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ENVIRONMENTAL AWARENESS IN THE SOCIAL NETWORK INSTAGRAM:
THE IMPACT OF THE MATERIALS ON CORPORATE SOCIAL
RESPONSIBILITY OF A COMPANY

The aim of the article is to clarify the impact of materials about corporate social responsibility on
environmental awareness of the audience in Instagram. For this study, the content analysis research
method was used. This method allowed to analyze the posts of an operating company in Kazakhstan,
which contain information about their environmental activities, as well as data on user activity in the
comments to such posts.

The article analyzed the number and types of messages related to CSR, as well as their impact on
the attitude of users to companies. The results showed that CSR is an important tool for attracting users’
attention on social networks and increasing users’ environmental awareness, as well as the level of trust
in companies. In addition, the publication of materials on CSR can be an effective tool in the PR strategy
of the Kazakhstani companies. Based on the results of the study, the article offers recommendations for
Kazakhstani companies in the field of using CSR in social networks to build an effective PR strategy. The
results also showed that materials on corporate social responsibility could have a positive impact on the
audience’s environmental awareness in social network Instagram, increasing interest in environmental
issues and stimulating society to discuss this topic. These results can be useful for companies when form-
ing their strategy of using social networks to promote their environmental and social initiatives.

Keywords: social networks, environmental awareness, audience.

LLI. TaaFaT
Kensxkeraam CaraameB aTbiHA@Fbl XaAblkapaablk, busHec yHnBepcuteTi, KasakcraH, AAMaTbl K,
e-mail: talgatsholpan@gmail.com
Instagram aAeyMeTTiK XeAiCiHAEri 3KOAOTUSIAbIK Xa0apAapAbIK: KOMIMAHUSI MbICAAbIHAQ
maTepMarAapAbIH, KOPIOPATUBTIK dACYMETTIK KayarnkepluiAikke acepi

byA 3epTTeyaiH MakcaTtbl Instagram aAeyMeTTiK >KeAiCi ayAMTOPMSCHIHbIH, 3KOAOTUSIABIK,
xabapAapPAbIFbIHA  KOPMOPATMBTIK SAEYMETTIK >KayankeplliAik TypaAbl MaTepUaAAApPAbIH  9CepiH
aHblkTay 60AbIN TabblAaAbl. 3epTTey YLIiH KOHTEHT-TaAAQyAbl 3epTTey 8AICI ManAaAaHbIAAbI, OHbIH
GapbicbiHaa KaszakcTaHAaFbl >KYMbIC iCTen TypFaH KOMMAHMSHbIH 3KOAOTUSIAbIK, KbI3METi TypaAbl
aKmapaTtTbl KAMTUTbIH >ka3dbaAapbl TaAAAHAbI, COHAAM-aK, OCbIHAAM >kazbaAapFra TYCiHikTeme GepeTiH
namAaAaHylLbIAAPAbIH OEACEHAIAIMT TypaAbl AEPEKTEP KMHAAADI.

Makanrapa KSX-meH 6GaitaaHbiCTbl xabapAaaMarapAblH, CaHbl MEH TYPAepi, COHAal-aK, OAApAbIH
nanAaAaHyLbIAGPABIH KOMMaHUsIAApFa KaTblHAaCblHA ocepi TarAaHAbl. Hatmkeaep KOXK aneymeTTik
KeAinepae MarAaAaHyLbIAQPAbIH Ha3apblH ayAapyAblH >KoHe MaiAAAaHYLUbIAAPABIH, 3KOAOTUSABIK,
XabapAApAbIFbIH, COHAAM-aK, KOMMAHWMSAApPFa AEreH CeHiM AEHreriH apTTbIPYAblH MaHbI3AbI
KypaAbl ekeHiH kepceTTi. CoHbiMeH kaTap KOX TypaAbl MaTteprassapAbl XKapuaaay KasakCTaHAbIK,
KOMMaHUSAAApAbIH, PR-cTpaterusicbiiaa THimMAl Kypaa 6oAa anaabl. 3epTTey HoTUMXKEAepiHe CyneHe
OTbIpbIN, MakaAa TuiMAl PR-cTpatermsiibl Kypy YLWiH aAeyMeTTik eairepae KOXK nanaasaHy
CaAaCblHAAFbl  KA3aKCTaHAbBIK, KOMMaHMSAAQpPFa  YCbIHBIMAAD YCbiHaabl. CoHAAM-aK, HaTuxeAep
KOPMOPATMBTIK SAEYMETTIK >KayarnkepLliAik TypaAbl MaTepuasAap Instagram aAeyMeTTiK >KeAiciHaeri
Ay AMTOPUSHBIH, 3KOAOTMSIAbIK, XabapAapAbIFbiHA OH 8Cep €TiM, 3KOAOTUSIAbIK, NMpobAaeMarapFa Kbi3bl-
FYLUbIABIKTbI @pTTbIPbIM, KOFaMAbl OCbl TaKbIPbINKA bIHTAAAHAbIPATbIHbIH KepceTTi. bya HaTuxeAep
KOMMaHUSAAAPFa ©3AEPIHIH SIKOAOTUSABIK, XKOHE SAEYMETTIK 6acTamanapbiH IATEPIAETY YLLiH SAEYMETTIK
MeAMaHbI ManAaAaHy CTPATErMSCbIH KYPYAQ NanAaAbl 6OAYbI MyMKiH.

