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CSR communication in social media - the influencer’s or the company’s post is more effective? 

Corporate social responsibility (CSR) has become increasingly important in recent years, both for companies and stakeholders. Communication of CSR efforts is essential to raise awareness of CSR activities among stakeholders. In our country, there are also numerous examples of companies using social media to communicate these messages to their consumers, either through their own account or through influencers.
The aim of this study is to assess whether, if a company wants to communicate its CSR activities on Hungarian social media, it is more efficient to do so through its own page or through an influencer. In marketing, purchase intention is often used as an indicator of the effectiveness of communication, which is indirectly influenced (through brand attitude) by the credibility of the source and the scepticism towards the source. Through these four elements, I measured which source is more effective.
In the secondary research, I conducted a content analysis of CSR communication on the Instagram pages of Hungarian influencers and companies with Hungarian profiles.
The primary research was conducted among 18-24 year olds, as studies have shown that they are the most likely to follow influencers and companies on social media, and this age group is most likely to interact with the posts in some way. Through two focus group interviews, I assessed whether the CSR communication posted by the influencer or the company was found to be more credible, and which post elicited less scepticism, more positive brand attitudes and greater willingness to buy.
The results of the secondary research show that, on average, there are more comments under influencers' posts containing CSR communication, but a higher percentage of comments are relevant to sustainability under posts posted by companies.
During the focus group interviews, participants perceived the company as more credible, which had a positive impact on their attitude towards the brand. Scepticism appeared in participants after seeing both posts, but this had no impact on their attitude towards the brand. However, the scepticism associated with the brand motivation had a negative impact on the interviewees' opinion of the CSR campaign in question. No willingness to buy was aroused in the participants after seeing any of the postings.



