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ABSTRACT

The present study experimentally investigated the interactivity on social media platforms of

small businesses in Hawaiʻi, specifically identifying which social media platforms businesses

primarily use when they promote CSR activities and what kind of CSR strategies promote

positive relationship outcomes (i.e. trust, loyalty, and transparency) with customers. Past research

studies have identified helpful strategies for small businesses to implement in order to increase

customers; However, the relationship outcomes with customers needed to be further researched.

Small businesses in Hawaiʻi were chosen as primary participants to provide direct applicability

to these businesses and hoping it can translate to other businesses as well. 13 small businesses in

Hawaiʻi were interviewed online answering questions about the social media platforms in which

they currently use and finding successful CSR activities that can be used as a guide to increase

positive relationship outcomes with their customers. Findings concluded that Instagram is the

most used platform among participants in which their personal experiences with social media

and target audience influenced their decision to create their business an account. Sharing behind

the scenes content such as product making, personal values, community outreach, and

sustainable actions can help reach out to like-minded customers and build a strong connection

with a small business. Findings related to the research questions emphasized humanizing their

small business is vital to maintain and grow relationally with their customers. Since participants

in this study were small businesses in the food and services and retail sector, expanding the

research to restaurants and the hospitality industry may propose different CSR strategies to

promote on social media.

Keywords: Corporate social responsibility, social media, small business, relational

outcome, sustainability practices
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CHAPTER 1: INTRODUCTION

Now more than ever, people are concerned about whether the products they consume or

companies they shop at are making a positive influence on the world. Consumers of brands

would do their research and find information about the environmental, philanthropic, ethical, and

economic responsibility a company abides by. This is where Corporate Social Responsibility

(CSR) enters the situation, and companies would strategize ways to integrate social and

environmental concerns into their business operation and interact with their stakeholders.

Donations to charities, employee volunteering, environmentally conscious production processes,

ethical labor practices, and more are a few examples of how a company can display CSR.

Juggling all of these principles can be a lot for an organization to manage while making a

positive influence in the world. When social and political movements heightened in the new

decade, this alarmed organizations to reevaluate their business operation, express authenticity in

their products/services, and be honest about their brand. One way for organizations at this time of

social distancing and working from home to communicate with their customers and the public is

on social media.

Within the past couple of years, many people took to social media as their primary

method of communication to connect with their loved ones and friends. This also became a time

for businesses and organizations to get involved on social media platforms to interact with their

customers and to build more traction for their names. Well-known platforms such as Facebook,

Twitter, and Instagram seem to be the most fitting in terms of connecting with stakeholders. On

Instagram, the platform allows up to 2,200 characters giving organizations the freedom to get out

information to their audience in a post if the message cannot be explained through a photo or

video. Also within the platform, organizations can post a story that is available for anyone to see
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within 24 hours. Using this element can help with spamming information with time-sensitive

content and does not do any harm to the aesthetic of the feed. On the other hand, tweets can

contain up to 280 characters, and brands can come up with clear and concise messaging however

many times they please. By using the appropriate hashtags and careful word choices, Twitter

users can leave a heart and retweet, spreading the information to a vast majority of people on the

platform. All this to say, social media is a great connector to interact with users online, but one

CSR practice that needs to be developed on these platforms is promoting sustainability practices.

The first thing that comes to mind when talking about sustainability is how to be

environmentally conscious. However, there are three fundamental pillars of sustainability and

they are: social, economic, and environmental (Hansmann et al., 2012). Social sustainability

refers to the cultural and societal values, education, and personal development of the

organization (Hansmann et al., 2012, p. 455). Economic sustainability is the practice of

generating income and employment as well as enhancing social and human capital (Hansmann et

al., 2012, p. 455). Environmental sustainability is the responsibility to conserve natural resources

and protect global ecosystems to support health and well-being, including now and in the future

(Khan et al., 2021). With this in mind, businesses that promote sustainable practices on social

media must have a strategy or special messaging elements that attract social media users to act

upon these posts and perform sustainability practices.

This holds especially true for small businesses. Although finances and resources may

hinder their ability to promote or engage in sustainable practices, social media provides a free

outlet for small businesses to release CSR-related content. As mentioned earlier, employee

volunteering, environmentally conscious production processes, and donating to charities are a

few examples of CSR-related activities that small businesses can contribute and craft content to
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be released on social media. Following the three foundational pillars of Corporate Social

Responsibility—social, economic, and environmental sustainability (Purvis et al., 2017) can help

small businesses to come up with ideas.

For Corporate Social Responsibility to be successful, owners and managers must be

strong in their values in that internal stakeholders (i.e. employees) can embrace the businesses’

identity and build a positive reputation with the public (i.e. external stakeholders). Social media

users are conscious of the way employees are treated and represented by higher-ups. The

relational aspect between an owner/manager to an employee can be important to an organization

if the owner decides it to be. This goes along with other values the owner of a small business

must choose to build a reputation on social media and a positive outlook towards their business.

When employees ask questions and more: consistency, internal training, and using human capital

as leverage can improve a small business’ identity—from Huang-Horowitz’s (2015, p. 348)

findings. Companies should be transparent about their ethics, products, organizational structure,

and more to their audience. Huang-Horowitz (2015) states clearly that transparency does not

mean telling all but being honest (p. 349). That should not be hard to ask for from businesses

(big or small), but it is difficult. Because sustainability is a growing concept in terms of

addressing it effectively on social media, I propose two research questions in this paper:

RQ1: What social media platforms do small businesses primarily use when they promote

CSR activities?

RQ2: What kind of CSR strategies does small business use to promote positive

relationship outcomes (i.e. trust, loyalty, and transparency) with customers?
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CHAPTER 2: LITERATURE REVIEW

1. Corporate Social Responsibility (CSR)

First coined in 1953 by economist Howard Bowen, Corporate Social Responsibility

(CSR) is viewed as an umbrella concept in which actions are made to promote social good

beyond the firm’s interests by relating to sustainable, responsible, and ethical business behavior

(Chakraborty, 2015; McWilliams & Siegal, 2001). Under CSR, there are four foundational pillars

that firms must abide by in being socially accountable for their customers, stakeholders, and the

world at large—environmental, philanthropic, ethical, and economic responsibility (Księżak &

Fischbach, 2018). A few examples of which companies can show their commitment to CSR are

by organizing fundraiser events, offering employees paid volunteer time, implementing

educational programs for employees, being environmentally conscious, and more. In 1999,

Coca-Cola encountered a pushback from the community in Kaladera, India after a decline in

water accessibility from Coca-Cola’s plant. A few years later, the movement gained momentum

and the corporation decided not to walk away from the situation, instead, listened to the

community and provided help. Coca-Cola promoted a drip irrigation system in the villages of

Rajasthan. During the process, Coca-Cola built trust and cooperation with the community using

the open door policy, using local resources, laborers, and contractors for all social projects

(Chaklader & Gautam, 2013). When CSR was introduced, it primarily targeted large firms to

reflect on their organizational structure and to make a positive difference in the world, however,

this may look different for a particular organization (McWilliams & Siegel, 2001). This is

because large firms have access to opportunities, funds, and resources to fulfill the foundational

pillars of CSR.
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To understand Corporate Social Responsibility concerning social media further, let us

take a step back and look at the importance of having CSR communication with the companies’

stakeholders. There are two kinds of stakeholders: internal stakeholders and external

stakeholders. Internal stakeholders consist of individuals that are directly involved with the

organization such as employees, board of directors, managers, and shareholders (Fenwick, 2010).

Whereas, external stakeholders are those who do not work directly with the organization but are

affected somehow by the organization’s actions and outcomes. These positions include

customers, society, suppliers, and more (Fenwick, 2010). When considering the best-fit strategy

to implement a CSR message, the organization must decide between an internal CSR message

and an external CSR message. Quite similarly to the different kinds of stakeholders, there are

two types of CSR messages. Internal CSR messages show an organization’s efforts for

improving employee’s well-being and benefits while external CSR messages highlight the

organization's concern about and contribution to society (Brammer et al., 2007; Wang & Huang,

2018). Internal CSR has also been defined as an employee's emotional attachment to the

organization (Jayabalan et al., 2016; Wang & Huang, 2018). On the other hand, external CSR is

the environmental and social practice that can help strengthen the firm’s legitimacy and

reputation among its external stakeholders (Carroll, 1979; Brammer et al., 2007; Wang & Huang,

2018).

As mentioned earlier, CSR comprises environmental, philanthropic, ethical, and

economic responsibility. Before social media, companies relied on the end-of-year reports

released to their stakeholders to display their concern for CSR. Now with social media, it is a

free application to amplify various messages to external and internal stakeholders in hopes to

create more relationships and visibility for the organization. Welford (2002) argued that CSR
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could benefit environmental management and improve social issues such as human rights.

Welford and Frost (2006) identified several benefits (e.g., reduced risk, better stakeholders'

relationships) as well as constraints (e.g., lack of awareness of stakeholders' demand and lack of

resources) in implementing good CSR practices. The social responsibility undertaken by

corporates and SMEs, along with the commitment undertaken by the consumers, is vital to

address the social and environmental issues of the modern world (University of St. Gallen,

2012). CSR connects businesses to their stakeholders, and the fundamental aspect of this

relationship is CSR communication.

Decades later when corporate social responsibility was seen as a buzzword for firms to

gain a positive image, small business owners had to already take the upper hand in showcasing

CSR without promoting it as such. Parker et al. (2015) discovered that some owner-managers of

small businesses felt uncomfortable with the direct use of CSR for promotion purposes, while

others were using CSR to promote themselves on their websites. Since this concept originated

for large corporations to partake in and show commitment actions in making positive influences

on the world, this does not mean small businesses are unnoticed by their contributions to the

world. Major corporations can afford to set aside CSR funding to put on events but this is not

always applicable for small businesses.

Although CSR initiatives primarily focus on major corporations to implement, research

has identified important values of CSR in small businesses. Evans and Sawyer's (2010) study

found Leoputre and Heene’s (2006) definition of small business responsibility to be a fitting term

for determining CSR values in small businesses. From a responsible entrepreneur perspective,

they must: treat customers, business partners, and competitors with fairness and honesty; care

about the general well-being of employees and customers; offer training and development
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opportunities; be a “good citizen” in the local community; and respectful of natural resources and

the environment (Lepoutre & Heene, 2006). These traits of small business responsibility helped

Evans and Sawyer (2010) to conclude findings about CSR initiatives that are feasible for small

businesses to incorporate in their workplace.

