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Abstract 

China and America are world’s leading countries in technology, digitalization and advanced systems. Both countries seek 
to maximize their system qualities and customer-centered services to capture their engagement and long-term 
interaction. In this domain, this study investigated the impact of information system factors on users’ engagement with 
the mediation of corporate social responsibility (CSR). This study was structured according to quantitative methodology, 
wherein the data was collected through a survey questionnaire comprising close-ended questions on a Likert scale. The 
data was analyzed on SPSS 20 and AMOS 24.0. Using the SEM and specific indirect effects, the study encountered all 
designed paths as significant. Moreover, the comparative analysis revealed that both countries had a significant 
difference in terms of information system quality, CSR and user engagement with significance level >0.05 and 0.01. With 
these findings, this study shared valuable contributions, implications and suggestions for the policymakers, managers 
and IT experts that how far enhancing their information systems and their backend information and algorithms to gain 
an alleviated user engagement. 
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1. Introduction 
Two prominent social media platforms which significantly discuss Corporate Social Responsibility (CSR) are WeChat and 
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Facebook (Quiles‐Soler et al., 2023; Wang, 2023). These platforms give companies massive market coverage and can, 
thus, be employed to disseminate information on the CSR undertakings of the firm (Wang, 2023). Understanding 
information management on such platforms is crucial to increasing transparency, trust, and a favorable image of the 
organization (Masood et al., 2023). It is required to understand how these firms create awareness and engage with 
users on these platforms to enhance CSR communication and develop optimal engagement with stakeholders towards 
attaining sustainable business (Han et al., 2024). In other words, it should be demonstrated how these platforms can 
be optimally used for information to play a crucial role in developing effective CSR strategies (Han et al. (2024). 

Previous research has although focused on studying the impact of data organizations on users’ interaction in the context 
of digital marketing and information systems (Daoud et al., 2023). Quiles‐Soler et al. (2023), however, realize that there 
is limited discussion on how social media platforms can effectively engage the users and control information 
dissemination and how data organization can influence end-user dynamics in CSR communication within Chinese and 
Latin American firms. Specifically speaking, despite the rising interest in the usage of social media in CSR communication, 
studies regarding the potential use and application of WeChat and Facebook is rather limited (Corotan, 2023; Seregin, 
2022). This lack of information creates a gap that hinders corporations from grasping the optimal application of these 
tools in CSR communication. 

This study was therefore planned with a few objectives. The first objective was to meet this gap by exploring how 
structured data presentation influences users’ engagements on WeChat and Facebook platforms in Chinese and Latin 
American firms. For this reason, usability and other aspects of system quality have been discussed comprehensively 
with regards to information system and user satisfaction (Almohammadi; Bahaddad, 2023). The second objective aimed 
at increasing understanding of how system quality can be enhanced to promote the use of CSR programs, since it is still 
unclear how it mediates user interaction within the CSR communication framework. The third objective addresses how 
CSR programs can improve the effects of well-synchronized data on user engagement, although there is an 
acknowledgment of the impact of CSR on various business performances, but the role of CSR regarding the relationship 
between data organization and user involvement is still unestablished (Fatma; Khan, 2023; Cao, 2022). Finally, since the 
prior literature does not address the mediating impact of CSR on system quality and user engagement, the fourth 
objective aims to address this gap in the search for enhanced CSR communication strategies.  

The significance of the study, which is guided by the Task-Technology Fit theory, lies in examining the relevancy of WeChat 
and Facebook in facilitating CSR communication tasks. The study compares Chinese and Latin American businesses to 
assess the level of alignment between technology and users to use the platform in CSR disclosure. The study makes it 
possible for organizations to harness technology to improve and enhance the effectiveness of CSR programmes. 

2. Literature Review 

2.1. Corporate Social Responsibility 

Corporate social responsibility, or CSR, is a responsibility and a duty that an organization must uphold. CSR derives from 
a company's requirement to engage with the society in which it operates in order to adapt and obtain societal 
advantages in the form of credibility (Nurjanah, 2021). CSR is the management of a business's beneficial effects on the 
environment and society as a result of its activities and interactions with various stakeholders, including suppliers, 
consumers, workers, and investors. Stakeholders frequently view corporate social responsibility (CSR) as ancillary to 
business, despite the fact that CSR is commonly defined based on the assumption that firms are accountable for 
ensuring all elements of their enterprises have a positive influence on society (Chung et al., 2023).  

Social media is crucial for CSR communication campaigns. Social media enhances CSR communication between 
businesses and their stakeholders, greatly raising customers' awareness of and attitudes toward CSR. Twitter and 
Facebook are unavailable in China due to regulatory rules; WeChat and Weibo are comparable popular social media 
services. WeChat gives users the ability to provide more significant information and increases their capacity for 
information. The most popular digital payment method among Chinese people is offered by WeChat (Zhong et al., 
2022). 

According to Capriotti et al. (2021), Facebook communication is important for Latin American businesses. Organizations 
that handle dialogic communication effectively cultivate relationships with stakeholders. As the most widely used social 
network in Latin America, Facebook may play a vital role in fostering communication between businesses and online 
consumers. Facebook is one of the social networks that has the most potential for dialogic discussion. Maintaining an 
active Facebook presence is essential for communicating with stakeholders since it increases the likelihood of 
generating user conversation. 

Serving as a connection between the business and stakeholders and upholding corporate integrity and openness are 
the advantages of CSR communication. A business that regularly implements CSR initiatives will get favorable 
feedback from stakeholders, boost customer satisfaction, and improve the company's connection with stakeholders. 
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In addition to the company's significant contribution to corporate social responsibility (CSR) initiatives, this will 
improve its standing with the public and customers (Nurjanah, 2021). According to Chung et al. (2023), almost 40% 
of people worldwide actively use social media. Facebook, in particular, helps organizations communicate with their 
stakeholders about corporate social responsibility. Facebook is acknowledged as the leading medium for 
communication for businesses. 

2.2. Information Management System 

2.2.1. Organizing Data 

In the domain of information systems (IS) research, efficient utilization happens only when a system is used in a way that 
makes goals more likely to be achieved. A fresh era of growth and economic transformation is predicted to result from the 
efficient use of big data (Surbakti et al., 2020). Organizations in general and government agencies specifically are gathering 
and utilizing big and open linked data at an increasing rate. Big Data Algorithmic Systems are being used more frequently as 
a result of the emergence of big and open linked data, machine learning, and other types of artificial intelligence. These 
systems are employed in the following decision-making processes: matching potential employees with skills to facilitate work 
entry; providing access to low-cost loans despite the dearth of credit files (Janssen et al., 2020).  

