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Abstract. The relevance of the research problem was determined by the need to understand the communication
aspects of inclusiveness as a component of corporate social responsibility and a tool for the moral transformation of
entrepreneurship in the context of military and socio-economic challenges. The aim of the study was to conceptualise
the communication strategies of inclusive business models and analyse the peculiarities of their implementation
using the example of Ukrainian initiatives in 2020-2024. The study used methods of systematic analysis to determine
the structure and functions of inclusive business models, as well as generalisation, case studies and comparative
analysis to identify innovative approaches to the development of strategic communications in the field of inclusive
entrepreneurship. The results showed that inclusive business communication strategies are a modern form of
public representation of socially responsible entrepreneurship. They combine economic expediency with social
integration, promote the formation of partnerships between business and the public, increase the level of trust
in companies and strengthen the reputation of brands. Effective communication tools include the principles of
openness and transparency, the creation of inclusive product and service design, the use of ethical media practices
and social campaigns targeting vulnerable groups. It has been proven that systematic communication strengthens
the social capital of organisations, contributes to the expansion of their influence and increases the level of social
cohesion. Analysis of Ukrainian cases showed that the effectiveness of inclusive business projects depended on
the alignment of corporate strategy with society’s expectations, cultural context and international standards
of sustainable development. The practical significance of the study lay in the possibility of applying its results to
develop communication strategies for companies seeking to combine business efficiency with social responsibility
and implement inclusive approaches in corporate culture
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# Introduction

In Ukraine's transformational development amid mili-
tary challenges and economic instability, the analysis of
communication aspects of inclusive entrepreneurship
has become increasingly important, as public commu-
nication has been a key resource in building trust, mo-
bilising resources and creating social opportunities for
vulnerable groups. A review of the scientific literature
allowed to identify several areas of research that formed
the basis for this work. L.V. Frolova & S.O. Yermak (2021)
pointed to the role of corporate social responsibility as
a factor in the transformation of business practices and
emphasised the need to integrate inclusive approach-
es into business strategies. A. Kramarenko & A. Kvit-
ka (2023) analysed the mechanisms of interaction be-
tween business and local communities and proved that
targeted communication measures increased the level
of involvement of vulnerable groups in economic activ-
ity. O.V. Brazhko & A.O. Nadezhdenko (2024) examined
the legal and regulatory aspects of supporting social
initiatives, emphasising that without clear representa-
tion and communication, legal support did not always
translate into sustainable social practices. The authors
emphasise that the lack of clear communication mecha-
nisms between state institutions, business and the public
reduces the effectiveness of even well-designed regula-
tory instruments. S.M. Boldyzhar & I.V. Khokhlova (2024)
emphasised the link between companies’ reputation
strategies and the audience’s perception of inclusive in-
itiatives, showing that authentic messages contributed
to a long-term positive response from stakeholders. The
study proves that formal or declarative communication,
on the contrary, undermines trust and reduces the social
impact of entrepreneurial initiatives.

E. Borges et al. (2023) focused on the impact of digi-
tal communication channels on the transparency of cor-
porate communications, demonstrating that openness
and systematic disclosure of information significantly
increase the effectiveness of social and sustainability
campaigns. The authors also emphasise that the inter-
activity of digital platforms and the two-way nature of
communication contribute to stakeholder engagement
and the formation of long-term trust in companies that
implement sustainable development principles. Z. Li et
al. (2023) analysed the structure of corporate social re-
sponsibility (CSR) communications on social media and
concluded that clearly structured, targeted messages
stimulate higher communicative activity among consum-
ers. The study also showed that the emotional compo-
nent of CSR communications acts as an important medi-
ator between the informational content of messages and
the behavioural responses of the audience, enhancing
its engagement and loyalty. A.D. Baranetska (2024) drew
attention to the ethical dimensions of inclusive commu-
nications in media discourse, emphasising that adher-
ence to the principles of clear language and respect for
different social groups reduces the risks of manipulation.
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The author also notes that ethical inclusive communica-
tion is an important prerequisite for building social trust
and increasing the responsibility of both the media and
business structures. O. Sobko (2024) and V. Pylypenko et
al. (2024) in their studies on Ukrainian practices of so-
cial responsibility and social entrepreneurship outlined
applied models for implementing inclusive approaches
in business in times of crisis. The authors emphasised
that the effectiveness of such models largely depends
on the alignment of corporate strategies with regional
socio-economic needs and the level of development of
local communities, especially in conditions of war and
economic transformation.

A comparison of studies revealed the existence of
publications covering various dimensions of inclusive-
ness: from legal and management decisions to com-
munication practices. However, the Ukrainian scientific
paradigm lacked sufficient systematisation of commu-
nication tools as a separate area of research. Analysis of
existing approaches revealed gaps related to the limited
use of empirical case methods to assess the impact of
specific communication strategies on engaging vulner-
able audiences. The aim of the study was to develop a
theoretical and methodological framework for identify-
ing and classifying communication strategies of inclu-
sive business models in Ukraine and to form a basis for
further empirical analysis of their effectiveness in specific
regions and sectors of the economy.