2. Opportunities for CSR in small business

Small business owners and managers mentioned that doing the right thing, improving the

image of business, and making more money were key motivations to implement socially

responsible behavior (Lepoutre & Heene, 2006). For many small businesses, the drive to

integrate CSR was identified to be founded and often the owner-manager (Vallentin & Morsing,

2008). An example for the drive to include CSR initiatives from owners can be found in Zephyr,

a family-run business that produces and markets headwear to colleges, NCAA, and U.S. and

Canadian professional hockey leagues. When signing on a new client, the business sends out a

code of conduct with guidelines about worker wage awareness, social security benefits,

excessive overtime, subcontracting, informed workplace, and grievance procedures (Milne et al.,

2013). This example along with networking across sectors, volunteerism, and giving to charity

are a few ways small businesses can cultivate close relationships within the social and business

environment (Morsing & Perrini, 2009). Overall, the values of CSR in small businesses

encompasses a lot that owners-managers can include to benefit their stakeholders on their own

scale rather than a corporation standpoint. This can also relieve the pressure to become like

corporations and instead, focus on trust and openness (Spence & Rutherfoord, 2000; Lepoutre &

Heene, 2006).

3. Challenges for CSR in small business
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Even though small businesses see business opportunities while supporting the local

community through CSR activities, there are some challenges. Fenwick (2010) found that small

businesses donate time and space to activities supporting local community groups, in the form of

displaying pamphlets, publicizing free materials, or donating space to hold community meetings

and raise social issues (p. 160). A central challenge for small businesses is balancing social

responsibility commitments to the cost of the initiative. Oftentimes, small business owners have

limited resources. While deciding to support local produce or businesses to supply their products,

the cost of production may cause the product to be priced at a higher price point. An example of

this comes from a university in Edmonton receiving a strong demand for ecological household

products. All cleaning fluids and paper supplies were biodegradable and sourced responsibility,

as it attracted customers, however sales were low due to the high price point (Fenwick, 2010, p.

160). Many small businesses fear that they may lose competitive edge from national and

international markets due to the lack of meeting social and environmental requirements of buyers

and supply chains (Maloni & Brown, 2006; Morsing & Perrini, 2009).

Another challenge small businesses face in practicing CSR initiatives is the balance

between a customers demand, local community demand, and the businesses’ own survival. In the

event of an owner connecting with social responsibility, the difficulty of responding as a business

or a concerned citizen becomes a question (Fenwick, 2010, p. 159). A major motivation for

Social Responsibility (SR) behavior for small businesses may be customer loyalty and local

business reputation (Fuller & Tian, 2006; Kusyk & Lozano, 2007; Fenwick, 2010, p. 154).

Selecting environmental suppliers, limited resources, maintaining positive attitudes with local

clients and local competitors are a few challenges where balancing social responsibility for small

business come into play. After gathering all these concerns, at the end of the day, meeting the
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sales goal for a small business lets them stay in business the next day, but only a minority of

customers prefer to buy from ethical businesses (Evans & Sawyer, 2010).

4. Local small businesses in Hawaiʻi

The islands of Hawaiʻi comprise of business ranging from an array of sectors. According

to Hawaiʻi Business Magazine, small businesses represent 99.3 percent of all businesses, that is

126,600 small businesses (Baker, 2017). In 2020 during the COVID-19 pandemic, the state

Department of Business, Economic Development and Tourism launched a website named “Buy

Hawaiʻi, Give Aloha” to highlight businesses that sell online to the public (Stroh, 2020). In order

to be considered on the list, businesses would need to meet the requirement of having at least

75% of total product offerings on their website made in Hawaiʻi (Made in Hawaiʻi, 2020). This

provided an opportunity for residents on the islands to discover and buy from local small

businesses to help sustain economic growth during this troubled time.

On the other hand, local businesses can reach new customers because of their online

presence. Not every small business prioritizes social media presence. In a 2018 Census Bureau

statistic on Hawaiʻi small business count by size and industry, the top 3 industries were:

Professional, Scientific, and Technical Services, Other Services (except Public Administration),

and Real Estate and Rental and Leasing. However, Retail Trade (ranked 4) and Accommodation

and Food Services (ranked 10) industries offered more content revolving around CSR on social

media platforms, which could indicate these small businesses rely on these communications tools

to reach new customers.

5. CSR on social media and its impact on small businesses

Moreover, recent studies highlight the impact of social media on CSR, particularly in

small businesses. Khanal, Akhtaruzzaman, and Kularatne (2021) explained that owners and
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managers of small businesses use social media for business purposes and were likely to see

information about competitors and trends without realizing its relation to CSR (p. 1926). Ethical

policies and establishing company values are some CSR practices that respondents were unaware

of (Khanal et al., 2021, p. 1927). These examples demonstrate the importance of awareness small

businesses need to have on social media to build trust and a good relationship with their

stakeholders. Russo and Tencati (2009) view that “it is the community that wants CSR from

small businesses, and as a consequence, small business pursues CSR” (p. 349). At the end of

Khanal et al. 's (2021) study, the authors provided recommendations for small business owners

and managers to keep in mind when implementing CSR. Social media influences various CSR

practices related to the employees, the environment, the marketplace, the community, and the

values of small businesses. By adopting practices that best fit small businesses’ means and

resources, can benefit their relationships with stakeholders with the influence of social media.

Thankfully, social media is a free mediator between a business and its stakeholders, but many

users might not have a complete understanding of CSR as it could inhibit essential issues and

promote popular matters (Jones et al., 2015).

6. CSR communication and social media

Social media is a group of internet-based applications built on Web 2.0 and allows the

creation and exchange of user-generated content (Kaplan & Haelein, 2010). As the World Wide

Web developed, the Internet provided platforms for electronic word of mouth (eWOM) to be

utilized in website reviews, discussion forums, and social media websites. During the transition

of desktops and computers being the primary electronic, now are smartphones and tablets.

Smartphones are the most accessible to interact with one another through sharing comments,
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pictures, and videos with their followers and are open to the public to view (Canhoto & Clark,

2013; Erkan & Evans, 2014; Kim, Sung & Kang, 2014).

Today’s new form of online word-of-mouth (WOM) communication is known as

Electronic Word-of-Mouth or eWOM (Yang, 2017). According to Cheung and Thadani, the

internet provided eWOM in social platforms such as blogs, review websites, shopping websites,

and social media websites (2012). The exchange of information during a dialogue and in private

conversations was the start of WOM (Hung & Li, 2007). Studies proved eWOM to be more

trustworthy and persuasive than traditional media and TV advertisements (Cheung & Lee, 2012).

With the extent of eWOM communication online, consumers can post their opinions and

comments on social media platforms, review websites, and blogs. The internet holds information

in real-time and from years ago. Consumers can access other people’s responses asynchronously

(Goldsmith, 2006; Karakaya & Barnes, 2010). This tool becomes available to all online

consumers to share their opinions and reviews with other users. Before the internet, consumers

engaged in face-to-face conversations with friends and family to consult which product or

service to trust. With the Internet, consumers research information about a product or service

(Nieto et al., 2014). People can exchange information and opinions with friends and

acquaintances online using various platforms to express their emotions and feelings about a

topic, idea, or product online asynchronously. (Chu & Kim, 2011; Kozinets et al., 2010;

Plummer, 2007).

According to Podnar (2008), CSR communication refers to “a process of anticipating

stakeholders’ expectations, articulation of CSR policy and managing of different organization

communication tools designed to provide true and transparent information about a company’s or

a brand’s integration of its business operations, social and environmental concerns, and
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interactions with stakeholders” (p. 75). Now with social media, a free mode of CSR

communication, businesses can utilize its interactive and social features to reach new levels of

openness and transparency with their stakeholders (Sutton, 2016).

Social media applications such as Facebook, Instagram, and Twitter provide two-way

communication between businesses and consumers to engage in conversation regarding CSR

initiatives. Unlike traditional CSR practices portraying one-way communication through annual

reports, social media messages reduce information asymmetries by activating a two-way mode of

communication. Interactive, two-way communication on social media can bring light to any

greenwashing or misleading information businesses could potentially provide and this

opportunity empowers users and activists to detect such misinformation (Lyon & Montgomery,

2013). In this day and age where consumers of social media are also the producers of content,

information can disseminate from multiple platforms and therefore, mislead businesses to

promote CSR practices by following trends. An example of a CSR practice that incorporates a

social media feature is reposting. Twitter is the originator of retweeting or ‘reposting’

information for another user on the platform. According to Saxton et al. (2017), there is a

positive relationship between retweets and social movement tags rather than CSR hashtagging

the topic itself. Their results could not support the effect of CSR topic hashtagging to prove the

effectiveness of CSR.

6.1. Facebook

In 2004, Mark Zuckerberg launched Facebook and became the first social media platform

to surpass 1 billion registered accounts. The platform has several functions and interactive

features for users to personalize their profiles. A user can upload written posts, pictures, videos,

send messages, and share links. In return for posting content, a user can react to another user’s
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post by sending a “like.” As of 2016, reactions to posts have expanded to include: love, haha,

wow, sad, and angry. Facebook users can also engage in pages that focus on their interests known

as Facebook Groups (Facebook, 2022). One can post relevant content such as events, media and

promote information. Similarly to this functionality, Twitter paved the way for social media to

find information based on a word or phrase.

6.2. Twitter

Twitter launched in 2007, shortly after Facebook was being used. One primary feature of

the application that sets them apart from other social media platforms is the utilization of

hashtags. Hashtags are accompanied by a pound (#) sign allowing people to view posts that

contain a specific word or phrase. On Twitter, a user can post tweets that are brief messages

limited to 280 characters but initially began with a 140-character limit (Logghe, 2016). Users can

interact with other users by retweeting (sharing an already-made post), quoting tweets, liking

tweets, or replying to any tweets (Logghe, 2016). The asynchronicity of Twitter grants users

access to tweets made from years ago or in real-time during their time on the application. In later

years, other social media platforms, such as Facebook and Instagram, implemented hashtags that

serve the same purpose on Twitter. It is important to note that hashtags do not need to relate to

the context of the caption. Hashtags are not a requirement in every post. The choice of not

including hashtags in posts results in users not identifying a given social media post to that

hashtag.