Additionally, employing big data promotes gathering information and exchange between the business and the outside 
world. Businesses may gather, manage, and preserve rich digital content for an extended period of time with the help 
of big data sets, which are understood to contain contradictory information. Furthermore, identifying the degree of 
links between the data in the database and the condition of processes and resources using more advanced and complex 
analysis tools gives the business a competitive edge (Di Vaio et al., 2021). 

2.2.2. System Quality 

The past few years have seen a significant increase in interest in the role that big data analytics plays in directing 
organizational decision-making. Businesses are speeding up their big data analytics initiatives in an effort to obtain 
crucial knowledge that will ultimately give them a competitive edge and influence long-term organizational success. Big 
data has been called a change in the manufacturing environment because of its enormous revolutionary potential in 
business, management, and research. The ability of an organization to intentionally add to, expand, or change its 
resource base is referred to as dynamic capability (Zhu et al., 2022). In an effort to encourage accountability and 
transparency, governments have taken action to establish the required corporate social responsibility policies. 
Mandatory corporate social responsibility strengthens corporate commitment and gives many external stakeholders 
around businesses more leverage (Yusuf; Borjac, 2023).  

In this regard, it has been suggested that the implementation of required corporate social responsibility policies be 
used to encourage specific companies to fund corporate social responsibility projects. Businesses are prepared to 
challenge national governments' assumptions about socioeconomic development. Company leaders can better 
comprehend and address the problems of local stakeholders and their intermediaries due to the implications of the 
required corporate social responsibility policies (Avotra et al., 2021). 

2.3. User Engagement 

Interpersonal communication or user engagement on CSR initiatives may help the digital referral process since 
interpersonal information is seen as more reliable and authentic. The decision of consumers to interact or engage with 
CSR communications may be influenced by their perception of the CSR that a company promotes on social media. 
Additionally, social media can be useful for CSR communication because it allows customers to write and express their 
thoughts about CSR activities, which gives businesses the chance to have a two-way conversation with stakeholders 
(Chu et al., 2020). Associates have the power to spread knowledge and ideas more widely on social media in the form 
of conversations about or with a brand. They can also develop data, thoughts, content, and opinions, share or exchange 
them in social environments and online networks. Social media has thus made the workplace collaborative, pervasive, 
and user-centered and enabled customers to interact with company content.  

2.4. Theoretical Framework 

System quality and information quality are the key elements determining the ongoing usage intention and user 
endorsement of the information system, according to the information systems success model (Wu; Tian, 2021). The 
Technology Acceptance Model is a frequently employed research model that is utilized to forecast individuals' 
intentions to engage in particular activities and the utilization of information systems and technology (Musa et al., 
2024). The Task-Technology Fit (TTF) theory is a particular measure that is commonly acknowledged in information 
system (IS) research. It has been proposed that TTF theory represents one of the most significant advancements in 
information system theory. TTF offers a way to measure how beneficial technology is for an enterprise (Spies et al., 
2020). Figure 1 presents the research model of the study. 
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Figure 1: Research Model. 

2.5. Hypothesis Development 

2.5.1. Organizing data and User Engagement 

Open government data is hailed as the next big thing, guaranteed to spark innovation and bring in big bucks. It ranks 
highly on the schedule of policymakers during economic downturns, particularly in light of open government data and 
its potential to promote improved government transparency and public trust. Data transparency through data 
organizing procedures is considered to foster cooperation and user engagement. A wide spectrum of stakeholders can 
use open data because of the numerous potential advantages. It is challenging to identify which data generates which 
value for which consumers in advance due to the diversity of advantages and stakeholders (Susha et al., 2015). 
Traditional company strategies and paradigms have evolved as a result of the emergence of data-centric initiatives.  

Data-driven invention strategies have resulted in the creation of novel goods, company structures, and possibilities within 
the digital ecosystem. The digital marketplaces that make up the digital ecosystem are locations where data, or information 
created by user actions, is kept. Then, by analyzing these data, developments and patterns can be discovered (Saura et al., 
2021). Massive marketplaces, social networks, and any electronic medium that aggregates information from identifiable 
individual users in the manner of online communities are now considered to be examples of online platforms (Liu; Lai, 2022). 
Customer-generated information is the term for the data that arises from these user actions. When users engage with the 
components that comprise any digital mark, they generate various types of information and data (Saura, 2021).  

Users are often organized into online communities where people discuss businesses, exchange complaints and interests 
on goods and services, and discuss businesses that encourage user engagement (Saura et al., 2021). The following 
hypothesis was put forth in light of this concept: 

H1: Organizing data is directly correlated with user engagement. 

2.5.2. System Quality and User Engagement 

The relationship between consumers and service suppliers has grown in importance since the marketing paradigm 
changed from good-dominant logic to service-dominant reasoning. The viewpoint offers a fresh approach to assembling 
and expressing a different interpretation of value generation and market exchange. Customers will develop consumer 
loyalty if they have an emotional bond with a specific brand. Strong brand engagement results in repurchases and brand 
recommendations from the consumer. To establish a strong emotional connection with its clients, a firm must be able 
to build trust about its capacity to deliver on its promises (Hussein et al., 2023). WeChat and Weibo are growing quickly, 
mostly displacing traditional internet media and print media. A rising number of businesses are using social media 
networks to speak about corporate social responsibility (CSR).  

Forestry companies are among those that use these networks extensively for CSR communication. Social media has 
fundamentally altered corporate information operations. Social media, in the first place, lessens the impact of unfavorable 
information and increases the effectiveness of corporate information campaigns. In addition, social media is crucial for 
CSR communication campaigns. First, social media enhances the way that businesses communicate with their stakeholders 
about corporate social responsibility (CSR). It also greatly raises awareness and perceptions of CSR among consumers, 
staff, and other stakeholders. Finally, owing to user engagement, social media helps convert CSR into intangible quality by 
enhancing corporate reputation (Zhong et al., 2022). Therefore, the following hypothesis was proposed: 

H2: System quality is directly correlated with user engagement. 

