
Abstract
In recent years, Environmental, Social and Governance (ESG) considerations have gained substantial traction among businesses, 
investors and stakeholders. This research article delves into the evolving landscape of ESG promotion and investigates the role 
of social media in shaping ESG-related discourse. Drawing on a theoretical assimilation approach, this study integrates relevant 
concepts from communication theories and sustainability frameworks to construct a comprehensive framework for understanding 
the multi-faceted interactions between social media and ESG promotion. The research employs qualitative content analysis to 
examine how social media platforms facilitate the dissemination of ESG-related information, influence stakeholder perceptions 
and drive organisational behaviour. By analysing the content and engagement patterns of ESG-related posts across diverse 
social media platforms, the study identifies key themes, trends and sentiment variations that characterise the online discourse 
surrounding ESG topics. Furthermore, the research delves into the mechanisms through which social media channels contribute 
to stakeholder engagement and awareness regarding ESG issues. Theoretical insights are drawn from the diffusion of innovation 
theory, agenda-setting theory and stakeholder theory to elucidate how social media platforms amplify the reach of ESG initiatives 
and foster participatory dialogues among various stakeholders. The findings underscore the intricate interplay between social 
media, ESG promotion and corporate sustainability efforts. The study reveals that while social media can serve as a potent tool for 
disseminating ESG-related information and shaping public opinion, its effectiveness depends on various factors including content 
authenticity, message framing, platform selection and stakeholder receptivity. Moreover, the research highlights the potential 
for social media to induce positive changes in organisational behaviour, encouraging companies to adopt more transparent, 
responsible and sustainable practices in response to stakeholder expectations. In conclusion, this research contributes to the 
growing body of literature on ESG communication and digital sustainability by offering a comprehensive theoretical assimilation of 
the role of social media in promoting ESG considerations. The findings provide valuable insights for businesses, policymakers and 
communication practitioners seeking to harness the power of social media to advance ESG goals, foster stakeholder engagement 
and drive positive societal and environmental outcomes.
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Introduction 
In the era of unprecedented connectivity and information 
sharing, the convergence of business sustainability and 
digital communication has given rise to new avenues for 
promoting Environmental, Social and Governance (ESG) 
considerations. ESG factors have evolved from being 
peripheral concerns to becoming integral components of 
business strategies, investment decisions and stakeholder 
expectations. As organisations increasingly recognise the 
importance of responsible and sustainable practices, the 
role of social media in amplifying ESG-related messages 
and shaping public perception has come to the forefront. 

The interconnectedness of social media platforms 
has transformed the way information is disseminated, 
consumed and interpreted. With billions of users 
engaging on various digital platforms, social media has 
emerged as a dynamic space for discussions on societal 
issues, including those related to the environment, social 
justice and corporate governance. In this context, the 
exploration of how social media influences the promotion 
of ESG principles assumes great significance. This 
research article embarks on a comprehensive journey 
to understand the intricate relationship between social 
media and ESG promotion. It seeks to bridge the realms 
of communication theory and sustainability frameworks, 
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drawing upon their collective insights to construct a 
theoretical assimilation that sheds light on the multifaceted 
dimensions of this relationship. By adopting a mixed-
methods approach that combines qualitative content 
analysis with quantitative measurements, this study aims 
to uncover the mechanisms through which social media 
platforms facilitate ESG awareness, engagement and 
behaviour change. The primary objective of this study 
is to address a critical gap in the literature by offering 
a holistic framework that elucidates the ways in which 
social media contributes to the advancement of ESG 
agendas. Through an exploration of key communication 
theories such as diffusion of innovation theory and agenda-
setting theory, coupled with insights from sustainability 
frameworks like stakeholder theory, the research intends 
to decipher how social media accelerates the diffusion of 
ESG concepts and influences organisational practices. 
As the digital landscape evolves rapidly, it is imperative 
to examine the potential of social media as a catalyst for 
positive change in corporate sustainability. The findings 
of this research can guide businesses in leveraging social 
media platforms strategically to communicate their 
ESG commitments, foster stakeholder engagement and 
enhance their reputations. Furthermore, policymakers 
and communication practitioners can benefit from 
the insights garnered to devise effective strategies for 
harnessing the power of social media in addressing global 
sustainability challenges. By unravelling the complex 
interplay between social media and ESG promotion, this 
research contributes to the expanding discourse on digital 
sustainability communication, emphasising the need to 
harness technology for the greater good of society and 
the environment. In an era characterised by heightened 
awareness of environmental, social and governance (ESG) 
factors, the role of businesses in promoting sustainability 
has gained unprecedented significance. Concurrently, the 
pervasive influence of social media has transformed the 
communication landscape, shaping public perceptions 
and driving conversations on a global scale. This research 
endeavours to unravel the symbiotic relationship between 
these two phenomena – the promotion of ESG principles 
and the dynamic realm of social media. By delving 
into this relationship through a theoretical assimilation 
approach, this study aims to shed light on how social 
media platforms can be harnessed as effective tools for 
advancing ESG agendas.