6.3. Instagram

Started in 2010, founders Kevin Systrom and Mike Krieger created Instagram to integrate

elements of photo sharing, photo filters, and more, all in one platform. At the time when the

application launched, their competitor, Hipstamatic (launched in 2009) was available for users
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with a $1.99 purchase making Instagram wildly popular along with their ‘like’ and ‘comment’

elements. In 2012, Facebook announced “that they had signed a US $1 billion deal to buy

Instagram (Facebook, 2012). When this news hit the press, Instagram users were displeased and

upset by Instagram’s decision. Yet, fast-forward to 2018, people have slowly been unaware of

this purchase. At the time Facebook bought Instagram, there have been many changes and

add-ons to the platform in which it upheld Systrom’s and Krieger’s purpose of integration when

initially creating the platform.

One of the most notable changes on Instagram’s platform is the switch from a

chronological timeline to an algorithmic timeline. There are three core categories in which each

user’s feed is based on: interest, recency, and relationship (Leaver et al., 2020). In summary,

interest focuses on how much Instagram perceives a user will want to see a post based on past

viewing of similar content. Recency is self-explanatory, how new the post is; and relationship is

how close a user is to the user posting the content (Leaver et al., 2020). This is determined by the

frequency of past liking, comments, and being tagged in photos together. When a user has an

aesthetic to their accounts, depending on who is attracted to that user’s content will interact by

liking, commenting, and even sharing the post onto their own story. Instagram is among one of

the only platforms that created an affordance for users to have up to five accounts to access

without constantly logging out and in.

6.4. TikTok

TikTok is a well-known social media platform where users create content, share, and

establish their presence. The social media platform skyrocketed when UGC built different

communities on the platform (Omar & Dequan, 2020; Ahlse et al., 2020). When TikTok started

in 2018, users were limited to filming fifteen seconds of content. In 2021, the time limit to record
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increased to a minute, and users can include more information in their content. Now, the

platform allows users to post videos up to ten minutes long. TikTok is available in 154 countries

and 39 languages (Zuli & Zuli, 2022). The popularity of TikTok is due to its interactive form and

rich content. On the platform TikTok, challenges (known as #challenges) contain a combination

of the following three elements: text, sound, and movement (Zuli & Zuli, 2022). Behind every

challenge is a goal or a specific purpose. The challenge can start organically or by a company

made to sponsor a product or call to action. This increased credibility generates the potential to

influence attitudes toward a brand, and spark eWoM behavior, brand engagement, and long-term

consumer-brand relationships (Ahlse et al., 2020).

7. Social media elements

In hopes to have an in-depth understanding of where CSR communication stands in

social media, let us recall a powerful online communication tool—electronic word of mouth

(eWOM). Henning-Thurau et al. (2004) defines eWOM as “any positive or negative statement

made by potential, actual, or former customers about a product or company, which is made

available to a multitude of people and institutions via the Internet” (p. 39). Anyone with a social

media account has access to post, comment, and share whatever they like on the platform

because it is completely free as long as it follows community guidelines (Lee et al., 2013). On

the Internet, users are free to give their views about issues without companies’ consent. The type

of feedback a social media user may have about a company’s CSR communication depends on

cultural differences (Chu et al. 2020, p. 2). When multinational companies craft their CSR

strategies, it is important to consider the country's values and understanding of information.

“Such eWOM behaviors may include liking, following, or hashtagging a brand’s causes,
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commenting or sharing thoughts about a brand’s CSR programs, and inviting friends to join

groups in social media dedicated to socially responsible initiatives” (Chu et al. 2020, p. 2).

Semantic tagging is a feature that is useful to social media for people to sort, find, and

organize content. In 2006, Twitter adopted this tool and is now commonly known as a hashtag

(Rauschnabel et al., 2019, p. 473). Accompanied by the pound (#) sign, hashtags are designed to

allow users to tag social media posts with words and phrases that offer a user’s own thoughts on

the post itself (Daer et al., 2014). On Twitter, it is recommended to begin the hashtag with the

pound sign in order for the keyword or phrase to be searchable to the public once the social

media posts goes live. Later, as hashtags became a big phenomenon on Twitter, other social

media platforms, such as Facebook and Instagram began implementing hashtags to accompany

their posts. Organizations noticed how popular this tool gains traction and interaction with the

public, that they started using it to gain brand awareness on these platforms.

According to Rauschnabel et al. (2019), there are five hashtagging motivations that are

proactive for more users to engage in brands and their social media platforms: entertaining,

modern, inspirational, related, and structured. The entertaining hashtags highlighted funny,

entertaining, and creative remarks. Modern is a collective term to describe hashtags that are

trending currently, popularly used among social media users. Inspirational aspects included

mystic, inspirational, and proactive hashtags. Related refers to the connection with groups of

people, such as fans of a sports team and customers of a brand with similar interests. Lastly,

structured hashtags allowed users to read the following hashtags to gain descriptive summaries

of each post.

Brands such as TOMS, Make-A-Wish Foundation and Disney utilized hashtags to

promote CSR fundraising campaigns on social media platforms. In 2016, in celebration of their
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10-year anniversary, TOMS launched their “One Day Without Shoes” campaign on Instagram.

Users were encouraged to post photos of their bare feet with the hashtag #withoutshoes, and

every photo used, TOMS gave a new pair of shoes to a child in need. (TOMS.com, 2018).

Another example of a hashtag campaign was a collaboration with Make-A-Wish Foundation for

Disney’s #ShareYourEars campaign. Disney encouraged fans to post their picture with Mickey

Mouse ears and the hashtag #ShareYourEars, then donated the $5 to Make-A-Wish Foundation

for every photo (businesswire.com, 2018).

In these cases where brands are either raising funds or providing essentials to those in

need, hashtags are also helpful in advocacy efforts. A popular demand from social media

consumers forced brands to take actions for social causes. The hashtag #whomademyclothes

began as a response to the Bangladesh clothing factory collapse that killed 1138 workers. From

this hashtag campaign after garnering 3.8 posts on Instagram, gained attention by the fashion

industry to share their business practices. This devastating situation shows the vital role of social

media and how influential promoting sustainable clothing consumption can be. (Son et al., 2022,

p. 3). On social media, the available functions of a platform helps consumers find basic product

information and empower users to hold businesses accountable for their business practices.

Besides using hashtags on social media to promote a campaign, the communication tool

of eWOM can help share a brand’s values and their CSR activities. Chu and Chen (2019)

conducted a study on consumer motivation to interact with CSR communication and found that

the more users participate in CSR communication on social media, the more likely they are to

engage in positive eWOM about the brand, produce favorable brand attitudes, and increase

purchase intention as a result of their enhanced identification with the brand (p. 459). In another

study by Kang and Hustvedt (2014), they found that “consumers’ perceptions of a brand's
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authenticity and social responsibility directly affected their trust and attitudes toward the brand

and indirectly affected their intentions to spread positive WOM and to purchase the brand. If a

brand wants to promote a certain CSR activity on social media, they could reach out to target

customers or sustainability groups, to name a few, to spread a message to encourage

sustainability practices (Minton et al., 2012, p. 71; Chu & Chen, 2019, p. 460). This leads to the

first research question:

RQ1: What social media platforms do small businesses primarily use when they promote

CSR activities?

8. CSR and Relationship Building Outcomes

During the early stages of Public Relations (PR), communicating messages to audiences

was one-way. PR professionals prepared media kits providing information to journalists and

gatekeepers to disseminate and distribute information regarding events, product releases, etc.

Those who once controlled the message no longer have much control over the content now (Clair

& Mandler, 2019). In the Digital Age, online media allows for dialogic communication.

According to Wilcox and Cameron (2009), dialogic communication refers to the mental

exchanges between organizations and stakeholders. Providing feedback and raising public

concerns and input are accessible to voices because of dialog online. The interactivity happening

online thus generates trust, increases products, product knowledge to a customer, and more

(Sundar et al., 2012).

8. 1. CSR Engagement

Before going into CSR engagement in social media, understanding the concept may help

to comprehend its definition. According to Vaaland et al. (2008), CSR engagement generates

positive outcomes in organizational business relationships. The relationship type that Homburg
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et al. (2013) primarily focus on are stakeholders: customers and employees because those that

represent the selling and labor market have the most influence on the firm performance (Maignan

& Ferrell, 2004). From Homburg et al.’s (2013) study on CSR engagement between

organizational customers and suppliers, business managers should differentiate CSR engagement

with their target stakeholders dealing with business operations and those outside business

operations addressing the community (p. 66). On social media, information gets publicized to all

users and may not reach their intended audience. By setting boundaries of what to advocate for

CSR information, managers can proactively include CSR strategies in their business strategy to

ensure consumers receive positive relationship outcomes of transparency, trust, and loyalty.

Although these findings from scholars are generalized, CSR engagement may look

differently varying the country or area. Men et al. (2013) focused on how and why Chinese

social networking service (SNS) users’ engage in social media activities and what factors drive

their engagement (p. 19). Compared to an individualist country (United States of America) and

collectivistic country (China) engagement benefits, American users were motivated to seek

remuneration and benefits whereas the Chinese users connect with like-minded people who share

the same company and product preferences (Men et al., 2013, p. 20). In other words, social

media users look to product information and corporate information as a major driver to engage

with the company and their products. Understanding that viewing pictures display visual

information on social media, this is also an important thing to consider when thinking about what

affordances social media users consumers.

8.2. Audience Controlled CSR Engagement

When examining CSR engagement on social media, it is important to recognize that a

two-way dialogic communication between users and organization on such platforms can be
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controlled by the organization and by its audience. Kim et al. (2014) examined publics’

participation in dialogue with Fortune 500 organizations on Facebook. It is revealed that publics

were more inclined to like and comment on a post that conveyed empathetic and personal

information that encouraged users to share their responses regarding a topic (Ngai & Sigh, 2021,

as cited in Kim et al, 2014). Along with these elements, a user can share a post and share their

opinions about the post. According to Jiang et al. (2015), a ‘like’ indicates a lower level of

engagement whereas comments and shares are revealed to have a higher level of engagement

because of direct interaction with the organization. These forms of engagement: like, comment,

and share are audience controlled and indicate communication features users can utilize to be in

two-way communication with a business profile on social media.

