetivos de Desarrollo
Sostenible en Cooperativas Catalanas. XIX Congreso Internacional de
Investigadores en Economia Social. El papel de la economia social en un
escenario de crisis e incertidumbre. CIRIEC-Esparia. Mataro (Barcelona).

Fombrun, C., & Shanley, M. (1990). What's in a Name? Reputations Building
and Corporate Strategy. Academy of Management Journal, 33(2), 233-
258.



ONLINE COMMUNICATION OF SUSTAINABILITY IN THE SOCIAL EcoNomMY: A COMPARATIVE STUDY

Frandsen, S., Morsing, M. & Vallentin, S. (201 3). Adopting Sustainability in the
Organization: Managing Processes of Productive Loose Coupling Towards
Internal Legitimacy. Journal of Management Development. 32( 3), 236-246

Franzen, A. & Meyer, R. (2010). Actitudes Ambientales en una Perspectiva
Transnacional: Un Analisis Multinivel del ISSP 1993 y 2000. European
Sociological Review, 26(2): 219-234.

Freeman, R. E. (1984). Strategic Management: A Stakeholder Approach.
Marshfield, MA, Pitman Publishing Inc.

Groff, . D. & Jones, T. P. (2003). Introduction to Knowledge Management. New
York, Butterworth-Heinemann.

Guadamillas, F., & Donate, M.J. (2008). Responsabilidad Social Corporativa,
Conocimiento e Innovacion: Hacia un Nuevo Modelo de Direccion de
Empresas. Revista Europea de Direccion y Economia de la Empresa, 17(3),
11-26.

Halman, L., Reeskens, T., Sieben, I., & Van Zundert, M. (2022). Atlas of
European Values: Change and Continuity in Turbulent Times. Open Press
Tilburg University. https://doi.org/10.26116/6p8v-tt12

Heinze, N., & Hu, Q. (2006). The Evolution of Corporate Web Presence: a
Longitudinal Study of Large American Companies. International Journal of
Information Management, 26(4), 313-325.

Hernandez-Perlines, F, Ariza-Montes, A., & Araya-Castillo, L. (2020).
Sustainable Growth in the Agro-Food Cooperatives of Castilla-La Mancha
(Spain). Sustainability, 12, 5045. https://doi.org/10.3390/su12125045

Herranz, J. M?2., & Garcia, S. (2021). Communication of Sustainable
Development Goals in Social Economy organization. CIRIEC-Espana,
Revista de Economia Publica, Social y Cooperativa, 101, 165-191. https://
doi.org/10.7203/CIRIEC-E.101.18393.

Hostut, S. & Deren van het Hof, S. (2015, September 9-12). Online
Communication of Social Responsibility Practices: An Analysis of CSR
Campaigns Conducted. 5th Organisational Governance Conference and
14th International Conference on Social Responsibility. Tekirdag/Turkey,
Kirklareli Universit, 1-13.

Hung, K., Li,S. Y., & Tse, D. (2011). Interpersonal Trust and Platform Credibility
in a Chinese Multibrand Online Community. Journal of Advertising, 40(3),
99-112.

Inter-Agency Task Force on Social and Solidarity Economy (2015). Declaracion
de Posicion del Grupo de Trabajo Interinstitucional de las Naciones
Unidas sobre Economia Social y Solidaria. http://unsse.org/wp-content/
uploads/2014/08/ES_Final_Position_Paper_SSE_SDGs_FAO_Geneva_
es.pdf.

International Co-operative Alliance (2017). Cooperativas hacia 2030:
Un Movimiento para Conseguir un Desarrollo Sostenible para Todos.
http://base.socioeco.org/docs/co-ops-for-2030-final-report-vol-1-
2017es-1067263232 pdf

REevista bE Economia MunpiaL 67, 2024, 243-271

265



266

“‘Jt)

Raquel Puentes-Poyatos - Adoracion Mozas-Moral - Enrique Bernal Jurado

International Labor Organization (2022). Resolucion Relativa al Trabajo
Decente y la Economia Social y Solidaria, 1LC.110/Resolucion Il. https://
www.ilo.org/wemsp5/groups/public/---ed_norm/---relconf/documents/
meetingdocument/wems_848664 .pdf

International Olive Oil Council (IOC) (2022). Series Estadisticas del Aceite de
Oliva Mundial. https://www.internationaloliveoil.org/

International Olive Oil Council (I0C) (2023). Series Estadisticas del Aceite de
Oliva Mundial. Retrieved from https://www.internationaloliveoil .org/

Ipsos (2022). Ipsos Update Diciembre 2022. https://www.ipsos.com/es-cr/
ipsos-update-diciembre-2022-0

Islam, T, Islam, R., Pitafi, A. H., Xiaobei, L., Rehmani, M., Irfan, M., & Mubarak,
M. S. (2021). The Impact of Corporate Social Responsibility on Customer
Loyalty: The Mediating Role of Corporate Reputation, Customer Satisfaction
and Trust. Sustainable Production and Consumption, 25, 123—135. https://
doi.org/10.1016/j.5pc.2020.07.019.

