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Abstract :
The purpose of this paper is to investigate the marketing challenges and

opportunities confronting businesses as they seek to reinforce Corporate
Social Responsibility (CSR) principles in virtual work settings. The swift
transition to remote work presents considerable obstacles to CSR
application, stemming from technological and regulatory limitations and
reduced direct contact with employees, clients, and stakeholders. This
study aims to offer insights into overcoming these hurdles via innovative
frameworks that merge technology with institutional strategies. The
analysis yields several conclusions and puts forward practical
recommendations that act as a roadmap, directing marketers toward the
effective and sustainable long-term implementation of CSR principles in
virtual work environments
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1. INTRODUCTION:

Work environments have witnessed rapid evolution in recent years, particularly with
the significant shift towards virtual work mandated by technological changes and
global crises, such as the COVID-19 pandemic. This has led to the emergence of new
challenges for organizations, especially concerning the promotion of social
responsibility principles within digital workspaces. Social responsibility is a concept
focused on achieving a balance between commercial success and contributing to the
well-being of employees and society at large.

Marketing is no longer limited to promoting goods and services; it has become a
strategic tool for establishing an organization as a socially committed entity, even
within non-traditional work environments. However, translating social responsibility
values into tangible practices in virtual settings requires overcoming several marketing
challenges, primarily related to social marketing applications, digital engagement, and
other variables.

1.1. Statement of the Problem:

The concept of Corporate Social Responsibility (CSR) refers to the commitment of
companies to implement policies and practices that positively affect society, whether
through providing sustainable services or products or by ensuring fair and ethical
working conditions for employees. In virtual work environments, which rely heavily on
digital communication and remote interaction, applying these principles becomes more
complex. This environment lacks direct interactions, leading to additional challenges in
embedding social responsibility values, such as ensuring effective communication,
building trust, and guaranteeing employee well-being from a distance.

1.2. Research Questions :

As companies accelerate their transition to digital work environments, questions arise
about how to maintain social interaction, create a responsible corporate culture, and
ensure the well-being of employees and customers—all within an environment that
lacks direct, face-to-face interactions. From this standpoint, we attempt to answer the
following research question:

What are the marketing challenges that companies face in applying the principles
of social responsibility in virtual work environments?

1.3. Hypothesis/ hypotheses:

1. The limited direct interaction in virtual work environments negatively affects the
effectiveness of responsible communication within the organization.
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2. Technological and digital transformations pose a challenge to the implementation
of social marketing principles within the framework of corporate social
responsibility.

3. Weak digital organizational culture may limit companies’ ability to embed
corporate social responsibility values.

4. The virtual environment affects companies’ ability to build trust and maintain the
well-being of employees and customers, thereby weakening the impact of
corporate social responsibility initiatives.

1.4. Significance of the Study :

The importance of our research lies in the necessity of understanding the marketing
challenges that companies face when applying social responsibility in virtual work
environments. These challenges differ from those in traditional work settings and are
linked to various domains, including the technical, cultural, social, and organizational.

Given the increasing digitalization of work environments, focusing on the application
of social principles within these settings through a new marketing model is critically
important to ensure a balance between the well-being of employees and customers and
business success. Through this research, we will also attempt to provide solutions that
can help companies face these challenges and enhance social responsibility values in
this context

1.5. Objectives of the Study:

This research aims to achieve several key objectives, most importantly, to study the
marketing challenges that affect the application of social responsibility in virtual work
environments and to provide practical solutions that help companies overcome these
challenges, specifically in enhancing social responsibility in virtual settings. To achieve
the desired results of this study

1.6. methodology of the Study:

We adopted a descriptive methodology in this study with the aim of reviewing the
literature related to each concept of the research, particularly focusing on the interplay
between marketing challenges in supporting the implementation of corporate social
responsibility within the specific context of virtual work environments. This was
achieved through a comprehensive review of both Arabic and foreign sources, using
library and electronic searches

1.7. previous researches :

We relied in this study on a set of research works in the field of Corporate Social
Responsibility (CSR) and virtual work environments, including:
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1) Glavas, A. (2016). . Corporate social responsibility and organizational psychology:
An integrative review. Frontiers in Psychology, 144.