# Materials and Methods

The methodological basis of the study was a combina-
tion of systemic and comparative approaches, which
provided a comprehensive view of the communication
aspects of inclusive business. The use of a systemic ap-
proach made it possible to consider inclusive business as
an integrated system in which communication strategies
interact with social, economic and cultural factors. In the
course of the work, the structural elements of the com-
munication system of inclusive entrepreneurship (mes-
sages, channels, audiences, effects of influence) were
identified and their interaction within the organisational
model was analysed. The comparative approach made
it possible to compare the communication features of
socially responsible entrepreneurship with traditional
business. To achieve the set goal, methods of analysis
and synthesis were used, which helped to generalise
the main scientific provisions and define the concep-
tual boundaries of the study. In particular, the analysis
method was used to study contemporary publications
from 2020-2025 on the topics of inclusive business and
socially responsible entrepreneurship. Scientific works
on inclusive and social entrepreneurship were analysed,
including the study by C.K. Prahalad & S.L. Hart (2002) to
determine the economic basis of inclusive models and
the concept of “fortune at the bottom of the pyramid”;
the work of M. Yunus et al. (2010) to understand the
principles of building sustainable social business models.
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The works of E. Likoko & J. Kini (2017), A. Kramarenko &
A. Kvitka (2023), S.M. Boldyzhar & I.V. Khokhlova (2024)
were also analysed to examine the characteristics of in-
clusive and socially responsible entrepreneurship (with a
focus on the Ukrainian context).

In the study, the factual material was supplement-
ed by an analysis of information obtained from open
web resources representing Ukrainian inclusive enter-
prises. In particular, attention was paid to their official
websites and social media accounts. A special place is
given to the use of the case study method, which al-
lowed for a detailed examination of successful examples
of Ukrainian inclusive businesses, in particular Lady Di
Atelier (n.d.), Veterano Pizza (n.d.) and the inclusive bak-
ery Good Bread (n.d.). The social enterprise VBrani (n.d.)
and the inclusive showroom Walnut House (n.d.) were
also analysed, which made it possible to comprehen-
sively reveal the peculiarities of implementing inclusive
business models in the Ukrainian context. The selection
of these cases was determined by their significant social
importance, transparency in communicating social val-
ues, active involvement of vulnerable groups (including
veterans, people with disabilities, women in difficult life
circumstances), as well as the diversity of approaches to
multi-vector interaction with the target audience. The
results obtained were interpreted taking into account
the relevant theoretical provisions set out in the ana-
lysed scientific sources. This provides the opportunity
for verification and replication of the study by other re-
searchers, provided that a similar sample of information
resources and cases is used.

# Results

Socially responsible entrepreneurship has certain com-
munication specifics, which can be explained primarily
by the fact that it is a relatively new but rapidly grow-
ing segment of Ukrainian civil society. It combines the
features of traditional entrepreneurial activity and pub-
lic initiatives aimed at solving socially significant prob-
lems — from unemployment and ecology to the inclusion
of vulnerable groups of the population. Its fundamental
difference lies in the fact that making a profit is not an
end in itself, but is seen as a tool for implementing a
social mission. The spread of the socially responsible en-
trepreneurship model in Ukraine is taking place in con-
ditions of martial law, economic instability and profound
social change, which necessitates new forms of sustain-
ability, innovation and trust. In these conditions, the
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communication activities of socially responsible enter-
prises are no less important than production or financial
activities, because it is through effective communication
that a business entity gains the opportunity to obtain
support, explain its value to society and integrate into
the public sphere.

The communication specificity of socially respon-
sible entrepreneurship lies, first and foremost, in the
multi-vector nature of its audiences. Unlike traditional
businesses, where the key goal is customer sales, a so-
cially responsible enterprise deals with many groups of
interaction — philanthropists, volunteers, government
agencies, the media, local communities, as well as those
who are the direct objects of support (e.g., people with
disabilities or veterans). Each of these audiences requires
a separate communication strategy, taking into account
their values, needs, characteristics, and receptivity to
messages. These conclusions are based on the provi-
sions set out in the works of E. Likoko & J. Kini (2017),
LV. Frolova & S.O. Yermak (2021), A. Kramarenko &
A. Kvitka (2023).

The primary characteristics of socially responsible
entrepreneurship communications are consistency and
ethics. Namely, the creation of a long-term communi-
cation platform that incorporates the mission of a so-
cially responsible business entity, its positioning, tone
of voice, formats for presenting information, channels
for interacting with the audience, and adherence to the
principles of respect for human dignity, especially in
cases involving vulnerable groups. An equally important
characteristic is the multi-vector nature of audiences
(the number and diversity of contact groups with which
interaction takes place). This also includes transparency,
according to which entrepreneurship can submit pub-
lic reports, including on sources of funding. Secondary
characteristics include rhetoric (emphasis on solidari-
ty, support, mutual assistance); empathy (the ability to
engage the audience through emotional resonance)
and authenticity (the uniqueness of the brand’s “voice”
based on real experience and sincerity). Comparing the
communications of socially responsible entrepreneur-
ship with traditional business, using the comparative
method, it has been established that social enterpris-
es are distinguished by more emotionally charged and
ethically oriented messages, focusing on community
values. At the same time, traditional businesses mostly
focus on consumer benefits and achieving commercial
results. (Table 1).

Table 1. Key characteristics of socially responsible entrepreneurship
and traditional business (comparative aspect)

Traditional business Characteristic

Socially responsible entrepreneurship

Purpose of

Profit is paramount L
communication

Social change is paramount

Clearly defined target audience (TA) Audience

Multidimensional audience

Limited circle, determined by the TA Interaction groups

Numerous: philanthropists, volunteers, authorities, media,
local communities, inclusive groups
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Continued Table 1.