2.5.3. Mediation of Corporate Social Responsibility 

Yuan (2021) observes that communication is constructed and distributed by the organization directly about its CSR 
efforts. A company's reputation and image can be enhanced, and brand perceptions can be improved, with the aid of 
effective CSR communication. Corporations endeavor to create customer-centric corporate social responsibility 
processes and programs (Troise; Camilleri, 2021). There is a commercial rationale for the mediation of corporate social 
responsibility and many advantages are linked to it. Thus, a number of factors lead to a rapid increase in reporting 
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activities, including the desire to enhance a company's reputation, the requirement to address stakeholders' concerns 
regarding social and environmental issues, and imitative behavior intended to stay competitive. Actually, it is most likely 
because of this mediation and interaction of several causes that large firms and large companies began to view visible 
monitoring of corporate social responsibility  as a strong mediator over time (Pérez Cañizares, 2021). 

Based on conventional offline CSR procedures, customers' access to an organization's CSR initiatives is restricted. However, 
the way businesses and consumers engage on social media, digitization has altered this phenomenon. Customers can 
readily contact firms through the mediation of social media to discuss their views on digital social responsibility initiatives 
and offer suggestions for the advancement of organizational digital social responsibility. The company can create programs 
that are linked to the needs of pertinent customers by combining customer involvement with digital social responsibility. 
In the last decade, customer involvement with digital social responsibility has drawn significant attention from researchers, 
who view it as the most crucial component for enhancing an organization's total CSR performance (Khattak; Yousaf, 2021). 
In accordance with the above-mentioned idea, the following hypotheses were proposed: 

H3: Corporate social responsibility serves as a mediator between organizing data and user engagement. 
H4: Corporate social responsibility serves as a mediator between system quality and user engagement. 

3. Methodology  
This section illustrates the questionnaire design, measures of the variables, sampling and population and methods of 
data collection.  

3.1. Questionnaire and Measures  

All items used to measure the organizing data (OD), system quality (SQ), user engagement (UE), and corporate social 
responsibility (CSR) have been attached in the appendix that were measured with a 5-point Likert scale, ranging from 1 to 
5 where 1 was coded as strongly disagree and 5 was coded as strongly agree. The study extracted the measurement items 
from past literature studies and adapted them according to the context of the study (Alkatheeri et al., 2020; Nguyen‐Viet 
et al., 2024; O’Brien et al., 2018). 

3.2. Sampling and Population  

A cross-sectional survey with the target population was conducted using a self-administered questionnaire distributed 
among the respondents. Out of 400 distributed questionnaires, total 250 responses were returned and employed in 
the data analysis. The data collection strategy was convenient sampling and data from both countries’ organizations 
was collected. The medium of data collection was online on WeChat and Facebook.  Table 1 shows the demographical 
profile of the respondents. It is evident that there is almost an equal distribution of both genders in the data set. 
Followed by their age which is between 25 to 45 years, but a greater proportion of people are aged more than 45 years 
(n= 80, 32%). Next, the respondents shared a high academic profile with a bachelor's education (35.2%), Intermediate 
(33.2%) and Master (25.6%).  

Table 1: Sample Profile. 
Characteristics Frequency Percent % 

Gender   
Male 129 51.6 
Female 121 48.4 
Age   
Less Than 25 Year 43 17.2 
25 to 35 Years 65 26.0 
35 to 45 Years 62 24.8 
More Than 45 Years 80 32.0 
Highest Level of Education   
Intermediate 83 33.2 
Bachelor 88 35.2 
Master 64 25.6 
Other 15 6.0 

4. Analysis and Results 

4.1. Data Validation  

Data was validated using the normality tests, common method bias (CMB), convergent validity and discriminant validity.  

4.1.1. Normality Test 

The normality test was conducted to establish the normal trends and distribution in the data. Using the simple 
descriptive test, the study performed the skewness test and encountered the fact that the data has normal distributions 
with skewness values within the acceptable range of -2 to +2 (Demir, 2022).  
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4.1.2. Common Method Bias (CMB) 

CMB is the output of the difference germinating when the responses emanate from the instrument itself rather than 
the respondents' predispositions that they actually try to uncover (Siemsen et al., 2010). CMB causes significant 
disruption in the reliability and validity of the data, therefore, it is imperative to timely trace it for corrections and 
elimination (Podsakoff et al., 2024). For this purpose, the study used Harman’s single factor test and confirmed the 
absence of CMB with 30.56% variance which is less than 50 (Chikazhe et al., 2021).  

4.1.3. Convergent Validity 

Convergent validity was assessed using model fit indices, Cronbach alpha values, composite reliability, standardized 
factors loadings and the average variance extracted. The listed statistical indicators have been attached in Tables 2 and 
3. The model fit indices in Table 2 highlight that the minimum conditions for the model fit indices have been satisfied 
by the data (Shi et al., 2019). Results in Table 3 demonstrate that convergent validity has been achieved because all 
factor loadings were greater than the recommended 0.7 (Hair Jr et al., 2021b). Cronbach alpha and composite reliability 
were also acceptable as they have values >0.7 (Hair Jr et al., 2021a). In the last, all constructs had AVE values larger than 
0.5 indicating that the convergent validity’s assumptions have met (Hair et al., 2019). 

Table 2: Measurement Model Fit Indices. 
Fit indices Measurement Model Recommended Values Sources 

χ2/DF 2.573 ≤3.000 

(Hair et al., 2017; 
Sardana; Bajpai, 

2020) 

NFI 0.899 >0.900 

TLI 0.928 >0.900 

CFI 0.930 >0.900 

RMSEA 0.079 <0.080 

Table 3: Measurement Model. 
Construct Standardized Factor Loadings Cronbach alpha Composite reliability 

User Engagement (UE)    

UE1 .734 

.949 0.950 

UE2 .728 

UE3 .809 

UE4 .754 

UE5 .809 

UE6 .757 

UE7 .748 

UE8 .706 

UE9 .712 

UE10 .771 

UE11 .822 

UE12 .753 

Organizing Data (OD)    

OD1 .840 

.900 0.905 
OD2 .877 

OD3 .814 

OD4 .718 

System Quality (SQ)    

SQ1 .882 

.964 0.960 

SQ2 .863 

SQ3 .871 

SQ4 .887 

SQ5 .891 

Corporate Social Responsibility (CSR)    

CSR1 .809 

.951 0.946 
CSR2 .850 

CSR3 .814 

CSR4 .820 

4.1.4. Discriminant Validity 

Results in Table 4 show that the conditions for the discriminant validity have been accomplished as all AVE values (in 
diagonal elements) are above the inter-correlations of the constructs (Ab Hamid et al., 2017; Fornell; Larcker, 1981).  