One analytical study (author unspecified) reviewed the literature on Corporate Social
Responsibility (CSR) at the individual level, known as "micro CSR," by analyzing 166
sources including journal articles and book chapters. The researcher proposed a
theoretical framework integrating organizational psychology with CSR, highlighting
the synergies between the two fields to enhance both academic research and practical
application. The study also identified existing research gaps and presented a future
research agenda grounded in a humanistic approach inspired by positive psychology,
aiming to improve the effectiveness of CSR within modern work environments.

2) Mohammad Hossein Jarrahi a, D. L. (2023). Mindful work and mindful technology:
Redressing digital distraction in knowledge work. Digital Business. Retrieved from .

This article discusses solutions to the problem of digital distraction through the
development of the concepts of “mindful work” and “mindful technology.” In this
context, the researchers propose a two-part framework for mindful work and mindful
design, through which employees can learn how to interact with technology — and
their emotions — in more constructive ways. Finally, the article expands this
framework by introducing the concept of an “intelligent personal assistant.”

1.8. Organization of the Study :

To achieve the desired results of this study, we have decided to divide the research into
five sections: Section One: The Nature of Corporate Social Responsibility. This
section will cover the definition, dimensions, importance, and principles of Corporate
Social Responsibility. Section Two: The Nature of the Virtual Work Environment.
Here, we will address the shift to virtual work environments, the importance of social
responsibility within them, and the fundamental principles of social responsibility in
these settings. Section Three: The Role of Marketing in Activating Social
Responsibility in the Virtual Work Environment. Section Four: Marketing Challenges
Facing Companies in Implementing Social Responsibility in a Virtual Work
Environment Section Five: Mechanisms for Enhancing the Application of Social
Responsibility Principles in a Virtual Work Environment.

2. Definition of Corporate Social Responsibility:

There are various definitions of Corporate Social Responsibility (CSR), depending on
differing perspectives regarding the forms this responsibility can take. Some view CSR
merely as a reminder to companies of their duty toward the society in which they
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operate, while others see it as a voluntary and deliberate commitment by the company
toward societal well-being.

Due to the significant importance of CSR, many definitions have emerged in an effort
to clarify its true meaning. One such definition states:

Corporate Social Responsibility (CSR) is a concept that refers to a company's
commitment to balancing its business interests with the needs of society and the
environment. This concept encompasses core values such as fairness, transparency,
sustainability, and social well-being. CSR aims to create shared value between
companies and society as a whole by adopting sustainable practices that involve
improving the environment, safeguarding workers' rights, and contributing to the welfare
of the community. )Carroll(1999 «

The definition of social responsibility primarily involves a serious commitment to
adopting noble ethical practices and actively contributing to the achievement of public
well-being. This is realized through the adoption of responsible and sustainable
behaviors that reflect a strong awareness of duties toward both society and nature.

This responsibility includes continuous and diligent efforts to achieve a delicate
balance between individual, social, and environmental interests. These efforts also aim
to promote justice and equality within the virtual environments that are increasingly
present in our daily lives, reflecting the growing importance of this concept in the
modern era—especially in light of the rapid developments the world is witnessing.
(2021 32 3)

According to Bowen, "Corporate Social Responsibility refers to the obligation 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."

To achieve long-term environmental, social, and economic success, corporate social
responsibility efforts must align with a sound strategy. Moreover, maintaining
competitiveness requires that these efforts be consistently integrated into the company's
strategic planning and operational practices. )Bowen(2013 «

According to Garg, many companies compare their corporate social responsibility
(CSR) strategies, tactics, and performance with their industry peers through
benchmarking standards (Garg, 2013).

Brown and Dacin define CSR as “the status and activities of companies with respect to
their perceived societal obligations or at least toward stakeholders.”
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Matten and Moon describe CSR as “an overlapping concept that intersects with
notions such as business ethics, corporate philanthropy, corporate citizenship,
sustainability, and environmental responsibility.”

This indicates that CSR is a dynamic and debatable concept, inherently rooted in every
social, political, economic, and institutional context. (Ganesh & Venugopal, 2023)

2.1. Dimensions of Corporate Social Responsibility
Carroll proposed a model that is considered the most widely adopted by researchers,
and it includes the following dimensions:

—The Economic Dimension:

This dimension represents a set of responsibilities that companies must uphold, such as
producing goods and services of value to society with good quality and at reasonable
prices. This is achieved by adopting modern production methods that reduce waste of
raw materials and products, lower costs, and enable the company to generate sufficient
returns to ensure its continuity and meet the needs of shareholders.