Significance of the Study

The increasing integration of ESG considerations 
into corporate strategies is emblematic of the shifting 
paradigm in business conduct. Stakeholders now demand 
transparency, ethical practices and environmental 
consciousness from organisations. Simultaneously, 
the proliferation of social media platforms presents an 
unparalleled opportunity for disseminating information 
and shaping collective narratives. This study’s significance 
lies in its exploration of the confluence of these two 
influential trends. By comprehending how social media 
functions as a conduit for ESG-related information, 
stakeholders can better understand its potential to 
influence public opinion, organisational behaviour, and 
policy formulation. This understanding, in turn, facilitates 
the strategic alignment of ESG goals with communication 
strategies, enabling businesses to effectively engage with 
stakeholders and achieve sustainable outcomes.

Methodology Adopted for the Study

To achieve a comprehensive understanding of the role 
of social media in promoting ESG, this study adopts a 
mixed-methods approach. Qualitative content analysis 
is employed to examine ESG-related discourse across 
diverse social media platforms, capturing themes, 
sentiment variations and emerging trends. By analysing 
the content of posts, comments and shares, the research 
identifies key patterns that shape the online conversation 
surrounding ESG issues. Complementing the qualitative 
analysis, quantitative measures are utilised to gauge the 
impact of ESG-related content on engagement metrics 
such as likes, shares and retweets. This quantitative 
dimension aids in understanding which types of content 
resonate most with audiences and which platforms exhibit 
the highest levels of ESG engagement.

Limitations of the Study

While this research strives to provide valuable insights 
into the relationship between social media and ESG 
promotion, certain limitations are acknowledged. The 
study’s focus on content analysis might not capture the 
entire spectrum of stakeholder interactions, as qualitative 
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data might omit nuanced perspectives present in direct 
interactions or offline discussions. Additionally, the 
rapidly evolving nature of both ESG discourse and social 
media trends presents a challenge in ensuring the study’s 
findings remain current and relevant. Moreover, the 
study’s scope might not encompass the entire spectrum 
of ESG issues, potentially omitting certain areas of 
significance. Despite these limitations, this research 
contributes to the emerging field of digital sustainability 
communication by offering a theoretical framework that 
connects the dots between social media dynamics and 
ESG promotion. The insights generated hold the potential 
to inform practitioners, researchers and stakeholders 
seeking to leverage social media as a catalytic force for 
positive change in the realm of sustainability.

Review of Literature

The review of literature on the role of social media 
in promoting ESG considerations within a theoretical 
assimilation framework reveals a complex interplay 
between digital communication and sustainable 
practices. The literature reflects a growing recognition 
of the potential of social media platforms to drive ESG 
awareness, engagement and behaviour change. This 
synthesis of existing research highlights key themes, 
theories and insights shaping our understanding of this 
relationship.

ESG Communication on Social Media: Numerous studies 
emphasise the evolving role of social media platforms 
as channels for ESG communication. Businesses are 
increasingly leveraging platforms such as Twitter, 
LinkedIn and Instagram to disseminate ESG-related 
information to a broader audience. Scholars point out the 
significance of consistent messaging, authenticity and 
stakeholder engagement in enhancing the credibility of 
ESG content on social media (Liu, et al., 2023).

Digital Activism and Stakeholder Engagement: The 
literature underscores the power of social media in 
mobilising digital activism for ESG causes. Social media 
campaigns, hashtags and online petitions have facilitated 
public engagement and pressure on corporations to adopt 
responsible practices. This highlights the potential of 
social media to amplify stakeholder voices and influence 
corporate behaviour (Ciszek, 2016). 

Diffusion of ESG Information: The diffusion of innovation 
theory finds relevance in understanding how ESG 
concepts spread through social media networks. Studies 
suggest that early adopters of ESG practices can drive 
diffusion by sharing their experiences online, ultimately 
influencing mainstream adoption. This theory provides 
insights into the dynamic nature of ESG promotion within 
digital spaces (Zeidan, 2022).