Table 4: Discriminant Validity. 
Construct UE SQ CSR OD 

User Engagement 0.783    

System quality 0.432*** 0.910   

Corporate social responsibility 0.609*** 0.558*** 0.903  

Organizing data 0.466*** 0.513*** 0.529*** 0.839 
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4.2. Testing Research Hypotheses  

H1 was tested using the SEM technique in AMOS 24.0. Results showed that the path System Quality --> User Engagement 
has a significant positive association (B= .105, p= .05). Therefore, H1 was accepted. Next, the H2 results showed that 
the path Organizing Data --> User Engagement had a significant positive association (B=.213, P= .021), Thus, H2 was also 
accepted. The plugins of specific indirect effect were utilized to perform the mediation analysis. Results showed that 
the path System Quality --> Corporate Social Responsibility--> User Engagement had a significant positive association 
with p<0.01. Similarly, the results also showed that the path Organizing Data --> Corporate Social Responsibility --> User 
Engagement had a positive significant relationship and impact on the dependent variable with 0.00<0.01 significance 
level. Thus, H3 and H4 of the study were accepted (Table 5). 

Table 5: Coefficients of the Regression Model. 
Relationship Beta P‐value 

System Quality --> User Engagement 0.105 0.056 

Organizing Data --> User Engagement 0.213 0.021 

System Quality --> Corporate Social Responsibility--> User Engagement 0.195 0.001 

Organizing Data --> Corporate Social Responsibility --> User Engagement 0.147 0.000 

Note: Significant at p < 0.001 

4.3. Comparative Analysis 

The study used an independent sample t-test to compare the level of CSR, information system quality and user 
engagement in China and America. For this purpose, a simple demographical question regarding the country of the 
respondents was attached in which the study gained 122 Chinese responses and 128 Latin American responses. In the 
independent sample T-test, the significance criteria of 0.05 was used and to the notice, the results revealed a significant 
difference between both countries in terms of information system, CSR and user engagement (Table 6). 

Table 6: Independent Sample T-test. 
Variable  Levene's Test for Equality of Variances t‐test for Equality of Means 

OD 
Equal variances assumed 

17.298 .000 
-4.188 248 .000 

Equal variances not assumed -4.156 219.968 .000 

SQ 
Equal variances assumed 

8.101 .005 
-2.015 248 .045 

Equal variances not assumed -2.008 239.227 .046 

CSR 
Equal variances assumed 

5.508 .020 
-2.563 248 .011 

Equal variances not assumed -2.552 235.288 .011 

UE 
Equal variances assumed 

11.131 .001 
-4.197 248 .000 

Equal variances not assumed -4.178 234.964 .000 

5. Discussion 
This research aims to understand the dynamics of information management and user engagement in CSR 
communication and compare it based on Chinese and Latin American companies on WeChat and Facebook respectively. 
The results obtained in this study indicate that all the variables used in the study analysis have a positive correlation. 
The study signifies that system quality and data organization contribute greatly towards continuous engagement, 
whereby both the factors positively impact CSR communication. In addition, the results of this study imply that firms 
can improve user engagement by increasing the system quality, the orderliness of data and communicating CSR 
information. The resultant effects will be improved brand loyalty and reputation. The findings of this study are in 
conformity with earlier studies on these variables.  

The findings of the study are consistent with Chu et al. (2020), who asserted that system quality and data organization are 
important determinants of user engagement, and they also have an impact on the CSR communication. These results are 
also in line with (Hoang; Nguyen, 2020) who regard high quality characteristics like ease of use, reliability and 
responsiveness of the system provide a satisfying user experience and trigger interest to engage with the CSR contents.  
Likewise, appropriate data organization enhances the presentation of CSR activities in a simplified manner and structure 
with a view of more comprehensible presentation of the company’s social responsibility programs to the users (Rossetti; 
Van Waes, 2022). Thus, it is suggested that if system quality coupled with data organization is highly developed, then users 
are more willing to access CSR communication and therefore generate brand loyalty, reputation, and business success.  

Furthermore, accurate systems and well–structured data enable organizations to target and segment their CSR 
communication in response to user needs and interest. The data foster a community with shared values and belief and 
hence increasing CSR communication and impact among the users (Aldalaty; Piranej, 2024). The integration between 
high-quality systems, organized data, and CSR communication allows companies to offer a specific and appealing CSR 
message that is well-suited to the needs, wants, and beliefs of the target audience. CSR strategies can thus directly 
target the segments, preferences, and issues of users that a specific company serves (Chen et al., 2023). Therefore, 
engagement with CSR content rises and in the long run user loyalty. It also advocates for the business success. 
Furthermore, it allows companies to show their commitment to social responsibility in a credible, coherent and 
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meaningful mode. It strengthens the CSR communication strategies and overall corporate image as a committed, socially 
responsible organization (Glaveli, 2021).  

From these findings, implications have emerged for companies to enhance on system quality, information architecture 
and communication of CSR information that will help create user engagement. When all these factors are well 
understood, firms can put in place proper information management strategies so as to fortify their CSR communication 
hence improving brand image and reputation. The study also portrays regional factors that must be contemplated since 
firms with interests in China and Latin America may require unique strategies to meet the consumers’ expectations.  

5.2. Implications 

This research has practical implications for organizations which desire to increase user engagements, and therefore, 
increase the effectiveness of their CSR programmes. First, the study establishes understandings of system quality and 
data organization as fundamental elements in enabling user engagement with a platform. This requires companies to 
establish appropriate system quality to display their effective CSR strategies (Jha; Verma, 2024). In addition, the study 
provides evidence that companies should be transparent, authentic, and consistent in their CSR communication. The 
information regarding the CSR activities should be clear and in line with the company’s brand (Pérez Cañizares, 2021). 
With such approaches, companies can obtain increased user engagement and improve the organization’s image, leading 
to company’s success. Also, the study has practical relevance for CSR practitioners as there is a growing trend towards 
user-oriented communication about CSR and the use of technology and data in this context (Chin et al., 2022).  