In addition, it includes combating practices that may harm consumers, such as
monopolizing goods, raising prices, disregarding fair competition rules, and harming
competitors through unlawful means—practices that may result in job losses for the
employees of those affected companies.

This dimension also encompasses providing a suitable working environment, ensuring
job fairness, offering advancement opportunities for employees, and safeguarding their
health and safety. It further involves working to preserve the environment and ensure
the sustainable use of raw materials and natural resources through the adoption of
modern, non-polluting technologies . (2021 L))

— The Legal Dimension:

This dimension requires conscious and voluntary compliance with the laws and
regulations governing various aspects of society. It includes respecting consumer
protection laws against harmful substances, safeguarding children's health and cultural
well-being, and protecting the environment by preventing all forms of pollution,
conserving and developing natural resources, and properly disposing of product waste
after consumption.

The legal dimension of social responsibility also entails ensuring justice and safety—
whether by reducing workplace injuries, improving working conditions, preventing the
employment of the elderly and underage individuals, or providing job opportunities for
people with special needs. Additionally, it involves respecting human rights and
prohibiting discrimination based on gender or religion. (¢ 2012 «iekld)
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— The Social Dimension:

This refers to the commitment of business companies to improving the quality of life
for their employees and members of the community through voluntary financial
contributions, as well as supporting local development. Such efforts help enhance the
company's image in the eyes of society. (2024 «_» ))

This dimension requires consideration of ethical standards and prevailing social values
by respecting customs and traditions and taking into account ethical aspects of
consumption. Therefore, emphasis is placed on offering products and services that align
with the quality of life in society, as well as focusing on meeting the community's basic
needs.

— The Ethical Dimension:

This means that business enterprises bear an ethical responsibility by respecting public
order and moral values. Every society has its own unique set of ethics and principles
that every business owner must respect. Additionally, it is essential to uphold the moral
rights of economic project owners while also considering consumer rights with a sense
of balance. (2024 < _» ))

2.2 The Importance of Corporate Social Responsibility:
The most significant benefits resulting from corporate social responsibility include the
following: (2021 e 5 Aiiw)

— According to international economic reports, companies that implement the concept
of corporate social responsibility (CSR) achieve a profitability rate that is 18% higher
than those without CSR programs.

— Research and studies have indicated that companies applying CSR principles grew at
a rate four times higher than those that did not follow this approach.

— According to opinion polls, 73% of business leaders in Europe believe that companies
with CSR programs experience significant increases in both productivity and
profitability.

— Studies have shown that educating employees about CSR and involving them in some
of its programs has contributed to reducing the burden on companies, increasing
productivity, and lowering costs associated with absenteeism and healthcare by up to
30%.

— Research confirms a strong positive correlation between social performance,
environmental performance, and financial performance. For instance, improvements in
social performance lead to better environmental and financial outcomes for the
organization.

— Corporate commitment to social responsibility significantly enhances the company’s
reputation.

— Such commitment also helps strengthen the company's relationships with
governments, which facilitates the resolution of legal disputes or potential issues
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encountered during operations.

— According to some studies, adopting a culture of giving (i.e., CSR) helps attract
employees who hold strong values aligned with such practices and supports employee
retention.

— A study conducted by Giving Corporate Guidelines (2011) revealed that 76% of
consumers prefer to engage with companies that implement CSR programs over those
with only well-known brands. The same study showed that employees in CSR-active
companies demonstrate up to 87% greater loyalty to their employers than those in other
firms, and that 83% of new employees prefer to work for companies committed to
CSR.

— Companies that adopt CSR principles find it easier to obtain bank credit compared to
others, especially in light of the emergence of indicators influencing banks' credit
decisions, such as the Dow Jones Sustainability Index (launched in 1999), which ranks
global companies based on their consideration of social and environmental dimensions
during economic activity.

2.3. Principles of Corporate Social Responsibility:

The core principles of corporate social responsibility define how a company should
ethically and responsibly interact with its various stakeholders, including employees,
customers, and society at large. These foundations are essential, not optional, for
modern organizations and include:

Transparency:

In the context of CSR, transparency refers to a company’s commitment to providing
accurate, reliable, and clear information about its practices and activities that impact
society and the environment. This includes disclosing information regarding both the
positive and negative impacts of its operations and making informed decisions based on
these impacts. (Bansal, 2000)

Ensuring that all employees have equal opportunities and are treated fairly without any
form of discrimination. (¢ Johnson, 1999)

Environmental Sustainability:

In the context of corporate social responsibility, the environmental principle refers to a
company’s commitment to minimizing the negative impacts of its activities on the
environment, contributing to the protection of natural resources, and improving
environmental quality. This includes reducing emissions, managing waste, conserving
water and energy, and using renewable materials.