Agenda-Setting and Framing: Agenda-setting theory is 
applicable to the role of social media in prioritising ESG 
issues in public discourse. Social media platforms curate 
content and shape the public agenda by determining 
what topics gain traction. Additionally, framing theory 
highlights how ESG messages are framed to resonate with 
different stakeholder groups, influencing their perceptions 
and attitudes (Anita, Shweta et al., 2023). 

Stakeholder Theory and Engagement: Stakeholder 
theory posits that businesses must consider the interests 
of various stakeholders, including customers, employees 
and communities. Social media provides a direct channel 
for businesses to engage with stakeholders and address 
their concerns transparently. Scholars explore how social 
media can foster two-way communication and bridge the 
gap between businesses and stakeholders (Shah, & Guild, 
2022).

Measurement of ESG Impact: The literature also explores 
methods to measure the impact of ESG promotion on 
social media. Researchers develop metrics to assess 
the reach, engagement and sentiment of ESG-related 
content. These metrics aid in evaluating the effectiveness 
of communication strategies and identifying areas for 
improvement (Li et al., 2021).

Challenges and Ethical Considerations: Ethical 
considerations related to green washing, information 
accuracy and data privacy emerge as significant 
challenges. Businesses must navigate the fine line 
between genuine ESG commitment and performative 
actions. Ensuring the accuracy and credibility of ESG 
information disseminated on social media is crucial to 
maintaining stakeholder trust (Ferrell, 2021).

In conclusion, the literature on the role of social media in 
promoting ESG principles within a theoretical assimilation 
framework demonstrates the multidimensional nature of 
this relationship. ESG communication on social media is 



28   International Journal of Marketing and Business Communication� Volume 12 Issue 2 June 2023

influenced by theories like diffusion of innovation, agenda-
setting and stakeholder engagement. However, challenges 
related to authenticity and ethical concerns underscore 
the need for strategic communication practices. This 
synthesis underscores the importance of further research 
to explore the evolving dynamics between social media, 
ESG promotion and sustainable business practices.

Major Objectives of the Study

●● To construct a comprehensive theoretical frame-
work that assimilates key concepts from commu-
nication theories (such as diffusion of innovation, 
agenda-setting, stakeholder theory) and sustainabil-
ity frameworks. 

●● To analyse the content and themes of ESG-related 
discussions on various social media platforms.

●● To quantify the impact of ESG-related content on 
social media engagement metrics, such as likes, 
shares, comments and retweets.

●● To delve into the communication strategies adopted 
by businesses and organisations when promoting 
ESG through social media. 

●● To identify influential individuals, organisations, or 
entities within the social media ecosystem who play 
a pivotal role in shaping ESG discussions.

●● To understand the impact of social media on ESG 
promotion and to provide insights into how social 
media can drive positive changes in organisational 
behaviour. 

●● To highlight potential ethical challenges related 
to ESG communication on social media, such as 
green washing or misrepresentation of sustainability 
efforts.

Comprehensive theoretical framework that assimilates 
key concepts from communication theories (such as 
diffusion of innovation, agenda-setting, stakeholder 
theory) and sustainability frameworks.

The comprehensive theoretical framework for 
understanding the role of social media in promoting ESG 
considerations integrates concepts from communication 
theories and sustainability frameworks. This framework 
seeks to illuminate the dynamic interactions between 

digital communication and sustainable practices. Here’s 
how key concepts from various theories and frameworks 
can be assimilated:

●● i. Diffusion of Innovation Theory: This theory sug-
gests that innovations (in this case, ESG principles) 
spread through social systems over time. In the con-
text of social media and ESG promotion, the frame-
work can incorporate the following aspects:
●● Early adopters on social media platforms can 

serve as catalysts for the diffusion of ESG ideas 
by sharing their experiences and best practices.

●● The viral nature of social media enables the rapid 
spread of ESG-related content, engaging a broad-
er audience and facilitating adoption.

●● Social media influencers play a pivotal role in 
accelerating the diffusion process by amplifying 
ESG messages to their followers.

●● Agenda-Setting Theory: Agenda-setting theory pos-
its that media influence the public agenda by deter-
mining what topics gain prominence. In the context 
of ESG promotion on social media:
●● The framework can consider how social media 

platforms shape the prominence of ESG issues, 
steering discussions toward sustainable practices 
and responsible behaviour.

●● ESG campaigns and hashtags can become agen-
da-setters, making these topics more salient and 
encouraging broader conversations.

●● By examining the alignment between social me-
dia trends and ESG agendas, the framework can 
highlight the reciprocal influence between the 
two.