Jacob, C., Mathiasen, L., & Powell, D. (2010). Designing Effective Messages for
Microbial Food Safety Hazards. Food Control, 21(1), 1-6.

Jenkins, H. (2004). A Critique of Conventional CSR Theory: An SME
Perspective. Journal of General Management, 29(4), 37-57. https://doi.
org/10.1177/030630700402900403.

Jorge, J., Chivite, M2 P, & Salinas, F. (2019). Digital transformation in the
Spanish agri-food cooperative sector: situation and prospects. CIRIEC-
Espana, Revista de Economia Publica, Social y Cooperativa, 95, 39-70.
https://doi.org/10.7203/CIRIEC-E.95.13002

Kim, K-H.,, Kim, M., & Qian, C. (2018). Effects of Corporate Social
Responsibility on Corporate Financial Performance: A Competitive-Action
Perspective. Journal of Management, 44(3), 1097-1118. https://doi.
org/10.1177/0149206315602530

Kim, S. (2019). The Process Model of Corporate Social Responsibility (CSR)
Communication: CSR Communication and its Relationship with Consumers’
CSR Knowledge, Trust, and Corporate Reputation Perception. Journal of
Business Ethics, 154, 1143-1159. https://doi.org/10.1007/s10551-017-
3433-6

KPMG (2022). The KPMG Survey of Corporate Responsibility Reporting 2022.
Retrieved from https://owlesg.com/2022/11/03/kpmgs-2022-survey-of-
sustainability-reporting/

Krugman, P. (2023). Cooperating For A Better Future. CIRIEC-Esparna, Revista
de Economia Publica, Social y Cooperativa, 107, 5-14. https://doi.
org/10.7203/CIRIEC-E.107.263609.

Kuttschreuter, M., Rutsaert, P, Hilverda, F, Regan, A., Barnett, J., & Verbeke,
W. (2014). Seeking Information about Food-Related Risks: The Contribution
of Social Media. Food Quality and Preference, 37, 10—18.

Lafont-Torio, J., Calderon-Monge, E. & Ribeiro-Soriano, D. (2023).
Implementation of the SDGs by Social Economy Enterprises in the Agrifood

©



ONLINE COMMUNICATION OF SUSTAINABILITY IN THE SOCIAL EcoNomMY: A COMPARATIVE STUDY

Sector. British Food Journal, 125(11), 3853-3870. https://doi.org/10.1108/
BFJ-01-2023-0080

Law 11/2018 of December 28, on non-financial information and diversity.
BOE-A-2018-17989. https://www.boe.es/eli/es/l/2018/12/28/11

Law 11/2019, of December 20, on Cooperatives in Euskadi. BOE-A-2020-615.
https://www.boe.es/eli/es-pv/I/2019/12/20/11/con

Law 2/2023, of February 24, on cooperatives in the Community of Madrid.
BOE-A-2023-13672. https://www.boe.es/eli/fes-md/l/2023/02/24/2/con

Law 4/2022, of October 31, on cooperative societies in the Canary Islands.
BOE-A-2022-19625. https://www.boe.es/eli/es-cn/l/2022/10/31/4.

Lee, S., Zhang, W., & Abitbol, A. (2019). What Makes CSR Communication Lead
to CSR Participation? Testing the Mediating Effects of CSR Associations,
CSR Credibility and Organization—Public Relationships. Journal of Business
Ethics, 157, 413-429. https://doi.org/10.1007/s10551-017-3609-0

Lin, J., Guo, J., Turel, O., & Liu, S. (2020). Purchasing Organic Food with
Social Commerce: an Integrated Food-Technology Consumption Values
Perspective. [International Journal of Information Management, 51,
102033. https://doi.org/10.1016/j.ijinfomgt.2019.11.001

Marin, P. P, & Gomez, D. (2021). Management of digital communication in
spanish cooperatives. CIRIEC-Esparnia, Revista de Economia Publica, Social y
Cooperativa, 101, 193-225. https://doi.org/10.7203/CIRIEC-E.101.17638

Martinez, |. B.,, & Monteagudo, |. C. (2014). El Impacto de los Factores
Institucionales en la Actividad Emprendedora: Un Analisis del
Cooperativismo Europeo. Revista de Economia Mundial, 38, 175-199.