An organization’s sustainability 1s achieved through its commitment to social and
environmental issues in order to fulfill the three dimensions of sustainability: the
economic, social, and environmental dimensions—while also upholding the principle
of intergenerational equity. (2021 «damue 5 Jiiiw)
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Social Well-being:
Social well-being is a concept that encompasses a wide range of practices and policies
aimed at improving the quality of life for employees, individuals, and communities.

When we speak of social well-being in the context of corporate social responsibility,
we refer to the role of companies in contributing to this well-being through their
initiatives and programs. These may include providing quality employment
opportunities, fair wages, safe and healthy working conditions, professional
development opportunities, as well as support in areas such as healthcare, education,
and training. (Kossek, 2016)

Respect for Human Rights:

In the context of corporate social responsibility, the principle of human rights refers to
an organization’s commitment to respecting and protecting the fundamental human
rights of all individuals affected by its operations—whether they are employees,
customers, local communities, or other stakeholders. This includes compliance with
international laws and standards related to human rights, avoiding violations, and
contributing to the promotion of human rights.

These principles are considered the cornerstone of any strategy through which
companies aim to achieve sustainable success and engage responsibly with their
surrounding environment.

3.The Nature of the Virtual Work Environment:

Since the outbreak of COVID-19 in 2020, new aspects of work life have emerged, such
as the unprecedented promotion of remote work — a concept first introduced in
academic literature by Allen and others (Allen, Golden, & Shockley, 2015)

The concept of remote work has been expressed using various interchangeable terms,
including: remote work, distributed work, virtual work, flexible work, workplace
flexibility, working from home, and home office.

In this research, we adopt the term virtual work.

It is defined as a work approach characterized by a high degree of flexibility, in which
tasks are performed away from the traditional workplace where the employer is
typically present. (2022 «=ub)

Virtual work environments refer to professional settings in which work activities are
carried out remotely through digital communication technologies. In such
environments, employees can perform their tasks from anywhere in the world, meaning
that communication and task execution occur online using tools such as email, video
conferencing software, digital collaboration platforms, and other technological
applications.
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Digital environments are not merely workplaces; they also serve as spaces for
entertainment, personal information management, and gateways to unlimited resources.
At the same time, they pose significant challenges to maintaining productive work.
YMohammad Hossein Jarrahi a(2023 «

One of the key features of virtual work environments is the flexibility they offer in
determining the time and place of work, which contributes to improving employees’
work-life balance. However, they also present several challenges, such as social
isolation, difficulties in managing remote teams, and the stress associated with
continuous work without a clear separation between personal and professional life.

Virtual work environments are considered conducive to innovation, as they enable
collaboration among diverse teams located in different geographical areas. Nevertheless,
they also require new leadership and management strategies, with a growing emphasis
on the use of effective digital tools to ensure productivity and maintain clear, efficient
communication among employees. )loana Simona lvasciuc(2022 «

3.1. The Shift to Virtual Work Environments:

Remote work has become an integral part of many modern companies, especially
following the COVID-19 pandemic, which imposed a new reality on how work is
conducted. This shift can be beneficial in promoting workplace flexibility and
increasing productivity. However, it also presents numerous challenges for companies
that previously relied on traditional work environments.

In virtual settings, corporate social responsibility goes beyond simply offering health
benefits or providing suitable working conditions—it extends to improving employees’
personal quality of life and fostering a culture of mutual trust and respect. Yet,
achieving this is difficult in the absence of direct interpersonal interaction.

3.1.1.The Impact of the Lack of Personal Interaction on Social Responsibility:
Virtual work environments lack direct social interactions, making it difficult to build
strong relationships between employees and employers. The personal connections that
once played a key role in establishing a culture of social responsibility in traditional
workplaces become non-existent or limited in virtual settings. This presents a major
challenge for companies striving to balance their business goals with their social
responsibility commitments.