8.3. Organization Controlled CSR Engagement

On the other hand of CSR engagement, organizations can control the kinds of content

they post. When businesses create communication context, there is a predetermined goal that

businesses hope to expect (Pera et al., 2016). In Sisson’s (2017) study on

organization-stakeholder communication on social media, their engagement increased donor’s

perceived controlled mutuality and intention to create social media posts on behalf of the

organization. By sharing appropriate news and information in such a way that provides the

organization with a human face or personality (Copp, 2019 as cited in Wang & Huang, 2018)

encourages customer relationships to build and engagement to increase. Organizations can post

about recent events, fundraising opportunities, and implementing core values in their posts to

make their social media page personable. Besides businesses posting their own content on social

media, stimulating comments with a shared purpose to stakeholders offer higher engagement

rather than sharing of photos which is the weakest form of engagement (Viglia et al., 2018). With
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the acknowledgement that on social media platforms, audiences can range from consumers,

investors, suppliers and more, businesses need to change the trajectory of their communication

strategies to interact with key stakeholders that will engage with other stakeholders and become a

true ambassador for the organization online (Viglia et al., 2018).

8.4. Relationship Outcomes

In order to make sure that businesses are reaching their target audience on social media,

business owners must know the impact of CSR is through a customer’s identification, trust, and

loyalty (Mandhachitara and Poolthong, 2008). As mentioned earlier, customers identify with an

organization that shares similar values and characteristics. This means businesses must craft

meaningful and attractive CSR strategies to appeal to consumers needs which then establishes

identification, trust, and loyalty to the company (Dowling, 2004; Yeo et al., 2011; Kotler &

Keller, 2012; Chung et al., 2015). Glaveli (2020) found that customers affect differently

depending on the CSR initiatives; customer-focused CSR initiatives are a stronger predictor of

both C–C (consumer-company) identification and the sole predictor of customer trust (p. 377).

Knowing that trust, identification, and loyalty are CSR outcomes to consider, determining the

type of initiative that works best for an audience is also important.

Ethics refers to the moral principles of a person or company. In the realm of Corporate

Social Responsibility, advocating a company’s desired ethics is a form of CSR strategy where

long-term relationship with customers and transparent communication can show (Ferrell et al.,

2019, p. 493). Ferrell et al. (2019) explains ethical brands do something good for society whether

that is using organic ingredients or addressing the needs and desires of stakeholders (p. 493). In

their findings of exploring business ethics, CSR, and brand attitudes, customer responses to

company’s CSR behavior have a greater impact on brand attitudes (Ferrel, 2019, p. 498).
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8.5. Transparency

In building a relationship with the customer/consumer and the company, there are

relationship outcomes from the customer or consumer in which they receive based on the

company’s business strategy execution. One factor that customers look forward to receiving from

a company is transparency. The term transparency can be defined as the openness of CSR

information regardless if the information is deemed good or bad (Kim, 2019; Kim & Ferguson,

2016, p. 7). In other words, transparency is the willingness of the company to be honest and

communicate about the failures of CSR, not only the positive CSR. There has been growing

pressure from customers for brands to act in a socially responsible manner because of the

fast-paced development of technology, that the opportunity has led to more connection and a

transparent environment (Iglesias et al., 2018).

In corporations, CEOs have the ability to disclose CSR information to stakeholders based

on their personal attributes and achieve company transparency. Based on the workplace

hierarchy, CEOs hold the highest position in a corporation and have power to be the performance

driver by responding to social, economic, and environmental issues. According to Wu et al.

(2018), firm transparency can be achieved by information disclosure to meet the needs and

interests of its stakeholders through communication. In other words, increasing company

transparency can decrease information asymmetry between firms and stakeholders. It is

important for CEOs to reflect on their personal attributes because it can significantly influence

corporate transparency as well as the quality of information disclosed by the company (Bamber

et al., 2010; García-Sánchez et al., 2020).

Thus, company transparency allows companies to build trustful relationships with

stakeholders. When company transparency is high, the effective social, political, or
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environmental knowledge exchange rises, hence making a strong connection between the

stakeholders and the company ensures long-term promises to CSR disclosure (Wu et al., 2018).

High company transparency leads to more relevant sustainability disclosures and can enhance the

company’s reputation and the relationship with stakeholders (García-Sánchez et al., 2020). All of

this can be applicable for small businesses, instead of CEOs, the influence comes from the

business owner. As companies communicate with their audiences using various communication

platforms, they should keep in mind that consistency and transparency are vital in CSR

communication because these two factors are principle in gaining stakeholder trust and seem

more credible (Kim, 2017; Coombs & Holladay, 2011; Du et al., 2010; Schlegelmilch & Pollach,

2005).

8.6. Trust

According to Glaveli (2021), from a company-customer standpoint, trust is the existence

of a relationship where the customer believes in the company’s reliability and integrity. In order

for trust, a relationship outcome to improve positively, organizations need to be consistent in

advocating their core values and principles to direct their business strategy decisions and actions

(Iglesias et al., 2018). From Shaw (2015), scholars suggest that trust is developed over time,

whereas other scholars find that a consumer can have trust instantaneously due to a commonality

of values with the company. Expressing caring values that showcased the personality of an

organization can be seen as a powerful tool which companies can utilize when crafting images

and messages to appeal to customers and induce trust (Glaveli, 2021). When an organization

engages in CSR, they can build a relationship of trust with different stakeholders, including

consumers (Kollat & Faranche, 2017). All this to say, a customer's perception of trust relates to a

company’s honesty and loyalty over their ability and skills.
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8.7. Loyalty

The third relationship outcome businesses strive for from their consumers and customers

is loyalty. Bhattacharya and Sen (2003) identifies loyalty as a constant and lasting preference for

the identified company’s products or services. Another way to look about term loyalty is the

connection a customer has with a brand whether it may be products, services, or values. There

are some brands that began placing CSR at the core of their business strategies to sincerely

interact with customers (Iglesias et al., 2018). According to Gupta et al. (2021), when consumers

receive CSR communication from an organization on social media, they develop an appreciation

for the brand. This then promotes positive emotions towards the organization and has a high

level of loyalty to the organization. A customer's loyalty for a brand may increase because of this

shift, later rewarding brands for an organization’s willingness to benefit the people and the

planet. As mentioned earlier, like the other relationship outcomes, consistency in CSR is

important to improve customer loyalty (Iglesias et al., 2018; Sierra et al., 2017; Singh et al.,

2012).

In order to maintain consistency, brands should be open to listening and understanding

the needs and challenges as well as seek solutions for stakeholders (Bahman et al., 2014). The

new digital age offers a more direct interaction with customers and brands. From Iglesias et al.

(2018), Lego’s launched a co-creation (collaborative brand-customer to develop relevant product

or service) named Mindstorm and became one of Lego’s best selling products because of the

interaction and say customers had in the making of the product. Although this example captures

a positive relationship between a company and customers' interaction through loyalty, there is

still a challenge to remain authentic and commit to CSR without greenwashing or selective

discourse (Iglesias et al., 2018). Essentially when a customer has a high level of loyalty, this
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results in positive word-of-mouth (Kim & Kim, 2016). When considering CSR strategies in

small businesses, learning what works for business owners to have a positive relationship with

their customers leads to the second research question:

RQ2: What kind of CSR strategies does small business use to promote positive

relationship outcomes (i.e. trust, loyalty, and transparency) with customers?
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CHAPTER 3: METHOD

In order to uncover how small businesses use social media to advocate corporate social

responsibility among users, I conducted semi-structured in-depth interviews. Qualitative

semi-structured in-depth interviews helped me uncover specific social media strategies that

businesses use to advocate CSR initiatives that work effectively on social media users, and also

provide detail as to why these strategies were beneficial for other businesses to consider. A

qualitative approach in research helped my study’s goal to examine social media elements and

strategies employed by these businesses, and how it builds the relationship a small business has

with their stakeholders. The semi-interview guide will consist of questions such as, “What are

some social media messaging elements (i.e. captions, hashtags, visual images, etc.) that prompt

you to advocate a CSR initiative?”, “What CSR practices have been implemented in your

organizational structure that is showcased on social media? If possible, can you explain in detail

a specific time for each practice?” and “What are some social media elements that prompt you to

engage in to build a relationship with stakeholders on social media platforms?”

1. Ethical approval

This study was approved by the Institutional Review Board (IRB) at the University of

Hawaiʻi at Mānoa.

2. Setting

The location for in-depth interviews took place on Zoom, a video conferencing platform.

This allowed participants to log in from any place of their choice to meet for this interview.

3. Study Sample

Data from this study came from interviewing the best fit role that contributed knowledge

to their small business’ CSR initiatives on social media. Whether that may be the owner,
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manager, communications director, PR professional or another CSR-related position. Small

businesses that started in Hawaiʻi were the primary focus for this study, particularly the retail and

food services sector because they make up the forefront of small business industries (Hawaii

Small Business Profile, 2019). Through purposive sampling methods, 13 small businesses in

Hawaiʻi that have a following of >1000 followers on Instagram and have been around for more

than one year participated in a semi-structured interview via Zoom. Specifically these businesses

a) have made CSR posts on social media and b) have engaged in CSR messaging with social

media users in the past 3 months. The audio recording of each interview was converted into

transcripts using Otter.ai, a transcription software.

4. Creating the Interview Instrument

The in-depth interview, which examined small businesses in Hawaiʻi’s social media

strategies to advocate CSR strategies and relationship building strategies with their stakeholders,

consisted of six main sections. The first section asked five questions about the participants'

demographic. The second section had nine questions about the overview of the small business.

The third section had five questions examining the small businesses social media use for CSR.

The fourth section had one main question with four possible probes that contain follow-up

questions. The fifth section had four questions about the perceived role of CSR on relationships.

The sixth section had five questions regarding the small businesses’ relationship building

strategies. The questions are on the semi structured in-depth interview section (Appendix A).