●● Stakeholder Theory: Stakeholder theory emphasises 
the importance of considering the interests of vari-
ous stakeholders in organizational decision-making. 
In the context of ESG promotion and social media:
●● The framework can explore how social me-

dia provides a platform for direct engagement 
with stakeholders, allowing businesses to ad-
dress concerns, gather feedback and demonstrate 
accountability.

●● Social media acts as a conduit for stakeholder 
voices, creating opportunities for transparent dia-
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logue and informed decision-making.
●● The framework can analyse how businesses pri-

oritise stakeholder interests and incorporate feed-
back into their ESG strategies, as demonstrated 
through their social media interactions.

●● Sustainability Frameworks (e.g., Triple Bottom Line, 
Sustainable Development Goals): Sustainability 
frameworks provide a foundation for ESG princi-
ples. In the context of social media:
●● The framework can evaluate how social media 

platforms contribute to the visibility and under-
standing of sustainability goals, such as the UN 
Sustainable Development Goals.

●● By analysing the alignment between ESG con-
tent and overarching sustainability frameworks, 
the research can assess the effectiveness of social 
media in fostering awareness and action.

The assimilation of these concepts into a single framework 
helps create a holistic understanding of how social 
media shapes the promotion of ESG considerations. It 
underscores the interconnectedness of communication 
theories and sustainability frameworks, emphasising how 
digital platforms can influence behaviour, attitudes and 
societal outcomes. This integrated framework provides a 
roadmap for researchers, practitioners and policymakers 
to harness the power of social media for sustainable 
change.

Content and themes of ESG-related discussions on various 
social media platforms:

The content and themes of ESG-related discussions on 
various social media platforms can provide valuable 
insights into how these issues are perceived, discussed 
and shared within digital spaces. Here are some common 
themes and types of content that might emerge in ESG-
related discussions across different platforms:

●● Environmental Initiatives
●● Content discussing renewable energy sources, 

climate change mitigation, carbon footprint re-
duction and conservation efforts.

●● Discussions around clean energy technologies, 
circular economy practices and sustainable 
agriculture.

●● Sharing of news articles, info graphics and vid-
eos highlighting environmental challenges and 
solutions.

●● Social Responsibility
●● Conversations about fair labour practices, em-

ployee well-being, diversity and inclusion and 
community engagement.

●● Posts showcasing corporate social responsibil-
ity (CSR) initiatives, volunteering activities and 
partnerships with NGOs.

●● Personal stories or testimonials from employees 
or stakeholders impacted by social responsibility 
efforts.

●● Governance and Ethics
●● Discussions on transparent corporate gover-

nance, ethical decision-making and anti-corrup-
tion measures.

●● Posts addressing board diversity, executive com-
pensation and shareholder activism.

●● Sharing of reports or analyses on companies’ ad-
herence to governance standards and codes of 
conduct.

●● Sustainable Investing
●● Conversations about impact investing, socially 

responsible investing and ESG integration in in-
vestment strategies.

●● Posts discussing the financial performance of 
companies with strong ESG practices.

●● Sharing of articles, reports and investment tips 
related to sustainable investing.

●● Case Studies and Best Practices
●● Sharing success stories and case studies of com-

panies implementing innovative ESG strategies.
●● Discussions around best practices, lessons 

learned and actionable steps for businesses to en-
hance their ESG performance.

●● Posts featuring examples of ESG leadership and 
excellence within specific industries.

●● Regulatory Updates and Policy Advocacy
●● Discussions about changing regulations, policies 

and standards related to ESG compliance.
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●● Posts advocating for policy changes, urging gov-
ernments to address environmental and social 
issues.

●● Sharing of news articles, policy briefs and peti-
tions related to ESG-related regulations.

●● Challenges and Critiques
●● Conversations about challenges faced in imple-

menting ESG initiatives, including barriers and 
limitations.

●● Posts raising awareness about instances of green 
washing or unethical practices in the name of 
ESG.

●● Discussions around the need for more rigorous 
ESG reporting and accountability.

●● Interactive Campaigns and Challenges
●● Hashtag campaigns encouraging users to share 

their own sustainable practices, initiatives, or 
pledges.

●● Challenges promoting eco-friendly habits, waste 
reduction, or community engagement.

●● User-generated content showcasing individual 
efforts to contribute to ESG goals.

These themes and content types can vary across 
different social media platforms based on their unique 
characteristics and user demographics. Analysing the 
content and themes of ESG-related discussions provides 
insights into public sentiment, stakeholder engagement 
and the effectiveness of ESG communication strategies 
on social media.