3.1.2.Digital Communication as a Primary Tool:

In virtual work environments, communication among individuals relies heavily on
technology. However, this dependence on digital tools can create a gap in human
interaction, which may affect social engagement among employees and limit their
participation in socially responsible activities—such as community initiatives or
charitable events—that were commonly organized in traditional workplaces.

Economic Studies volume: 25 issue: 02 year : 2025 Page number: 384



Marketing Challenges for Promoting Social Responsibility in Virtual Work Environments
Barbara Dalila

3.2. The Importance of Social Responsibility in Virtual Environments:

The importance of corporate social responsibility in virtual environments is clearly
reflected in its crucial role in strengthening trust and respect among individuals and
organizations during online interaction and collaboration.

By embracing responsibility on both individual and community levels, more
sustainable and healthy virtual work environments can be created. CSR helps enhance
team spirit and a sense of belonging among employees, which has a highly positive
impact on productivity and innovation levels.

Implementing the concept of CSR in virtual settings fosters positive engagement, leads
to better outcomes in daily operations, and reflects a mutual commitment between
individuals and the communities they serve—contributing collectively to the
development of these environments in pursuit of shared goals. (2024 <& %)

3.3. Core Principles of Social Responsibility in Virtual Work Environments:
Virtual work environments may create new dynamics for implementing the principles
of social responsibility, as communication among employees does not occur in the
same way it does in traditional workplaces. Many of the elements that underpin social
responsibility—such as building trust and fostering human relationships—can become
more complex when employees are located in different geographic areas and lack direct
interaction. The following highlights some key principles:

. Promoting Digital Transparency:

In virtual work environments, transparency becomes more crucial than ever.
Companies must ensure the availability of clear and accurate information regarding
work policies, expectations, compensation, as well as the environmental and economic
impacts of their operations.

This can include providing internal digital communication platforms where employees
can easily access company policies, updates, and opportunities related to training and
professional development . )Lammers(2011 «

. Equity in Remote Opportunities:
Achieving fairness and equality in virtual work environments requires the equitable
allocation of resources, regardless of employees' geographic locations.

It is essential for companies to ensure that every employee has access to the same
educational and promotional opportunities, regardless of where they are based or how
they work. This can be achieved by providing professional training opportunities to all
employees—regardless of their location—while also ensuring that all team members
possess equal levels of digital competence. )Leighton P <Willcocks(2006 ¢

. Social and Environmental Sustainability Online:
While virtual work environments may help reduce carbon emissions by minimizing
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commuting, companies must remain committed to environmental sustainability by
ensuring that remote operations are conducted in ways that respect the environment.

Additionally, companies should promote a healthy work-life balance for their
employees. This can be achieved by using technological tools that help reduce energy
consumption—such as virtual meeting platforms instead of business travel—or by
adopting policies that enhance employee well-being and health. )Epstein(2001 «

. Ensuring Employee Well-being in the Digital Work Environment:

Corporate social responsibility goes beyond community initiatives—it also includes
safeguarding employee well-being within virtual work settings. Remote employees may
experience social isolation or psychological stress, so organizations should implement
initiatives such as offering psychological counseling, hosting virtual team-building
events, or launching support programs tailored to remote work.

Examples include online coaching sessions to help employees adapt to remote work

and support programs for those struggling with mental health issues due to isolation.
Such initiatives enable organizations to promote the well-being of their employees in
virtual work environments. (Kossek, 2016)

. Community Engagement and Partnership with Civil Society:

Corporate social responsibility in virtual work environments requires companies to
remain actively engaged with both local and global communities. This can be achieved
by interacting with communities online or supporting remote social initiatives. For
example, tech companies operating in virtual environments can participate in online
educational projects or contribute donations to charitable organizations that support
education and remote work. )Kottke H «Shah(2020 «

4. The Role of Marketing in Promoting Social Responsibility in the Virtual Work
Environment:

In virtual work environments, where direct interpersonal interaction is limited,
organizations rely heavily on both internal and external marketing to embody the
objectives of social responsibility dimensions:

« Internal Marketing plays a pivotal role in embedding social responsibility
principles among employees by implementing internal communication
campaigns aimed at fostering a sense of belonging and commitment to ethical
values. This is achieved through the use of digital media such as emails, intranet
networks, and collaboration apps to engage employees in social initiatives.