Traditional business Characteristic Socially responsible entrepreneurship
Universal Nature oztcrztrzg;unlcatlon Individualised for each target audience
Guarantees profit Systematicity Ensures consistency in communication
Buy a product Rhetoric Doing good together
Brand anonymity Authenticity Real stories and sincerity
Data confidentiality Transparency Openness in everything, transparency
Focus on benefits Ethics Emphasis on respect and dignity

Source: developed by the authors based on their own conclusions

Based on a comparative analysis of the key char-
acteristics of traditional business and socially responsi-
ble entrepreneurship, it has been concluded that these
two types of production activities differ significantly
in terms of communication style and nature. Since so-
cially responsible enterprises that implement inclusive
business models in their activities often face a number
of socially determined communication challenges, it is
worth pointing out the most common ones, such as in-
sufficient recognition or merging with other business
entities difficulty in formulating a mission in simple and
understandable language; risk of stigmatisation when
covering topics such as disability, mental health issues,
poverty, and traumatic experiences; limited resources
for developing a professional media strategy. Looking at
how communication challenges will affect the activities
of socially responsible enterprises reveals that they have
consequences and can even lead to certain threats. One
of the most significant is the loss of trust and damage
to reputation, which can result from the dissemination
of false information, slander, insults, distortion of facts,
or other negative actions that violate honour and dig-
nity. At the same time, effective communication is the
most powerful tool for social relations, as it allows to
build trust, attract grant support, obtain crowdfunding,
activate communities, and change public opinion. That is
why there is a growing need to introduce socially orient-
ed thinking in the social entrepreneurship sector — that
is, an approach in which communication is seen not as a
secondary function, but as a core strategy for achieving
social goals (Saebi et al., 2018). Thus, communication in
socially responsible entrepreneurship is not just about
conveying information. It is a process of participation
and joint creation of meaning, in which the communi-
cation of a business entity becomes the language of
social responsibility, and the enterprise becomes a rep-
resentative of value changes in society. It is this feature
that determines the need for in-depth research into the
communication strategies of inclusive initiatives, such as
Good Bread, Lady Di Atelier, Veterans Pizza, Vbrani, as
well as projects such as Walnut House.

The inclusion and socialisation of people with men-
tal disorders is a pressing social issue. The process in
which a person with special intellectual and mental
needs learns to live in society, assimilating its rules, val-
ues, norms and roles in order to become a full member

of it, occupies an important place in contemporary hu-
manitarian discourse, where the values of equality, jus-
tice and harmonious personal development are increas-
ingly being affirmed. The problem lies not only in the
physical or economic isolation of this group, but also in
the fact that it is still often perceived through the prism
of limitations rather than opportunities, which is largely
a consequence of historical stigmatisation and the lack
of an inclusive cultural narrative, with which one cannot
but agree with the authors. The gradual process aimed
at the harmonious development of social acceptance of
inclusion as a natural phenomenon began only recently
and has overcome many problems associated with the
rejection of people with mental disabilities. For a long
time, these people were neglected by society. It was
only at the beginning of the 215t century that the public
began to pay closer attention to them and look for op-
portunities for their adaptation and socialisation in soci-
ety. The basic principle of inclusion is the adaptation of
the system to human needs (and not vice versa), which
corresponds to the modern understanding of inclusion
presented in the works of E. Likoko & J. Kini (2017) and
S. Mukherji (2021).

In Ukraine, the process of rethinking attitudes to-
wards people with mental disorders began relatively
recently and still faces a number of challenges. These
include a lack of adapted educational programmes, ste-
reotypes in the labour market, limited representation in
the media, and restrictions in public life. In this context,
socialisation, i.e. involving people in active participation
in society, requires a comprehensive approach. Inclu-
sion should not be just a formal principle, but part of
everyday life, including education, professional oppor-
tunities, quality leisure time, the creation of a comfort-
able environment, productive communication, and full
representation in various aspects of social life. Mental
disorders cover a wide range of manifestations, from in-
tellectual characteristics to cognitive or communicative
difficulties. The biggest challenge remains the social en-
vironment, which is often unable to adapt to the per-
ception of “otherness”. In this regard, effective inclusion
involves creating a supportive psychological, physiolog-
ical, and communicative environment for people with
such problems. Education, upbringing, and training play
a significant role in the process of integrating people
with special needs into society. These must be adapted
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to their needs in order to ensure the most comfortable
standard of living possible.

Modern approaches to inclusion in Ukraine are fo-
cused on ensuring conditions in which all people, regard-
less of their needs, have the opportunity to coexist and
have equal access to social interaction. These approach-
es are based on the following principles: involvement,
which involves creating conditions for a full life instead
of simply "helping”; partnership, which involves the par-
ticipation of people with mental disorders, injuries or
disabilities in the development of social programmes,
campaigns and content; ethical communication, which
rejects paternalistic or pitying approaches; creating a
comfortable space for adaptation and successful sociali-
sation; normalising the image of the “other” as a natural
part of social diversity, rather than an exclusion from it;
representation in the media, public discourse or cultural
initiatives. These principles reflect current trends in the
perception of inclusion and social integration of persons
with special needs in Ukraine (Lopatina et al., 2023; Pyl-
ypenko et al., 2024; Boldyzhar & Khokhlova, 2024).