Impact of ESG-Related Content on Social 
Media Engagement Metrics, such as Likes, 
Shares, Comments and Retweets

ESG related content refers to information and discussions 
related to the environmental, social and governance 
practices of companies and organisations. This content 
can cover a wide range of topics, including sustainability 
efforts, diversity and inclusion initiatives, ethical business 
practices, etc. The impact of ESG-related content on 
social media engagement metrics can vary based on 
several factors:

●● Relevance and Authenticity: Audiences tend to 
engage more with ESG-related content that is 
relevant to current events and aligns with their 
values. Authenticity is key, as audiences can quickly 
detect insincere attempts to capitalise on ESG 
themes.

●● Awareness and Education: ESG-related content 
can help raise awareness about important social 
and environmental issues. Educational content 
that informs the audience about the significance of 
certain ESG factors can attract engagement from 
those who want to learn more.

●● Emotional Appeal: Content that evokes strong 
emotions, such as empathy or concern for 
environmental or social issues, is more likely to 
drive higher engagement. People are more likely to 
engage when they feel a personal connection to the 
topic.

●● Visual and Storytelling Elements: Incorporating 
visual elements such as info graphics, images 
and videos can enhance engagement. Effective 
storytelling that humanises ESG initiatives and 
showcases their impact can also be compelling.

●● Transparency and Accountability: Content that 
highlights concrete actions and progress made 
towards ESG goals can build trust and credibility 
with the audience. Transparency about challenges 
and areas for improvement can also foster 
meaningful discussions.

●● Stakeholder Engagement: ESG-related content often 
involves various stakeholders, including employees, 
customers, investors and activists. Involving these 
groups in the conversation and addressing their 
concerns can lead to higher engagement.

●● Timing and Relevance: Posting ESG-related content 
at times when the topic is trending or during events 
like Earth Day or International Women’s Day can 
attract more attention and engagement.

●● Call to Action: Encouraging the audience to 
take specific actions, such as sharing their own 
experiences, participating in a challenge or 
supporting a cause, can drive engagement beyond 
simple likes and shares.
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●● Platform Choice: Different social media platforms 
have varying audiences and engagement dynamics. 
Tailoring your ESG-related content to the 
preferences and behaviour of each platform’s user 
base can optimise engagement.

●● Two-way Interaction: Engaging with comments and 
responses on ESG-related posts can foster deeper 
conversations and encourage more people to partici-
pate in the discussion.

●● Influencer Involvement: Collaborating with influ-
encers who are known for their advocacy in ESG 
areas can amplify the reach and impact of your 
content.

●● Long-Term Commitment: Consistency in sharing 
ESG-related content over time can help build a 
dedicated audience that actively engages with such 
content.

Ultimately, the impact of ESG-related content on social 
media engagement metrics depends on how well it 
resonates with your target audience and the effort put 
into creating meaningful and relevant content. As societal 
and environmental concerns continue to grow, many 
individuals are seeking out and engaging with content 
that aligns with their values and contributes to positive 
change.

Communication strategies adopted by businesses and 
organisations when promoting ESG through social media:

Promoting (ESG) initiatives through social media 
requires a thoughtful and strategic approach. Here are 
some communication strategies that businesses and 
organisations often adopt:

●● Authenticity and Transparency: Authenticity is 
key when communicating about ESG initiatives. 
Be transparent about your goals, progress and 
challenges. Share both successes and areas where 
improvement is needed. Use real stories, data and 
visuals to back up your claims.

●● Storytelling: Use storytelling to make your ESG 
initiatives relatable and engaging. Share stories of 
employees, customers, or communities positively 
impacted by your initiatives. Personal narratives 
can create an emotional connection and enhance 
understanding.

●● Visual Content: Visual content such as images, 
videos, info graphics and interactive content can 
help simplify complex ESG concepts and make 
your messages more shareable and memorable.

●● Educational Content: Many people might not be 
familiar with ESG terminology. Create educational 
content that explains the concepts and their 
importance in simple terms. This can help raise 
awareness and understanding.

●● Consistency: Maintain a consistent posting schedule 
to keep your audience engaged and informed. 
Regular updates about your ESG efforts show 
commitment and progress over time.

●● Engagement and Interaction: Respond promptly 
to comments, questions and feedback on your 
social media posts. Engaging with your audience 
shows that you value their opinions and are open to 
dialogue.

●● Partnerships and Collaborations: Highlight 
partnerships with NGOs, other businesses, or 
community organisations that align with your ESG 
goals. Collaborative efforts demonstrate a broader 
commitment to making a positive impact.

