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Agenda

® Two perspectives
® How do companies communicate their CSR, ESG efforts?

® Which sustainability data can be communicated in agriculturac ecosystems!?
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Motivation

@® Most of this research considers Twitter and Facebook,
while visual social media (SM) such as Instagram (IG)
are yet underexplored (Cho et al., 2017; Fernandéz et al.,
2021; Ju et al,, 2021; Rim and Tao, 2022).

® |G: One of the largest social network platforms: massive reach
with over 2 billion MAU.

@ Limited understanding of the processes involved in creating
effective and successful SM CSR communication (Fernandéz et
al.,, 2021; Rim and Tao, 2022).

® What communication strategies are more effective
for CSR communication via 1G? (Zerbini, 2017)

® What are the consequences for companies signaling
their CSR efforts via 1G? (Zerbini, 2017)
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Methods
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CSR Text

Non-CSR Text

Total

CSR Image

Congruent CSR Post
1,232 (3.1%)

TACKLING
CLIMATE CHANGE
CAN'T WAIT

and neither can we

On #EarthDay and every day, we're transforming our business
for the future. We're working to halve our greenhouse gas
emissions by 2030 and achieve net zero by 2050. @

CSR Image-Only Post
1,838 (4.7%)

#Throwback Thursday! Who can guess the names of
this loveable pair of polar bear cubs?

3,070 (7.8%)

Non-CSR Image

CSR Text-Only Post
2,157 (5.5%)

We're committed to reducing greenhouse gas emissions by 2030
in line with the Paris climate agreement and the Science Based
Targets initiative. Our first milestone is to achieve carbon-neutral
operations by 2025.

Congruent Non-CSR Post
34,173 (86.7%)

Choose your table. You can only pick ONE! Are you

Team &3, % or &2

36,330
(92.2%)

Total

3,389 (8.6%)

36,011 (91.4%)

39,400
(100%)




Sample Selection: Ve selected 100 posts for each brand in the Brandwatch
brand index with an English-speaking Instagram Account.

Starting Point:
Brandwatch brand index

T
634 brands

v

Step 1:

Excluded all brands without
a corporate Instagram
account in English language

396 brands
I

A\ 4

Step 2:

Picked the 100 most
recent Instagram posts
of the brand (skipping
the latest 10 posts)

Step 3:

| Obtained all comments
"| available through the API

(max. 24 per post)

39'600 posts

470'312 comments

Step 4:

| Obtained all answers
“| available through the

APl (max. 24 per post)

93'015 answers

A 4
Initial Sample 396 brands 39600 posts 544031 comments 102'425 answers
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CSR Share: /7,7% of all posts that we analyzed were categorized as CSR-related
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SDG Distribution: SDGs 3 (Good health and Well-being) and 10 (Reduced
inequalities) were the most frequently mentioned in our sample of posts.
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SDGs

15 01

M 03 Good Health and Well-being
B 10 Reduced Inequalities
m 05 Gender Equality
m 13 Climate Action
B 16 Peace, Justice and Strong Institutions
W 17 Partnership for the Goals
M 12 Responsible Consumption and Production
09 Industry, Innovation and Infrastructure
m 11 Sustainable Cities and Communities
B 04 Quality Education
B 08 Decent Work and Economic Growth
m 02 Zero Hunger

00 Generic Impact Claim

07 Affordable and Clean Energy



Deep Dive — Sustainability SDGs

Table 1. Sustainability Posts Total Count and Proportions Across SDGs by Industries

Industry g:i’: IS,:::S SDGO7 SDG09 SDG11 SDG12 SDG13 SDG14 SDG15 SDG17
Airlines 3300 20 - k.00 10.00 40.00 50.008 10.002 5.00 20.00
Automotive 4200 1172 1538 256 74362 769 88.03 0.85 0.85 5.13
CPG 2,700 70 - 143 4.29 57.142 28.57 10.002 18.572 35712
Clothing 600 8 - - - 100.00 62.50 25.00 25.00° 25.00
gﬁﬁ_’xzs 4,500 41 14,632 732 732 56.10° 46.34 7322 732 26.83
Financial 2.700 168 417 36.90 9.52 11.31 24.40 3.57 5.95 2917
General Retail 2.600 2 - 19.23 11.54 30.77 19.23 - - 50.00
Healthcare 900 35 - 37.14 11.43 11.43 22.86 2.86 571 37.14%
Hotels 3,600 29 - 3.45 6.90 27.59 17.24 6.90¢ 10342 62.07
Luxury Fashion 3,000 g - 12.50 25.00 37.50 37.50 - - 50.00%
0il & Gas 1,099 107 2897 467 18.69 19.63 46.73 1.87 16.822 3178
gﬁ;ﬁi Food & 800 94 319 745 3.19 57452 43.62 §.51 13.83 17.02
Pharmaceuticals 1,600 111: 270 50453 5.41 16.22 20.72 0.90 270 2342
Restaurants 2.700 10 - - 20.00 20.00 30.00 10.007 - 50.00
Specialty Retail 3,000 15 6.67 13.33 - 33.33 20.00 - - 5333
Telecom 2,100 29 10342 5517 3.45 13.79 20.69 6.90° 3.45 2759
Totals 3.4900 888 72 176 154 234 345 38 70 242
Chi-Square 1255.81,  475.65, 676.29, 443.03, 665.45, 604.70, 97.25, 283.94, 308.76,
df=15) p<.001 p<.001 p<.001 p<.001 p<.001 »<.001 p<.001 p<.001 p<.001
- Gwelis ACI 995 999 999 999 996 998 999 999 997
W Universityof seGallen KFiERERG KPS @ 892 708 818 816 624 87 745 541 70

it for s [% agreement] [99.9] [99.9] [99.9] [99.9] [99.6] [99.8] [100] [99.9] [99.7]

and Communications Management.