5. Data Collection

The data was collected by the researcher in the form of audio recording and field notes.

During the interview, participants were reminded that there will be no video recording because it
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does not have a great contribution to the information of this study. The data was retrieved from

Zoom once the interview was completed and stored on an external hard drive.

6. Data Analysis

The collected data were transcribed on Otter.ai and uploaded to Jamovi for thematic

coding. Specific interview questions matched to answer the two research questions. Other

interview questions and responses needed a read-through to observe patterns across the data set,

forming initial codes. All necessary excerpts were associated with those codes and sorted into

potential themes that helped answer the research questions. Apart from pinpointing similarities

that directly relate to the research questions, a reflection of small businesses' values to other

stakeholders, employees, and suppliers influenced new themes to include in the results. After

finalizing those themes, another prevalent theme to address was the CSR difficulties small

businesses face in Hawaii because of the experience in their stories and feelings. Quotations

selected from the interviews illuminated the themes and concepts.
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CHAPTER 4: RESULTS

The outline of the results is divided into five sections. First, RQ1 is answered by

addressing the participants' demographics, the social media platforms they actively use, and their

contributing factors on deciding which social media platform they use actively. Second, RQ2 is

answered by providing CSR strategies to promote the relationship outcomes—transparency,

trust, and loyalty with their customers on social media. Transparency refers to the openness of

CSR information whether deemed good or bad (Kim, 2019; Kim & Ferguson, 2016, p. 7). Trust

is the existence of a relationship where the customer believes in the company’s reliability and

integrity (Glaveli, 2021). Loyalty is the constant and lasting preference for the identified

company’s products or services (Bhattacharya & Sen, 2003). After identifying specific CSR

strategies for these three relationship outcomes, a table Third, a word graph is shown to explain

types of behind the scenes content small businesses can share on social media. Fourth, we will

share how small businesses use CSR internally with their employees and suppliers. Lastly, this

section will share the difficulties small businesses’ face regarding CSR.

In this study, 13 small business owners from the islands of Hawaiʻi participated in an

in-depth interview. These small businesses fall into either the retail or food and services category,

which are in the top sectors of businesses in Hawaiʻi (Hawaii Small Business Profile, 2019).

Although it was mentioned in the previous section that interviews would be conducted online

using Zoom, three participants preferred to meet in-person and field-notes were taken to record

and analyze the participants' responses. Using thematic analysis helped identify common

meanings and patterns that support my research questions, which to reiterate are: 1) What social

media platforms do small businesses primarily use when they promote CSR activities?; and 2)

What kind of CSR strategies does small business use to promote positive relationship outcomes
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(i.e. trust, loyalty, and transparency) with customers?. When transcribing the interviews,

inductive coding was used to come up with initial codes to find existing patterns. This allowed

me to capture relevant information that specifically addresses the research questions.

In regards to the first research question, the data provided which social media platforms

small businesses primarily use when promoting CSR activities. When participants were asked to

describe their business, all 13 small business owners either mentioned their products or

ingredients are locally sourced on the islands of Hawaiʻi, handmade in Hawaiʻi, or sourced

ethically. Table 1 provides a brief overview of what the small business sells and how long their

business has been around for. Two small businesses fall under the zero waste sector which

means, providing plastic-free packaging products that limit the amount and toxicity of waste and

materials (Bagui & Arellano, 2021). The concept of a zero-waste store encourages customers to

bring their own containers to refill cleaning products, household goods, and personal care

products. Another component that represents a zero waste store is the concept of providing

environmentally friendly packaging. Participant 09’s small business offers a local delivery option

twice a week when purchasing their products online. Their store along with participants 03, 06,

and 13 operate an online store, while the other six small businesses have a brick and mortar

location in Hawaiʻi.

Table 1: Participant Demographics

Participant ID Gender Age Business Sector Years in Business Online Store

01 Female 27 Food and Services 2015

02 Female 33 Beauty 2017

03 Female 28 Clothing/Apparel 2019 ✓

04 Female 35 Food and Services 1992

05 Female N/A Home & Apparel 2005
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06 Female 35 Fragrance 2016 ✓

07 Female 29 Soap manufacturer 2019

08 Female 24 Zero-waste 2020

09 Female 22 Zero-waste 2019 ✓

10 Female 37 Apparel 2013

11 Female 37 Food and services 2013

12 Female 36 Curated women’s
boutique

2016

13 Female 31 Apparel 2014 ✓

Another question that was asked during the interview was for participants to describe

their target audience. The small business owners primarily mentioned age and descriptive

elements that separated their target audience from the general public. Participants 01 and 04 own

coffee shops and responded that their target audience are people who are looking for their daily

coffee experience. Participant 06 sells handmade candles and diffusers while Participant 12 owns

a women’s boutique curated with other local vendors in Hawaiʻi, both shared their target

audience has some sort of ties to Hawaiʻi whether they were born and raised in the islands or

have a connection to Hawaiʻi. While sharing the same interests, Participants 07, 08, and 09 sell

zero-waste products that attract customers who are interested in being eco-conscious or living a

holistic lifestyle. All of these small businesses do have something in common and that is their

target audience age, ranging from early 20s to late 40s. Age played a factor when deciding which

social media platforms these small businesses should use.

In these next two tables, it showcases the findings to RQ1: What social media platforms

do small businesses primarily use when they promote CSR activities?. Table 2 illustrates how

many small businesses have active accounts to these social media platforms. Small business
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owners in this study primarily use Instagram. Participant 05 opened her business back in 2005

and has found Instagram to be helpful in showcasing her products, “Facebook, of course, came

around and that was more interactive, and it kind of reached audiences in a different way. And

then that progressed into Instagram, which seemed like such a perfect fit because it's so visual,

and everything we do is pretty visual.” Although Instagram does provide an engaging visual

aspect on social media, the rise of TikTok has entered into the scope of small businesses' minds

to branch out and reach new audiences. Participant 12 started her local women’s boutique in

2016 and started out using Instagram for her business, “For Instagram, we had just opened the

business and it was our way of finding new customers, getting the word out and selling. And

then for TikTok it was another way of finding new customers. Mainly the reason for starting it

was different; it was more so that Instagram reach had become really challenging, so we were

looking for a new way to reach customers.”

Table 2: Social media platforms that small businesses use in Hawaii

Social media platforms Number of small businesses in Hawaiʻi

Facebook 9

Instagram 13

Twitter 0

TikTok 4

Since all of the participants use Instagram as one of the social media platforms for their

small business, Table 3 showcases three overlapping reasons across participants' responses as to

why Instagram is their preferred social media platform to use.

Table 3: Why Instagram?
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Reasons: Quotes

Instagram Stories features “So when we get interactions from our customers or our
community, oh my god, it makes us so excited. It's like
reassurance, it's like okay, this is the type of content that
people like and like we're creating value for our customers
and we're putting out good content and clearly they like it
because they're literally liking it. And when people even like
React or when they message us back and say something, yeah,
interaction, like everywhere on Instagram. And it really does
make such a huge difference. Every single interaction makes
such a big difference for small businesses.” (Participant 09)

Visual aspect “Sometimes I'll do more behind the scenes, you know, so that
they can get to know me as the face behind the brand. I think
that's really important to know the brand and who's behind it
and what their mission is and what they're doing for the
community.” (Participant 02)

“I like to showcase on social media, like the behind the
scenes, like how things are made and how like, we try as hard
as possible to source like, as much ingredients we use.
Connecting with farmers or ranchers and stuff like that. I'd say
also, like, I like to also show our shipping methods and of like
how we're able to do completely plastic free which is even in
our wholesale orders.” (Participant 07)

Long-form content “Our whole Instagram, we're really trying to focus on only
providing, like telling people why this product is the way it is.
So this shampoo bar, it's made by a native Hawaiian girl, who
is a small business woman-owned, she sources everything
ethically, and kind of explains the backstory behind that. Also
showing different little tips and tricks to be more sustainable.”
(Participant 08)

Table 4: Contributions of deciding which social media platforms to use

Reasons: Quotes:

Familiarization with the
platform (Personal use)

“When we first started our business, Instagram was like one of the
bigger social media platforms. It was also something that we had
already been familiar with, because we had used it personally. And,
yeah, so I guess it just comes from familiarization with the
platform, and then also like really being able to understand all the
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different functions of it more than we have tried.” (Participant 09)

Where the target
audience hangs socially

“But I think social media or Instagram has been like the biggest
tool in our growth as far as developing a relationship with our
customers, you know, getting in front of people and spreading
awareness. That was really where our growth happened.”
(Participant 02)

“We are focused on really getting that engagement and I think that
we experienced more of that engagement on Instagram. And so
they kind of just follow really where their audience likes to hang
out socially online.” (Participant 01)

Free marketing/
Cost-effective

“It was a very cost effective way to get a lot of new eyes on my
business and to share information about my business daily.”
(Participant 13)

Finding new customers “And then for TikTok it was another way of finding new
customers. Mainly the reason for starting it was different; it was
more so that Instagram reach had become really challenging, so we
were looking for a new way to reach customers.” (Participant 12)

Storytelling “I think that people really enjoy stories, like storytelling, not like
Instagram stories, but like an actual story. So we find that our
engagement goes up when we're talking about like, either our
personal journeys of sustainability or like just like telling a story
like about our business, how we started or how we're running”
(Participant 09

It was found that when participants were asked to provide what social media features

come to mind, all of them mentioned Instagram Stories functions. Whether that was polls,

questions or reposting, these small business owners had a default social media platform that they

use. Participant 12 utilizes hyperlinks through Instagram’s various affordances, “so we have our

website in our bio. And then we've also got to share, like different links in our stories. Like if

we're talking about a fundraiser, share that. Or something on our website, we'll do that as well.

And we also have the shoppable feed so if they want to shop the product directly from the page,

they can click on it”. In addition to hyperlinks and other interactive elements on social media,
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every small business owner tries their best to respond back to direct messages and comments as

soon as possible.

During the beginning half of the interview when participants were asked questions about

how they select content types to be displayed on social media, all small business owners included

trust and transparency in their responses. This indicates that trust and transparency are leading

points to navigate what information they want to share on their social media platforms to

customers and audiences. Participant 07 stated: I like to showcase on social media, like the

behind the scenes, like how things are made. We try as hard as possible to source locally the

ingredients we use. We also connect with farmers or ranchers on the island to source ingredients.