« External Marketing is equally essential in communicating the organization's
social commitments to its stakeholders. It involves using digital content that
reflects the company’s efforts to support environmental and social causes,
promoting transparency through published reports on social activities, and
leveraging social media to foster dialogue with the community regarding its
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initiatives. In virtual contexts, these digital channels become the primary bridge
between the organization and its public, making digital social marketing a
strategic necessity for realizing corporate social responsibility (CSR) goals.

Thus, activating CSR in digital workspaces requires the development of a new
marketing model aligned with human values—emphasizing honesty and transparency
in marketing messages, focusing on people rather than just products or services, and
involving customers in the formulation and evaluation of social initiatives.

5. Marketing Challenges in Implementing Social Responsibility in Virtual Work
Environments:

Marketing challenges are among the implicit factors affecting the implementation of
social responsibility in virtual workspaces, alongside broader structural and managerial
challenges. Key among them are:

1. Lack of Direct Human Interaction:

Studies show that the absence of face-to-face interactions between employees and
management in virtual environments hampers the formation of strong relationships that
support social initiatives. This leads to difficulties in engaging employees and
customers in social or volunteer activities and in fostering the core values of corporate
social responsibility. (Kniffin, 2020)

2. Inequality in Access to Technology:

Numerous studies, including those by Van Deursen & Van Dijk, have emphasized that
unequal access to digital technologies constitutes a major barrier to achieving social
equity within virtual work environments. Employees and clients differ in their ability to
access adequate devices or high-quality internet connections, which leads to:

. Difficulty in engaging all employees in social programs and initiatives;
. The emergence of the so-called *"digital divide' among customers, in terms of
their ability to interact effectively with digital platforms.

This technological disparity not only limits participation in corporate social
responsibility (CSR) initiatives but also undermines the inclusive nature of virtual
environments that CSR aims to promote. )Dijk(2019 «

3. Difficulty in Measuring Social Impact:

A study by Aguinis & Glavas (2012) revealed that measuring the social impact of
corporate social responsibility (CSR) programs in non-traditional environments, such as
virtual work settings, poses a significant challenge due to the absence of clear
standards.

In a virtual context, it becomes difficult for companies to assess the effectiveness of
their CSR initiatives because of the limited availability of tools to accurately monitor
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outcomes. This lack of measurable indicators can lead to a loss of trust among
stakeholders regarding the credibility and seriousness of these initiatives. YAguinis s
Glavas(2012 «

4. Challenges in Building a Responsible Corporate Culture:

Schein (2010) emphasized that building a strong corporate culture relies heavily on
direct personal interaction, which is difficult to achieve in a virtual environment that
depends primarily on digital communication.

Corporate social responsibility (CSR) is rooted in values such as collaboration,
altruism, and commitment—uvalues that require an interactive and supportive work
environment. However, efforts to promote these values tend to lose effectiveness in a
virtual setting that relies solely on digital interaction. )Edgar H. Schein(2010 «

5. Increased Burden:

Designing and implementing corporate social responsibility (CSR) programs in a
virtual environment requires additional efforts in training, content development, and
technical support—especially when it comes to coordinating and executing these
initiatives. This results in increased financial and organizational burdens on companies,
particularly small and medium-sized enterprises. (2011 «z ')

6. Legal and Regulatory Challenges:

Companies face difficulties in complying with social responsibility laws across
different countries, especially when managing virtual teams across borders. This can
lead to complexities that expose companies to legal risks or cause delays in the
implementation of CSR programs. (2023 «aile)

7. Decline in Trust and Credibility:

Employees and stakeholders may question the seriousness and commitment of the
company to its social responsibility initiatives when implemented in a virtual
environment. This can lead to a loss of trust and credibility in the company and its
initiatives, prompting stakeholders to seek more trustworthy organizations.

8. Challenges of Effective (Marketing and Social) Communication:

Implementing social responsibility requires continuous and effective communication
among all stakeholders, which can be complex in a virtual work environment. Weak
marketing and social communication can lead to misunderstandings or failure of
initiatives to achieve their goals, especially under the influence of digital noise, which
is often a result of information overload and conflicting messages. )Hussein(2014 «

9. Technical and Digital Challenges in Social Marketing Communication:
Marketing social responsibility in virtual environments relies on digital tools such as
websites, social media platforms, electronic reports, and others. This requires mastering
digital content strategies and utilizing tools to measure the effectiveness of social
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messages to ensure that these media reach internal and external stakeholders in a
comprehensive and effective manner.