Modern inclusion cannot be effective without prop-
er communication support. After all, it is only through
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public coverage of initiatives, popularisation of stories,
demonstration of direct communication, or other types
of inclusive communication directly with representatives
of vulnerable groups that a real transformation of public
perception becomes possible. That is why, according to
the authors, strategic communication is seen as one of
the key tools for overcoming barriers between the “vul-
nerable” and the “ordinary” and for forming a culture of
equality, participation, and solidarity. Thus, the inclusion
of people with mental disorders in modern conditions
is not only a social or medical process, but also a pro-
found communication practice that requires new forms
of representation, interaction and joint content creation.
In this case, a socially responsible business entity acts
not only as a means of recognition, but also of normali-
sation and legitimisation of otherness, and its communi-
cation becomes the key to creating a truly open society.
Inclusiveness as a strategy of socially responsible entre-
preneurship is quite common in Ukraine, which indicates
a trend rather than isolated cases. To illustrate this, a se-
lection of communication initiatives by some companies,
including Good Bread, Lady Di Atelier, Veterans Pizza,
Vbrani, and Walnut House, is presented in Table 2.

Table 2. Visual representation of communication initiatives of socially responsible companies
with an inclusive component

Company name

Logo

Credo / message

Good Bread

&.9/4
Bread

“We create a space where everyone
feels part of the community and provide
opportunities for creative self-expression in
the art studio”.

Lady Di Atelier

LADY DI

ATELIER .

"Through fashion, we tell the world the
stories of people who inspire”.

Veterans Pizza

S
Vv\’

UETERANO
PlzZA

"There are thousands of pizzerias, but there
is only one Veterano pizza! Through our
activities, we prove that life goes on and it
is worth moving forward".

Vbrani

The team’s credo: “We knit products — we
connect generations”.

Walnut House

"Our principle of working with women is to
be targeted and have a meaningful impact.
Give them a fishing rod, not a fish".

Source: developed by the authors based on Good Bread (n.d.), Lady Di Atelier (n.d.), Veterano Pizza (n.d.), VBrani (n.d.),

Walnut House (n.d.)

One of the most famous social enterprises in Ukraine
is the inclusive bakery Good Bread, located in Kyiv. Its

main idea is to create an emotional narrative that pro-
motes the integration of people with disabilities and the
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formation of a supportive community. The main focus of
the enterprise is to provide employment for people with
disabilities, particularly those with mental disabilities. The
organisation’s staff includes more than 70 employees
with cognitive impairments. Since its inception, the bak-
ery has produced more than 330,000 loaves of bread. The
main means of communication with the public are social
networks, media products, and partnership projects. The
innovative concept of the bakery lies in building an ac-
tive community around the brand through sincere stories
about employees, which strengthens audience trust and
creates emotionally rich content. This approach allows
the organisation to effectively convey its main message:
support for inclusivity and humanity. The slogan “Good
Bread from Good People” serves not only as a market-
ing tool but also as a communication motivator that suc-
cinctly outlines the main aspects of the business: What?
To whom? From whom? The future prospects of Good
Bread's communication strategy include further expan-
sion of its presence in the digital space, intensification of
cooperation through partnership platforms, and integra-
tion with other inclusive initiatives, which will help scale
their social impact (Good Bread, n.d.).

The first inclusive atelier in Ukraine, Lady Di Atelier,
located in Lviv, serves as a striking example of integrating
inclusion into the creative process by involving people
with various types of disabilities in its work. The aim of
the atelier is to promote the ideas of tolerance and inclu-
sion among the general public, using fashion as a plat-
form for social change. The central credo, “Fashion with
meaning”, emphasises the importance of creativity as an
instrument of influence. The creative team of the atelier
consists of 15 authors of different ages, including chil-
dren and adults. Lady Di Atelier products are available in
ten retail outlets across Ukraine, covering seven cities, as
well as in the Czech capital, Prague. The company active-
ly uses social media, organises exhibitions and collabo-
rates with marketplace partners to increase its visibility
and product availability. The products created are not
only the result of high craftsmanship, but also a social
statement, embodying the idea of creative freedom and
the ability to transcend limitations. Particular attention is
paid to involving authors in social projects, which shapes
the brand’s emotionally unique identity. The communi-
cation strategy is based on generating creative content,
actively participating in thematic exhibitions, and using
social platforms as a showcase for presenting the artists’
work. The brand’s innovative approach is manifested in
the inclusion of artistic self-expression as an integral part
of its organisational identity. Lady Di Atelier's main slo-
gan, "Keep your light shining despite the darkness”, has
deep philosophical significance and is full of ideas about
vitality, overcoming difficulties, and striving for victory.
This message has a special resonance in the context of
wartime, forming a strong motivational impulse. Lady Di
Atelier's development prospects lie in the field of inter-
cultural communication, international cooperation and
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strengthening the role of storytelling as a means of pro-
moting inclusiveness through art (Lady Di Atelier, n.d.).

The Veterano Pizza restaurant and pizzeria with de-
livery, part of the Veterano Group chain (with branches
in Kyiv, Lviv, Odesa, Ternopil, Truskavets, Drohobych and
Boryspil), is an example of a socially responsible busi-
ness. Its goal is to create jobs for veterans and help them
adapt to civilian life. The company's main mission is to
build the future of human connections. The company's
approach is based on brand solidarity, supported by real
stories of veterans returning to peaceful life through en-
trepreneurship. The main message is trust and mutual
assistance, which allows for the formation of a business
built on shared values and identity. Interaction with the
audience takes place through social media, the organi-
sation of charity events and the expansion of the part-
ner network, which helps to establish a deep emotional
connection with the community. The company’s slogan
is "Our innovations provide people with new ways to
connect”. The main innovation is content aimed at de-
veloping collective identity. In the future, there are plans
to extend this approach to other veteran initiatives and
expand the information campaign to the level of nation-
al discourse (Veterano Pizza, n.d.)