Deep Dive Human Rights Topics
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Share of CSR-related posts over time: The amount of CSR communication
is strongly driven by events with global resonance.
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Most companies have no or few CSR-related posts — but some companies have a
clear CSR focus (up to 80% CSR posts).
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Excluding all health-related posts, the previous graphic looks as follows
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Followers vs. CSR-Share: Companies with many followers tend to
communicate less about CSR. Nike and Adidas are extreme outliers.
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Most active CSR communicators per Industry
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Most frequent themes

us, get, like, learn, see, help, world, take, every, love, people, work, summer, home,
find, know, best, way, collection, back, team, life, shop, check, need, visit, next, support,
go, family, look, share, let, together, travel, happy, want, discover, ready, available,
experience, celebrate, good, around, also, made, women, story, vears, black, photo,
community, health, free, keep, better, right, watch, full, great, favorite, many, enjoy,
proud, perfect, 2021, always, week, even, design, via, stay, join, head, stories, part,
combined, covid19, future, use, live, may, thank, season, city, got, month, care, last,
click, show, technology, start, tag, friends, feel, chance, little, big, win, come, working,
would, across, business, weekend, using, top, tap, never, making, place, meet, everyone,
create, thanks, pride, online, could, give, much, days, change, skin, communities,
important, things, style, special, set, latest, bring, local, ever, explore, holiday, power,
food, drive, plus, add, employees, moment, looking, something, long, step, un, members
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Covid-19: A third of CSR-related posts concern the Covid-19 pandemic

Industry
Pharmaceuticals
Healthcare
Financial
Airlines

Oil & Gas
General Retail

Packaged Food &
Beverages

Telecommunication
Non-perishabled CPG
Consumer Electronics
Clothing

Hotels

Restaurants

Specialty Retail
Automotive

Luxury Fashion

Total
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#
16
9
27
32
12
26

8

22
28
45
6
36
27
30
41
30
395

# Covid posts
320
171
147
171
56
75

22

43
51
42

5
28
15
13

6

1

1166

% Covid posts
20.00%
19.00%
5.44%
5.34%
4.67%

2.88%

2.75%

1.95%
1.82%
0.93%
0.83%
0.78%
0.56%
0.43%
0.15%
0.03%
2.95%

F

MEMPHIS, '.

BE A COMMUNITY —

COVID-19 Relief
Campaign

Global
COVID-19
Relief

“When it’s your turn to get vaccinated, please
accept whichever vaccine is available. All three
vaccines that are approved by the FDA prevent

hospitalization and severe disease.”

OFFICER OF MOLINA



Climate Change: Less than 1% of posts explicitly address climate change

Industry # # Climate posts % Climate posts

Packaged Food & Beverages 8 41 5.13%

Oil & Gas 12 50 4.55%

Automotive 41 103 251% Ie_t,s talk about Sl
Financial 27 41 1.52% climate change P it oty ot
Pharmaceuticals 16 23 1.44%

Healthcare 9 8 0.89%

Clothing 6 5 0.83%

Non-perishable CPG 28 20 0.74%

Consumer Electronics 45 19 0.42%

Airlines 32 10 0.31% itKa
Telecommunication 22 6 0.29%

General Retail 2 5 0.19% 0 BECOMIN

Hotels 36 5 0.14% ! :<: |

Restaurants 27 3 0.11% Z01 CAPTURED GROWING ABGUT \ o]

Luxury Fashion 30 3 0.10% ' l

Specialty Retail 30 3 0.10%

Total 395 345 0.87% "Y-valero
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Engagement on CSR and non-CSR posts

On average, CSR posts have a lower engagement than non-CSR posts. However, correcting
for the average engagement of the posting company (relative scores*), CSR posts evoke more
comments. In other words, companies with high average engagement make relatively few CSR posts.

# likes # comments Relative likes Relative comments
Non-CSR 1409/ 147 0.6% -1.4%
CSR 6934 116 -6.6% 16.5%

* Relative scores are calculated by comparing the respective KPI of a post (e.g. likes or comments) against the average of all posts of the
same company. This allows us to avoid biases caused by different posting behaviors of companies with different average follower, like
and comment KPls.
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Most liked CSR posts

Made shoes yesterday.
Making masks today.
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For once,
Don’t Do It.