Mazzucato, M. (2023). Inclusive and Sustainable Growth. A Mission-Driven
Multi-Stakeholder Approach. CIRIEC-Esparia, Revista de Economia
Pablica, Social y Cooperativa, 107, 27-35. https://doi.org/10.7203/
CIRIEC-E.107.26371.

Merofo, A. L., & Arcas, N. (2006). Equipamiento y Gestion de las Tecnologias
de la Informacion en las Cooperativas Agroalimentarias. CIRIEC-Esparia,
Revista de Economia Publica, Social y Cooperativa, 54, 5-32.

Miah, S. J., Hasan, N., Hasan, R., & Gammack, J. (2017). Healthcare Support
for Underserved Communities Using a Mobile Social Media Platform.
Information Systems, 66. 1-12.

Miles, M., & Covin, J. (2000). Environmental Marketing: A Source of
Reputational, Competitive, and Financial Advantage. Journal of Business
Ethics, 23(3), 299-311.

Ministry of Agriculture, Fisheries and Food (MAFF) (2020). Analisis de la
Caracterizacion y Proyeccion de la Produccion Ecologica en Esparna en
2020. Madrid, MAPA. https://www.mapa.gob.es/es/alimentacion/temas/
produccion-eco/informecaracterizacionecologicos2020-nipodef_tcm30-
583131.PDF

Ministry of Agriculture, Fisheries and Food (MAFF) (2023). Informe
Cierre de Campafia de la Situacion de Mercado del Sector del
Aceite De Oliva. Campana 2021/22. Datos a 30 de septiembre

REevista bE Economia MunpiaL 67, 2024, 243-271

267



268

[N\
®

Raquel Puentes-Poyatos - Adoracion Mozas-Moral - Enrique Bernal Jurado

2022. Fecha de cierre de datos: 4 de mayo de 2023. https:/
www.mapa.gob.es/es/agricultura/temas/producciones-agricolas/
informecierrecampanadelasituaciondemercadodelsectordelaceitedeoliva_
septiembre2022_tcm30-652098.pdf, visto en mayo de 202 3.

Monzon, J. L, Antufiano, I., Orellana, W., Chaves, R., & Gonzalez, A. (2021).
El Cooperativismo Valenciano y la Responsabilidad Social Empresarial. 20
Casos de Cooperativas Socialmente Responsables. Valencia: CIREC-Espafa.

Morsing, M., & Spence, L. J. (2019). Corporate Social Responsibility
(CSR) Communication and Small and Medium Sized Enterprises:
The Governmentality Dilemma of Explicit and Implicit CSR
Communication. Human Relations, 72(12), 1920-1947. https://doi.
org/10.1177/0018726718804306

Mozas Moral, A. (2019). Contribucion de las Cooperativas Agrarias al
Cumplimiento de los Objetivos de Desarrollo Sostenible. Especial Referencia
al Sector Oleicola. Valencia: CIRIEC-Espafia.

Mozas Moral, A. (2022). EI Sector Oleicola y el Papel Protagonista del
Cooperativismo como Agente de Cambio. Valencia: CIRIEC-Espana.

Mozas Moral, A., & Bernal Jurado, E. (2009). Anadlisis del cooperativismo
agroalimentario en Andalucia, en: Informe sobre la Economia Social en
Andalucia 2006-2007, Sociedad de Estudios Economicos de Andalucia
(ESECA), Granada.

Mozas-Moral, A., Puentes-Poyatos, R., & Bernal-Jurado, E. (2014). Spanish
Second-Tier Cooperative Societies: An Analysis of E-Corporate Social
Responsibility. Journal of Rural Cooperation, 42, 30-59.

Mozas-Moral, A., Puentes-Poyatos, R., Bernal-Jurado, E., & Frias, M. (201 3).
Corporate Social Responsibility Information Transparency and Business
Performance: Evidence from Spanish Organic Olive Oil Companies. Journal
of Food, Agriculture & Environment, 11(3&4).

Mufioz, R., & Tirado, P. (2014). Responsabilidad Social y Transparencia a
traves de la Web: Un Analisis Aplicado a las Cooperativas Agroalimentarias
Espafiolas. REVESCO, Revista de Estudios Cooperativos, 114, 84-105.