Another thing to add is that I like to also show our shipping methods and how we're able to do

completely plastic free which is even in our wholesale orders.” Seamless responses such as this

one made the second research question unchallenging to find CSR strategies that small

businesses use to promote positive relationship outcomes with their customers.

Towards the end of the interview, participants were asked to share RQ2: What kind of

CSR strategies does small business use to promote positive relationship outcomes (i.e. trust,

loyalty, and transparency) with customers? transparency, trust, and loyalty and this is a summary

of their responses. Transparency refers to the brand’s willingness to be honest with their

customers about the business’ CSR practices (Iglesias et al., 2018). The participants'

transparency came easily/effortlessly because these small business owners showcase their

personal values through the brand on social media platforms. In response to how they show

transparency, a lot mentioned how they video record making products, sharing where they source

their ingredients, and how they show how they package orders all of which Table 4 comprises

their responses into similar themes.
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Table 5: CSR strategies that small businesses show transparency with customers

Theme: Definition: Quotes:

Sustainability
disclosures

Financial, social, and
environmental information on a
company’s activities to help
legitimize its behavior, educate, and
inform, and change perceptions to
its stakeholders. (Michelon, 2011).

“Sharing behind the scenes (hand
making some products, how it's made,
ingredients and packaging) how we
label the products. The materials as
well. How to dispose and recycle the
products. On the website “packaging”
tab, people know what to expect from
the receiving end. We have a package
free product. Like our toothbrush
comes in a boxed package that’s 100%
and our compostable silicone baking
mats are 100% package free.”
(Participant 09)

Humanizing
the brand

“Originally-inanimate brands are
becoming humanized through
intimate conversations with
consumers in social networks.
Humanizing of brands generates
more favorable consumer attitudes
and thus improves brand
performance” (Puzakova et al.,
2013).

“We're doing our best but like at this
moment, all we can afford in our
business is a plastic option. We really
are working towards maybe a non
plastic option. But like at this moment,
this is where we're at.” (Participant 08)

“We are open and honest when
something goes wrong, in areas that we
are continuing to grow and develop and
with our product creation as a whole.”
(Participant 13)

The second relationship outcome that is connected to the second research question

revolved around how small business owners use CSR strategies to promote trust with their

customers. When it came down to solidifying themes, owner's testing products, addressing social

issues, and owner involvement were outstanding themes from the participants’ responses, all

found in Table 5. In the first theme of testing products, the common phrase regarding testing

products normally refers to customer’s trying a business’ product and providing feedback in

response to using it. However in this case, there was a recurring response from the participants’
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that they test every product before it goes on their items to sell. Participant 09, who owns a zero

waste store, currently uses every item that is on their online store. Since the owner’s are very

familiar with product knowledge and source of ingredients it becomes their strongest type of

content making and that is storytelling. Participant 05 also expressed testing the durability of

their products by washing the item in settings that are not recommended for the product,

however, it still works well.

Moving forward to the second and third themes founded to promote trust among small

businesses and their customers are: social issues and owner involvement. During the pandemic, a

rise of social issues flooded social media platforms and caught the attention of many as well as

small business owners. This study’s participants have communicated social issues that are

important to them, which are their personal values. Although posting about all issues can

approach connection with different audiences, participant 12 explains that “what comes of as

disingenuous is if you care about everything, because the truth is that you know, like, you know

are not the truth, but like, it's hard to seem genuine if you celebrate every single holiday, you

know, that, you know, or international whatever day for your business, but I think really having

the focus helps people understand”. There is a depthness to what issue a person is raising

awareness to that can appeal to the eyes of customers and it is shown in these businesses’ brands.

Table 6: CSR strategies that small businesses show trust with customers

Theme Definition: Quotes

Owner’s testing
products

Product testing is a type of
market research in which
consumers are asked to use a
new product and give their
opinion of it. (Cambridge
Dictionary, 2023).

Instead of asking consumers to

“I definitely think storytelling is like
one of the strongest types of content out
there. People really value storytelling,
seeing the products being sold. Showing
how we use the products because it's
not normal. This is implemented in like
daily life and like it can be this easy it
can be this sustainable. So yeah, just
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use new products, business
owners will test them out first
before it goes on the floors.

like showing people like that. It's like a
lifestyle thing. It's like a daily thing. It
doesn't have to be like a special thing.
It's for everybody.” (Participant 09)

​​“In addition to sourcing and describing
the techniques, I always let customers
know that I test everything personally. I
wash it in the washer and dryer, even
though we recommend using cold water
wash, line dry for the environment, you
know, that kind of thing for our textiles
and stuff. I give it the rough and tumble
test and I let customers know that and I
stand behind it so they know that they're
not going to get clothing that's going to
shrink or they're not going to get
bedding that's gonna bleed on itself or
their clothes.” (Participant 05)

Social issues Therefore, viewing social issues
as strategic issues is important
in order to more fully integrate
CSR into strategy. The
examination of social issues is
best framed within the context
of strategy because it is the role
of strategy to identify, assess
and respond to such issues
(Galbreath, 2009).

“We try to highlight certain issues that
are occuring in the world. Being
supportive of things. Especially during
COVID. Expressing certain concerns.
Being a leader of getting people to
understand and be conscious and
mindful socially about what is going on
in the world.” (Participant 06)

“Community outreaches within our
community. Drive shelters and like
domestic ones. We've done that kind of
thing where we put together packages
and take them to the domestic violence
shelters. We've even done things like
Christmas trees for things like the
shelters.” (Participant 02).

Owner
involvement

“Kozan, Oksoy and Ozsoy
(2006) measure owner
involvement based on
qualitative information about the
degree of owner involvement in
the business. They too found a
significant relationship between
owner involvement (connected)

“I would say they see my business
partner and I are always there like, they
see us there constantly. They see us
putting in the work. No like we're truly
like, just trying to be there. Like I said,
be their friend. I think it's a similar
thing, asking them how their life is,
remember what product they like, ‘Oh,
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and performance” (Vos &
Roulston, 2008).

hey, last time when you were here, this
product was out of stock. It's back in
stock now. Do you want to see it?’ I
think things like that. Just like creating
a sense of community is really
important.” (Participant 08)

The third relationship outcome is loyalty and three themes stood out as CSR strategies

that small businesses use to show loyalty with their customers and that is: solicit feedback, social

media engagement, and return-customer experience. Table 6 provides definitions for each theme

and supported quotes from participants in this study. Social media has been a helpful platform for

these small businesses because it provides free-access to connect with their customers at all times

of the day. When soliciting feedback on Instagram, for example, businesses utilize the

functionalities of Stories such as the polls, comments, questions, and more. It could be as simple

as asking their audience on social media,“what other products do you want to see in store?”. Also

as mentioned before, not every small business that was interviewed has a brick and mortar

location so social media engagement is vital. Whether that is responding to comments and direct

messages, this is why listening to customers feedback, if it is positive and negative grows the

business and customers can build and remain loyal to the brand.

Table 7: CSR strategies that small businesses show loyalty with customers

Theme Definition: Quotes

Solicit feedback “As these interactions occur in a
secure environment, i.e., without
the risk of competitors listening
in, they are particularly effective
for soliciting consumer feedback
during concept and product
testing” (Balagué & de Valck,
2013).

“It's about what our audience wants so
I like to ask for feedback on what kind
of skincare they're looking for or help
with their skincare routine. Like what
are they working on as far as like,
what they need help with issues that
they're working on with their skin.”
(Participant 02).
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Social media
engagement

In the digital era, the use of social
media platforms such as
Facebook, Twitter, Instagram,
Pinterest, and YouTube has
become a norm for fashion
retailers seeking to engage
consumers actively. In their
Social Media Marketing (SMM),
retailers provide live updates via
newsfeed, vlogs, tweets, photos
and posts on arrivals of new
products or services (Cao et al.,
2018). P. 1.

“I would say just like that customer
engagement to and really just like, one
of the things we’re really big on is
engaging with whoever posts so they
want you know, those reposts to be
happening like when people post
stories, just so that people feel their
customers really feel that community
that's a part of their mission, and can
you know, engage with them and feel
known”. (Participant 01).

Return-customer
experience

Pine and Gilmore (1998, p. 3)
conceptualized the idea of
“experiences” as distinct from
goods and services, noting that a
consumer purchases an
experience to “spend time
enjoying a series of memorable
events that a company stages …
to engage him in an inherently
personal way” (Lemon &
Verhoef, 2016).

“I think for us it's really like building
relationships and remembering them
from last time. We try to make sure if
someone comes in, like yeah, last time
you bought this item, right? Do they
like it? You know, what you want is to
try and show that you still remember.”
(Participant 12).

As mentioned earlier, all participants responded that shooting behind the scenes clips

regarding their small business help with generating content to post on social media. Figure 1

provides the similarities and important keywords that express the type of content participant’s

show on social media. This compilation contains words in three different colors, the darkest

colors indicate the majority of participants have mentioned the topic in their responses and the

light colored words are well aware still important, however, it is not mentioned by participants as

largely as the rest. In this word graph, factories and warehouses indicate that for some small

businesses they have a physical location to house backstock. Participant 13 opens up about the

CSR activities she shows about the organizational structure, “We talk a lot about our

manufacturing process. We partner with an ethical factory that pays their workers fair wages and
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offers them benefits. We also print a portion of our fabrics using digital printing which uses no

water and nontoxic eco-friendly dyes.”

Table 8: Hawaii-specific CSR strategies that small businesses use

Theme Quotes

What are you
doing for the
community

“We talk about our ways that we give back to the community. So we do
like fundraisers. Or donation drives or we partner with YWCA Oahu a lot.
You know, last year we did a donation drive for the Ma'i Movement, which
is for period poverty. We'll use our social media to share about it. I guess
not much to share what we're doing but more so to get people involved
with us.” (Participant 12).

“I would definitely say community events in general are gonna be really
successful because it's bringing people together. It's bringing like minded
people together, like a beach cleanups. It's bringing everyone and they're
physically seeing the plastic. The beach cleanup itself, I would say, isn't
huge in progress. There's so much trash on the beach. But it would be more
successful after because now people are seeing the plastic, and I think it's
bringing so many like minded people together, as well as doing the
community events within the shop, like our clothing swaps.” (Participant
08).