The social enterprise Vbrani brings together elderly
people, giving them the opportunity to create unique
knitted products. Its mission is to promote the integra-
tion of older people into society by providing them with
a space for creativity, development and self-fulfilment.
The initiative mainly involves women from geriatric nurs-
ing homes, offering them the opportunity to feel valued.
As of 2025, the project brings together 60 craftswomen
from 12 regions of Ukraine, who have already created
over 4,500 knitted items. Its slogan, “Love and care in
every product”, emphasises the warmth and social im-
portance of this activity. Vbrani helps elderly women feel
needed by involving them in the creation of beautiful
things and at the same time giving them a dignified old
age. Communication with the audience is carried out
through social networks, local events, thematic compe-
titions, and grant programmes. The team’s credo, "Knit-
ting products, connecting generations”, embodies the
idea of intergenerational unity and social integration. A
unique feature of the approach is the bottom-up com-
munication model, where the main focus is on the par-
ticipants themselves — elderly women who become the
faces of the brand. Further development of the project
involves sharing success stories through documentary
formats, collaborating with youth brands, and expand-
ing informational influence based on narratives of social
unity. This will help strengthen intergenerational ties and
raise awareness of the issue of supporting older people
in modern society (Vbrani, n.d.).

The social enterprise Walnut House successful-
ly combines business activities, including a bakery,
café-patisserie and catering, with providing social sup-
port to women in difficult life circumstances. As part of
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its activities, it has established the Olga Tsipanovska
Centre for Integrated Care, which offers mobile med-
ical and psychological services, as well as the "Walnut
House" Foundation, which cares for women in crisis sit-
uations. The organisation’s activities also include sup-
port groups, which are implemented through projects.
One such initiative is "Kryla” (Wings), which aims to help
women gain confidence in their own abilities, start their
own businesses and create a community for establish-
ing partnerships, mutual promotion and implementing
charitable initiatives. Walnut House actively engages the
media and social networks to spread its mission of help-
ing women in difficult circumstances. The project focus-
es on improving the lives of the most vulnerable groups:
women who have suffered domestic violence, are rais-
ing children with disabilities, have limited employment
opportunities, are internally displaced persons, veterans
or partners of military personnel. The main emphasis is
on targeted and practical assistance aimed at enabling
women to change their lives independently and not re-
turn to crisis conditions. This philosophy is conveyed by
the slogan “Give a fishing rod, not a fish”. An important
part of the strategy is the use of multimedia content,
such as video stories, interviews, and media campaigns,
which help to engage the audience emotionally. The or-
ganisation’s innovative approach focuses on personal-
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ised support that has a real social impact. Future plans
include scaling up the experience through digital self-
help platforms and expanding international partnerships
(Walnut House, n.d.).

Overall, these examples prove that inclusive business
in Ukraine is a growing trend that takes various forms,
from employing veterans and people with disabilities to
supporting women in crisis and the elderly. They share
several characteristics: social orientation, active use of
communication channels, creation of value-oriented
content, and a focus on building trust and reputation
capital. In the work of M. Yunus et al. (2010), social busi-
ness is seen as a sustainable model of entrepreneurship
in which economic activity is subordinated to a clearly
defined social mission and the principle of reinvesting
profits for the public good. The approaches proposed by
the authors emphasise the importance of transparency,
consistency and clarity in communicating social goals,
which ensures trust, public recognition of the business
and long-term interaction with stakeholders. To system-
atise the research results, the analysed cases were sum-
marised in Table 3. It demonstrates the key parameters
of inclusive business models — social focus, communica-
tion channels, scale of impact, creative communication
strategy, innovation and prospects, which allows com-
paring different practices according to uniform criteria.

Table 3. Key parameters of inclusive business models

Name of socially .. Creative
. . Communication . .. .
responsible Social focus channels Scale of impact | communication Innovations Prospects
enterprise strategy
Employment . . 70+ employees, Promoting . Integrqtlon “."th
Social media, . Creating a other inclusive
of people ; . 330,000+ loaves the history of B . T
Good Bread . online media, . . X community initiatives;
with mental : of bread, active integration and B ; .
RS partnerships . around the brand” | expansion of digital
disabilities charity work support
presence
Inclusion of Cross-cultural
people with Social media 15 authors, sales Telling inspirin Including artistic communications
Lady Di Atelier | disabilities in exhibitions, in Ukraine and g Inspinng expression as part ) ) '
: . stories . . international
the creative points of sale Prague of brand identity ;
cooperation
sector
No exact data
. available; .
Social - . I . Formation of a
- network in major | Promoting ideas Creating content . .
. adaptation Partner events, . o s broader information
Veterans Pizza ; cities of Ukraine; | of solidarity and that shapes . e
of war donations : . L .. | campaign within the
active support | mutual assistance | collective identity ) .
veterans national discourse
for the veteran
community
Elderl A bottom-u
y . . As of 2023 - 60 m-up
people, Social media - _ communication
. craftswomen in | Transmitting the . .
. women from | local promotions, X model, where the | Collaborations with
Vbrani L s 12 regions of values of the older L
geriatric competitions, ) . project’s heroes youth brands
. Ukraine, 4,500+ generation
nursing grants are the face of the
products
homes brand
. . . International
- . Using multimedia - . ;
Social media Transmitting social | partnership and
Women - Care centre, content to . -
L media, ; ; influence through | scaling of support
Walnut House in crisis . mobile services, | enhance relevance, . .
L educational R a personalised experience through
situations support groups | significance, and .
programmes . approach digital self-help
expediency
platforms