10. Legal and Ethical Challenges Related to Digital Social Marketing:
Organizations face the risk of exaggerating their social impact merely for marketing
purposes rather than genuine goals, and of breaching digital privacy when promoting
social initiatives. This leads to difficulties in determining legal responsibility in cases
where the public is misled through digital platforms.

6. Mechanisms for Enhancing the Implementation of Social Responsibility
Principles in a Virtual Work Environment:

To successfully implement social responsibility in a virtual work environment,
companies must adopt innovative strategies and practical mechanisms that ensure their
commitment to social and environmental values, while taking into account the
challenges of remote work. These mechanisms can be summarized as follows: )Glavas «
) (2016Carroll A(2010 «

- Use of Advanced Technology:

By adopting digital tools and platforms to enhance effective communication between
employees and clients, as well as developing platforms that encourage community
engagement within virtual work environments.

- Training and Support Programs:

Through the development of online training programs to enhance employees’
understanding of the importance of social responsibility, and creating incentive
programs to support both employees and clients, boosting their engagement and sense
of belonging.

- Creating a Supportive Corporate Culture:

By fostering a culture of social responsibility within virtual work environments through
effective leadership and encouraging social and volunteer initiatives in the virtual
workspace.

- Establishing Clear Policies:

By developing organizational policies that support the commitment to social
responsibility principles and setting up frameworks that protect employee rights and
ensure social justice in remote work settings.

- Providing Sustainable Solutions via Virtual Channels:
By designing sustainable digital products that reduce the carbon footprint and ensuring
that supply chains align with sustainability principles.

- Integrating Sustainability into Digital Infrastructure:
By reducing energy consumption using energy-efficient data centers to minimize
environmental impact and adopting equipment recycling policies for virtual work tools.
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- Focusing on Employee Well-being in the Virtual Work Environment:

By offering psychological support through virtual support programs that promote
mental health, and providing employees with technological tools that enable them to
achieve work-life balance.

- Engaging with the Digital Community:

Through virtual volunteering by encouraging employees to participate in digital
volunteer initiatives, and engaging stakeholders by enhancing collaboration with NGOs
and local communities virtually.

- Establishing Digital Performance Indicators for Social Responsibility:

By developing tools to measure progress in achieving social responsibility goals using
big data and analytics, and issuing regular digital reports accessible to stakeholders to
monitor progress.

- Promoting Digital Social Innovation:
By investing in digital projects that enhance community well-being, such as e-learning
platforms or digital healthcare initiatives.

7. CONCLUSION:

The shift toward virtual work environments presents both a challenge and an
opportunity to promote corporate social responsibility (CSR) and social marketing
communication. On one hand, the digital nature of these environments complicates
communication, governance, and stakeholder engagement, imposing new challenges—
particularly in marketing—related to transparency, equity, and sustainability. On the
other hand, these environments offer innovative possibilities for adopting more flexible
and inclusive practices that align with the digital age.

e Hypotheses Testing

1. The limited direct interaction in virtual work environments negatively
affects the effectiveness of responsible communication within the
organization.

This hypothesis is accepted. Results show that the lack of face-to-face
communication impacts the quality of information flow and weakens mutual
understanding among organizational members. Consequently, it limits the
effectiveness of implementing CSR initiatives, particularly those that require
human and participatory interaction.

2. Technological and digital transformations pose a challenge to the
implementation of social marketing principles within the framework of
corporate social responsibility.

The data indicate that these transformations represent a double-edged sword. If

Economic Studies volume: 25 issue: 02 year : 2025 Page number: 390



Marketing Challenges for Promoting Social Responsibility in Virtual Work Environments
Barbara Dalila

the organization adapts successfully and leverages them as effective tools to
support its social practices, they become a new competitive strength. Conversely,
failure to do so results in a weakness in its CSR strategy and a missed
opportunity in digital integration.

3. Weak digital organizational culture may limit companies’ ability to embed
corporate social responsibility values.

This hypothesis is accepted. The analysis revealed that institutions lacking a
mature digital culture face difficulty in integrating CSR values into their internal
systems and in motivating employees to adopt behaviors aligned with these
values in virtual environments.

4. The virtual environment affects companies’ ability to build trust and
maintain the well-being of employees and customers, thereby weakening the
impact of corporate social responsibility initiatives.

