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EXPLORING THE GAP BETWEEN CONSUMER CONVERSATIONS AND
BRAND MESSAGING ON ESG INITIATIVES
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Consumer vs. Brand Messaging

on ESG Initiatives

The rise of Environmental, Social, and Governance
(ESG) initiatives has made corporate sustainability
efforts a main point for businesses. While brands
emphasize ESG through structured
communication strategies, consumer-driven
discussions on social media often take a different
path. Wisesight Research explores the contrast
between brand-driven ESG messaging and
organic consumer conversations, highlighting key
insights from social media engagement and
consumer opinion towards them.

The social media data were collected from June
2023-May 2024 from ESG-related keywords,
then categorized into the topic based on
Sustainable Development Goals: SDGs
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ENVIRONMENTAL ISSUES DROVE SOCIAL MEDIA ENGAGEMENT,
WITH MEDIA OUTLETS AND PUBLIC FIGURES
LEADING ESG DISCUSSIONS

ESG Share of Engagement on Social Media

Environmental topics received the highest engagement and mentions, followed by
social and governance issues. In general, government actions played a key role in
driving social media discussions and engagement, particularly on topics like the
PM2.5 issue, the Clean Air Act, and the marriage equality law.

Media outlets and public figures were the primary drivers of ESG-related
conversations, as they actively voiced their opinions and concerns. Facebook
emerged as the leading platform for engagement and mentions, with media pages
serving as the main channel for discussion.
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The Top Engaging ESG Categories

Ul 2

CLIMATE ACTION:

Discussions
around global
warming, PM2.5
pollution, carbon
credits, and
achieving a net-
zero society.

GENDER EQUALITY
& DIVERSITY:
Topics such as
Pride Month and
the marriage
equality law.

ECOSYSTEM & AFFORDABLE AND
BIODIVERSITY: CLEAN ENERGY:
Conservation The shift

efforts related to towards
forests, oceans, alternative
and biodiversity. energy sources,
clean energy
initiatives, and
the rise of EV
cars.

GOVERNANCE

RESPONSIBLE
CONSUMPTION &
PRODUCTION ON
ENVIRONMENTAL

Waste
management
strategies and
recycling
campaigns.

Environmental topics dominated social media engagement, largely driven by media

coverage and public figures raising awareness about climate change. Notably,

gender equality emerged as the second most engaging category, primarily due to

LGBTQ+ discussions, including Pride Month celebrations and advocacy for

marriage equality.

SOCIAL MEDIA BUZZED WITH CLIMATE ACTION, GENDER EQUALITY, AND
CLEAN ENERGY DISCUSSIONS,
DRIVEN BY GLOBAL AWARENESS AND ADVOCACY




Q;@ How Brands Communicate ESG

Brands use strategic ESG messaging to showcase sustainability commitments,
often focusing on the following:

1 Climate Action:
Carbon neutrality, clean energy transitions, and sustainability innovation.

Gender Equality & Diversity:
2 Pride Month campaigns, inclusive workplace policies, and social impact
initiatives.

3 Responsible Consumption & Production:
Waste reduction, circular economy efforts, and ethical sourcing.

This messaging is delivered via branded campaigns, influencer collaborations, and
corporate social responsibility (CSR) reports, with the goal of shaping public
perception and reinforcing corporate purpose.

@ Consumer-Driven ESG Conversations

In contrast, consumers engage in ESG discussions with a more critical and issue-
driven perspective, driven by real-world concerns and lived experiences. Key
themes include:

Climate Crisis & Pollution:

1 Public outcry over air pollution (e.g, PM2.5), deforestation, and extreme
weather events.

2 Social Justice & Inequality:
Discussions on LGBTQ+ rights, labor conditions, and corporate accountability.

Skepticism Toward Corporate ESG:
3 Criticism of greenwashing, inconsistencies in corporate sustainability claims,
and the lack of tangible impact from brand initiatives.

Consumer sentiment varies widely, with a mix of support and skepticism. While
some consumers appreciate corporate ESG efforts, others remain critical, pointing
out inconsistencies and potential greenwashing. The key takeaway is that
consumers seek genuine, impactful actions rather than performative messaging.



Consumers demand
tangible actions and a sense of security from brands.

No greenwashing O No rainbow washing O :’?“SPU'GHZY:
dairness, dn

0 Do not make them feel o Tangible actions to not taking advantage

that the brand puts a foster diversity, equity, E

Privacy concerned
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o Genuine sustainability o Upholding employee prioritize cybersecurity
efforts are essential. rights fosters a positive

workplace culture and

enhances overall

quality of life

burden on consumers and inclusion

ég@ What brands can do?

‘Q Aligning ESG Communication with Consumer Concerns:
Brands need to move beyond surface-level messaging and address
the real issues that drive consumer discourse.

Enhancing Transparency & Authenticity:

Consumers value transparency over PR-friendly campaigns.
Companies should back claims with tangible evidence and impact
reports.

Leveraging Influencers & Public Figures Strategically:
Public figures who advocate for ESG issues can boost credibility and
create more organic, trusted conversations.

Monitoring Social Sentiment for Better ESG Strategy:
Social listening is key to understanding what resonates with
audiences and where corporate efforts fall short.

The gap between brand ESG communication and consumer conversation
presents both a challenge and an opportunity. Brands that can bridge this gap
by addressing real concerns, engaging in transparent dialogue, and ensuring
authenticity will be better positioned to drive meaningful impact and
consumer trust. As ESG continues to evolve, businesses must remain agile,
responsive, and truly committed to sustainability beyond just messaging.
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