5.3. Limitations and Future Research 

However, despite the rich contribution that has been made in this study, the following limitations point to various directions 
for further research. Firstly, due to the specific choice of organizations from China and Latin America on WeChat and Facebook, 
the results cannot be generalized to other countries, fields, or social networks. Second, as the study utilized the quantitative 
methodology and relied on self-reported measures, the future studies can incorporate qualitative methods. Further, the cross-
sectional approach used in this study puts severe restrictions on manufactural causality between the variables (Hunziker; 
Blankenagel, 2024). Thus, future research should employ either longitudinal or experimental research design in investigating 
the casual nexus between system quality, data organization, CSR communication and user engagement. Subsequent research 
might also examine other variables including the users’ characteristics, their drivers for using social networks, and their 
previous experiences which can affect the perception towards the CSR content (Martínez et al., 2022). Finally, there is a 
research opportunity that new technologies can be adopted to enrich the CSR communication and engage users, such as 
artificial intelligence or virtual reality (Pai; Chandra, 2022). Thus, overcoming these limitations, further development of the 
research on CSR communication and user engagement in the digital environment is possible. 

References 
Ab Hamid, M R; Sami, Waqas; Sidek, MH Mohmad (2017). "Discriminant validity assessment: Use of Fornell & Larcker 
criterion versus HTMT criterion". Journal of Physics: Conference Series, v. 890, n. 1, pp. 012163. https://doi.org/10. 
1088/1742-6596/890/1/012163 

Aldalaty, Moaath; Piranej, Tea (2024). "How does Corporate Social Responsibility (CSR) contribute to trust building - 
through effective social contribution to the society?" Bachelor's Thesis, Jönköping University. https://www.diva-
portal.org/smash/get/diva2:1862422/FULLTEXT01.pdf 

Alkatheeri, Yazeed; Ameen, Ali; Isaac, Osama; Al-Shibami, Ahmed; Nusari, Mohammed (2020). "The Mediation Effect of 
Management Information Systems on the Relationship between Big Data Quality and Decision making Quality". Test Engineering 
and Management, v. 82, n. 1, pp. 12065-12074. http://www.testmagzine.biz/index.php/testmagzine/article/view/2786 

Almohammadi, Saad; Bahaddad, Adel A (2023). "Determine the Critical Factors of Information Systems Success (ISS) to 
Enhance Customer Satisfaction on SME Performance in Saudi Arabia". IJCSNS International Journal of Computer Science 
and Network Security, v. 23, n. 10, pp. 30-36. https://doi.org/10.22937/IJCSNS.2023.23.10.4 

Avotra, Andrianarivo Andriandafiarisoa Ralison Ny; Chengang, Ye; Sandra Marcelline, Tsimisaraka Raymondo; Asad, Ali; 
Yingfei, Yang (2021). "Examining the impact of e-government on corporate social responsibility performance: the mediating 
effect of mandatory corporate social responsibility policy, corruption, and information and communication technologies 
development during the COVID era". Frontiers in Psychology, v. 12, pp. 737100. https://doi.org/10.3389/fpsyg.2021.737100 

Cao, Yina (2022). "Variation in Synchronic Development of Literature: Mutual Learning". Cultura, v. 19, n. 2, pp. 25-41. 
https://doi.org/10.3726/CUL022022.0002 

Capriotti, Paul; Zeler, Ileana; Oliveira, Andrea (2021). "Assessing dialogic features of corporate pages on Facebook in 
Latin American companies". Corporate Communications: An International Journal, v. 26, n. 5, pp. 16-30. https://doi. 
org/10.1108/CCIJ-10-2020-0149 

https://doi.org/10.1088/1742-6596/890/1/012163
https://doi.org/10.1088/1742-6596/890/1/012163
https://www.diva-portal.org/smash/get/diva2:1862422/FULLTEXT01.pdf
https://www.diva-portal.org/smash/get/diva2:1862422/FULLTEXT01.pdf
http://www.testmagzine.biz/index.php/testmagzine/article/view/2786
https://doi.org/10.22937/IJCSNS.2023.23.10.4
https://doi.org/10.3389/fpsyg.2021.737100
https://doi.org/10.3726/CUL022022.0002
https://doi.org/10.1108/CCIJ-10-2020-0149
https://doi.org/10.1108/CCIJ-10-2020-0149


Information Management and User Engagement in Corporate Social Responsibility Communication 

e330317 Profesional de la información, 2024, v. 33, n. 3. e-ISSN: 1699-2407     9 
 

Chen, Quyi; Ye, Shengjia; Wei, Bin; Gong, Yao (2023). "Exploring the effect of alveolar bone quality differences on 
implant ISQ readings using biofilm technology". Journal of Commercial Biotechnology, v. 28, n. 2. https://doi.org/10. 
5912/jcb1404 

Chikazhe, Lovemore; Makanyeza, Charles; Chigunhah, Blessing (2021). "Understanding mediators and moderators of 
the effect of customer satisfaction on loyalty". Cogent Business & Management, v. 8, n. 1, pp. 1922127. https://doi.org/ 
10.1080/23311975.2021.1922127 

Chin, Yik Chan; Park, Ahran; Li, Ke (2022). "A comparative study on false information governance in Chinese and 
American social media platforms". Policy & Internet, v. 14, n. 2, pp. 263-283. https://doi.org/10.1002/poi3.301 

Chu, Shu‐Chuan; Chen, Hsuan‐Ting; Gan, Chen (2020). "Consumers’ engagement with corporate social responsibility 
(CSR) communication in social media: Evidence from China and the United States". Journal of Business Research, v. 110, 
pp. 260-271. https://doi.org/10.1016/j.jbusres.2020.01.036 

Chung, Cheukhei Danny; Gao, Yixing Lisa; Leung, Daniel (2023). "Corporate Social Responsibility Communications on 
Social Media and Consumers' Brand Engagement: A Case Study of Hotels in Hong Kong." In: New Technology and 
Mediated Chinese Tourists. Shen, Han; Fan, Alei; Wu, Laurie (Eds.), pp. 61-79. Routledge. https://doi.org/10.4324/ 
9781003392347-5 

Corotan, Liza Marie (2023). "Small Businesses Use on Social Media to Advocate CSR and Relationship Outcomes Among 
Stakeholders." Master's thesis, University of Hawai'i at Manoa. https://hdl.handle.net/10125/105115 