TyHiH ce3aep: 9AeyMETTIK MeAMA, SKOAOTMSIAbIK, XabapAAPAbIK, ayAUTOPUSI.
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JKOAOrMYecKasi 0CBEAOMAEHHOCTb B COLLMaAbHOM ceTu Instagram: BAusiHue
MaTepuar0oB Ha KOpPNopaTtuBHYHO COUMAAbHYIO OTBETCTBEHHOCTb KOMIMaHUU

LleAblo AQHHOTO MCCAEAOBAHMS SIBASIETCSI M3YyUYeHWe BAMSHUS MaTepMaAOB O KOPMOPaTMBHOM CO-
LMAAbHOM OTBETCTBEHHOCTM Ha 3KOAOIMYECKYI0 OCBEAOMAEHHOCTb ayAMTOPUM COLIMAAbHOM ceTn MH-
cTarpam. MeToA MCCAEAOBAHUS: KOHTEHT-aHaAM3, B XOAE KOTOPOro OblAM NpOaHaAM3MpPOBaHbl MOCTbI
AencTBylolEen KoMraHmu B KasaxcraHe, coaep kauime MHopMaumio 06 MX 3KOAOrMUYECKON AESITeAb-
HOCTM, a Tak)Ke COOpaHbl AaHHble 06 aKTUBHOCTM MOAb30BaTEAEN B KOMMEHTAPUSX K TaKMM MOCTaM.

B cratbe GblAM pacCMOTpeHbl KOAMYECTBO M Turbl coobLieHuit, cBsa3aHHble ¢ KCO, a Takxke mx
BAMSIHME HA OTHOLLEHWE MOAb30BaTeAel K KOMMNaHMaM. Pe3yabTaTbl ccaepoBaHus nokasaau, uto KCO
SBASIETCS BaXXHbIM MHCTPYMEHTOM AAS NMPUBAEYEHMS BHUMAHWS MOAb30BaTeAe B COLMAABHBIX CeTSX
M MOBbILEHNS SKOAOTMUYECKON OCBEAOMAEHHOCTM MOAb30BaTEAEN, a TakXe YPOBHS AOBEPUS K KOM-
naHusm. Kpome toro, nybamnkaums matepraros 0 KCO MoxeT 6biTb 3¢pheKTUBHBIM MHCTPYMEHTOM B
PR-cTpaTermmn kasaxctaHckux komnaHui. OCHOBbIBAasICb Ha pe3yAbTaTax MCCAEAOBaHMS, aBTOP MpeA-
AQraet peKoMeHAALMU AAS Ka3aXCTaHCKMX KOMMaHui B ob6AacTu ncnoab3oBaHus KCO B coumanbHbIX
CeTsX C LleAblo NocTpoeHus achbdekTnBHOM PR-cTpaTermn. Takxke pe3yAbTaThbl NoKa3aAu, YTO MaTepu-
aAbl O KOPMOPATUBHOM COLIMAABHOM OTBETCTBEHHOCTM MOFYT OKa3blBaTb MOAOXKMTEAbHOE BAMSIHWME Ha
S5KOAOIMYECKYI0 OCBEAOMAEHHOCTb ayAMTOPMM B COLIMAAbHOM ceTh MHCTarpam, nosbillas MHTEpec K
3KOAOTMYECKMM NpoBAEMaM 1 CTUMYAMPYS OOLLLECTBO Ha AAHHYIO TeMy. ITU pe3yAbTaTbl MOTyT ObiTb
NMOAe3Hbl KOMMaHMSM NMpu (POPMMPOBAHMM CBOEI CTPATErnm MCNOAb30BAHUS COLIMAAbHBIX CETEN AAS
NPOABMXKEHWNS SKOAOTMYECKUX U COLIMAAbHBIX MHMUMATMB. ABTOP BbIABMIAeT rmnoTe3bl, YTO COLMAAb-
Hble ceTu B Ka3axcTaHe akTyaAM3UpYIOTCs, KOMMaHUM Bce BOAbLLIE HAUMHAIOT YAGASTb BHUMAHME 3KO-