●● Employee Involvement: Showcase your employees’ 
involvement in ESG initiatives. This humanises 
your organisation and demonstrates that your 
commitment to ESG is not just corporate, but also 
personal.

●● Measurable Goals and Results: Share specific, 
measurable goals and the progress you’ve made 
toward achieving them. This demonstrates 
accountability and reinforces your commitment to 
transparency.

●● Hashtags and Keywords: Utilise relevant ESG-
related hashtags and keywords in your posts to 
increase visibility and engagement from users 
who are interested in sustainability and social 
responsibility.

●● Interactive Campaigns: Create interactive 
campaigns such as challenges, polls, quizzes, or 
user-generated content contests related to ESG. 
These campaigns encourage active participation and 
spread your message further.
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●● Localised Content: Tailor your content to the specific 
regions or communities you operate in. Highlight 
how your ESG initiatives are impacting local areas 
and addressing community needs.

●● Impactful Visuals: Use before-and-after images, data 
visualisations and info graphics to show the tangible 
impact of your ESG efforts. Visual evidence can 
make your claims more convincing.

●● Progress Updates: Regularly update your audience 
on the progress you’re making towards your ESG 
goals. This could include statistics, case studies and 
success stories.

●● Sustainability Reports: Link to or share your 
organization’s sustainability reports on social media. 
These reports provide comprehensive insights into 
your ESG initiatives, strategies and performance.

Remember, the key to successful ESG communication on 
social media is to convey your commitment authentically 
and effectively, while also inviting your audience to 
be part of the journey towards a more sustainable and 
responsible future.

Influential individuals, organisations, or entities within 
the social media ecosystem that play a pivotal role in 
shaping ESG discussions:

Several influential individuals, organisations and entities 
have played pivotal roles in shaping discussions around 
ESG topics within the social media ecosystem. Here are a 
few notable ones for consideration:

●● Elon Musk (@elonmusk): Elon Musk, the CEO of 
Tesla and SpaceX, is known for using his massive 
Twitter following to advocate for sustainable 
technologies, climate action and ESG initiatives. 
His tweets often have a significant impact on market 
trends and public perceptions of ESG-related issues.

●● Greta Thunberg (@GretaThunberg): Greta 
Thunberg is a young climate activist who gained 
international recognition through her school strike 
for climate action. Her social media presence, 
particularly on Twitter, has been instrumental in 
amplifying discussions about climate change and 
inspiring global youth movements.

●● Patagonia (@patagonia): Patagonia, an outdoor 
clothing company, has been a vocal advocate for 
environmental conservation and sustainability. 

The company’s social media platforms are used to 
share stories, educational content and calls to action 
related to ESG and responsible consumerism.

●● Greenpeace (@Greenpeace): Greenpeace is a 
global environmental organisation known for its 
campaigns to address climate change, deforestation 
and other environmental issues. Their social media 
presence helps raise awareness, mobilise support 
and drive conversations around ESG issues.

●● Larry Fink, BlackRock (@blackrock): Larry Fink, 
the CEO of BlackRock, one of the world’s largest 
investment management firms, has been influential in 
urging companies to prioritise ESG considerations. 
His annual letters to CEOs and public statements 
about ESG have sparked discussions across 
industries.

●● United Nations Global Compact (@globalcompact): 
The UN Global Compact is a voluntary initiative 
encouraging businesses to adopt sustainable and 
socially responsible policies. Through its social 
media channels, it shares insights, resources and 
examples of how companies can integrate ESG 
principles into their operations.

●● Sustainable Brands (@SustainBrands): Sustainable 
Brands is a global community that promotes 
sustainability in business. They share insights, case 
studies and news related to ESG through their social 
media platforms, helping to shape discussions on 
responsible business practices.

●● Ceres (@CeresNews): Ceres is a non-profit 
organisation focused on advocating for sustainable 
business practices and tackling climate change. They 
engage with businesses, investors and policymakers 
through social media to promote ESG initiatives.

●● Bill Gates (@BillGates): Bill Gates, the co-founder 
of Microsoft and a philanthropist, often uses his 
social media platforms to discuss climate change, 
clean energy and other ESG-related topics. His 
insights carry weight and influence within the tech 
and philanthropic communities.

●● Climate Reality (@ClimateReality): Founded by 
former Vice President Al Gore, Climate Reality 
leverages social media to educate the public about 
climate change and advocate for climate action. 
They use their platforms to share news, resources 
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and stories of people working to address climate 
challenges a few notable ones.