éé

| strongly condemn the violence in our
nation’s capital. This is not who we are as a
people or a country. We are better than
this. Our elected leaders have a
responsibility to call for an end to the
violence, accept the results, and, as our
democracy has for hundreds of years,
support the peaceful transition of power.
Now is the time to come together to
strengthen our exceptional union.”

— Jamie Dimon, Chairman and CEO, JPMorgan Chace

Chase

Pfizer




Most commented CSR posts

Made shoes yesterday.
Making masks today.

=
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For once,

Don’t Do It.




Sentiment on CSR and non-CSR posts

On average, comments on CSR posts are less positive than on non-CSR posts, both in
relative and in absolute terms.

Relative Relative

Positive Ratio  Sentiment Score o jtive Ratio _ Sentiment Score

Non-CSR 67.1% 34.4% 0.3% 0.2%

CSR 61.2% 22.5% -1.3% -4.7%
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Most positively perceived CSR posts

2021 Update

Sustainability:

A year of progress and
a decade of action.

Microsoft

One year ago, = x
PayPal pledged $535 million < “?@ BAYER
to advance racial equity. SR E
Since then, we have invested S
and committed $500 million CureVac and Bayer |
of that funding. forces on COVID-19 vaccine
candidate CVnCoV.

Subaru
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Most negatively perceived CSR posts

OUR CORE VALUES

Do the Right Thing
Put Clients First
Lead with Exceptional Ideas
ommit to Diversity and Inclusion
Give Back

Prudential has zero tolerance
for discrimination and takes
allegations about an incident
in Newport Beach very
seriously. This matter will be
thoroughly investigated and
appropriate action will be
taken, as warranted.
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racism has no place in america

we stand in support of the
black community and all
those seeking systemic change

PEOPLE-CENTRIC BUSINESS,
truly working on the
‘Good food, Good life" agenda”

Project Manager
Ireland

9

SZX | glassdoor

"Hampton by Hilton has zero tolerance for racism or
discrimination of any kind. On Saturday, we were alerted to
an online video of a guest incident at one of our franchise
properties. We moved quickly to identify the hotel and the
guest, so that we could make contact and review the matter.

Even as we communicated our expectations to the
ownership and management of the Williamston property on
Sunday, we learned that the team member is no longer
employed at the hotel. We have apologized directly to the
guest and her family for their experience, and will work with
them and the hotel to make this thl We remain in contact
with the hotel's ownership about follow up actions, and to
ensure that in the future, their employees reflect the best
values of our brand and are welcoming of all."

Shruti Gandhi Buckley, Global Head, Hampton b

More than 54%

of direct operations
worldwide powered by
renewable electricity.

Today, more than 54% of electricity
operations is from renewable sou




Signaling Theory (Spence, 1973)

Information Asymmetry

B 2 i

Business Consumers/External Public

@ Stakeholders cannot really observe the true sustainability level of organizations (Sardanelli et al., 2021). They
often rely on CSR signals to assess the companies’ sustainability quality (Morsing, 2006).

@ CSR signals: The means to reduce information asymmetries between companies and their various stakeholders,
thereby influencing the perceived quality of a company’s CSR practices (Connelly et al., 2011).
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% Negative Sentiment

Number of Comments

Number of Likes

Results — Random Effects
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Summary & Implications



Summary Descriptive Analysis: CSR communication makes up a relevant
share of posts on corporate brand Instagram accounts

* About 7,7% of all posts on corporate brand accounts are CSR-
related

* Health-related posts make up a large proportion of CSR-
related posts in our sample (36%). About one third of these
posts are related to the Covid-19 pandemic.

e Healthcare and Pharmaceutical companies communicate most
actively about CSR-related issues. Excluding all health-related
communication, packaged food and beverage companies and
financial players take the lead.

¢ CSR communication is to a significant extent driven by
current events and debates.

* Companies may have different motives and strategies for
communicating about CSR.
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Summary of Effects: Communicating about CSR is a delicate issue. It helps to
foster a dialogue with stakeholders, but it may also lead to criticism.

* On average, CSR posts have a lower absolute engagement
(likes and comments) than non-CSR posts. However, calibrating
the engagement against the average engagement of the respective
company reveals, that the relative number of comments
(but not likes) is higher for CSR posts.

* The clothing industry creates very high engagement with CSR
communication whereas luxury fashion companies create
relatively low engagement

* Posts about gender or racial equality tend to create
discussion (but not only positive)

* The sentiment on CSR posts tends to be more negative
than on non-CSR posts. However, this does not apply to all
industries and all CSR issues.

¢ Sentiment on delivered CSR actions tends to be higher
than on CSR promises.
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Dos and Don’ts

v Communicate about topics that are currently relevant to
people, but only if you have something to say about
them.

<

Be prepared for critical comments and start a discussion. ——
v Talk about actual achievements and not only promises.

v Be transparent and also admit mistakes.

X Jump on the bandwagon of hot CSR topics if you can't
walk the talk.

X Expect quick short-term wins through CSR
communication — it's a marathon not a sprint.
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Thanks.

lago S. Muraro Maximillian Schacker

lago.santosmuraro@unisg.ch maximilian.schacker@unisg.ch
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