AOTMYECKOM TemaTHKe.

KAtoueBble cAOBa: coLMaAbHble CeTN, SKOAOIrnyeckass OCBEAOMAEHHOCTb, ayAUTOPUA.

Introduction

In recent years, environmental issues have be-
come one of the most relevant and discussed in soci-
ety. Companies are increasingly being criticized for
their contribution to environmental pollution and
violation of environmental regulations. In response
to this, most companies started implementing a
corporate social responsibility (CSR) practices,
within which they take actions aimed at minimiz-
ing the harmful impact of their activities on the en-
vironment, introducing healthy habits into the lives
of their employees and customers (Naizabekova,
2021). One of the ways to promote their CSR initia-
tives is to use social networks, such as Instagram,
where companies can disseminate information about
their environmental achievements and encourage
their audience to take a responsible attitude to the
environment, as well as share educational informa-
tion with the audience to some extent.

Most studies reflect that people started inter-
esting in environmental topics recently (Ding Li et
al., 2019). People want not only some actions from
themselves, but also require environmentally re-
sponsible activities from companies. Consequently,
social media plays a big role in this area.

One of the newest studies according CSR and
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social media had discovered the biggest communi-
ties around ideas in developing countries. There are:

— Social and environmental responsibility;

—  Philanthropic responsibility;

— Reputation management
Stanislavska et al., 2020).

Nevertheless, some researchers think that pro-
motion of environmental behavior in companies can
help to solve environmental problems (Liobikiené,
2019).

In this study, the author is going to reflect the
importance of corporate social responsibility and its
impact to environmental awareness to the audience
in social media. Thus, the main purpose of this arti-
cle is to clarify the impact of materials about corpo-
rate social responsibility on environmental aware-
ness of the audience in Instagram. Instagram was
chosen because of its popularity in Kazakhstan and
most influencers and bloggers are involved into this
social media. To achieve the goals of this research,
CCI Kazakhstan’s posts published on Instagram
containing information about their environmental
activities were studied and data on user activity in
the comments to such posts were collected. The re-
sults obtained can be useful for companies wishing
to promote their environmental and social initiatives
on social networks, as well as help to better under-

(Kvasnickova
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standing which types of materials about CSR can
have the most positive impact on the audience.

There are a number of problems that can be en-
countered in scientific work related to corporate so-
cial responsibility in Kazakhstan — this is the lack
of scientific materials in this direction. This proves
that the topic is quite relevant, and it is necessary to
develop a discussion of the role of CSR in the envi-
ronmental awareness of Internet users. Especially if
it concerns social networks.

Literature review

The works of foreign scientists formed the ba-
sis of the review. In general, all scientists agree that
CSR plays an important role in many processes in
the company.

The recent study of Egyptian scientists explores
the relationship between CSR and consumer loyalty.
The authors found that CSR has a positive impact
on consumer loyalty through increased satisfaction
and reduced risk perception. In addition, the effect
of CSR on consumer loyalty is enhanced if it is car-
ried out in social networks (El Samaka and Rashed,
2021).

A group of scientists investigated the involve-
ment of clients in CSR issues in social networks
(Chu et al, 2020). In this article, they also cited a
number of researches in which scientists unani-
mously confirm the high role of social networks in
the development of CSR. These scientists also pro-
vided a comparative analysis of their countries with
other developed countries of the world in relation to
users of social networks in relation to CSR.