Source: developed by the authors based on Good Bread (n.d.), Lady Di Atelier (n.d.), Veterano Pizza (n.d.), VBrani (n.d.),
Walnut House (n.d.)
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The summary data shows that inclusive business
models in Ukraine are becoming a stable trend and
are being implemented in various forms — from the
food industry to creative industries. What the analysed
companies have in common is the combination of a
social mission with the active use of communication
channels, which allows not only to create jobs for vul-
nerable groups, but also to build a positive image and
trust on the part of society. Each of the cases demon-
strates its own approach: Good Bread — an emotional
story of integration, Lady Di Atelier — creative self-re-
alisation of people with disabilities, Veterano Pizza -
building a community based on veteran identity, Vb-
rani — interaction between socio-demographic and
cultural-historical communities of people united by
common conditions of formation and functioning in
a historical period, and Walnut House — targeted as-
sistance to women in crisis situations. Thus, inclusive
business is not a isolated phenomenon, but a holistic
trend that influences the development of social re-
sponsibility in entrepreneurship in Ukraine. It has been
confirmed that the success of inclusive business prac-
tices depends not only on organisational or economic
factors, but also on the ability of enterprises to effec-
tively communicate their social mission. Communica-
tion acts as an "mediator” between social value and

/K,

N

the audience, creating conditions for public recogni-
tion and expanding influence.

The study found that the effectiveness of inclusive
business practices depends not only on internal organ-
isational or economic factors, but also on the ability of
companies to effectively communicate their social mis-
sion. In the work of C.K. Prahalad & S.L. Hart (2002), the
concept of “fortune at the bottom of the pyramid” ar
gues that business can combine profitability with social
value if it purposefully creates affordable products/ser-
vices and involves low-income and vulnerable groups as
full participants in the market. Communication acts as a
kind of "bridge” between the social value being created
and society, promoting its recognition and expanding its
influence. Analysis has shown that communication plays
a key role for several reasons: it focuses attention on the
ethical aspect of the business, making its social goals
more understandable and accessible; it builds reputation
capital, which is crucial in a competitive environment; it
performs an educational function, helping to change
public opinion about people with disabilities, veterans or
other vulnerable groups; it creates conditions for attract-
ing partners and donors, ensuring the sustainability of
the business model. Thus, these aspects define the main
missions of communication in inclusive business, which
can be summarised and presented graphically (Fig. 1).

(—‘C ETHICAL )

Key communication missions )

— in inclusive business

( EDUCATIONAL )—/_

LC REPUTATIONAL )

Figure 1. Key communication missions in inclusive business
Source: developed by the authors based on their own conclusions

The results of the analysis make it possible to outline
a number of strategic communication goals in inclusive
entrepreneurship, including promoting the idea of equal
opportunities and social justice, shaping a positive image
of business as socially responsible, ensuring the active
participation of vulnerable groups in public life through
their representation in the media, engaging the public in
supporting projects through volunteering, donations and
partnerships, as well as changing stereotypes and shaping
a culture of inclusiveness. In this way, communication in
inclusive business is not a supporting function, but a de-
fining one that directly influences the sustainability and
effectiveness of socially responsible entrepreneurship.

The results of the analysis show that inclusive busi-
ness models in Ukraine are demonstrating a trend to-
wards growth and gradual systematic development.
Despite limited resources, these initiatives are capable
of creating a unique communication space in which so-
cial mission is combined with economic efficiency. The
study confirms that it is communication strategies that

make the social mission visible, legitimise it in the pub-
lic sphere and ensure support from society. The study
analysed the communication practices of a number of
inclusive business models in Ukraine. Particular attention
was paid to Good Bread, a company that implements
the concept of employing people with mental disabili-
ties. An analysis of the company’s official social media
pages (Facebook, Instagram) for 2022-2024 revealed a
systematic approach to shaping the image of a “busi-
ness with a human face”. In particular, the main topics of
communication are: employee stories, demonstration of
social mission, slogans, credo, highlighting product fea-
tures and partnership initiatives. A comparative analysis
of other Ukrainian initiatives (Lady Di Atelier, Veterans
Pizza, Vbrani, Walnut House) showed a variety of com-
munication formats: from demonstrating creative works
and participating in exhibitions (Lady Di Atelier) to em-
phasising corporate solidarity and partnership (Veterans
Pizza). All of them demonstrate a common trend — the
use of communication channels for informal education
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of society about the importance of inclusiveness. Thus,
the results of the study confirm that Ukrainian inclusive
businesses not only ensure social integration but also
form a new ethical norm of entrepreneurship, centred
on trust, humanity and responsibility.

# Discussion

The results obtained in this study regarding communica-
tion strategies for inclusive business models in Ukraine
under martial law demonstrate that effective public com-
munication through social networks and web resources
contributes to building trust, engaging vulnerable groups
(veterans, persons with disabilities) and social integration,
although it faces challenges such as a lack of legal regula-
tion and demographic problems. A comparative analysis
with the works of other authors reveals common trends
and differences, emphasising the multidisciplinary nature
of the topic. In the work of N. Choi & S. Majumdar (2014),
social entrepreneurship was viewed as an essentially con-
troversial and multidimensional concept, the content of
which is shaped by the social context, values and public
expectations, which directly correlates with the study of
the communication aspects of inclusive business models.
This approach allows to interpret inclusive business as a
form of socially responsible entrepreneurship, the effec-
tiveness of which largely depends on the communication
of social mission, transparency and public representation
of social value, which contributes to the formation of
trust, social capital and the alignment of business strate-
gies with society's expectations.

