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Setting
• Company websites as 

communication channels:
• Communication to external 

stakeholders (mainly 
customers, but also 
competitors, investors, 
public officials, and the 
public).

• Main purpose is to promote 
products and services.

• Corporate branding/public 
image also an important 
component.

• Self-representation can be 
driven by individual beliefs or 
societal pressures
(trends/zeitgeist).

• 2022 Russian invasion of Ukraine as 
an external shock that may 
influence the communication of 
Ukrainian companies.



Research 
Questions

RQ1: What changes in terms 
of patriotic communication 
can we observe on Ukrainian 
corporate websites?

RQ2: Are the observed 
changes related to socio-
economic and warfare 
related location factors?



Data: 
Company Data

• All company observations from the global Orbis 
company database (2022) with location in Ukraine and 
available website.

Orbis

52,000 
companies 

in total

Geocoding

32,000 
companies 
geocoded

Web 
Scraping

21,000 
companies 

active website



Data: webAI
• System to monitor companies 

based on their websites.

• Monthly screening of all 
companies in Europe and 
North America.

• Generation of activity 
indicators on sustainability, 
technologies etc.



Data: webAI

• Monthly scraping runs from Sept. 
2022 to Sept. 2023 (ongoing).

• Historical website data from 2021 
as baseline (via Internet Archive).

• Extraction of texts, hyperlinks 
and meta information.

• Will be made available via



Data: webAI Keyword Search

• Search for 30 patriotic phrases in Ukrainian, 
English, and Russian.

• Keywords:
• Selected based on manual research of 

company websites and news media.
• Keywords are very specific = chance of 

false positives is low.

• Identification of “supporting companies”:
• Companies with at least one keyword hit 

on their website.

Keyword

slava ukraini

glory to ukraine

glory to the heroes

glory all over the land

long live ukraine

glory to the ukrainian army

ukraine is in my heart

save ukraine

STANDWITHUKRAINE

stand with ukraine

braveukraine

brave ukraine

glory to zsu

help is near

glory to armed forces

victory is near

restore ukraine

lets restore ukraine together

rebuild ukraine

lets rebuild ukraine together

we work in wartime

our strength is in unity

our strength lies in unity

stop putin

stop russia

termination of cooperation

together to victory

saveukraine

stopwarinukraine

victory will be ours



Results: 
Keyword Hits 

• Strong increase in supporting companies from 0,1% (2021) 
to 2,8% (Sept. 2023).

• Rather stable shares since Sept. 2023.
• Not all companies change their website contents due to 

limited resources or capabilities:
• Companies



Results: Keyword Hits 

• Geographic 
differences visible 
(East-West).

• We do not know 
about displaced 
companies.



Results: Regional Political Affiliation

• 2019 election results as proxy for regional sentiment.
• Western/pro-Ukrainian leaning regions show higher share of 

“supporting companies”.
• Russian leaning regions show lower share of “supporting 

companies”.

p=0.29 (p=0.15) p=0.31 (p=0.12) p=0. 6 (p=0.00) p=0.48 (p=0.01)



Preliminary Conclusion

• RQ1 “Changes in patriotic communication”: 
• The Russian invasion led to an almost thirty-fold increase in the share of 

Ukrainian companies with patriotic slogans on the website. 
• For a year, the share has remained constant at just under 3%. 
• Geographic differences between the east and west of the country seem 

to exist.

• RQ2 “Socio-economic and warfare related location factors”:
• Regional political affiliation (election results) and patriotic 

communication on corporate websites seem to be related.



Outlook

• Frontlines were very dynamic 
in 2022. You can live in Ukraine 
and the frontline is up to 1,000 
km (620 miles) away. Air 
warfare also affects locations 
distant to the frontline.

• Relating communication 
changes to:

• Occupation and liberation of 
company locations.

• Air strikes close to the company 
location.

• Drafting and Territorial Defence
Forces.

• Regression analysis of different 
factors discussed.



Outlook: Other ideas

• Relating changes on company websites to changes in the  
Twitter sentiment geographical index (TSGI) by CGA.

• Looking into changes in the production of companies (transition 
from civilian to military).

• Flight/relocation of companies abroad.


	Folie 1: INTERNET COMMUNICATION OF UKRAINIAN COMPANIES IN WARTIME: PRELIMINARY RESULTS OF A ONE-YEAR WEBAI ANALYSIS
	Folie 2: Setting
	Folie 3: Research Questions
	Folie 4: Data:  Company Data
	Folie 5: Data: webAI
	Folie 6: Data: webAI
	Folie 7: Data: webAI Keyword Search
	Folie 8: Results:  Keyword Hits 
	Folie 9: Results: Keyword Hits 
	Folie 10: Results: Regional Political Affiliation
	Folie 11: Preliminary Conclusion
	Folie 12: Outlook
	Folie 13: Outlook: Other ideas