This hypothesis is confirmed. The study highlighted that remote work tends to
weaken interpersonal bonds and the sense of belonging, which negatively
impacts efforts to foster a culture of trust, psychological support, and mutual
care—core components of effective CSR initiatives.

This article has explored the key marketing challenges companies face when
implementing CSR in virtual work settings—from the lack of suitable digital
infrastructure to the difficulty of measuring social impact amid digital interactions. It
also proposed mechanisms to enhance the application of CSR principles, including the
use of technology to support transparency, virtual employee empowerment, and
enhanced engagement with the digital community.

In light of this, it can be said that a company’s success in overcoming these challenges
depends largely on its ability to innovate and adapt to the demands of the virtual
workplace. This requires strong leadership commitment to adopting sustainable
practices, investment in developing digital infrastructure, and the promotion of
employee awareness of CSR values.

Striking a balance between the requirements of virtual work and the principles of social
responsibility within a marketing framework is not merely an option—it is a necessity
to keep pace with the rapidly changing global business landscape and to ensure long-
term corporate sustainability, in a way that benefits all stakeholders and contributes to
building more just and sustainable societies.

e Among the key findings of this research are the following:

« Virtual work environments increase the complexity of applying social
responsibility principles, particularly due to the lack of digital infrastructure and
weak systems ensuring transparency and accountability.
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« The absence of direct interaction reduces the ability to build an institutional
culture that promotes social responsibility among employees, and between
employees and customers.

. Companies struggle to maintain effective marketing communication with
stakeholders, which limits their ability to engage them in internal marketing
programs directed at both internal (employees) and external (customers)
audiences.

« Virtual environments help reduce the environmental impact associated with
transportation and energy consumption in traditional offices; however, the heavy
reliance on technology raises questions about the environmental sustainability of
digital tools.

. Technology offers an opportunity to enhance transparency and reporting on
companies’ social and environmental performance, but it also requires significant
investments and efforts to ensure optimal use.

 Social digital marketing is a strategic necessity for realizing the objectives of
CSR dimensions in the context of virtual work.

« There is potential for digital social innovation, as virtual work environments
open new horizons for applying CSR through innovative platforms such as
digital volunteering, virtual psychological support programs, and periodic digital
CSR reports.

« The successful implementation of CSR in virtual environments largely depends
on leaders’ commitment and their strategies to promote a culture of responsibility
within the organization.

e Based on the above, we propose the following recommendations:

1. Companies should enhance investment in digital infrastructure by
developing and upgrading digital systems that support the implementation of
social responsibility, such as transparent reporting platforms and online
stakeholder engagement tools. This will contribute to strengthening trust between
the company and the public and improve the ability to monitor the impact of
social initiatives.

2. Companies should adopt a marketing model aligned with human values,
emphasizing honesty and transparency in marketing messages, focusing on
people rather than just products and services, and involving customers in the
design and evaluation of social initiatives.

3. Companies must train employees on digital social responsibility by
developing sustainable training programs that raise awareness of CSR principles
in virtual work environments. Training should cover topics such as
environmental sustainability, digital volunteering, and human rights in digital
contexts.

4. Companies should seek a balance between remote work and environmental
sustainability, adopting strategies that promote environmental sustainability
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through the use of energy-efficient technologies and minimizing the
environmental impact of technological equipment.

5. Through one of the key marketing functions—distribution, companies should
ensure that digital supply chains are aligned with social responsibility principles.

6. Companies should enhance transparency and accountability through
technology by using big data platforms to improve the transparency of CSR
reports, allowing employees and stakeholders to track social and environmental
performance regularly.

7. Companies must engage stakeholders via digital channels, improving
communication mechanisms with stakeholders through digital means such as
virtual meetings, online surveys, and awareness campaigns on social media. This
will increase engagement and strengthen cooperation between the company and
its surrounding community.

8. Companies should promote digital volunteer initiatives by encouraging
employees to participate in online volunteering activities, such as providing
virtual consultations, supporting local communities remotely, and engaging in
digital sustainability projects.

9. Companies should foster ethical leadership in virtual environments, as
leaders should develop clear administrative policies that promote a culture of
social responsibility in remote work settings. This requires setting clear CSR
objectives, communicating them to all employees, and defining each individual's
role in achieving these goals.
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