In the study by D. Oppong-Tawiah & J. Web-
ster (2023), corporate communication of sustainable de-
velopment is viewed through the prism of greenwash-
ing risks, particularly on social media, where declarative
messages are often not backed up by real practices. In
the context of analysing the communication aspects of
inclusive business models, this source emphasises the
critical importance of authenticity, ethics and evidence
in public messages, as the gap between the declared
social mission and actual actions undermines trust, re-
duces reputational capital and negates the potential of
communication as a tool for social integration, which is
particularly relevant for Ukrainian initiatives in crisis con-
ditions. According to W.N.H. Wan Afandi et al. (2023),
CSR communication influences stakeholder percep-
tions, building trust and corporate reputation through
openness and consistency of messaging. This is similar
to the results of this study, where an analysis of cases
of Ukrainian inclusive enterprises (e.g., Veterano Pizza)
showed that transparent communication about social
initiatives increases audience loyalty. However, unlike
W.N.H. Wan Afandi et al. focus on general corporate
strategies, this study focuses on the military context,
where communication becomes a tool for mobilising
resources for vulnerable groups, adding an ethical di-
mension that the authors do not fully consider. Similar-
ly, E. Borges et al. (2023) in a systematic review of the

Communication aspects of inclusive business models...

literature identified sustainability communication tools,
such as digital platforms and two-way dialogue, that
significantly increase the effectiveness of social cam-
paigns. Common to these findings is the conclusion
about the role of interactivity in engaging stakeholders,
as in the case of VBrani, where social networks contrib-
ute to the normalisation of inclusion. The difference is
that E. Borges et al. focus on global practices, while the
present study reveals the specifics of Ukraine, where war
conditions require the adaptation of communication to
demographic changes such as migration, which was not
analysed in detail by the authors.

A.D. Baranetska (2024) considered CSR as a concept
of retransmitting social values in wartime, emphasising
information and communication aspects for building so-
cial trust. This directly echoes the findings of this study
on ethical communication in inclusive businesses, where
the rejection of paternalistic approaches (as in Lady Di
Atelier) promotes social integration. The emphasis on
ethical dimensions is common, but the difference is that
A.D. Baranetska focuses on media discourse, while this
study extends the analysis to empirical cases, identifying
practical barriers such as a lack of resources for digital
representation. S.M. Boldyzhar & V. Khokhlova (2024)
positioned social entrepreneurship as an innovative tool
for solving social problems in Ukraine, with an emphasis
on government programmes. Common with the results
presented in this study is the recognition of the role of
social enterprises in creating jobs for vulnerable groups,
similar to Walnut House. However, the authors focus on
general economic aspects, while this study highlights
the communication component, showing how authentic
messages enhance the effect, which was not considered
by S.M. Boldyzhar & I.V. Khokhlova in the context of war.
Researchers O.V. Brazhko & A.O. Nadezhdenko (2024) an-
alysed the socio-legal problems of social entrepreneurship
development in Ukraine, highlighting trends in regulatory
barriers. This differs from the results of this study, where
legal aspects are considered secondary to communication
strategies, but the conclusion about the need for clear
representation for the sustainability of practices is com-
mon. The authors examine legal mechanisms in greater
depth than this study, which focuses on communication
as a bridge between the legal field and social integration.
L.V. Frolova & S.O. Yermak (2021) examined the develop-
ment of CSR among business structures in Ukraine be-
tween 2005 and 2020, specifying the directions of trans-
formation. What they have in common is an emphasis on
the integration of inclusive approaches into business strat-
egies, as in the cases considered in the study. The differ-
ence is that the authors focus on historical development,
while this study adds a military dimension, showing the
evolution of CSR into an instrument of social stability.

V. Hurochkina & A. Braunagel (2024) studied social
enterprises in the context of war against the labour mar-
ket and demographics in Ukraine, emphasising their role
in job creation. This is similar to the findings of this study
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on inclusive businesses as a means of social integration,
but the authors consider demographic aspects more
broadly than the present study, which integrates com-
munication as a key factor. In the work of A. Steiner &
S. Teasdale (2019), social entrepreneurship is interpreted
as a factor of social inclusion and local community de-
velopment, the effectiveness of which depends on es-
tablishing trust-based communication with stakehold-
ers and taking into account the local context, which is
consistent with the findings of the study on the decisive
role of strategic communications in the sustainability
of inclusive business models. A. Kramarenko & A. Kvit-
ka (2023) have developed a socially oriented inclusive
business model for the strategic renewal of enterpris-
es. What they have in common is the systematisation of
economic, environmental and social aspects, as in these
empirical conclusions. The difference lies in the focus on
the theoretical model, while this study adds a practical
analysis of communication in case studies. Overall, the
comparison shows that the results of this study comple-
ment existing works by emphasising the communication
dimension in a military context, while other authors fo-
cus on legal, economic or general aspects. This opens
up prospects for further research on the integration of
communication into inclusive models.