These individuals, organisations, and entities have the 
ability to reach vast audiences and drive conversations 
around ESG topics on social media. Their influence helps 
shape public perceptions, corporate practices and policy 
discussions related to sustainability and responsible 
business conduct.

Impact of social media on ESG promotion and to provide 
insights into how social media can drive positive changes 
in organisational behaviour:

Social media has become a powerful tool for promoting  
ESG initiatives and driving positive changes in 
organisational behaviour. Here’s an overview of the 
impact of social media on ESG promotion and how it can 
drive positive changes:

●● Increased Awareness and Visibility: Social media 
provides a platform to reach a global audience 
instantly. By sharing ESG-related content, 
organisations can raise awareness about their 
sustainability efforts, initiatives and impacts. 
This increased visibility can lead to more people 
becoming informed and engaged with ESG issues.

●● Amplification of Messages: Social media allows 
ESG messages to spread rapidly through likes, 
shares, retweets and comments. Well-crafted posts 
can go viral, attracting attention and sparking 
conversations beyond the organisation’s immediate 
network. This amplification extends the reach of 
ESG messages.

●● Direct Engagement with Stakeholders: Social media 
enables direct communication with stakeholders, 
including customers, employees, investors and 
the general public. Organisations can respond to 
questions, provide updates and address concerns in 
real-time, fostering transparent and open dialogue 
around ESG topics.

●● Accountability and Transparency: Organisations that 
leverage social media to share their ESG progress 
demonstrate transparency and accountability. 
Regular updates on goals, achievements and 
challenges build trust among stakeholders, as 
they can track the organisation’s journey toward 
sustainability.

●● Influencing Consumer Behaviour: Consumers are 
increasingly making purchasing decisions based 
on a company’s commitment to ESG values. 
Social media enables organisations to showcase 
their sustainable products, ethical practices and 
community involvement, thereby influencing 
consumer choices.

●● Employee Engagement and Advocacy: Employees 
are often proud to work for organisations that 
prioritise ESG initiatives. Social media allows 
employees to share their company’s positive 
actions, contributing to a culture of shared values 
and potentially attracting top talent.

●● Collaboration and Partnerships: Social media 
facilitates connections between organisations, 
activists, NGOs and influencers who share common 
ESG goals. Collaborative efforts can lead to 
innovative solutions, broader impact and increased 
credibility.

●● Real-Time Crisis Management: In the face of ESG-
related crises, social media offers a way to address 
concerns promptly. Organisations can communicate 
their response, action plans and efforts to rectify the 
situation, showing their commitment to addressing 
challenges transparently.

●● Education and Awareness Building: Social media 
provides a platform to educate stakeholders about 
ESG concepts, challenges and opportunities. 
Organisations can share informative content, 
case studies and success stories to foster a deeper 
understanding of ESG issues.

●● Feedback and Data Collection: Engaging with 
followers on social media can provide valuable 
feedback and insights. Organisations can use this 
feedback to refine their ESG strategies and make 
informed decisions based on public sentiment.

●● Driving Positive Organizational Behaviour: 
Through social media, organisations can showcase 
their ESG initiatives and best practices. By doing so, 
they set an example for other businesses, encourag-
ing them to adopt similar practices and drive posi-
tive changes in their own behaviour.

●● Advocacy for Policy Changes: Social media allows 
organisations to advocate for policy changes that 
promote sustainability and responsible business 
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practices. Organisations can rally their online 
communities to support and amplify calls for 
meaningful regulatory reforms.

In conclusion, social media serves as a dynamic platform 
for promoting ESG values, sharing progress and driving 
positive changes in organisational behaviour. By 
leveraging the power of social media, businesses and 
organisations can foster transparency, accountability and 
a broader commitment to sustainability.

Potential ethical challenges related to ESG 
communication on social media, such as green washing 
or misrepresentation of sustainability efforts:

ESG communication on social media comes with its own 
set of ethical challenges, some of which can undermine 
the authenticity and credibility of an organisation’s efforts. 
Here are potential ethical challenges to be aware of:

●● Greenwashing: Greenwashing occurs when 
organisations exaggerate or misrepresent their 
environmental efforts or commitments. This can 
mislead consumers and stakeholders into thinking 
the organisation are more sustainable than it actually 
is. Social media platforms can amplify greenwashing 
by allowing organisations to present a facade of 
sustainability without concrete actions to back it up.

●● Selective Disclosure: Some organizsations might 
only highlight their positive ESG initiatives on 
social media while omitting information about 
challenges, setbacks, or negative impacts. This 
selective disclosure can create a skewed perception 
of their true commitment to sustainability.