Nadanyiova, M., Gajanova, L., & Majerova, J. (2020). Green Marketing as a
Part of the Socially Responsible Brand’s Communication from the Aspect
of Generational Stratification. Sustainability, 12, 7118. https:/doi.
org/10.3390/su12177118

National Statistics Institute of Spain (2022). Encuesta Sobre la Estructura
de las Explotaciones Agricolas. Ano 2016. https://www.ine.es/jaxi/Datos.
htm?path=/t01/p044/a2016/ccaa00/I0/&file =0411 . px#!tabs-tabla.

Nicolo, G., Aversano, N., Sannino, G., & Tartaglia Polcini, P. (2021). ICD
Corporate Communication and Its Determinants: Evidence from Italian
Listed Companies’ Websites. Meditari Accountancy Research, 29(5), 1209-
1232, https://doi.org/10.1108/MEDAR-03-2020-0834

Nieto, M., & Fernandez, R. (2004). Responsabilidad Social Corporativa, la
Ultima Innovacion en Management. Universia Business Review, 1, 28-39.



ONLINE COMMUNICATION OF SUSTAINABILITY IN THE SOCIAL EcoNomMY: A COMPARATIVE STUDY

Pappas, I. O., & Woodside, A. G. (2021). Fuzzy-set Qualitative Comparative
Analysis (fSQCA): Guidelines for Research Practice in Information Systems
and Marketing. International Journal of Information Management, 58,
102310.

Perez, F. J., & Gargallo, A. (2005). Gestion, Desarrollo y Aplicacion de la
Responsabilidad Social en Entidades de Economia Social: El Caso de
las Cooperativas. CIRIEC-Esparnia, Revista de Economia Publica, Social y
Cooperativa, 53, 305-332.

Perez, F J., Esteban, L., & Gargallo, A. (2009). Participacion, Gobierno
Democratico y Resultados Cooperativos: Una Perspectiva de RSE. CIRIEC-
Esparia, Revista de Economia Publica, Social y Cooperativa, 65, 163-190.

Perez-Sanz, F. J., Gargallo-Castel, A.F. & Esteban-Salvador, M.L. (2019). CSR
Practices Among Co-Operatives. Experience and Results of Case Studies.
CIRIEC-Esparna, Revista de Economia Publica, Social y Cooperativa, 97,
137-178. https://doi.org/10.7203/CIRIEC-E.97.11043

Polo, F, & Garcia, G. (2021). Informacion No Financiera y la Responsabilidad
Social Corporativa en las Entidades de Economia Social don Especial
Referenciaalas Cooperativas. XVIll Congreso Internacional de Investigadores
en Economia Social y Cooperativa La Economia Social: herramienta para
el fomento del desarrollo sostenible y la reduccion de las desigualdades.
CIRIEC-Espana, Valencia. https://ciriec.es/wp-content/uploads/2020/09/
COMUN-120-T8-POLO-GARCIA-ok.pdf

Polo, F, Diez, J. A, Mufoz, A. & Sanchez, M. (2021). Obligatoriedad del
Estado de Informacion no Financiera en las Empresas de Economia Social.
Nota Tecnica n® 2. Madrid: AECA (Asociacion Espafola de Contabilidad y
Administracion de Empresas).

Querejeta, |., & Gomez, B. (2022). Relationship between cooperative values
and CSR. Case of Mondragon Corporation. CIRIEC-Esparia, Revista
de Economia Puablica, Social y Cooperativa, 106, 55-84. https://doi.
org/10.7203/CIRIEC-E.106.21017

Ragin, C. C. (2008). Redesigning Social Inquiry: Fuzzy Sets and Beyond.
Chicago, IL, University of Chicago Press.

Redmond, E. C., & Criffith, C. J. (2006). Assessment of Consumer Food Safety
Education Provided by Local Authorities in the UK. British Food Journal,
108 (9), 732-752.

Richter, B., & Hanf, J. H. (2021). Cooperatives in the Wine Industry: Sustainable
Management Practices and Digitalisation. Sustainability, 13, 5543. https://
doi.org/10.3390/su13105543

Sajardo-Moreno, A., & Chaves-Sajardo, R. J. (2017). Social Responsibility in
Social Economy Companies: A Comparative Analysis of the Productive
Fabric of the Valencian Community. REVESCO, Revista de Estudios
Cooperativos, 125, 213-242 . https://doi.org/10.5209/REVE.57065

Sang, N. M. (2022). Corporate Social Responsibility, Electronic Word-Of-
Mouth, and Customer Loyalty in Vietnam’s Banking Sector. Banks and Bank
Systems, 17(3), 38—-48. https://doi.org/10.21511/bbs.17(3).2022.04

269

REevista bE Economia MunpiaL 67, 2024, 243-271



270

“‘Jt)

Raquel Puentes-Poyatos - Adoracion Mozas-Moral - Enrique Bernal Jurado

Sannino, G., Lucchese, M., & Zampone, G. (2019). Lampiezza e le Determinanti
della Non Financial Disclosure ex D. Lgs. 254/2016: Le Prime Risultanze
nel Settore Bancario Italiano. Rivista Iltalian di Ragioneria e di Economia
Aziendale, 2, 133—160.