# Conclusions

The study confirmed that inclusive business models in
Ukraine not only shape new practices of socially respon-
sible entrepreneurship, but also serve as an important
communication resource for its further transformation.
They combine economic efficiency with a social mis-
sion, promoting trust, community expansion, and the
development of a culture of mutual support. The busi-
ness models of Good Bread, Lady Di Atelier, Veterano
Pizza, Vbrani, and Walnut House demonstrate that the
decisive factor in their sustainability is the harmonious
combination of a social mission with well-thought-out
communication strategies.
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These initiatives are characterised by a clearly for-
mulated communication mission, which is to create
an inclusive public discourse through positive exam-
ples of self-realisation among people from vulnerable
groups. The strategic goals of communication are to
raise public awareness of the importance of inclusion,
shape a positive image of social entrepreneurship,
build partnership networks, attract new audiences
through authentic storytelling, and strengthen inter-
action in the digital space. Empirical analysis revealed
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Bread focuses on communication through the per-
sonal experiences of its employees, Lady Di Atelier on
demonstrating the creative potential of people with
disabilities, Veterano Pizza on the idea of solidarity
among veterans, Vbrani on intergenerational interac-
tion, and Walnut House on supporting women in crisis
situations. Despite the differences, what all cases have
in common is an understanding of communication as
a mechanism for social integration, where authentici-
ty, openness, and emotionality determine the level of
trust and effectiveness of interaction. Further research
should focus on creating a system of indicators of
communication effectiveness for inclusive businesses
and developing modern digital formats for interaction,
such as storytelling, interactive media projects, and
partnerships with influencers.
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AHoTauifa. AKTyanbHicTb JOCHiAXKYBaHOI NpobaemMu 3ymMOBAtOBanacs MoTpebord OCMUCAEHHS KOMYHiKaLinHWX
acnekTiB IHK/AO3UMBHOCTI AK CKAaZHMKa COLiaNbHOI BiAMOBIfaNbHOCTI 6i3HeCy Ta iHCTPYMEHTY MopasbHICHOT
TpaHcdopMaLii MiANPUEMHULTBA B YMOBAX BOEHHMX i COLLialbHO-€KOHOMIYHUX BUKAVKIB. MeTor JOCAifXKEeHHS
6yn10 KOHLEeNTyani3yBaT! KOMYHIKaLiHi cTpaTerii iHKNH03MBHUX Bi3HeC-Mogeneit Ta NpoaHaniyBaTy 0cobaAMBOCTI
X peanizauii Ha npuknagi ykpaiHcekmx iHiuiatne 2020-2024 pokiB. Y gocnigXeHHi 6yno BUKOPUCTAaHO MeToAM
CUCTEMHOTO aHasi3y ANA BU3HAYEHHA CTPYKTYPU Ta QYHKLIN IHKAO3MBHUX Bi3HEeC-Moaenen, a TakoxX y3arasbHeHHs,
Kelnc-cTagi Ta NOPIiBHANBHWIN aHaNi3 NS BUABAEHHS iIHHOBALLIMHUX NiAXOAIB 0 PO3BUTKY CTpaTeriYHMUX KOMYHiKaLii
y chepi iHKIO3MBHOrO MigNpUEMHMULTBA. Pe3ynbTaTv 3acBifuman, LLO KOMYHiKaLinHi cTpaTerii iHKJ03MBHOIO
6i3Hecy € cyyacHoto dopmoto ny6siuHOI penpeseHTalii couianbHO BiAMOBIAaAbHOIO MiANPUEMHMLTBA. BOHM
MOEAHYHOTb EKOHOMIYHY AOLLIIBHICTb i3 COLLiaIbHOO iHTErpaLi€to, CnpusatoTb GOPMYBaHHIO MapTHEPCbKMX B3AEMUH
MiX 6i3HeCOM i rpoMajChKiCTIo, MiABULLYHOTb PiBEHb AOBIPU A0 KOMMaHIiM Ta 3MIiLHIOKOTb penyTauito 6peHais. [o
eeKTVBHMX KOMYHIKaLiMHUX IHCTPYMEHTIB 6y10 BijHECEeHO MPUHLMMW BIAKPUTOCTI 1 TpaHCMapeHTHOCTI, CTBOPEHHSA
IHK/FO3VBHOTO AM3aiiHy MPOAYKTIB i CEepPBICiB, 3aCTOCYBaHHA €TUYHUX Megdia-NpakTK | couiasbHUX KaMnaHiw,
OpIEHTOBaHUX Ha BPasAMBI TPynu HaceneHHs. [loBeAeHO, WO CUMCTEMHA KOMYHiKalif MiACUAFOE CoLianbHWU
Kanitan opraHisaui, CNpuse PO3LIMPEHHIO TXHbOrO BMJIMBY Ta MiABWLLYE PiBEHb COLiaNbHOI 3rypTOBaHOCTI.
AHani3 ykpaiHCbKMX KeWCiB Nnokasas, o ePeKTUBHICTb iHKI03UBHUX Bi3HEC-MPOEKTIB 3anexana Bif y3rogkeHocTi
KOPNopaTUBHOI CTpaTerii 3 O4iKyBaHHAMW CyCMiNbCTBA, KyAbTYPHUM KOHTEKCTOM i MiXKHapOAHWMUW CTaHAapTamu
CTanoro po3BuTKy. MpakTUUHe 3Ha4YeHHA AOCNIAXKEHHSA NOAATaN0 Y MOXINBOCTI 3aCTOCYBaHHA MOro pe3ynbTaTiB AN
PO3pPOBAEHHA KOMYHIKaLiHUX CTpaTerin KOMNaHii, Aki NparHyTb NoeAHaTV BisHec-epeKTUMBHICTb i3 coLjiasbHOMO
BiJNOBIJa/IbHICTIO Ta BNPOBaAXYBaTW iHK/IIO3MBHI NiAXOAW B KOPMOPATUBHY KyabTypy

KnrouoBi cnoBa: iHkt03is; KOMYHiKaLiiHi cTpaTerii; couiaibHa BiANOBIAaNbHICTL; penyTauilHWi Kanitan; iMigx
EpeHay
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