A group of scientists from James Madison Uni-
versity conducted in-depth interviews with clients
of companies that publish CSR activity on social
media pages. It has been shown that a process fo-
cused on the dissemination of CSR materials per-
fectly involves users in these processes (Boyd et al.,
2015). This study shows how social media empow-
ers consumers to engage in CSR. An examination of
in-depth interviews with consumers has shown that
they experience both high and low empowerment
from behavioral, affective, and cognitive perspec-
tives. The study also revealed two paradoxes that
affect the level of empowerment. The first is the par-
adox of social judgment, whereby the consumer ex-
periences himself as a social judge and condemned
by society. The second is the efficiency/inefficiency
paradox, reflecting the impact of social networks on
the time and effort required to carry out CSR activi-
ties.

Christina B. Curley and Nadia Abgrab Noor-
mohamed note in their article that thanks to social
networks, companies can be in close contact with
their audience and unite around tasks related to cor-
porate social responsibility (Curley and Noormo-
hamed, 2015). It should be noted that such an opin-
ion existed 8 years ago, and social networks after
this time have only increased their role due to the
rapid development in recent years. Also, a number
of companies are rapidly mastering the use of social
networks in their business (Infante and Mardikan-
ingsih, 2022).

The author of the next article also reviewed a
number of foreign materials which explore corpo-
rate social responsibility in foreign countries. For
example, a team of scientists from China and Ma-
laysia used structural equation modeling (SEM) and
covered more than 400 companies in Pakistan. In
their scientific work, scientists explored the relation-
ship between environmental consciousness, green
practices, the reputation of the company and its per-
formance. In terms of overall results, most compa-
nies believe that high environmental awareness has
a positive effect on the company’s reputation (Khan
et al., 2021).

The author of this article found out a special
site which is devoted to the environmental topics.
Treehugger.com is an online publication dedicated
to environmental news and sustainable living tips.
They publish articles on corporate social responsi-
bility and the environment.

The article “Corporate Social Responsibility
and the Environment: Why It Matters” on treehug-
ger.com talks about why corporate social responsi-
bility (CSR) and environmental awareness (EA) are
important for business. The article says that CSR
and EA can help companies improve their reputa-
tion and reduce their environmental footprint. In ad-
dition, CSR and EA can help companies reduce their
operating costs and increase profits (Spane, 2021).

The next group of scientists investigated the
phenomenon of the influence of company leaders
on the reputation of companies. Thus, these scien-
tists explored the Twitter posts of the CEOs of these
companies that could communicate corporate social
responsibility. The conclusion is that executives can
also actively influence their company’s reputation
in a positive way by publishing news and materials
related to corporate social responsibility (Grover et
al., 2019).

If we refer to older sources that speak of a period
that existed even before the peak of social network
activity, then the following group of authors can
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be included in this work. They made a rather large
sample of firms and covered a fairly long period of
time. So the numbers are: 4396 unique firms from
42 countries between 2003 and 2012. The authors
came to the conclusion that in countries where there
is more freedom of speech, there is more active talk
about corporate social responsibility. Based on these
findings, one can come to the conclusion that in our
time social networks have actively flooded the in-
formation space, in which people feel more freedom
in the dissemination of information, including infor-
mation related to corporate social responsibility (EI
Ghoul et al., 2019).

These studies highlight the importance of CSR
and its role in improving brand reputation, increas-
ing consumer loyalty and increasing consumer in-
tent to buy the company’s products and, most im-
portantly, allowing the audience to consume content
about corporate social responsibility. Research also
points to the importance of using social media to
promote CSR and maintain consumer confidence.

Scientific research methodology

This research was conducted to study the rela-
tionship between the use of social networks as a tool
for promoting corporate social responsibility (CSR)
in social networks and their impact on environmen-
tal awareness of users. As previously mentioned, the
content analysis research method was used for this
purpose.

Initially, a sample of large companies was
made which are active in social networks and im-
plement CSR projects in Kazakhstan. However,
not all companies cover the environmental part of
corporate social responsibility. It would be better
to show some cases. For example, as a result of
the analysis of content in social networks, it was
revealed that most companies use social networks
to promote their CSR projects. Most of the posts on
social networks are related to projects aimed at the

development of education, healthcare, sports and
culture. But within the framework of our topic, we
should focus on environmental initiatives of com-
panies. Thus, the CCI Kazakhstan company’s page
falls under the study.