Daoud, Mohammad Khalaf; Al-Qeed, Marzouq; Ahmad, A Y B; Al-Gasawneh, Jassim Ahmad (2023). "Mobile marketing: 
Exploring the efficacy of user-centric strategies for enhanced consumer engagement and conversion rates". International 
Journal of Membrane Science and Technology, v. 10, n. 2, pp. 1252-1262. https://doi.org/10.15379/ijmst.vi.1425 

Demir, Süleyman (2022). "Comparison of Normality Tests in Terms of Sample Sizes under Different Skewness and 
Kurtosis Coefficients". International Journal of Assessment Tools in Education, v. 9, n. 2, pp. 397-409. https://doi.org/10. 
21449/ijate.1101295 

Di Vaio, Assunta; Palladino, Rosa; Pezzi, Alberto; Kalisz, David E (2021). "The role of digital innovation in knowledge 
management systems: A systematic literature review". Journal of Business Research, v. 123, pp. 220-231. https://doi.org/ 
10.1016/j.jbusres.2020.09.042 

Fatma, Mobin; Khan, Imran (2023). "Impact of CSR on customer citizenship behavior: mediating the role of customer 
engagement". Sustainability, v. 15, n. 7, pp. 5802. https://doi.org/10.3390/su15075802 

Fornell, Claes; Larcker, David F (1981). "Evaluating Structural Equation Models with Unobservable Variables and 
Measurement Error". Journal of Marketing Research, v. 18, n. 1, pp. 39-50. https://doi.org/10.1177/002224378101800104 

Glaveli, Niki (2021). "Corporate social responsibility toward stakeholders and customer loyalty: Investigating the roles 
of trust and customer identification with the company". Social Responsibility Journal, v. 17, n. 3, pp. 367-383. https://doi. 
org/10.1108/SRJ-07-2019-0257 

Hair, Joe F.; Matthews, Lucy M.; Matthews, Ryan L.; Sarstedt, Marko (2017). "PLS-SEM or CB-SEM: updated guidelines 
on which method to use". International Journal of Multivariate Data Analysis, v. 1, n. 2, pp. 107-123. https://doi.org/10. 
1504/IJMDA.2017.087624 

Hair, Joseph F; Risher, Jeffrey J; Sarstedt, Marko; Ringle, Christian M (2019). "When to use and how to report the results 
of PLS-SEM". European Business Review, v. 31, n. 1, pp. 2-24. https://doi.org/10.1108/EBR-11-2018-0203 

Hair Jr, Joseph F; Hult, G Tomas M; Ringle, Christian M; Sarstedt, Marko; Danks, Nicholas P; Ray, Soumya (2021a). 
Partial least squares structural equation modeling (PLS-SEM) using R: A workbook. Springer Nature. https://doi.org/10. 
1007/978-3-030-80519-7 

Hair Jr, Joseph F; Hult, G Tomas M; Ringle, Christian M; Sarstedt, Marko; Danks, Nicholas P; Ray, Soumya; Hair, Joseph 
F; Hult, G Tomas M; Ringle, Christian M; Sarstedt, Marko (2021b). "Evaluation of Reflective Measurement Models." In: 
Partial Least Squares Structural Equation Modeling (PLS-SEM) Using R: A Workbook. pp. 75-90. Springer. https://doi. 
org/10.1007/978-3-030-80519-7_4 

Han, Shuihua; Liu, Zhenyuan; Deng, Ziyue; Gupta, Shivam; Mikalef, Patrick (2024). "Exploring the effect of digital CSR 
communication on firm performance: A deep learning approach". Decision Support Systems, v. 176, pp. 114047. 
https://doi.org/10.1016/j.dss.2023.114047 

Hoang, Dung Phuong; Nguyen, Nam Hoai (2020). "The impact of corporate social responsibility and customer trust on 
the relationship between website information quality and customer loyalty in e-tailing context". International Journal 
of Internet Marketing and Advertising, v. 14, n. 3, pp. 215-235. https://doi.org/10.1504/IJIMA.2020.108715 

https://doi.org/10.5912/jcb1404
https://doi.org/10.5912/jcb1404
https://doi.org/10.1080/23311975.2021.1922127
https://doi.org/10.1080/23311975.2021.1922127
https://doi.org/10.1002/poi3.301
https://doi.org/10.1016/j.jbusres.2020.01.036
https://doi.org/10.4324/9781003392347-5
https://doi.org/10.4324/9781003392347-5
https://hdl.handle.net/10125/105115
https://doi.org/10.15379/ijmst.vi.1425
https://doi.org/10.21449/ijate.1101295
https://doi.org/10.21449/ijate.1101295
https://doi.org/10.1016/j.jbusres.2020.09.042
https://doi.org/10.1016/j.jbusres.2020.09.042
https://doi.org/10.3390/su15075802
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1108/SRJ-07-2019-0257
https://doi.org/10.1108/SRJ-07-2019-0257
https://doi.org/10.1504/IJMDA.2017.087624
https://doi.org/10.1504/IJMDA.2017.087624
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1007/978-3-030-80519-7_4
https://doi.org/10.1007/978-3-030-80519-7_4
https://doi.org/10.1016/j.dss.2023.114047
https://doi.org/10.1504/IJIMA.2020.108715


Yuxun Zhou; Qinxin Zhang; Xiangyang Feng 

e330317 Profesional de la información, 2024, v. 33, n. 3. e-ISSN: 1699-2407     10 
 

Hunziker, Stefan; Blankenagel, Michael (2024). "Cross-Sectional Research Design." In: Research Design in Business and Manage 
ment: A Practical Guide for Students and Researchers. pp. 187-199. Springer. https://doi.org/10.1007/978-3-658-42739-9_10 

Hussein, Ananda Sabil; Sumiati, Sumiati; Hapsari, Raditha; Abu Bakar, Juhaida (2023). "Bank 4.0 Experiential Quality 
and Customer Loyalty: A Serial Mediating Role of Customer Trust and Engagement". The TQM Journal, v. 35, n. 7, pp. 
1706-1721. https://doi.org/10.1108/TQM-11-2021-0344 