Santos, J. A. D., Moura-Leite, R., Pereira, M. W. G., & Pagan, M. (2021).
Social and Environmental Disclosure of the Largest Companies in Brazil's
Agribusiness Sector. Social Responsibility Journal, 17(8), 1009-1027.
https://doi.org/10.1108/SRJ-01-2019-0009

Scarbrough, H., Swan, J., & Preston, J. (1999). Knowledge Management: A
Literature Review. London, Institute of Personnel and Development, Issues
in People Management.

Schmitt, B. (1999). Experiental Marketing. How to get customers to sense, feel,
think act, andrelated to your company and brands. The Free Press, New
York.

Schneider, C. Q., & Wagemann, C. (2012). Set-Theoretic Methods for the
Social Sciences: A Guide to Qualitative Comparative Analysis. Cambridge
University Press.

SDG Compass (2019). The Guide for Business Action on the SDGCs. https://
sdgcompass.org/wp-content/uploads/2015/12/019104_SDG_Compass_
Guide_2015.pdf

Segui-Mas, E., Bollas-Araya, H. M., & Asensi-Peiro, P. (2016). Why Do
Cooperatives Assure Their CSR Reports? An Analysis of the Motivations and
Benefits in a Big Retail Cooperative. CIRIEC-Esparia, Revista de Economia
Pablica, Social y Cooperativa, 87, 39-68.

Singhania, M., & Gurmani, C. (2023). Thirty Years of Sustainability Reporting
Research: A Scientometric Analysis. Environmental Science and Pollution
Research, 30, 1-36. https://doi.org/10.1007/s11356-023-29452-2

Stricker, S., Mueller, R. A. E., & Sumner, D. A. (2007). Marketing Wine on the
Web. Choices Magazine, 22(1). http://www.choicesmagazine.org/2007_1/
foodchains/2007_1_06.htm

Tetrault, C. A. & Lvina, E. (2019). From Doing Good to Looking Even Better: The
Dynamics of CSR and Reputation. Business & Society, 58(6), 1234—1266.
https://doi.org/10.1177/0007650315627996

Tian, Y., & Robinson, J. D. (2008). Media Use and Health Information Seeking:
An Empirical Test of Complementarity Theory. Health Communication, 23
(2), 184-190.

United Nations (1987). Informe de la Comision Mundial sobre Medioambiente
y el Desarrollo (A/42/427), 4 de agosto de 1987.

United Nations (2015). Transforming Our World: The 2030 Agenda for
Sustainable Development. http://www.un.org/ga/search/view_doc.
asp?symbol=A/RES/70/1&Lang=E

United Nations (2023). Promocion de la Economia Social y Solidaria para
el Desarrollo Sostenible. Resolucion Asamblea General, 18 de abril de
2023, (A/RES/77/281). https://unsse.org/wp-content/uploads/2023/05/A_
RES_77_281-ES. pdf

©



ONLINE COMMUNICATION OF SUSTAINABILITY IN THE SOCIAL EcoNomMY: A COMPARATIVE STUDY

United Nations Global Compact Spain (2023). Contribution of IBEX 35
Companies to the 2030 Agenda. Retrieved from https://www.pactomundial.
org/noticia/ibex-35-la-sostenibilidad-mejora-la-cuenta-de-resultados/

Vaquero, A., Bastida, M., & Vazquez, M. A., (2023). The social economy as an
instrument for economic recovery: the dynamising measures proposed in
Galicia. CIRIEC-Esparia, Revista de Economia Publica, Social y Cooperativa,
108, 5-34. https://doi.org/10.7203/CIRIEC-E.108.23749.

Vega, M., Torres, F. J., Murgado, E. M., & Parras, M. (2014). Organic as
a Heuristic Cue: What Spanish Consumers Mean by Organic Foods.
Psychology & Marketing, 31(5), 349-359.

Wanous, J. P. (1992). Organizational Entry: Recruitment, Selection, and
Socialization of Newcomers. Reading, MA, Addison-Wesley.

Werther, W. B., & Chandler, D. (2006). Strategic Corporate Social Responsibility.
Stakeholders in a Global Environment. SAGE Publications.

REevista bE Economia MunpiaL 67, 2024, 243-271