Further, the analysis of user reviews and com-
ments on social networks about CSR projects was
carried out. As a result, it was revealed that users
pay attention to the details of projects, their effec-
tiveness, achievement of specific goals and compli-
ance with the company’s values. Also, users show
great interest in participating in CSR projects, ex-
press their support and gratitude for carrying out
such projects.

For the study, a period of six months a year
(September 2022- February 2023) was designated,
during which all materials that were published on
social networks regarding Corporate social Respon-
sibility were monitored.

Thus, the CCI Kazakhstan company page - @
cocacolaicecekkz was investigated.

The peculiarity of CCI Kazakhstan is that this
company maintains two different pages on Insta-
gram, the first of which directly reflects the products
themselves, and the second tells more about corpo-
rate culture, values, obligations - this page has come
under the study in this article.

On this social media page, 7 materials on social
and corporate responsibility were published, such
as:

- training women in a new profession;

- holding a Clean Up Day;

- results of the Clean Up Day;

- Volunteer Day and what was done as part of
volunteering;

- training of young specialists;

- report on Water Commitment;

- video about separate waste sorting.

Detailed information about CSI Kazakhstan can
be found in Table 1.

Table 1 — Content-analysis of the CCI Kazakhstan Instagram page

The name of

Content of the post

Relate to the envi-

The analysis of the

Number of likes

Number of comments

new profession

pany participated
in the training pro-
gram and got new
job as a operational
driver

positive and express
supportive messages
according this action

the post ronmental issues comments
1 2 3 4 5 6
Women learn | Women in the com- no 100% of comments are 125 9
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1 2 3 4 5
Clean Up day | The video shows yes 100% of the com- 75
Results in video | the quantitative ments are positive and
results of the Clean shows the good posi-
Up day and how tion of the subscribers
much garbage was towards World Clean
collected during Up Day
that day.
The Clean Up The process of yes 100% Subscribers 88
day Cleaning and the leave positive com-
emotions of the ments according World
employees, who in- Clean up day and ex-
vited their families press their support.
to join this activity.
Volunteer’s The company no 100% of subscribers 57
Day and what | showed all Volun- show their support and
was done teer activities dur- send positive emojis
ing their work.
New employees | The process of the no - 88 0
training training
Report accord- | The company has yes No comments 49 0
ing water com- | official commit-
mitment ments and they
show them in their
social media
Recycle issues | The video shows yes All comments are 99 3
inside the com- | how employees of positive
pany the company pays
attention

All posts were accompanied by active support
from subscribers in the form of likes and comments.
However, it is worth noting that there is a complete-
ly true theory that most of the reactions are made up
of employees of this large-scale company. Never-
theless, the active involvement of employees indi-
cates a high corporate culture, as well as the wide
dissemination of these materials among friends and
acquaintances of company employees.

According to the data from the table, 56% of all
posts about corporate social responsibility of this
company touch the topic related to environmental
issues. These posts collected 311 likes and 14 posi-
tive comments, which in turn are 100% positive.

Coca-Cola has clearly divided the maintenance
of pages on social networks of products from PR
into two different Instagram pages. Thus, the focus
of users is divided, and questions about products are
not received on the @cocacolaicecekkz page.

The analysis of the company’s social media ac-
tivity reveals an interesting dynamic of active sup-
port from subscribers, although there is suspicion
about the authenticity of some of these interactions.
Nevertheless, this suggests a positive corporate
culture and a wide reach within the company’s net-

work. The data also highlights a strong emphasis
on environmental issues in their corporate social
responsibility posts, with a significant number of
positive reactions. Additionally, CCI Kazakhstan’s
strategic separation of product-related content from
PR on different Instagram pages effectively divides
user’s focus.

Results and discussion

The study includes content analysis of the com-
panies’ pages in social networks that actively pro-
mote corporate social responsibility in Kazakhstan
through their activities.

Content analysis showed that the company is ac-
tively trying to promote its CSR projects on social
networks. The approximate publication frequency —
monthly.

Content analysis also showed that the company
uses photo and video materials in its posts about
CSR.