Janssen, Marijn; Brous, Paul; Estevez, Elsa; Barbosa, Luis S; Janowski, Tomasz (2020). "Data governance: Organizing 
data for trustworthy Artificial Intelligence". Government Information Quarterly, v. 37, n. 3, pp. 101493. https://doi.org/ 
10.1016/j.giq.2020.101493 

Jha, Ashish Kumar; Verma, Nishant Kumar (2024). "Social Media Platforms and User Engagement: A Multi-Platform 
Study on One-way Firm Sustainability Communication". Information Systems Frontiers, v. 26, n. 1, pp. 177-194. 
https://doi.org/10.1007/s10796-023-10376-8 

Khattak, Amira; Yousaf, Zahid (2021). "Digital Social Responsibility towards Corporate Social Responsibility and Strategic 
Performance of Hi-Tech SMEs: Customer Engagement as a Mediator". Sustainability, v. 14, n. 1, pp. 131. https://doi.org/ 
10.3390/su14010131 

Liu, Tingting; Lai, Zishan (2022). "From non-player characters to othered participants: Chinese women's gaming 
experience in the ‘free’digital market". Information, Communication & Society, v. 25, n. 3, pp. 376-394. https://doi.org/ 
10.1080/1369118X.2020.1791217 

Martínez, Patricia; Herrero, Ángel; García de los Salmones, Maria del Mar (2022). "An examination of the determining 
factors of users’ intentions to share corporate CSR content on Facebook". Current Issues in Tourism, v. 25, n. 13, pp. 
2159-2176. https://doi.org/10.1080/13683500.2021.1946019 

Masood, Ayesha; Zhang, Qingyu; Ali, Moazzam; Cappiello, Giuseppe; Dhir, Amandeep (2023). "Linking enterprise 
social media use, trust and knowledge sharing: paradoxical roles of communication transparency and personal 
blogging". Journal of Knowledge Management, v. 27, n. 4, pp. 1056-1085. https://doi.org/10.1108/JKM-11-2021-0880 

Musa, Hussein Gibreel; Fatmawati, Indah; Nuryakin, Nuryakin; Suyanto, M (2024). "Marketing research trends using 
technology acceptance model (TAM): A comprehensive review of researches (2002–2022)". Cogent Business & 
Management, v. 11, n. 1, pp. 2329375. https://doi.org/10.1080/23311975.2024.2329375 

Nguyen‐Viet, Bang; Tran, Cong Thanh; Ngo, Hoa Thi Kim (2024). "Corporate social responsibility and behavioral 
intentions in an emerging market: The mediating roles of green brand image and green trust". Cleaner and Responsible 
Consumption, v. 12, pp. 100170. https://doi.org/10.1016/j.clrc.2024.100170 

Nurjanah, Adhianty (2021). "Corporate Social Responsibility Communication and Company Reputation in Pandemic 
Era". Komunikator, v. 13, n. 2, pp. 138-147. https://doi.org/10.18196/jkm.12336 

O’Brien, Heather L; Cairns, Paul; Hall, Mark (2018). "A practical approach to measuring user engagement with the 
refined user engagement scale (UES) and new UES short form". International Journal of Human-Computer Studies, v. 
112, pp. 28-39. https://doi.org/10.1016/j.ijhcs.2018.01.004 

Pai, Vaibhav; Chandra, Shalini (2022). "Exploring factors influencing organizational adoption of artificial intelligence (AI) 
in corporate social responsibility (CSR) initiatives". Pacific Asia Journal of the Association for Information Systems, v. 14, 
n. 5, pp. 4. https://doi.org/10.17705/1pais.14504 

Pérez Cañizares, Pilar (2021). "“Corporate Sustainability” or “Corporate Social Responsibility”? A Comparative Study of 
Spanish and Latin American Companies’ Websites". Business and Professional Communication Quarterly, v. 84, n. 4, pp. 
361-385. https://doi.org/10.1177/23294906211023799 

Podsakoff, Philip M; Podsakoff, Nathan P; Williams, Larry J; Huang, Chengquan; Yang, Junhui (2024). "Common 
method bias: It's bad, it's complex, it's widespread, and it's not easy to fix". Annual Review of Organizational Psychology 
and Organizational Behavior, v. 11, n. 1, pp. 17-61. https://doi.org/10.1146/annurev-orgpsych-110721-040030 

Quiles‐Soler, Carmen; Martínez‐Sala, Alba‐María; Monserrat‐Gauchi, Juan (2023). "Fashion industry's environmental 
policy: Social media and corporate website as vehicles for communicating corporate social responsibility". Corporate 
Social Responsibility and Environmental Management, v. 30, n. 1, pp. 180-191. https://doi.org/10.1002/csr.2347 

Rossetti, Alessandra; Van Waes, Luuk (2022). "Accessible Communication of Corporate Social Responsibility: 
Development and Preliminary Evaluation of an Online Module". Business and professional communication Quarterly, v. 
85, n. 1, pp. 52-79. https://doi.org/10.1177/23294906221074324 

Sardana, Shivani; Bajpai, V. N. (2020). "E-banking service quality and customer satisfaction: an exploratory study on 
India". International Journal of Services and Operations Management, v. 35, n. 2, pp. 223-247. https://doi.org/10.1504/ 
IJSOM.2020.105272. https://www.inderscienceonline.com/doi/abs/10.1504/IJSOM.2020.105272 

https://doi.org/10.1007/978-3-658-42739-9_10
https://doi.org/10.1108/TQM-11-2021-0344
https://doi.org/10.1016/j.giq.2020.101493
https://doi.org/10.1016/j.giq.2020.101493
https://doi.org/10.1007/s10796-023-10376-8
https://doi.org/10.3390/su14010131
https://doi.org/10.3390/su14010131
https://doi.org/10.1080/1369118X.2020.1791217
https://doi.org/10.1080/1369118X.2020.1791217
https://doi.org/10.1080/13683500.2021.1946019
https://doi.org/10.1108/JKM-11-2021-0880
https://doi.org/10.1080/23311975.2024.2329375
https://doi.org/10.1016/j.clrc.2024.100170
https://doi.org/10.18196/jkm.12336
https://doi.org/10.1016/j.ijhcs.2018.01.004
https://doi.org/10.17705/1pais.14504
https://doi.org/10.1177/23294906211023799
https://doi.org/10.1146/annurev-orgpsych-110721-040030
https://doi.org/10.1002/csr.2347
https://doi.org/10.1177/23294906221074324
https://doi.org/10.1504/IJSOM.2020.105272
https://doi.org/10.1504/IJSOM.2020.105272
https://www.inderscienceonline.com/doi/abs/10.1504/IJSOM.2020.105272