Sourcing local
ingredients

“And so I'd say like, for me, it's like it really is in all the little details, you
know, like getting boxes from a local business. Getting, like certain
ingredients of a farmer down the road, like sustainability has allowed our
end to the end product. When you ship something out and someone gets it
in the mail, like they're not getting plastic, every single thing can be
composted or recycled. So I think for our consumer base, like being
holistically sustainable and definitely transparent about everything, you
know, the ingredients like ‘we're not hiding anything '”. (Participant 07).

After finding specific strategies small businesses use to promote CSR on social media,

two themes stand on on Hawaii-specific strategies participant’s have included in their

communication plan. The first theme explains a community-based element that participants

mentioned in their interview responses. Community outreach events and partnering up with

another small business displays unity in which their business values extend beyond their store

and into the community. Beach cleanups, co-sponsoring events, or fundraising events are a few
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examples these participants get involved in the community. The second theme taps into Hawaii

grown ingredients. Sourcing locally and making that information transparent towards customers

on social media “creates a connection for local people or those who have ties to Hawaii that

resonate with the business” (Participant 06).
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CHAPTER 5: DISCUSSION

The outcomes of this research have provided insight into the CSR strategies small

businesses use to promote on their social media accounts and build positive relationships with

their customers. This chapter provides a reflection on the research findings. Then, the limitations

and potential consequences of the design are discussed as well as the implications for the

interpretation of the results. The chapter ends with several recommendations for future research.

Small businesses may be unaware of Corporate Social Responsibility (CSR), a concept

derived from major corporations that use this business model to be socially accountable for

themselves, their stakeholders, and the public. The umbrella term of CSR generally encompasses

a corporation's efforts to promote social-good behavior to benefit and improve environmental

sustainability efforts in their business operations. However, their contribution to great efforts is

not comparable for small businesses to implement, which presents a challenge for them to

identify other avenues of CSR strategies according to their means, financially and other

resources.

Various studies have sought to identify the causes behind minimal CSR initiatives made

by small businesses. One researcher uncovered that small businesses need such relations with the

community to survive in business, and large firms do not (Russo & Tencati, 2009). Research has

also shown that social media provides a free tool for direct communication with audiences

online, including their customers. It is whether or not small businesses utilize social media

features to enrich a relationship with their audiences. Another factor to consider is small

businesses’ current efforts in CSR may be rich in building relationships with their customers, but
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communicating those efforts effectively on social media to reach higher engagement levels needs

further research.

The purpose of this qualitative study was to identify which social media platforms small

businesses primarily use to promote CSR strategies by interviewing small business owners in

Hawaii to explain their current communication plan. In addition to the first research question, the

second research question identifies CSR strategies that promote positive relationship outcomes

with small businesses' customers through transparency, trust, and loyalty.

Research Question 1

The growth of social media has increased rapidly in the past decade. With that said, new

social media platforms were developed in recent years bringing businesses choices to interact

with users on various platforms. The first research question explored which social media

platform small businesses use on social media to promote CSR strategies. There was a clear

answer to RQ1, and according to the results it was revealed that small businesses use Instagram

primarily to promote CSR activities to their customers. Five reasons in which participants chose

which platform to use were: familiarization with the platform, where the target audience hangs

out socially, free marketing/cost-effectiveness, finding new customers, and storytelling.

It was unexpected to find that Twitter was the only social media platform not mentioned

by respondents in their small businesses' communication plan. Because Twitter is known for its

short-form content (Logghe et al., 2016), this might not align with small businesses’ way of

promoting CSR activities. On the contrary, Etter (2014) noted that sustainable-related

information was found more on Twitter and on Facebook, for-profits prefer to communicate

corporate strategy than other social media platforms (Haigh et al., 2013). Although these scholars
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found that it is prevalent in corporations, small businesses, instead may be more inclined to take

advantage of the visual aspect of Instagram to showcase CSR strategies.

When all participants responded with Instagram as one of the social media platforms they

use for their small business, this was not unexpected. According to one study, over 20 million

people visit at least one business profile a day, and 81% of users research products and services

on Instagram (Hootsuite, 2021). The platform’s affordances offer visual and interactive elements

in which brands can use to engage with their customers. One prime example of this is Instagram

stories. By the use of strategic brand-generated content posted on Instagram stories, this helps

with engagement and suggestive content that businesses want access to from their customers

(Sánchez-Cobarro, 2021). Findings from this research connects with this recent literature

because participants stated Instagram stories features such as polls, questions, reactions drive the

direction of future business making decisions.

Research Question 2

Transparency

Two CSR strategies that small businesses use to promote transparency with customers are

sustainability disclosures and humanizing the brand. The way participants responded to how they

build trust with customers, sustainability seems a part of their small businesses' values. The

second CSR strategy small businesses use to promote transparency with customers is to

humanize the brand. According to Kim (2019), the openness of CSR information regardless if

the information is deemed good or bad transparent. From the interviews, Participant 08

understands that no person or a business can be perfect in any way. They run a sustainability

store and their focus is to provide non-plastic packaging in their products.When consignment

does not fulfill their request of non-plastic packaging, it goes against their values and would not
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be transparent for the business to not disclose. This example agrees with Puzakova et al.’s (2013)

finding that humanizing a brand generates more favorable consumer attitudes and thus improves

brand performance. This practice of even expressing bad CSR may not push customers away

from purchasing products but rather appreciate the small businesses' efforts.

Trust

Three CSR strategies small businesses follow to promote trust with their customers are

the owners testing products, addressing social issues, and owner involvement. After interviewing

participants, it seems from the tone of their voices they are passionate about their business and

confident in the products they sell.

The first strategy identified about trust with customers was owners testing their own

products. Product testing is a common concept in which consumers give a review of the product

after using it (Cambridge Dictionary, 2023); however, for small business owners they already

implement the products they carry into their everyday life. Familiarity of using a product

consistently can be received positively from customers to have trust in the business because of

the owners reliability of the product.

The second CSR strategy that small businesses use to promote trust with customers is

addressing social issues. According to the University of St. Gallen (2012) their findings included

that in order to be socially responsible, it is vital to address the social and environmental issues

of the modern world. However, once a business begins to take on stances on certain social issues,

there needs to be consistency when making business strategies (Iglesias et al., 2018). On the

other hand, if a business does mention every social issue or celebrate every holiday on social

media, a customer may view them disingenuous, says Participant 10. To avoid this from

happening, reflect on the owner's personal values and see if implementing those values can build

46



trust with customers.

The third CSR strategy small businesses use to promote trust is owner involvement. After

interviewing all participants, the owners run the business's social media accounts. This

information might indicate a comment responding to a user's question is answered directly by the

founder. Another similarity among participants was when these small business owners revealed

they work and interact with customers in the store. The owner gets to be part of a customer's

retail experience. When they ask customers about past purchases, it creates a sense of

community, and conversations become relational and not transactional. Then the customer can

learn more about the small business by retaining a relationship with the owner and increasing

trust in the brand. Through shared values and being involved in the customer's experience CSR

information from small businesses can be received positively.

Loyalty

The third and final relationship outcome we collected data on is loyalty. Small businesses

implemented three strategies to promote trust with customers soliciting feedback, social media

engagement, and return-customer experience. When small businesses interact with customers on

social media, it seems the utilization of its interactive features, such as polls, questions, and

comments, is a few examples. Participant 02 formulates skin care products and invites customers

to share their skincare routine and explain their skincare goals. This example showcases how

small businesses should listen to and understand the needs and challenges of their customers. As

a result, owners have the power to be the solution by creating a product relieving that particular

problem. In the Digital Age, direct customer-owner interaction can occur so businesses can

develop new products from customer feedback due to social media and email accessibilities. In
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addition to online interactions, participants sharing their values of receiving feedback can appear

in conversations in-store.

The second CSR strategy small businesses use to promote loyalty with customers is by

engaging on social media. A few ways small businesses engage with their customers on social

media from data collected by participants are replying to comments, reposting their content, and

responding back to direct messages. From a customer's perspective, these actions may increase

the interactivity with the business and the willingness to return back to the store. Participant 13

receives encouraging comments instead of questions or clarifications that are common to see. In

response, she acknowledges people's kind words. With that, it can leave an impression to a

customer that the small business recognizes their response and is pleased to engage with them.

Another way small businesses increase engagement with customers is by partnering or

collaborating with businesses' with similar interests. Participant 06 creates fragrances that are

familiar scents to Hawaii. As that vital information adds to their business values, collaborating

with other organizations to create a special-edition product can bring like-minded individuals

together because customers might have suggested a particular brand to work with the business

they like.

The third CSR strategy small businesses use to promote loyalty is to focus on the

return-customer experience. One tactic small business owners strive to remember is a customer's

name the next time they come to a store. Making a conscious effort to initiate a conversation

about the usage of past purchases may increase the customer's connection to the brand either

through products, values, and services. Participant 05 described how important creating a

personable experience with customers is. When a small business owner may not be physically

in-store, training employees to understand the value of a sensory experience allows the
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company's values to cultivate around internal stakeholders. CSR communication may enter into

conversations with employees and customers through product knowledge. Providing vital

information about a product catering to the customer's needs may showcase values that are

personable to the brand without greenwashing. Overall, this practice needs to be consistent for

customers to increase loyalty to the small business.

Limitations

Although the study contributed to small business strategies to promote CSR efforts to

customers, there were several limitations to this study. The first limitation was related to the

gender of participants. All participants that agreed to participate in this study were females.

When reaching out to small business owners in the retail and food and services sector, there was

not a thought to consider at least an even amount of male and female participants. A second

limitation was interviewing small businesses from two specific business sectors. This study

focused on the retail as well as the food and services sector because they are two of the top small

business sectors that are more likely to have a social media presence.

Recommendations for Future Research

Based on the results of the study, there are several recommendations for future research.