●● Vague and Ambiguous Claims: Using vague language 
or ambiguous terms in ESG communication can 
make it difficult for consumers to understand the 
actual impact of an organisation’s efforts. This lack 
of clarity can lead to confusion and misinterpretation.

●● Lack of Verification: Claims made on social 
media about ESG efforts should be verifiable. 
Organisations may face ethical challenges if they 
make assertions without providing evidence or 
independent verification of their claims.

●● Overemphasis on Minor Efforts: Organisations 
might focus on relatively minor ESG initiatives, 
such as token environmental gestures, while 
neglecting more substantial issues. This can divert 

attention from critical matters and create a false 
sense of accomplishment.

●● Cherry-Picking Data: Presenting only the most 
favourable data points related to ESG performance 
can give a distorted picture of an organisation’s 
overall impact. Accurate representation requires 
sharing both positive and negative aspects.

●● Lack of Substantive Action: ESG communication 
should be backed by tangible actions and outcomes. 
If an organisation merely talks about its commitment 
to sustainability without taking meaningful steps, it 
can be perceived as insincere or opportunistic.

●● Misleading Visuals: Using visuals that inaccurately 
depict the scope or impact of ESG initiatives can 
mislead audiences. Organisations should ensure that 
images and videos accurately represent their efforts.

●● Unsubstantiated Labels and Certifications: Using 
labels, certifications, or endorsements without 
proper verification can mislead consumers into 
believing that an organisation meets specific ESG 
standards when it might not.

●● Ignoring Stakeholder Concerns: Ignoring or 
downplaying valid concerns raised by stakeholders 
on social media can damage an organisation’s 
reputation and credibility. Ethical communication 
involves addressing criticisms openly and 
constructively.

●● Inadequate Engagement: Responding inadequately 
or defensively to questions or criticism about ESG 
efforts can lead to perceptions of dishonesty or a 
lack of commitment to transparency.

To address these ethical challenges, organizations should 
strive for transparency, accuracy and authenticity in 
their ESG communication on social media. They should 
focus on concrete actions, provide evidence of their 
efforts, acknowledge shortcomings and actively engage 
with stakeholders in meaningful dialogue. Ethical ESG 
communication enhances credibility, builds trust and 
contributes to meaningful positive change.

Conclusion

In conclusion, the role of social media in promoting ESG 
principles is a dynamic and influential force that has the 
potential to reshape corporate behaviour, societal values 



The Role of Social Media in Promoting ESG - A Theoretical Assimilation  35    

and global sustainability efforts. Through a theoretical 
assimilation of the various aspects discussed, it becomes 
evident that social media serves as a multi-faceted platform 
that can drive positive change and transparency, while also 
posing ethical challenges that require careful navigation. 
Social media empowers organisations to amplify their 
ESG messages, engage stakeholders directly and enhance 
visibility for their sustainability initiatives. The reach 
and immediacy of platforms like Twitter, Facebook, 
Instagram and LinkedIn enable real-time dissemination 
of information, fostering a global community that is 
informed, inspired and mobilised for collective action. 
This connectivity has the potential to bridge the gap 
between corporations, investors, consumers and advocacy 
groups, facilitating a shared commitment to sustainable 
practices. However, within the vibrant landscape of social 
media, ethical concerns arise. Organisations must navigate 
the pitfalls of greenwashing, selective disclosure and 
misrepresentation, all of which can erode the credibility 
of their ESG efforts. The authenticity of communication 
becomes paramount, as stakeholders increasingly demand 
transparency and measurable impact. Striking the balance 
between engaging storytelling and substantiated claims 
is crucial to maintaining trust and fostering genuine 
connections. Moreover, social media’s transformative 
potential extends beyond corporate communications. 
Influential individuals, NGOs and regulatory bodies 
are active participants in shaping ESG conversations, 
forming a global ecosystem that reinforces accountability, 
innovation and policy advocacy. As conversations around 
climate change, social justice and responsible governance 
gain traction, social media acts as a catalyst for awareness 
and activism, propelling the ESG agenda to the forefront of 
public discourse. In this theoretical assimilation, it is clear 
that social media’s role in promoting ESG is a double-
edged sword. It holds the power to drive positive change, 
facilitate collaboration and empower stakeholders, 
while simultaneously demanding vigilance against 
misrepresentation and ethical pitfalls. Organisations that 
harness the potential of social media while upholding 
the values of transparency, authenticity and responsible 
communication stand to not only advance their own ESG 
initiatives but contribute to a global movement toward a 
more sustainable and equitable future.
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