It was revealed that the most popular topics
that CSR companies engaged in in social networks
are environmental protection, charity, assistance to
those who need a help;, as well as gender equality.
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Despite the fact that companies actively pro-
mote their CSR projects on social networks, many
of them do not use this tool effectively. Most com-
panies publish only information about their projects
without addressing the target audience and without
forming interaction. In this way, companies could
achieve two goals: building a high-quality PR strat-
egy, as well as increasing environmental awareness
among their audience. This work proves that compa-
nies in the course of their activities can educate their
subscribers to protect and take care the nature, as
well as introduce useful eco-habits into their lives.

It was found that companies in Kazakhstan use
social networks to promote their projects and im-
prove their reputation. However, the effectiveness
of these practices may depend on how well they are
suitable for a particular company and how well they
meet the interests and expectations of the target au-
dience.

Discussing the results of the study, it can be
noted that corporate social responsibility in social
networks is an important aspect in raising people’s
environmental awareness. Effective use of social
networks can improve a company’s reputation and
increase its attractiveness to consumers and poten-
tial investors. However, in order to successfully
implement a CSR strategy in social networks, com-
panies must carefully analyze their target audience,
choose appropriate CSR practices and communicate
effectively with users of social networks.

Based on this research, it can be concluded that
the use of social networks as a tool for promoting
CSR in Kazakhstan is an effective way of forming
a positive reputation of the company and increasing
consumer loyalty, as well as increasing environmen-
tal awareness. In addition, the use of social networks
allows companies to draw attention to social prob-
lems and achieve concrete results in solving these
problems. However, in order to achieve maximum
effect, it is necessary to develop comprehensive PR
strategies that would include the use of social net-
works, offline events.

To clarify the results of the study, it recommend-
ed to conduct additional case studies of companies,
including analysis of social networks, interviews
with company representatives, analysis of financial
statements and other open sources, surveys of po-
tential audience.

It is also worth to note that the use of social net-
works to promote CSR has its limitations. Firstly,
some companies do not have enough resources to
carry out large CSR projects, which may affect their
reputation. Secondly, there is a risk of contradictions
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between the declared values of the company and the
actual activities, which can lead to deterioration of
the company’s reputation.

Nevertheless, the use of social networks to pro-
mote CSR is an important element of the PR strat-
egy of companies in Kazakhstan and a contribution
to environmental awareness.

Conclusion

In conclusion, it can be noted that corporate
social responsibility is an urgent topic not only in
the world, but also in Kazakhstan. The use of social
networks to promote CSR is an important element
in the formation of environmental awareness of the
audience.

The analysis of the content of companies’ so-
cial networks showed that companies in Kazakhstan
actively promote their CSR projects on social net-
works. However, not all companies use this tool ef-
fectively. Most companies publish only information
about their projects without addressing the target
audience and without forming interaction.

The study revealed that the key principles of
successful promotion of CSR in social networks are:
the formation of interaction with the target audience,
the active use of visual tools, conducting campaigns
with the participation of users and regular content
updates. And successful CSR in social networks has
a beneficial effect on the environmental awareness
of users of social networks.

It is recommended to conduct additional re-
search to clarify the results and for a deeper analysis
of the use of social networks in the promotion of
CSR. However, it can already be argued that the use
of social networks is an important element of the PR
strategy of companies in Kazakhstan, and makes it
possible to increase the effectiveness of their proj-
ects in the field of corporate social responsibility.

It can also be added that new research in this
topic and analysis of statistical data can give a more
complete understanding of the impact of Corporate
Social Responsibility (CSR) in social networks on
the business environment and environmental con-
sciousness of society in Kazakhstan. It is impor-
tant to pay attention to the increasing interest of the
population in environmental and social issues. The
number of voluntary participants in various environ-
mental and social projects, as well as the involve-
ment of the state — these factors can be evidence of
the previous argument.

CSR can show good effect on social media if
companies develop strategies to educate and inform
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their audience. This could include creating aware-  g¢ani practice, there is still significant potential

ness campaigns about the importance of sustainabil-  for deepening and expanding sustainable initia-
ity and its impact on the future of the planet. All  {jyes in social networks. Further research and
these actions can be implemented with the help of  ¢o]lective efforts can help Kazakhstan achieve a
social networks, as well as by attracting bloggers. more sustainable future, while promoting busi-

Thus., figspi‘Fe the fact that Corpqrate Social  pegq development and improving the quality of
Responsibility is already presented in Kazakh- society’s life.
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