Information Management and User Engagement in Corporate Social Responsibility Communication 

e330317 Profesional de la información, 2024, v. 33, n. 3. e-ISSN: 1699-2407     11 
 

Saura, Jose Ramon (2021). "Using data sciences in digital marketing: Framework, methods, and performance metrics". 
Journal of Innovation & Knowledge, v. 6, n. 2, pp. 92-102. https://doi.org/10.1016/j.jik.2020.08.001 

Saura, Jose Ramon; Ribeiro‐Soriano, Domingo; Palacios‐Marqués, Daniel (2021). "From user-generated data to data-
driven innovation: A research agenda to understand user privacy in digital markets". International Journal of Information 
Management, v. 60, pp. 102331. https://doi.org/10.1016/j.ijinfomgt.2021.102331 

Seregin, Andrei (2022). "Good is overrated: on negative altruism as normative foundation for antitheism". European 
Journal for Philosophy of Religion, v. 14, n. 4, pp. 217-236. https://doi.org/10.24204/ejpr.2022.3660 

Shi, Dexin; Lee, Taehun; Maydeu‐Olivares, Alberto (2019). "Understanding the model size effect on SEM fit indices". 
Educational and Psychological Measurement, v. 79, n. 2, pp. 310-334. https://doi.org/10.1177/0013164418783530 

Siemsen, Enno; Roth, Aleda; Oliveira, Pedro (2010). "Common Method Bias in Regression Models With Linear, 
Quadratic, and Interaction Effects". Organizational Research Methods, v. 13, n. 3, pp. 456-476. https://doi.org/10.1177/ 
1094428109351241 

Spies, Ruan; Grobbelaar, Sara; Botha, Adele (2020). "A Scoping Review of the Application of the Task-Technology Fit 
Theory." In: Responsible Design, Implementation and Use of Information and Communication Technology. Hattingh, M.; 
Matthee, M.; Smuts, H.; Pappas, I.; Dwivedi, Y.; Mäntymäki, M. (Eds.), pp. 397-408. Springer. https://doi.org/10.1007/ 
978-3-030-44999-5_33 

Surbakti, Feliks P Sejahtera; Wang, Wei; Indulska, Marta; Sadiq, Shazia (2020). "Factors influencing effective use of big 
data: A research framework". Information & Management, v. 57, n. 1, pp. 103146. https://doi.org/10.1016/j.im. 
2019.02.001 

Susha, Iryna; Grönlund, Åke; Janssen, Marijn (2015). "Organizational measures to stimulate user engagement with 
open data". Transforming Government: People, Process and Policy, v. 9, n. 2, pp. 181-206. https://doi.org/10.1108/TG-
05-2014-0016 

Troise, Ciro; Camilleri, Mark Anthony (2021). "The Use of Digital Media for Marketing, CSR Communication and 
Stakeholder Engagement." In: Strategic Corporate Communication in the Digital Age. Camilleri, M. A. (Ed.), pp. 161-174. 
Emerald Publishing Limited. https://doi.org/10.1108/978-1-80071-264-520211010 

Wang, Zihan (2023). "Platforms for helping: Companies’ CSR communication and consumers’ response on Weibo during 
the pandemic lockdown". Global Media and China, pp. 20594364231182720. https://doi.org/10.1177/20594364 
231182720 

Wu, Run‐Ze; Tian, Xiu‐Fu (2021). "Investigating the impact of critical factors on continuous usage intention towards 
enterprise social networks: An integrated model of is success and TTF". Sustainability, v. 13, n. 14, pp. 7619. https://doi. 
org/10.3390/su13147619 

Yuan, Sheng (2021). "Comparing International Communication of Corporate Social Responsibility by Chinese and Korean 
Firms on Social Media". IEEE Transactions on Professional Communication, v. 64, n. 2, pp. 154-169. https://doi.org/10. 
1109/TPC.2021.3064409 

Yusuf, Yohannes; Borjac, Abdella (2023). "The Linkage between Entrepreneurship and Biotechnology Venture 
Performance: Identifying the Role Played by the Industry Environment". Journal of Commercial Biotechnology, v. 28, n. 
2. https://doi.org/10.5912/jcb2084 

Zhong, Ma; Lu, Feifei; Zhu, Yunfu; Chen, Jingru (2022). "What Corporate Social Responsibility (CSR) Disclosures Do 
Chinese Forestry Firms Make on Social Media? Evidence from WeChat". Forests, v. 13, n. 11, pp. 1842. https://doi. 
org/10.3390/f13111842 

Zhu, Changchun; Du, Jianguo; Shahzad, Fakhar; Wattoo, Muhammad Umair (2022). "Environment sustainability is a 
corporate social responsibility: measuring the nexus between sustainable supply chain management, big data analytics 
capabilities, and organizational performance". Sustainability, v. 14, n. 6, pp. 3379. https://doi.org/10.3390/su14063379 

https://doi.org/10.1016/j.jik.2020.08.001
https://doi.org/10.1016/j.ijinfomgt.2021.102331
https://doi.org/10.24204/ejpr.2022.3660
https://doi.org/10.1177/0013164418783530
https://doi.org/10.1177/1094428109351241
https://doi.org/10.1177/1094428109351241
https://doi.org/10.1007/978-3-030-44999-5_33
https://doi.org/10.1007/978-3-030-44999-5_33
https://doi.org/10.1016/j.im.2019.02.001
https://doi.org/10.1016/j.im.2019.02.001
https://doi.org/10.1108/TG-05-2014-0016
https://doi.org/10.1108/TG-05-2014-0016
https://doi.org/10.1108/978-1-80071-264-520211010
https://doi.org/10.1177/20594364231182720
https://doi.org/10.1177/20594364231182720
https://doi.org/10.3390/su13147619
https://doi.org/10.3390/su13147619
https://doi.org/10.1109/TPC.2021.3064409
https://doi.org/10.1109/TPC.2021.3064409
https://doi.org/10.5912/jcb2084
https://doi.org/10.3390/f13111842
https://doi.org/10.3390/f13111842
https://doi.org/10.3390/su14063379