First, interviewing small businesses in more sectors. In addition to the two sectors that were

focused on in this study, branching out to sectors such as the restaurants, health care,

transportation, manufacturing, hospitality, and educational services are a few recommendations

for future research. In these examples, there are more than 2,000 small businesses in these

sectors. Second, expanding the participant demographic to males as well. This recommendation

stems from the limitation of only having female interviewees for this research. By including

male-owned small businesses, the results may be different depending on their experiences. The
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third and final recommendation is to conduct this research with a focus on the direction of the

social media platform, TikTok. Since the platform surfaced during the pandemic, it now has

become an incredible tool to reach a wider audience that Instagram’s algorithm does not have.

50



CHAPTER 6: CONCLUSION

The present study illuminated some salient information within the area of effective

communication strategies around Corporate Social Responsibility for small businesses to

promote to their customers. First, small business owners should invite customers into product

innovation. Second, humanize the brand. Third, partner with other small businesses that have

shared values.

The first conclusion is that small businesses should consider inviting their customers to

the development of new products. Other studies have noted the correlation between co-curated

products and increased loyalty regarding major corporations but not small businesses. Due to the

accessibility of social media and establishing a direct conversation with businesses on these

platforms, small businesses may have the upper hand by implementing customers' suggestions to

enhance current products or develop new items. In the results, we found that small businesses

utilize social media features such as Instagram Stories to ask their customers what they like to

see in the store. From this, it can usher customers to be seen and heard by a business. Therefore,

motivating them to buy more products from the brand.

Second, small businesses should work towards humanizing their brand. Reflecting on the

personal values and interests of the business owner can provide an insightful personality to the

brand. From the results, small businesses showcase using their products, sharing social issues

and event recaps on their social media accounts to highlight their values outside their

brick-and-mortar store. Even in CSR efforts, small businesses lack resources compared to big

corporations. An example is their price points. In comparison to other well-known companies,

prices will not be the same because of the emphasis on including natural ingredients and local
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sourcing. Small businesses can consider being open about their positive efforts to help the

environment and to address current sustainability struggles they cannot attain, which supports

past researchers' results.

From this research, discovering the importance of partnering with other small businesses

that share the same values can be helpful to promote positive relationships with customers. A

beneficial way small businesses communicate with their customers and bring in new customers

is by collaborating with small businesses to create a new product or announce a giveaway. It is

only so many times a business can post about their products, their employees, and

behind-the-scenes footage. However, to increase the number of customers connecting with

another business or several businesses can display an extension of CSR commitments. Whether it

may be a beach cleanup, a clothing swap, or other ways to interact with the community,

customers may feel more inclined to favor a brand from the outside actions they do in the store.

This study has brought to light that small businesses can thrive off of building and

maintaining relationships with their customers to sustain business. Throughout the data

collection, participants shared their personal values and interests which motivated them to pursue

the content they post on social media. Inviting customers in their business plans such as, showing

behind-the-scenes of the production process, packing online orders, and introducing employees

can build a shared connection between a customer and a small business. Due to the interactive

features on social media, small businesses can have direct conversations with their customers and

build a rapport. CSR strategies as shown in this study were founded in business owners’ values.

That is a stronghold that small businesses should be encouraged by and with humanizing their

brand, it will attract like-minded individuals who will engage with the business and buy

products.
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Appendix A: Interview Questions

Semi-structured interview guide

Introductory Questions

1. What is your name?

2. What is the name of your small business?

Demographic Questions

1. What gender do you identify as?

2. What is your age?

3. Please specify your ethnicity.

4. Where is your business located?

5. What is the highest degree or level of education you have completed?

Business Overview Questions:

● What is your business type?
● What is your business about?
● What size is your business?
● How long has your business been around for?
● What is your business mission?
● Who is your target audience?

Organizations' Social Media Use for CSR

● What social media platforms does your business use?

○ If participants mentions Instagram

■ What made you make an Instagram account?

○ If participants talk about Twitter?

■ What made you make a Twitter account?

○ If participants mention Facebook

■ What made you make a Facebook account?

● What are the contributing factors to deciding which social media platform to have?
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● What CSR practices have been implemented in your organizational structure that is

showcased on social media? If possible, can you explain in detail a specific time for each

practice?

Social Media Interactive Elements

● When you hear interactive social media features, what comes to your mind?

● What interactive elements on social media have helped you disclose Corporate Social

Responsibility?

○ If participant talks about hashtags

■ What type(s) of hashtags are most effective, and why?

■ How do you determine which hashtags to use on social media posts?

○ If participants mention sharing feature

■ Describe a time when you crafted a social media post in hopes for a high

sharing engagement.

■ What types of content do you post that encourages users to share with

others?

○ If participant talks about hyperlink

■ What type(s) of hyperlinks have you posted on social media?

■ Where do you add hyperlinks on a social media platform (e.g. on a story,

in the bio, etc.)?

○ If participants mention comments

■ Which employee engages in responding to comments?

■ How do you determine which comments to respond to?

■ In an instance where negative comments are found on your post, do you

deal with it? If so, how do you respond?

Perceived Role of CSR on Relationships

● What does successful CSR mean and why do you think that it is successful/it works?

● What is your measurement of successful CSR? (More engagement, more sales, etc.)

● What role does CSR play in relational building with your stakeholders?

● How do you incorporate CSR internally with your employees?
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○ Do you value employees' goals and growth? If so, how do you build a two-way

relationship with employees?

● How do you incorporate CSR externally with social media users?

● What kind of difficulties do you face regarding CSR?

Relationship Outcomes

● What types of CSR do you implement for customers to be transparent with your

business?

● What types of CSR do you implement for customers to have trust in your business?

● What types of CSR do you implement for customers to have loyalty with your business?

Concluding Questions

● What advice would you give to businesses' social media teams if they want to improve on

promoting CSR practices?

● Is there anything else you’d like to add or clarify?
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Appendix B: Consent Form

University of Hawai'i
Consent to Participate in a Research Project

Liza Marie Corotan, Principal Investigator
Project title: Small businesses use on social media to advocate CSR and relationship outcomes

among stakeholders

Aloha! My name is Liza Marie Corotan and you are invited to take part in a research study. I am
a graduate student at the University of Hawai'i at Mānoa in the School of Communication. As
part of the requirements for earning my graduate degree, I am doing a research project.

What am I being asked to do?
If you participate in this project, I will meet with you for an interview on Zoom and time
convenient for you.

Taking part in this study is your choice.
Your participation in this project is completely voluntary. You may stop participating at any time.
If you stop being in the study, there will be no penalty or loss to you.

Why is this study being done?
The purpose of this study is to examine what CSR social media interactivity features do small
use when they promote CSR activities on their social media channels, with the goal of
discovering how can CSR promote relationship outcomes (i.e. trust, loyalty, and transparency)
with customers of small businesses.

What will happen if I decide to take part in this study?
The interview will consist of 25-30 open ended questions. It will take 30 to 45 minutes.
The interview questions will include questions like, “What interactive elements on social media
have helped you disclose Corporate Social Responsibility?” “What CSR practices have been
implemented in your organizational structure that is showcased on social media? If possible, can
you explain in detail a specific time for each practice?”

Only you and I will be present during the interview. With your permission, I will audio-record
the interview so that I can later transcribe the interview and analyze the responses. You will be
one of about 15 people I will interview for this study.

What are the risks and benefits of taking part in this study?
I believe there is little risk to you for participating in this research project. You may become
stressed or uncomfortable answering any of the interview questions or discussing topics with me
during the interview. If you do become stressed or uncomfortable, you can skip the question or
take a break. You can also stop the interview or you can withdraw from the project altogether.

There will be no direct benefit to you for participating in this interview. The results of this
project may help improve the School of Communications to benefit future students.
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Privacy and Confidentiality:
I will keep all study data securely encrypted on a password protected computer and an external
hard drive. Only my University of Hawai'i advisor and I will have access to the information.
Other agencies that have legal permission have the right to review research records. The
University of Hawai'i Human Studies Program has the right to review research records for this
study.

After I write a copy of the interviews, I will erase or destroy the audio-recordings. When I report
the results of my research project, I will not use your name. The data will be kept on the external
hard drive for 3 years. I will not use any other personal identifying information that can identify
you. I will use pseudonyms (fake names) and report my findings in a way that protects your
privacy and confidentiality to the extent allowed by law.

Compensation:
You will receive no compensation for your time and effort in participating in this research
project.

Future Research Studies:
Even after removing identifiers, the data from this study will not be used or distributed for future
research studies.

Questions:
If you have any questions about this study, please call or email me at 808-454-7928 and
lizamari@hawaii.edu. You may also contact my advisor, Dr. Ji Young Kim, at 808-956-3353 and
jkim22@hawaii.edu. You may contact the UH Human Studies Program at 808.956.5007 or
uhirb@hawaii.edu. to discuss problems, concerns and questions; obtain information; or offer
input with an informed individual who is unaffiliated with the specific research protocol. Please
visit http://go.hawaii.edu/jRd for more information on your rights as a research participant.

If you agree to participate in this project, please sign and date this signature page and return it to:
Liza Marie Corotan (lizamari@hawaii.edu)

Keep a copy of the informed consent for your records and reference.

Signature(s) for Consent:

I give permission to join the research project entitled, ”Small business use on social media to
advocate CSR and relationship outcomes among stakeholders.”

Please initial next to either “Yes” or “No” to the following:

_____ Yes _____ No I consent to be audio-recorded for the interview portion of this

research.

Name of Participant (Print): ___________________________________________________

71

http://go.hawaii.edu/jRd


Participant’s Signature: _____________________________________________

Signature of the Person Obtaining Consent: ___________________________________

Date: ____________________________
Mahalo!
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Appendix C: Email to Potential Participants

Subject Line: [REQUEST] Interview invitation for UH Mānoa research

Aloha,

My name is Liza Marie Corotan. I’m a communications graduate student studying at the

University of Hawaiʻi at Mānoa, and I came across your business on social media.

Recently, I’ve been working on my master's thesis on how small businesses in Hawaiʻi use social

media platforms to build relationships with their stakeholders and I’d love to ask you questions

for an interview, if you’re available. I’d especially like to know who is the best fit person to

answer questions regarding this topic.

I’d be happy to meet with you online, and of course, I’d be happy to adjust my schedule in order

to accommodate your timing needs.

Would it be possible for us to meet sometime in January? I know how busy the new year must

get, so even 45 minutes would be appreciated.

Thanks,

Liza Marie Corotan
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